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The “Wealth” Effect





Source: The Business of Fashion (BOF)



What drove the Exception Growth 2019-2023?

Source: McKinsey



Source: Bloomberg, Re-Hub



Source: Substack – Matteo Azzolinic
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YoY Revenue Growth

Note: MC: LVMH; RMS: Hermes; KER: Kering; CFR: Richemont; MONC: Moncler; BC: Brunello Cucinelli; BRBY: Burberry 





Anti-Laws of Luxury



Does your product have enough 
flaws?
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Source: Latico Leather



Source: Judith Leiber



Forget about ‘positioning’, luxury 
is not comparative







Don’t respond to rising demand



The Perils of Ignoring the Scarcity Principle
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Make it difficult for clients to buy





Source: Madison Avenue Couture

Birkin 25 – Togo
~ € 8,950

Mini Kelly 20 Matte Gator
~ € 30,000





Protect clients from non-clients, the 
big from the small





Don’t pander to your customers’ 
wishes
There are 2 ways to go bankrupt: Not listening to your client, but also listening 
to them too much



Communicate to those whom 
you are not selling
Luxury has two value facets: 
Luxury for oneself
Luxury for others



The presumed price should 
always seem higher that the 
actual price



Raise your prices as time goes on 
in order to increase demand



Keep stars out of your advertising



Don’t relocate your factories



MCap: €246.6Bn

Multi Brand
• Revenue: €82.8bn
• Operating Margins: 21.6%
• Net Profit: €10.9bn
• ROCE: 15.7%
• P/E: 22.5 

MCap: €214.3Bn

Single Brand
• Revenue: €15.7bn
• Operating Margins: 41.2%
• Net Profit: €4.4bn
• ROCE: 34.6%
• P/E: 47.89

Source: Company disclosures (TTM)





The Wolf 
in 

Cashmere





*

15.8 billion 

Source: Substack - Fincredible





LVMH Strategy

• Acquire high quality brands and create synergies

• Vertical integration

• Leverage economies of scale

• Digitalization

• Collaborations



Current Challenges



Succession???

Delphine Arnault (50) Antoine Arnault (47) Alexandre Arnault (33)

Jean Arnault (26)Frédéric Arnault (29)



Iconic 
Designs



0

10,000

20,000

30,000

40,000

50,000

60,000

70,000

80,000

90,000

100,000

CY15 CY16 CY17 CY18 CY19 CY20 CY21 CY22 CY23 CY24 TTM

LVMH Revenue (in EUR mn)

Source: Company disclosures



LVMH Revenue by Sector

2024 / 2015

Selective Retailing
22% / 31%

Fashion & Leather 
Goods
48% / 35%

Perfume & 
Cosmetics
10% / 13%

Wines & Spirits
7% / 13%

Watches & 
Jewellery
12% / 9%

Other 
1% / -1%

Source: Company disclosures
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Source: Bloomberg
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• Thierry Hermès – Founded Hermes in 1837 as a harness and saddle 
workshop

• Charles-Émile Hermès – Moved the workshop to 24 Rue du Faubourg 
Saint-Honoré, where it remains the company's global headquarters

• Émile Hermès – Took the company global, introduced RTW and the 
first leather bag

• Robert Dumas – Son-in Law of Emile – The Kelly bag and Hermès Scarf 
became an icon

• Jean-Louis Dumas – Created the Birkin
• Alex Dumas (Chairman) & Pierre-Alexis Dumas (Artistic Director)
• Other Descendants – Guerrand, Puech, etc.

Source: Company website, annual report

Six Generation of Legacy



Hermes Group Structure

Source: Company disclosures



Value Chain Visualized



Sold at auction for 230,000$ Sold at auction for 450,000$

Source: Sotheby’s

Collectibles





• Craftsmanship tradition & quality

• Exclusivity & desirability

• Mono brand distribution

• Pricing power

• Vertical integration

Hermes Strategy



Academia Hippica scarf 90
£470

Light matte lipstick
£66

"Palefroi Remix" buttoned long dress
£6,170

Oran sandal
£610

Mini Kelly 20 
Matte Gator

~£30,000

Source: Company Website

Brand Stretching
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Hermes Revenue By Sector

2024 / 2015

Ready-to-Wear & 
Accessories
29% / 23%

Leather Goods & 
Saddlery
43% / 47%

Silk & 
Textiles
6% / 11%

Other Hermes 
Sectors
12% / 7%

Perfume & 
Beauty
4% / 5%

Watches
4% / 3%

Other Products
2% / 4%

Source: Company disclosures



9/17/2025

0.0%

5.0%

10.0%

15.0%

20.0%

25.0%

30.0%

35.0%

40.0%

45.0%

50.0%

France Europe (excluding
France)

Japan Asia (excluding
Japan)

Americas Other countries

Hermes Revenue by Geographic Activity

CY15 CY24
Source: Company disclosures



Comparative Analysis 
LVMH & Hermes
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Comparable P/E

Note: MC: LVMH; RMS: Hermes



Comparable P/E

Note: MC: LVMH; RMS: Hermes; KER: Kering; BC: Brunello Cucinelli; CFR: Richemont; MONC: Moncler 



• Projected to grow from 8 Billion to 14 Billion by 2032 (Kearney)

• Great market response to localized go to market approach

• Substantial increase in UHNI across all of India

• Developing retail infrastructure 

India as the Next Growth Driver?



Challenges

• High level of bureaucracy

• High prices

• Indian consumption overseas

• Local luxury culture



How can you play the luxury 
theme in India?



Questions?
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