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By SARAH JONES

Bolstered by revenue gains at companies including LVMH and Kering, the stock prices of some of the biggest luxury
companies saw significant growth in April.

T he Savigny Luxury Index, which tracks the market caps of 19 leading personal luxury groups and brands, rose 12.1
percent last month, marking the biggest month-over-month increase in three years. Following challenges in recent
years, the luxury business has been rebounding, and the stock performance of leading luxury players reflects this
upswing.
"We do believe that growth in luxury is here to stay," said Ludovic Granchamp, partner at Savigny Partners, London.
"Brands, which command strong desirability, will do well."
Produced by Savigny Partners, the SLI tracks the market cap of luxury brands, comparing them to the MSCI.
Luxury lift
Kering’s stock price rose 23 percent in April. T he company’s revenues rose 27.1 percent in the first quarter, led by
sales increases at Gucci and Saint Laurent (see story).
T he group is currently focusing on being a purely luxury group, selling off its Puma and Volcom businesses.
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Meanwhile, LVMH’s 15 percent rise in revenues helped its stock price increase 16 percent last month,
and Richemont's stock price grew 10 percent.
Swatch’s stocks benefited from a weakened Swiss franc, rising almost 14 percent. T he exchange rate shift holds
potential for the Swiss company, which includes brands such as Breguet and Harry Winston.
While Moncler’s results were not announced until May, its stock price climbed 21 percent in April in anticipation of
its sales growth.
Even though the overall SLI grew in double-digits, not all companies saw share increases.
Ralph Lauren and Estée Lauder saw slight 1 percent hits due to the expected impact of interest rate increases in the
United States.
Mulberry’s share prices fell 6 percent. Savigny Partners attributes this to the low number of shares being traded, since
90 percent of Mulberry’s total stocks are held by three people.
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T hings are looking up for luxury in China.
President Xi Jinping announced he would cut import tariffs and allow brands to invest more in China. T his is
particularly impactful for the automotive market (see story).
T he country’s leader also plans to crack down on intellectual property infringement, a key issue in China for luxury
brands. Many of the fake Web sites selling luxury knockoffs stem from China.
China is one of the key growth drivers of the luxury market.
Another key factor in luxury’s financial growth today is ecommerce. Categories that previously eschewed selling
online are embracing the sales channel.
In April, Net-A-Porter created a hub for fine jewelry, which retails brands such as Piaget and Buccellati. T he retailer
anticipates doing 100 million euros, or about $120 million, in sales of jewelry and watches by 2020.
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Chinese ecommerce platforms JD.com and T mall are similarly courting luxury brands. Alibaba-owned T mall
introduced a loyalty program for its Luxury Pavilion, while JD added Oscar de la Renta and Mulberry to its roster of
brands in April.
Watching eyewear
Savigny Partners notes that as luxury conglomerates own more of their own eyewear development, it could put
pressure on groups such as Safilo.
As eyewear becomes a more important aspect of the fashion world, luxury conglomerate LVMH is looking to
strengthen the significance of its own eyewear.
LVMH, in partnership eyewear manufacturer Marcolin, has dedicated a mission to beefing up its eyewear category.
Stronger collaborations, better production and quality customer service are the mission states of the company
named T hélios, which is launching a new Web site and headquarters building (see story).
While LVMH brands do not have to partner with T hélios for eyewear, the joint venture is set to become a preferred
partner of the company’s houses. Many of LVMH’s houses, including Dior, Fendi and Givenchy, have licensing
deals with Safilo.
So far, these moves have not seemed to dampen Safilo’s performance. In the first quarter of 2018, Safilo’s sales
were up 7 percent year-over-year, and its stock grew 1.5 percent in April.
However, over the long-term, T hélios and Kering Eyewear could force the category’s key players to adapt.
"As Kering and LVMH onboard some of their brands, former licensees will indeed be negatively impacted," Mr.
Grandchamp said.
© Napean LLC. All rights reserved.
Luxury Daily is published each business day. Thank you for reading us. Your feedback is welcome.

