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FINANCIAL RESULTS



H1 2006 REVENUES
Geographic breakdown 

EUROPE       
33.2%

ASIA   (excl. JAPAN)         
23.1%

JAPAN        
19.2%  

NORTH AMERICA 
20.5%

ROYALTIES  and OTHER            
4.0%       

H1 2006 REVENUES:      978.9 
(Euro million)                    +21.1% 



H1 2006 REVENUES
Category breakdown 

LEATHER GOODS         
56.6%

SHOES 
13.4%

WRTW        7.1%

MRTW
4.5%

ROYALTIES   
3.3% 

OTHER    
15.1%

(*) On a comparable basis

H1 2006 REVENUES:      978.9 
(Euro million)                    +21.1% 

INCREASE per CATEGORY (*):

Leather Goods +22.7%

Shoes +21.8%

WRTW +28.9%

MRTW +14.5%

Royalties +39.0%

Others +10.6%



FY 2005 HIGHLIGHTS
The record year 

(*) On a comparable basis

INCREASE per CATEGORY (*):

Leather Goods +26.5%

Shoes +20.1%

WRTW +  7.6%

MRTW +  2.7%

Royalties +20.6%

Others +  5.4%

INCREASE per REGION (*):

North America +24.9%

Europe +14.0%

Japan +11.0%

Asia Pacific (excl. Japan) +28.5%

Royalties +20.6%

Others +26.0%

FY 2005 REVENUES:      1,807.1 
(Euro million)                    +18.4% 

(*)



H1 2006 RECURRING OPERATING INCOME

• Primary contributor to Gucci 

Group recurring operating 

income

• Percentage on revenues grows 
from 23.6% to 27.3%

• Efficient, effective operation
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CREATIVITY AND RESULTS

• The way to keep

Gucci hot

• Deep respect for 
CREATIVITY and the 

heritage of the brand

• Great dedication in 

achieving exceptional 

RESULTS in everything 
we do



COMMERCIAL DEVELOPMENTS



FRAGRANCES: AGREEMENT WITH P&G BEAUTY

• Global exclusive licensing agreement 

• Production

• Sales
• Distribution

• P&G Beauty:

• Leader in the fragrance business

• Outstanding know-how and commitment

• Respect for Gucci’s heritage and positioning

• Creative Direction: 100% Gucci

• Long-term partnership

• First launch planned for 2007



TIMEPIECES: INTEGRATION WITH GGW

• Unified brand strategy

• Integration provides strength 

• Highly competitive sector

• Complementary competencies

• New organizational structure

• Frida Giannini responsible for creative direction

• Merchandising and Communication reporting to Gucci

• Timepieces business will remain in Neuchatel, watches’ centre of 
excellence



E-COMMERCE

• Today

• US & UK
• France & Germany (August, September 2006)

• 2007 Plans

• Studying for other market launches

• Refreshed, revitalised web presence

• Long term goal: 
• One of the first luxury brand with global E-commerce capability 



UNIQUE POWER OF GUCCI BRAND
Interbrand Ranking – Top 100 Best Global Brands

• Gucci ranked 46 in the 

special ranking of 

worldwide top global 
brands

• First Italian Brand (like last 

year)

• Followed by Bulgari (95), 

Prada (96) and Armani (97)

• Top three: Coca-Cola, 
Microsoft, IBM



OUR VALUES



UNCOMPROMISED CRAFTSMANSHIP

• More than 1,000 Gucci employees in 
Casellina dedicated to manufacturing

• Approx. 6,000 people working for 

the suppliers in the surroundings

• Strong know-how in the Florentine 

area



MADE IN ITALY

• “We will go in India, China and the 

Far East, but to find customers, not to 

produce”

• Strong relationships with local 
partners, suppliers and authorities

• Made in Italy is the focus of our 

strategy, now and for the future



OUTSTANDING QUALITY

• Outstanding quality as a result 
of perfect combination of:

- modern technologies 

together with artisan 

heritage

- strong internal know-how

- continuous innovation and 

research

- passion, commitment and 

devotion of Gucci employees  
and our partners



OPERATIONS OVERVIEW



PRODUCTION AND LOGISTICS LEATHER GOODS 
Casellina 

1995 2005

Revenues from Leather Goods (Euro mill.)(*) 258.4 981.8

Leather Goods produced (units)(*) 1.055.000 4.031.000

(*) Only Gucci products.



CAPACITY & FLEXIBILITY
Casellina

• Main activities
• Product development
• Materials purchase/inspection
• Production planning
• Finished product inspection

• Technology
• Research laboratory
• Waterjet, CAD/CAM
• Advanced EDI
• Integrated supply chain software tools

• Extensive supplier network
• 200 main suppliers, 500 subcontractors, 6,000 people 

• Close control of inventory, shipping and quality



FOOTWEAR BUSINESS UNIT 
Baccio da Montelupo

• Main activities
• Technical product development
• Shoe form patterning
• Fitting and quality control

• Industrial network and people involved
• 108 Gucci employees
• 26 shoes factories (4 of them controlled by Gucci, employing 380 people) 
• 267 suppliers (“indotto”)

• 2005: 1,181,000 Pairs of Gucci Shoes

• Critical Success Factors
• Direct control of quality, cost, timing
• Continuous innovation
• Distinctive footwear identity



READY-TO-WEAR OPERATIONS 
Novara 

• WRTW Operations

• Collections development: from first sketch 
to final product 

• 2005 

• 302,118 units produced
• 110 employees
• over 50 woven workshops

Critical Success Factors

• Know-how ownership 
• Prices control
• Quality control
• Independence 
• Optimal Delivery Performance



STORES NETWORK

• 2002 173 DOS + 32 FRANCHISEES

• 2003 187 DOS +  31 FRANCHISEES

• 2004 198 DOS +  32 FRANCHISEES

• 2005 207 DOS +  33 FRANCHISEES

• H1 2006 211 DOS +  36 FRANCHISEES



2006 DOS STORES OPENING

YEAR-TO-DATE: 
• Qingdao

• Nagoya Takashimaya

• Chevy Chase

• East Hampton
• Perth

• Atlantic City 

• Puerto Rico
• Xian

• Lotte Kwangjoo

• Shinjuku Isetan Handbags
• Shinjuku Isetan Shoes

• Beijing Times Square

• Shenyang

TO BE OPENED: 
• Landmark Flagship (Oct 2006)

• Gucci Nagoya (Oct 2006)

• Gucci Ginza (Nov 2006)  

• Mexico City (Dec 2006)
• San Diego (Dec 2006)

• Palm Beach Gardens (Dec 2006)



2007 – FUTURE MARKETS

CHINA: 
• Gucci 10 years’ presence

• Fastest growing market for Gucci (in relative terms)

• 10 stores by year ending

• 6 new stores planned for 2007

INDIA:

• First two stores in 2007
• New Delhi and Mumbai



H2 2006 HIGHLIGHTS



85th GUCCI LIMITED COLLECTION



GUCCI BY GUCCI

• “Gucci by Gucci”

• Coffee table book 

• Communicating the long-lasting Gucci life-style

• Organized on Gucci icons spanning the 85 years

• Editor: Sara Mower

• Art Director: Doug Lloyd

• Publisher: Mondadori Electa

• October 2006 (launch during WRTW SS 2007 Milan Fash ion Week)

• Languages: Italian, English, French, German 

• Strong promotional tool



GUCCI BY GUCCI



ASIAN OPENINGS
Ginza – Tokyo

• Flagship Store in Harumi Street - Nov 2006

• 8 floors in total

• Store will occupy four floors

• Four additional floors offer: 

• Café

• Gallery Space

• Event Space

• Customer Service



ASIAN OPENINGS
Landmark – Hong Kong

• Largest Store in Asia 

Pacific (excl. Japan)

• Located in the major 
central business district 

“Central” in HK

• Four level façade in 

Queens Road and in 
Ice House Street




