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Trends
Luxury Market Dynamics

The luxury sector is becoming bigger and bigger

Faster and faster trends

Need for continuous innovation




Trends
Consumer Behaviour

Changing consumer behaviour
Desire and emotion

Consumer segmentation
Trading up and down

“Mix and Match”

Ultra exclusivity
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Our portfolio of Brands
Yves Saint Laurent — Contemporary chic
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Our portfolio of Brands
Balenciaga — Edgy fashion

BALENCIAGA




Our portfolio of Brands
Sergio Rossi — Sexy and comfortable

Serglo rossl
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Our portfolio of Brands

EXGUISESE CONFIDENCES, & COLLECTION OF WHISFERED SECRETE FoR LA FOHFADGUR
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Our portfolio of Brands
Bedat & Co — Stylish precision

BEDAT & C=#




Creativity




The Virtual Circle




Managing a Portfolio of Brands

Teams grouped around each brand
CEO has brand custodianship
Freedom within a framework
Ownership, commitment, motivation

A successful model




Gucci Group Strategic Goals (2005-2007)

Significantly improve Group revenues and results
Renew focus on Guccl brand

Assign specific role to each brand within portfolio




H1 2006 Results

Gucci Group sales grew by 20.3%

Gucci Group gross margin + 22.3%, up 1.1 point

Gucci Group Recurring Operating Income +69.6%,(Recurring

operating margin up 3.3 points to 11.4%)




Conclusion

Outstanding sales and earnings performance in H1,
mainly driven by Gucci and Bottega Veneta brands and
very encouraging results for all the other brands

On track with the implementation of the 3 year Strategic plan
(2005-07), which continues at rapid pace for all brands

Recent sales trends (July and August) are very

encouraging, however, the comparison basis at year
end is becoming stronger
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