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Engaging the future luxury consumer

Today'’s luxury consumers are...
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How can the companies reach them...
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Top 100 luxury goods companies highlights

billion
aggregate net luxury
goods sales of
Top 100 in USS

9.8%

compound
annual growth rate in
luxury goods sales,
2011-2013

10.3%

composite net
profit margin

Who's growing the fastest?

Michael Kors Holdings Ltd., Hong Kong

Key challenge: Fusing technology
functionality with artistry that reflects

Companies must adapt to changing channels
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59.4% CAGR ]

Kate Spade & Company, United States 54.1% CAGR ]

Source: Published company data and industry estimates

Country profiles
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Companics Aerese Usemy > 100 companes
China/Hong Kong 7 $3,455 7.0%
(} France 11 $4,513 11.0%
(} Italy 29 $1,222 29.0%
Spain 5 $637 5.0%
G Switzerland 11 $2,882 11.0%
* United Kingdom 6 $980 6.0%
% United States 15 $2,927 15.0%
Other countries 16 $1,268 16.0%
Top 100 100 $2,142 100.0%
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