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By SARAH JONES

French fashion house Louis Vuitton has grown its value by 15 percent in the last year to $53.4 billion, courtesy of its
innovative, contemporary consumer engagement tactics.

According to the 2020 BrandZ Top 50 Most Valuable French Brands rankings, Louis Vuitton took the lead ahead of
its peers Chanel and Herms. Indicative of the power of French luxury, the nine luxury brands on the list accounted
for about half of the top 50's total $309.7 billion in brand value.

"France was one of the best countries for growth in 2019 and growth is outperforming GDP," said Graham
Staplehurst, global strategy director at BrandZ and Kantar, in the report.

"Growth is being led by the premium sector luxury brands and premium personal care," he said. "In fact, luxury is so
dominant in France's growth story, without it, France would not have grown for 2020."

Kantar's BrandZ rankings include companies that are either public or that have public financial information.

Luxury in the lead
Louis Vuitton stands out for its efforts to court consumers in an immersive fashion. For instance, this past year, the
brand debuted a new YouTube vertical, LVTV, which blends formats including documentary and reality television
(see story).

Speaking to the next generation of consumers, Louis Vuitton has launched branded video games and has aligned
with diverse spokesmodels from the entertainment industry. The label has also embraced technology, creating
smartwatches and most recently launching wireless earbuds.

Coming in second, Chanel is said to be worth $43 billion, while third place Herms has a value of $34.6 billion.

Rounding out the luxury presence in the top 10 is Lancme.

The luxury brands that made the top 50 list saw some of the strongest growth this past year. Alcohol brand Martell
achieved the steepest growth, but Dior, Saint Laurent, Louis Vuitton, Lancme, Givenchy, Celine and Herms all made
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the top 10 with double-digit year-over-year growth.

What has helped to drive French luxury forward is a combination of catering to wealthy clientele through exclusive
experiences and courting new generations with casual styles and diversity.

Also having an impact for brands is establishing a sense of purpose, as companies convey environmental and
social responsibility to consumers.

For instance, Dior's 20 percent lift in brand value this past year is in part due to women's wear artistic director Maria
Grazia Chiuri's feminist messaging. Menswear creative director Kim Jones has also made a splash with artistic
collaborations, such as a commissioned Hajime Sorayama sculpture for a show.

Dior's spring/summer 2018 campaign. Image credit: Dior

Meanwhile, Sephora has risen to 21  place from 26  last year, which Kantar attributes to the retailer's Clean
certification. Sephora has also made inclusion a pillar of its  values, whether casting diverse faces in campaigns or
using its platform to help transgender individuals express themselves through beauty.

Value-centric pushes are also being made in gender diversity within business. For instance, 34  place Veuve
Clicquot launched a report on women in business, while 12  place Cartier hosts its  annual Women's Initiative
Awards.

In environmental sustainability, Chanel has invested in Sulapac, a biodegradable packaging firm.

"Purpose is essential for French brands now," Mr. Staplehurst said. "However, with communication/positioning and
purpose converging towards more CSR, we see a slowdown of CSR commitment in creating brand value growth.

"Luxury and premium sector brands still fall behind the average for corporate reputation, environmental
responsibility and social responsibility," he said.

Kantar found that the top 30 French brands have more of an international presence than the leaders in Germany and
Italy, with these top brands having an average 76 percent exposure rating based on revenue, volumes sold and
profitability outside of France. The report calls luxury and premium brands "France's greatest exports."

This globalization has also helped French luxury companies cope with the political turmoil at home. The ongoing
"Yellow Vest" protests have now continued for more than a year, weighing on luxury sales in France.

Modernity and heritage
The top luxury brands are venturing into new markets, whether targeting a younger demographic or digitally
reaching global customers.

For instance, Louis Vuitton has been using a new form of influencer relationship to cater to a younger generation, as
experiential leanings become more important to brands.

Model Karlie Kloss was the special guest at Louis Vuitton's runway show during Paris Fashion Week, alongside 17-
year old YouTube influencer Emma Chamberlain. The label extended its relationships with the influencers through a
series of content following the show, in the hopes of catering to millennials as well as Gen Z consumers (see story).

In its own digital move, Chanel is making its beauty and fragrance offerings more accessible to Chinese consumers
with the launch of a store on Alibaba's Tmall Luxury Pavilion.
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Chanel's store on Tmall. Image credit: Alibaba

The store officially launched in August, but a pre-sale period that began July 5 attracted thousands of followers for
the brand on the platform. While Chanel has been slower to adopt ecommerce than some of its luxury peers, it has
embraced a digital approach towards selling its beauty products, which now extends to Tmall (see story).

"France's place on the global stage has never been in doubt, reinforced by luxury fashion brands that are
synonymous with style and prestige the world over," said David Roth, CEO of The Store WPP EMEA and Asia and
chairman of BrandZ. "This year's ranking cements that reputation with the visible proof that, far from relying on their
heritage, French brands are executing innovative maneuvers that will ensure they are also brands of tomorrow."
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