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Asia Pacific

Singapore

Johor Bahru (Malaysia)
Shanghai (China)
Hongkong (China)
Seoul (Korea)

Tokyo (Japan)

Ho Chi Minh (Vietnam)
Bangkok (Thailand)
Manila (Philippines)

North America
New York (USA)

Europe
Paris (France)
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Luxury market to decline by ~25% in Q1 2020, driven by a severe slowdown in Asia
followed by Europe and Americas

@1 2020 PERFORMANCE JI'ESTII'M'IJ\’!‘I.TES

Personal luxury goods market — Quarter-on-quarter growth trend by region (Q1 2020E vs Q1 2019E)

AMERICAS EUROPE M. CHINA
@ @ @ | ©© \4') JAPAN
O
Q1-20F vs. ROW REST OF ASIA
Q1-19E
~-25% @K ©©
-22/-23%

Mote: {3k growth at constant exchange rates

BAIM & COMPANY () i}

Source : Luxury Goods Worldwide Market Study, Spring 2020 (Bain & Company ~ Altagamma — 2020.05.07)



While all categories declined, accessories showed the highest resilience, followed by
beauty and jewelry

¥YTD APRIL 2020 PERFORMANCE

Personal luxury goods market - Year-to-date growth trend (YTD 2020E vs YTD 2019E)

Accessories

@m O

» Resilience of the
category due to key
factors:

Highest online
penetration

Strong product identity
Durable yet
approachable category

Reduced “scarcity”
approach by hrands

Beauty

Jewelry

oK)

= Booming trend of
beauty online (as a
good “stay-at-
home"” category)
insufficient to
rebalance negative
travel retail (as
category biased
toward the channel)

OO

= Although physical

retail (high share of
jewelry distribution)
strongly impacted;
customers shifting
(even for high-priced
tickets) to
alternative
shopping channels
ii.e. online,
telephone) when
possible

Souwrce: From inberviews with selected lowry brands paned A=V REAL TERM TREND ¥TD 19E-20E
Source. - Luxury Goods Worldwide. Market.Study,, Spring.2020.(Bain. & .Company ~ Altagamma — 2020.05.07)

athleisure not

offsetting the impact

on RTW:

— Less online-friendly
cateqory

— Potential safety-
concems around

RTW (in physical
channel)

Among usage
occasions, formal
and evening-wear
most hit

Apparel Watches
= Thriving = Despite initial
loungewear and positive trend in

US (due to pre-

COVID-19 rush),

watches are

increasingly

suﬂering:

— High price points

— Fewer purchasing
possibilities (most
hrands without an e-
CcoOmmErce)

BAIM & COMPANY (X 1




The personal luxury goods market could contract from -20% to -35% in 2020, with

Q2 being the hardest-hit quarter in the year

2020 FY

Personal luxury goods market — Quarter-on-quarter evolution for 2020E (% | 2020E vs. 2019E)

€281B
-€£35/-45B
€180-220B

.f”.l““. Scenario 1;

~/  _g5/-15B

@Scenarlu 2:

-€25/-35B

2019E a1 Q2 H2 2020E

(1} r
Growth vs (1) %0-10% m
-25% -50/-60%
LY @K (%) -20;-259—*’ -30;-35%

Q2
evolution
drivers

H2
evolution
drivers

+ Monthly Q2 performance estimates

based on business re-openings,
according to current visibility among
different regions/countries

Frozen international and limited intra-
regional tourism

— Local rebound (boost in China and Asia)

— Restarted intra-country and intra-regional
tourism

— Exira-regional tourism not recovered, but
first positive signals by Q4 (holiday season)

- Scenario 2:

— Slower local rebound {mainly with sluggish
Europe and Americas)

— Stabilized intra-country tourism but still
limited intra-regional tourism

— Extra-regional tourism not recovered

Source : Luxury Goods Worldwide Market Study, Spring 2020 (Bain & Company ~ Altagamma — 2020.05.07)




A recovery to 2019E levels will occur between 2022F and 2023F, and depends on a
variety of market drivers

BEYOND 2020 JI'IESTIII.I'IJEI.TES

Personal luxury goods market (€B | 2019E - 2023F)
€B 2019E 2020E 2021F 2022F 2023F

+ Recovery of the market to pre-
COVID-19 levels will likely happen
between 2022 and 2023,
depending on:

Real economy trends
A%
x‘\
’jj ﬁ Consumer confidence
V/ response to sanitary

crisis and recession

Tourism flows

Luxury brands’ ability to
@ design and implement

Implicit CAGR ~15/
'20E-'22F 20%
T
Implicit CAGR

v [l Ll I:l
20E-"23F 10% actions to anticipate and

satisfy customer needs

Source : Luxury Goods Worldwide Market Study, Spring 2020 (Bain & Company ~ Altagamma — 2020.05.07)




Stores

(number) {:hangn at constant
In milfans of euras i1 2020 i1 2019 Change 5 reported exchange rates

France 2522 4058 (37.8)% (37.8)%
Europe (excl. France) 3489 5446 (35.9)% (36.2)%
Total Europe 601.2 9504 (36.7)% (36.9)%
Japan 3222 4006 (19.6)% (228)%
Asia-Pacffic (excl. Japan) 1,1837 1,299.3 (89)% (9.1)%
Total Asia 15059 17000 (11.4)% (12.3)%
Americas 3368 569.2 (40.8)% (41.7)%
Other 441 646 (31.7)% (31.7)%
TOTAL 2,488.0 3,284.2 (24.2)% (24.9)%
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(EUR millions) 2020H1 2019H1 % 2020H1 2019H1 6
¥z 18,393 25,082 (27%) 2,488 3,284 (24%)
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1 LOUISVUITTON

2 Malabar Gold & Diamond

3  BVLGARI

4 COACH

5 HERMES
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2019 2018 # 2017 # 2015# 2014 # 2013 # 2012 #

o gar (=) 059 (0.49) 330 6.08 3.26 405 522 3.97

LK g P 2020/6/8  2019/6/10 2018/6/192 2017/6/7  2016/6/13 2015/6/16 2014/6/17 2013/6/14

: : 17 4 25 3 35 3
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wflpEEs - : 500 74% 7% 4% 7% 76%

mAERPFE - : 594%  864%  5.46%  843%  459%  6.73%
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The evolution of the market beyond 2020 will rely on regional macrotrends, local
consumer confidence and tourism flows

BEYOND 2020 fEASED ON SITUATION AT END OF APRIL

Europe Americas China Japan Rest of Asia

Regional - Strongest impact and slowest recovery - Limited impact - Strong impact and . Strong impact but
macroeco- given swift recovery relatively brisk resuming brisk
nomic and previous fast recovery trajectory
fundamentals trajectory
Local - Lingering effect on - Lingering effect on - Acceleration on - Lingering effect on - Relatively rapid
consumer consumers middle-class luxury purchase consumers restored confidence
confidence — et higher share of repatriation — Middle-class, to focus

. HMNWI showing on lower price points
reaction resiliency
Touristic flows T~ - Intra-regional tourism to recover much faster than international ones across the board

— Chinese, Asian and RoW tourists:
= Close to full recovery of local tourism (especially in China) in 2020
= Return of regional travels in 2021 (destinations within the region), probahbly even earlier for RoW (i.e. Middle East)
= |nternational travels {mainly to Europe and Americas) unlikely to recover hefore 2022
— European and American tounsts:
= Likely to display an overall slower recovery (vs. Asian countries) of national, regional and international travels

Ay
# = ¥ TREND BEYOND 2020E

Source -1 uxury-Goods " Wofldwide"MarketStudy: ‘Spring 2020 (Bain'& Company ~ Altagamma — 2020.05.07) BAIN & COMPANY (& 18
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Contact Information

Thank You! $gﬂ S:u+886-2-2778-9121

Mobile : +886-929-805-568
E-Mail : bensu@redwoodgroup.co



