KANTAR MillWARDBROWN

The Luxury Brands Driving Global Growth
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Strong brands generate superior shareholders returns

BrandZ™ Strong Brands Portfolio vs. S&P 500 vs. MSCI Index

BrandZ Strong
Brand Portfolio

172.1%

S&P 500

102.0%

MSCI

50.3%
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Luxury brands

Market overview
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The BrandZ Top 100 Most Valuable Global Brands 2018
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Top 20 risers in 2018 are consumer-centric brands

——

S

P
¥ JD.COM Alil%roup w 'PayPaI NETFLIX GUCCI Tencentfsin T DiOI’

T=5LnmA

+94% +92% +89% +85% +73% +65% +60%

\7 O ° j(zlz§¥1ﬂﬂﬁ Bankofimerica .
e cﬁ%\as amazon Allianz@ ICBC @ (D AF SHIEDO. M »

RIE-RIT-REA

+51% +50% +49% +48% +45% +44% +42% +42% +42%

N

Adobe

+53%

[CANTAR -~ BRANDZ



BrandZ'’s globally most valuable luxury brands 2018

Luxury Top 10

Brand value Brand Brand value %

2018 $MM contribution change ‘18 vs. ‘17

Louis Vuitton 41,138 5 41%
Hermes 28,063 5 20%
Gucci 22,442 5 66%
Chanel 10,383 5 -6%
Rolex 8,721 5 8%
Cartier 7,040 4 20%
Burberry 4,483 5 5%
Prada 3,925 4 -1%
Dior 3,612 3 54%
Saint Laurent/Yves Saint Laurent 3,316 3 NEW
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Luxury brands grew 28% in
brand value in 2018, compared
to just 4% in 2017, according to
the BrandZ Most Valuable Global

Brands Report.




Growing total value of the top 10 global luxury brands

The bar is getting higher...

$ Value of Top 10 Luxury brands
133123

+120% in 13 years
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$ Luxury Top 10 2006

$ Luxury Top 10 2018

Louis Vuitton 19479 Louis Vuitton 41138
Chanel 6499 Hermes 28063
Cartier 5548 Gucci 22442
Rolex 4925 Chanel 10383
Hermes 4830 Rolex 8721
Gucci 4370 Cartier 7040
Hennessy 4191 Burberry 4483
Moet & Chandan 3729 Prada 3925
Fendi 3542 Dior 3612
Armani 3535 Saint Laurent/Yves St. 3316




Super luxury brand rise fastest in value

= Luxury brands constantly struggle with Luxury vs. Super Luxury
the category’s central tension
» Protected exclusivity increased 190% Average brand = 100
= Balance of exclusivity and popular appeal
increased 1110/0 Bl’and experience
Desirability

Want to be seen using

12-yr change

Luxury: Burberry, Cartier, Dior, Gucci, Prada,
Tiffany

Both: Louis Vuitton

Super luxury: Chanel, Hermes, Rolex
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Drivers of luxury brand growth

GucCcl BURBERRY

LOUIS VUITTON

Unique brand experiences New uses of data and technology Pair heritage with innovative design
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Unique brand experiences

Gucci - Instagram

« Gucci Art Wall

@ gucci % - Follow

gucci Unveiling the new #GucciArtWall in
Milan’s Largo la Foppa, featuring the poster
for the upcoming exhibition ‘The Artist is
Present'—curated by @mauriziocattelan
—which will open on October 11 in
Shanghai. The Gucci exhibition, titled after
Marina Abramovic¢'s ‘The Artist is Present’
show in 2010, explores the age of copying
that we live in, highlighting the practice of
appropriation in the many forms it takes in
contemporary culture.

The artwork on the wall features a photo by
@ronan_gallagher__, inspired by Marco
Anelli's original portrait of Marina
Abramovi¢. #AlessandroMichele

s T %  #TheArtistisPresent
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GucCCl ; 151,622 likes
11007, 2018~ 16 DEC, 2018
YUZ MUSEUM SHANGHAI
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Unique brand experiences

Gucci — Online shopping

L= Women

NEWIN DESIGNERS

90 Minutes Delivery To

Los Angeles

Same Day Delivery To

Category

» Accessories

» Bags

o~

Men Kids

CLOTHING

SHOES

BAGS ACCESSORIES

Gucci Shoes

Gucci Bags
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FARFETCH

JEWELRY

VINTAGE EDITORIAL

Gucci Pants

Gucci Vintage

SALE

Search

Gucci Kids
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New uses of data and technology

Burberry - Snapchat

ICANTAR BRAND!

SPONSORED

Qe«
IKII) JRRY

D‘/ ®

13



New uses of data and technology

An aside - Dolce & Gabanna ‘drone models’
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Source: https://www.youtube.com/watch?v=2TyAulbHZyo
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Pair heritage with innovative design

Louis Vuitton
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A brand’s ‘equity’ relates to how Meaningfully Different it is to the consumer — our model
quantifies this
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Meaningful
Consumers feel an affinity for the
brand or think it meets their needs

N -

Different \
Feels different from other brands or Euy more Erantd ~
sets the trends for the category ay more quity /

A ‘Brand’ is simply a set of ,,
associations in the mind s
of the consumer

-

Salient

Comes to mind quickly and readily
when activated by ideas relating to
category purchase
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Meaningful Difference

Brand purpose Innovation Communication Brand experience Love

I(ANTAR BrandZ Top 100 Most Valuable Global Brands: 87 common brands valued in both 2006 and 2017




Brand building action points for luxury

= Artistic intuition, rather than data, connects = As the market for luxury expands, with
fashion with the zeitgeist. But data can new, younger consumers, it is important
inform artistic intuition without subverting it to be present in diverse media

= Being exclusive is fine. For luxury it is
necessary. Being snobby is poor manners,
but is sure to alienate the younger
customers

ICANTAR BRAND!

Be willing to communicate a unique point
of view both in design and communication.
Heritage is important. But even a royal
family needs to refresh and put on a

modern face

Be timeless and timely
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Sana M. Carlton

Group SVP
Kantar Millward Brown y
sana.carlton@kantarmiIIwardbroWP.com :
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Thank you!



