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APPAREL AND ACCESSO RIES

Louis Vuitton, Hermès and Chanel only
houses to record growth: report
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By JEN KING

France’s Louis Vuitton is ranked as the world’s most valuable luxury brand for the
eleventh year running, according to the 2016 “BrandZ T op 10 Luxury Brands” report.

While there is strong appreciation for luxury brands, slowing economic growth has put
constraints on consumer spending, but the comforts of displaying one’s affluence have
returned since the global financial crisis of 2008. As a whole, the luxury category’s value
declined by 5 percent from the year-ago period, resulting in a top 10 brand value of $99.7
billion.
"It has been interesting to watch the impact of a changing global consumer as Chinese
consumers become more sophisticated," said Susan Hickey, senior vice president of
marketing at Millward Brown. "So while previously, Chinese consumers were more about
displaying luxury brands and logos for effect, it has become more about the meaning and
stories behind the brand, and less about the bling effect.
"For example, Christian Dior, new to the luxury category ranking this year, invested in
marketing its perfumes in China – perfume being a more personal, less visible item," she

said. "It has also been interesting to see partnerships and sponsorships emerge and
expand.
"Hermès, the number two luxury brand, partnering with Apple, the number two brand in the
world, to market a watch band (see story). Rolex, the number five luxury brand, continued
its sponsorship of the Rolex 24 at Daytona, emphasizing performance and achievement.
T hese partnerships and sponsorships are more often seen with mass market brands, so
we’ll be keeping an eye on how these partnerships create value for luxury brands and
customers."
Millward Brown’s BrandZ report ranks among the top 100 most valuable global brands
across categories. T he study measures brand equity based on interviews with more than 3
million global consumers regarding consumer-facing and business-to-business brands.
T he BrandZ T op 10 Luxury Brands is an excerpt from the “T op 100 Most Valuable Global
Brands” ranking that examines only labels in the luxury industry. For the purpose of these
rankings, luxury was defined as high-end clothing, leather goods, fragrances, accessories
and watches.
Luxury at its finest
When combined, the most valuable global brands of 2016 have a brand value of $3.4
trillion. Over the past 11 years, since the ranking was established in 2005, brand value has
risen steadily by 133 percent.
Ranking one through five of the BrandZ T op 100 Most Valuable Global Brands 2016 are
Google, Apple, Microsoft, AT &T and Facebook. T he only luxury apparel brands to rank
within the 100 are Louis Vuitton at 30, up from last year's spot at 34, Hermès at 44 and
Gucci at 80.
When examining just the T op 10 Luxury Brands, three brands in the category were the only
to show growth: Louis Vuitton, Hermès and Chanel.
"Even in a category like luxury, often viewed as more traditional, technology is driving
change among consumers," Ms. Hickey said. "T his creates a particular challenge for
luxury marketers as they balance exclusivity with current clients, with accessibility to new
customers as they grow in affluence and style.
"T he key is to remain true to the brand while using communications channels that serve
the brand," she said.
Ranking number one out of the T op 10 Luxury brands, Louis Vuitton has a brand value of
$28.5 million, a 4 percent increase from the year-ago. In 2015, Louis Vuitton saw a brand
value of more than $27.4 billion.
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Comparing the brand’s value further, in 2014, Louis Vuitton was valued at $25.873 billion, a
14 percent growth from 2013. Year-over-year, Louis Vuitton has shown innovations that
fueled consumer interest but maintained the allure and exclusive narrative of the French
house (see story).
France’s Hermès, ranking number two, also recorded growth of 5 percent. T he leather
goods brand is valued at $19.8 million for 2016, up from $18.9 million in 2015.
Seeing the most brand growth was Chanel at 15 percent. T he Parisian atelier ranks fourth
on the list with a brand value of $10.3 million for 2016, up $1.3 million from the year-ago.
T he list of luxury brands is rounded out by Gucci at number three with a value of $12.5
million, but a brand value change of -9 percent from 2015 despite rejuvenated interest in
the house since the appointment of Alessandro Michele as creative director.

Gucci pre-fall 2016
Also seen within the top 10 were Rolex, Cartier, Burberry, Prada and T iffany & Co. A
newcomer for this year’s BrandZ ranking is French fashion house Christian Dior, which
ranked tenth.

For the aforementioned luxury houses, communicating brand story is an intrinsic value
strategy used to cultivate brand experience and generate consumer-brand love.
Chanel, for example, schooled consumers on its design lexicon in an edition of its Inside
Chanel series.
“T he Vocabulary of Fashion” flips through an imagined dictionary of Chanel terminology,
which includes notable codes such as pearls, the camellia and tweed. T hroughout this
video, the brand documents the details that both house founder Gabrielle “Coco” Chanel
and present creative director Karl Lagerfeld incorporate in their garments and
accessories, providing proof of Chanel’s enduring, timeless aesthetic (see story).
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Likewise, Louis Vuitton quite literally packed its bags to take its most recent retrospective
to T okyo.
In its original form, the “Volez, Voguez, Voyagez” exhibit was staged in Paris’ Grand
Palais, tracing Louis Vuitton’s steps as a trunk maker. T he site of the exhibit itself held a
special place in Louis Vuitton’s history, as the brand’s luggage and bags were showcased
there during the Universal Exhibitions in 1900 (see story).
"Louis Vuitton has been the top luxury brand for a number of years - it is a brand that
continuously remains true to its heritage and brand, while also looking to the future," Ms.
Hickey said. "T his year, for example, it evoked its brand heritage as a maker of trunks and
other travel goods by creating an exhibition of trunks, tools of the craft, and other travel
articles from its collection for the Grand Palais in Paris.
"T he brand originally displayed its wares at this grand venue during the 1900 Universal
Exhibition (World’s Fair)," she said. "Louis Vuitton absolutely knows it customer, tightly
manages sales channels, and have, over the year, curated, rather than simply sponsored,
unique Louis Vuitton campaigns and brand experiences."
T rouble at the top
While Burberry, Prada and T iffany & Co. are listed among the category’s top 10 brands, all
three are in the midst of financial struggles.
Ranked seventh, Burberry has a brand value for 2016 of $4.5 million, a decrease of 20

percent from 2015. Prada, ranked eighth, is valued at slightly less at $4.4 million, a steep
decrease of 33 percent from the year-ago while number nine, T iffany, is valued at $2.4
million, down 24 percent from 2015.
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T o account for financial strains, brands such as Burberry have unveiled plans to improve
profitability. T he label has established a three-year strategy that will cut costs by 100
million pounds, or about $146 million per year by 2019, enhance productivity and spur
revenue growth.
T hroughout the 2016 fiscal year, the brand already saved approximately 25 million
pounds, or $36.5 million, compared to its planned expenditures by closely managing
funds (see story).
After the plan was announced in mid-May, Burberry told shareholders that its
CEO/creative director Christopher Bailey’s salary would be cut by 75 percent due to the
British fashion label’s financial woes.
"Corporate earnings are a part of the BrandZ valuation methodology, so company’s
financial performance will impact rankings," Ms. Hickey said. "T hese brands, along with
the overall category, were also affected by slower growth in China, Brazil and Russia."
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