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Esprit & Céline 
Elle France & Taiwan 

Esprit & Michael Kors 
Cosmo Netherlands 

Esprit, Damir Doma & Hermes 
Vogue Germany 



Esprit & Louis Vuitton 
Jalouse France 

Esprit & Gucci 
Elle France 

Esprit, Krizia, Jimmy Choo,   

Just Cavalli 
Elle Italy 
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Count is for full stores, and does not include concession locations or shop in shops 

APAC includes China 
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May 14, 2013

An An An An IIIIntroduction to ntroduction to ntroduction to ntroduction to edcedcedcedc
Investor DayInvestor DayInvestor DayInvestor Day
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EDCEDCEDCEDC CONTRIBUTIONCONTRIBUTIONCONTRIBUTIONCONTRIBUTION
Net Sales Net Sales Net Sales Net Sales Full Year Full Year Full Year Full Year FY FY FY FY 11/1211/1211/1211/12

22.661,0

75%

7.504,0

25%

GROUP

EDC

5.512,0

77%

1.271,0 

18%

339,8

5%

WEDC

MDC

Others

Net Sales FY 11/12 Full Year YTD HK$M

excl. Kids
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GEOGRAPHICAL SPLITGEOGRAPHICAL SPLITGEOGRAPHICAL SPLITGEOGRAPHICAL SPLIT
Net Sales YTD March FY 12/13Net Sales YTD March FY 12/13Net Sales YTD March FY 12/13Net Sales YTD March FY 12/13

Net Sales FY 12/13 YTD March THK$

2.882,4 

62,6%

182,3 

4,0%

442,2 

9,6%

215,0 

4,7%

882,8 

19,2%

DACH France BeNeLux RoW APAC
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CONSISTENCY AND FOCUS CONSISTENCY AND FOCUS CONSISTENCY AND FOCUS CONSISTENCY AND FOCUS 
STABILIZE BUSINESSSTABILIZE BUSINESSSTABILIZE BUSINESSSTABILIZE BUSINESS

1998199819981998

2004200420042004

2006200620062006

2007/82007/82007/82007/8

2009200920092009

2012201220122012

START CASUAL MEN’S GROWTH

QUICK RESPONSE YOUNGER

YOUNGER

Global Unisex Global Unisex Global Unisex Global Unisex 

DenimDenimDenimDenim BrandBrandBrandBrand



5

LIMITED STANDALONE FOOTPRINT: LIMITED STANDALONE FOOTPRINT: LIMITED STANDALONE FOOTPRINT: LIMITED STANDALONE FOOTPRINT: 
PROFITABLE EXPANSION OPPORTUNITYPROFITABLE EXPANSION OPPORTUNITYPROFITABLE EXPANSION OPPORTUNITYPROFITABLE EXPANSION OPPORTUNITY

901

351

915

58

19

57

WHLS - PSS Europa RTL Europa RTL Global

# Standalone POS

# of POS

In HKD billion (3rd Quarter FY 12/13)

15.5

6.3

9.2

4.8

2.0

2.8

TOTAL ALL CHANNELS WHLS RTL (w/o E-Shop)

EDC

All Other

Total All Channels Wholesale Retail Wholesale – PSS 

Europe

Retail GlobalRetail Europe

# Standalone POS

# of POS shared with Esprit20.3

8.3

12.0
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…OFFERING TWO BUSINESS …OFFERING TWO BUSINESS …OFFERING TWO BUSINESS …OFFERING TWO BUSINESS 
OPPORTUNITIES…OPPORTUNITIES…OPPORTUNITIES…OPPORTUNITIES…

Germany 

centric

value

competitors

Expansion across markets

E
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n
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Contemporary Global Denim Brands
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DEFEND AND BUILDDEFEND AND BUILDDEFEND AND BUILDDEFEND AND BUILD

Germany 

centric

value

competitors

Expansion across markets

E
xp

a
n

sio
n

 in
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n
e

m
a

rk
e

t

BUILD NEW GLOBAL 

CONCEPT

DEFEND 

AND EVOLVE

EXISTING 

CONCEPT

Contemporary Global Denim Brands

Low RiskLow RiskLow RiskLow Risk

High ReturnHigh ReturnHigh ReturnHigh Return

?
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2 DISTINCT BUSINESS 2 DISTINCT BUSINESS 2 DISTINCT BUSINESS 2 DISTINCT BUSINESS 
OPPORTUNITIESOPPORTUNITIESOPPORTUNITIESOPPORTUNITIES

• Protect and improve 
current, traditional 
Wholesale business

• Service highly penetrated 
markets

Core Market Accessibility Global Progressive Consumer

• Drive incremental sales 
with younger, global 
consumers

• Create attractive value 
proposition for new 
franchise partners

• Win new, progressive 
Wholesale doors
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OPTIMIZE EXISTING BUSINESSOPTIMIZE EXISTING BUSINESSOPTIMIZE EXISTING BUSINESSOPTIMIZE EXISTING BUSINESS

Understand and serve 

existing customers

Stabilize 

Performance

Improved 

Shopping Experience

• Upgraded styles/faster trend adoption

• Better value for money

• Accessible fits/Denim competence

• Upgrading design talent

• Existing Distribution footprint 

shrinking

• Germany stabilizing

• Clear collection architecture

• Upgraded fixture program

• Online sales intelligence applied 

cross channel



10

REFRESHED STORE CONCEPTREFRESHED STORE CONCEPTREFRESHED STORE CONCEPTREFRESHED STORE CONCEPT
edcedcedcedc for shared and existing standalone for shared and existing standalone for shared and existing standalone for shared and existing standalone 
storesstoresstoresstores
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TITLETITLETITLETITLE
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TITLETITLETITLETITLE
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TITLETITLETITLETITLE
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TITLETITLETITLETITLE
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New Global Unisex 
Denim Brand
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OPPORTUNITY TO GROW:OPPORTUNITY TO GROW:OPPORTUNITY TO GROW:OPPORTUNITY TO GROW:
GLOBAL CHANNEL SEGMENTATIONGLOBAL CHANNEL SEGMENTATIONGLOBAL CHANNEL SEGMENTATIONGLOBAL CHANNEL SEGMENTATION

Traditional Traditional Traditional Traditional 

Department Department Department Department 

StoresStoresStoresStores

MultilabelMultilabelMultilabelMultilabel

WholesaleWholesaleWholesaleWholesale

Traditional Traditional Traditional Traditional 

OnlineOnlineOnlineOnline

Existing Existing Existing Existing 

Franchise Franchise Franchise Franchise 

PartnersPartnersPartnersPartners

92% of Distribution92% of Distribution92% of Distribution92% of Distribution

Traditional Wholesale Channel

Progressive Progressive Progressive Progressive 

Dept. StoresDept. StoresDept. StoresDept. Stores

Image Image Image Image 

Driving Driving Driving Driving 

MultilabelsMultilabelsMultilabelsMultilabels

Progressive Progressive Progressive Progressive 

OnlineOnlineOnlineOnline

only 8% of current 8% of current 8% of current 8% of current 

business business business business driven in 

progressive fashionable 

channel

Global Contemporary Wholesale Channel
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OPPORTUNITY TO GROW:OPPORTUNITY TO GROW:OPPORTUNITY TO GROW:OPPORTUNITY TO GROW:
A SEAMLESS BRICK/ONLINE EXPERIENCEA SEAMLESS BRICK/ONLINE EXPERIENCEA SEAMLESS BRICK/ONLINE EXPERIENCEA SEAMLESS BRICK/ONLINE EXPERIENCE
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New Vertical

New Online

edc

Target uses online and 
store interchangeably

Opportunity to design 
new retail footprint:
Size, Location, Cost

Ability to better 
address fashion 
conscious Asian 
consumer

Leverage existing 
e-commerce competence 

More efficient via 
speed to market team 
(lower inventory, 
faster trend response)
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EVERY DAY COUNTS CONCEPTEVERY DAY COUNTS CONCEPTEVERY DAY COUNTS CONCEPTEVERY DAY COUNTS CONCEPT

ROUGH …ROUGH …ROUGH …ROUGH …

…MEETS CLEAN AND CALM...…MEETS CLEAN AND CALM...…MEETS CLEAN AND CALM...…MEETS CLEAN AND CALM...
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