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Empowering Imagination 
It’s our signature, our promise and our commitment as a Luxury Group.  

It’s the spirit that drives us, individually and collectively, in every aspect of our 
Group. It’s the value that we bring to our employees, our brands,  

our customers, and to society as a whole.

Empowering Imagination 
It’s putting creation at the heart of everything we do. By entrusting our Houses to 
uniquely talented individuals and giving them total creative freedom, a guarantee 
of creative risk-taking and sincerity. By offering our clients unique and authentic 

experiences that respond to their desires for affirmation and self-expression. 

Empowering Imagination 
It’s enabling our Houses to continually push beyond their limits. By building an 

agile and integrated group that creates significant value and allowing our brands 
to pursue a long-term strategy. By providing our creative teams with the most 

sustainable and innovative raw materials and ensuring the conditions needed for 
exceptional performance.

Empowering Imagination 
It’s cultivating talent and promoting a culture of entrepreneurship.  

By accompanying each of our employees so that they reach their full potential. By 
encouraging diversity, equality and work-life balance—all of which are sources 
of creativity and excellence. By providing all employees with a stimulating and 

fulfilling work environment.
 

Empowering Imagination 
It’s committing to sustainable and responsible luxury. By making sustainable 

development central to our company culture and strategy. 
By working to defend the dignity of women and improve their living conditions.

By setting ambitious goals in terms of social and environmental responsibility and 
doing everything in our power to attain them. By sharing our advances to promote 

better practices and new standards.

Empowering Imagination 
It’s the vision by which we live—a vision of Luxury that is modern,  

dynamic, creative and bold, inspiring the entire industry and creating desire, 
emotion and dreams.
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Kering delivered an outstanding year in 2017.  
We added over €3 billion to our revenue, including 
€2.3 billion in Luxury alone, purely through 
organic growth. I do not know another group of 
our size that recorded such substantial growth in 
just one year. Recurring operating income also rose 
spectacularly, up more than €1 billion year-on-
year. These results are a source of immense pride 
for all of the Group’s 44,000 employees.

Gucci played a major role in achieving these results 
through continued growth in all its markets.  
It reported a robust increase in revenue, and the 
brand is more desirable than ever. The House 
is ready to take its next steps. Saint Laurent 
remained on its rapid growth track, too, and has 
set ambitious development goals that we are fully 
confident it can achieve. Bottega Veneta, another 
pillar of the Group, continues its redeployment  
and has excellent potential for organic growth. 
And lastly, Balenciaga delivered a record 
performance in 2017. With a creative vision totally 
in tune with the times and the Group’s support 
to transform this vision into commercial success, 
everything points to Balenciaga becoming our next 
House to pass the €1 billion mark in revenue. 

In 2017, we also completed our transformation  
into a pure luxury player. Ten years ago, we were  
a retail group earning 17 % of our revenue  
in Luxury. In 2017, it accounted for 70 % of our 
revenue, and in 2018, all our revenue will come 
from Luxury. We announced in early January 2018 
that we intended to distribute most of our PUMA 
shares to Kering shareholders. If approved by  
our shareholders, this new step in Kering’s 
history will allow us to focus all our attention 
and resources on our Houses to support their 
development and further strengthen their capacity 
to create value. 

Our ability to outperform the market stems not 
only from each brand’s potential, but also from 
our integrated business model and the increasing 
synergies it generates.

Kering pools and coordinates all the functions  
that can be profitably shared among our Houses  
so that they can focus on the essentials: creation, 
the crafting of a genuine and inspiring story,  
the development and renewal of their collections, 
customer relations, and excellent execution at 
every step. This not only reduces costs, but also 

09



gives our brands the benefit of best practices 
developed across the Group, with of course 
each brand retaining its unique character and 
exclusivity.

Vertical integration is another core strength of  
our business model. In recent years, we have 
secured our supplies of raw materials by making 
targeted acquisitions of tanneries. In 2017, we 
inaugurated the new facility of Tannerie de Périers, 
which we acquired in 2013 for its rare know-how  
in precious skins. 
We are investing heavily in capabilities that can  
be tapped into across the Group, with Kering 
Eyewear being the best example today. Eyewear  
is an accessories category that is paramount to  
the image and strategy of our Houses.  
By developing our own expertise, we are able  
to capture the full growth potential of our brands 
in this segment, while ensuring that the design, 
production, and distribution of these products 
meet our high standards.

And lastly, our integrated model is key to the 
development of what is certainly the most 
powerful driver of our performance: the talented 

people who work for us. In a Group where 
imagination and creative thinking are vital  
to everything we do, giving employees the chance 
to grow and realize their full potential is crucial. 
Through its bold human resources policy based  
on diversity, equality, and mobility, the Group 
helps employees to develop their skills and 
offers them career opportunities to match their 
aspirations. Sharing this array of talent and  
skills is essential to our brands’ growth. The 
Presidents of many of our Houses were promoted 
from within the Group, and the same is true  
of many other positions. When employees move 
from one brand to another, it also contributes  
to building a Group culture that reaches beyond 
the cultures of the Houses.

Luxury is a flourishing industry. It benefits from 
numerous demographic factors, but it must 
continually turn a critical eye on itself to prepare 
for the transformations that are reshaping its 
universe. The younger generations of consumers 
have new desires and expectations — and  
their behavior influences people of all ages.  
In our hyper-connected, globalized world, where 
differences are being erased, people want to 
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“The dialogue with the brand is what matters  
— as is the brand’s capacity to offer creative 
content that is powerful, original, and genuine.”

assert their individuality, and they are continually 
searching for meaning. For decades, many luxury 
brands were built on the foundations of tradition 
and craftsmanship, but these are no longer 
sufficient. From now on, the dialogue with the 
brand is what matters — as is the brand’s capacity 
to offer creative content that is powerful, original, 
and genuine. 

This vision is central to our conception of Luxury 
— contemporary Luxury founded on creative risk-
taking, harmony, and sincerity, arousing emotions 
and creating dreams. That is why we put creation 
at the heart of everything we do, by entrusting 
our Houses to uniquely talented individuals and 
giving them total creative freedom. This is how 
our creative directors express a truly authentic 
creative vision. And it is how we are able to offer 
our customers unique experiences that respond  
to their desires for affirmation and self-expression. 
Similarly, it is no longer possible to conceive of 
Luxury as anything but sustainable and perceptive 
of the society and the environment to which it is 
committed in the long term. This is true, of course, 
because it meets a profound and ever-stronger 
expectation on the part of our customers, but most 

of all it is true because this conception of Luxury 
is a source of inspiration and innovation. Our 
commitment to it stems from both a deep-rooted 
conviction and an opportunity for value creation. 
By setting ambitious and measurable objectives 
for social and environmental performance in 
our 2025 sustainability strategy, Kering creates 
sustainable value for the Group, for customers, and 
for society. 

Our historic performances in 2017 decisively 
validate the strength and soundness of our 
business model, our strategy, and our conception 
of Luxury. More than ever, they support our 
ambition: to be the world’s most influential Luxury 
group in terms of creativity, sustainability, and 
economic performance. 

François-Henri Pinault
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Business 
Model 
and 
Strategy

Over the past decade, Kering 
has undertaken a major shift  
in strategy to become a leader 
in Luxury. Today, three  
of its brands have revenue  
of more than €1 billion.  
Now an essential name in 
Luxury, the Group is aiming  
to strengthen and sustain  
its growth momentum in the 
coming years.
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A family-led group with a human scale, Kering has 
pursued a fundamentally new strategy to become 
a pure Luxury player with complementary Houses 
specializing in leather goods, fashion, jewelry, and 
watchmaking. Today, the Group has a singular 
vision: to enable every individual to express what 
makes him or her unique. While totally respecting 
the heritage of each of its Houses, Kering promotes 
Luxury that is modern, responsible, and engaged 
in today’s world. It has a clearly defined ambition: 
to become the world’s most influential Luxury 
group in terms of creativity, sustainability, and 
economic performance.

Exceptional assets
To realize this ambition, Kering has developed 
a powerful, integrated business model whose 
combination of agility, balance, and responsibility 
has spurred the rapid growth of its Houses. To 
implement its vision, the Group draws on a very 
stable shareholder structure. Kering is 40.9 % 
owned by Artémis, a holding company controlled 

by the Pinault family, which provides the Group 
with a steady and attractive profile. To capitalize 
on the favorable market environment, it focuses 
above all on the bold creativity of its Houses. 
Thus, while its established brands spark fresh 
excitement with audiences by reinventing their 
forms of expression, its up-and-coming brands 
reveal their full potential by attracting new 
customers. Moreover, by assembling a group of 
mature and emerging brands active in diverse 
sectors and regions, Kering has developed a 
balanced profile that enables it to ride out market 
fluctuations and seize growth opportunities.

A responsible vision for Luxury
By setting measurable social and environmental 
goals in its 2025 sustainability strategy, Kering 
signals its commitment and pioneering  
approach to Luxury. As a Group, we are guided  
by a sense of ethics and a commitment to 
controlling our social and environmental impact. 
In viewing sustainability as a source of innovation 

Kering has developed a powerful, integrated 
business model whose combination of agility, 
balance and responsibility has spurred the rapid 
growth of its Houses. 
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We are guided by a sense of ethics and a 
commitment to controlling our social and 
environmental impact. In viewing sustainability  
as a source of innovation and inspiration, 
Kering has reconsidered its relationship with its 
stakeholders. 

and inspiration for its Houses, Kering has 
reconsidered its relationship with its stakeholders. 
All the workings of its organization are affected 
by this approach, driven by proactive governance 
and defined by the Board of Directors and its 
Sustainable Development Committee.

Two strategic priorities: to harness Luxury’s 
potential and to combine integration  
with performance
This singular vision and these strategic choices 
have forged Kering’s success. To further strengthen 
and sustain this momentum, the Group has set 
two priorities: to accelerate its brands’ organic 
growth and strengthen synergies and integration.

Accelerating organic growth
Luxury’s future is structurally promising.  
The growth of emerging economies, the cultural 
openness of new audiences to global brands, and the 

surging popularity of new technologies are creating 
rich sources of value. In this favorable market 
environment, the challenge for each brand is to 
capture all the potential of Luxury by outperforming 
its market across segments and categories. 
Energized by the creative force of their artistic 
departments, the Houses are redefining trends in 
most of their specialties today. With the Group’s 
support, our Houses are carving out positions in 
new product categories, driving new ideas, and 
offering products that meet customers’ expectations 
and aspirations. They are also continually improving 
the performance of their stores, thereby leveraging 
one of the key drivers of organic growth. The Houses 
draw on all of their expertise to create an exceptional 
experience because that is critical to building a 
unique relationship with customers. In particular, 
our Houses ensure that the path between the 
physical store space and the digital channels is as 
smooth as possible.
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Strengthening synergies and integration
Kering’s integrated business model gives it a 
decisive advantage. While each House retains 
its unique character and exclusivity, each 
one also benefits from synergies with all the 
others. By pooling resources and streamlining 
certain strategic functions — logistics, property, 
information systems and media buying, for 
example — this model allows brands to focus 
on the essentials: creation, excellent execution, 
the development and renewal of product 
lines, customer relations, and communication. 
Deploying business capabilities across the Group 
also results in new drivers of value creation by 
combining the best of the Group’s expertise with 
the Houses’ creativity. With Kering Eyewear, our 
Houses can now rely on a specialized entity for 
their eyewear supply chain, sales, and marketing, 
while retaining absolute control over their 
creativity and strategy. Lastly, strengthening the 

Group upstream in the value chain, particularly 
through the targeted acquisition of tanneries 
and the centralization of logistics for fashion and 
leather goods brands, also contributes to boosting 
and sustaining brands’ growth.

While each House retains its unique character and 
exclusivity, each one also benefits from synergies 
with all the others.
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Drawing on the lessons of the preceding strategy 
cycle, Kering constructed its 2025 strategy 
working closely with the brands. Throughout 
2016, François-Henri Pinault and Marie-Claire 
Daveu, Chief Sustainability Officer and Head of 
International Institutional Affairs, met with each 
House to draw up a road map that would match 
the positioning and maturity of its business. 
Focused on the long term and innovation, this 
new strategy cycle adopts a 360° approach 
featuring more social and societal dimensions.  
In terms of fundamental priorities, however, it is a 
continuation of the preceding cycle. Governance is 
a key component once again, with a Sustainability 
Officer appointed at each level of the company. 
The commitments are supported at the very top 
of the Group by François-Henri Pinault. The same 
spirit of openness, transparency, and cooperation 
will be at the core of the 2025 strategy.

Care

Kering is striving to develop approaches that use 
natural resources in a sustainable way, protect 
biodiversity, show concern for health and safety 
by eliminating dangerous chemical products, 
and comply with the highest standards of animal 
welfare. By creating and then implementing the 
Environmental Profit & Loss Account (EP&L), 
the Group has gained a better understanding 
of its environmental footprint and acquired 
a groundbreaking tool for prioritizing its 
sustainable development projects and guiding 
decision-makers’ everyday choices. Kering is eager 
to make more progress, notably by taking into 
account the latest scientific findings concerning 
the limits of the planet’s resources. In 2017, 
the Group published the Kering Standards, an 
official guide presenting all its requirements with 
respect to sourcing raw materials and production 
processes. 

Convinced that Luxury can contribute to a more sustainable world, Kering has successfully enlisted its 
own employees and other industry players in a movement promoting responsibility and innovation. Now, 
with its 2025 sustainability strategy, the Group is aiming to do even more. This roadmap will be executed 
relying on Kering’s own unique approach, which consists in fostering collaboration, sharing knowledge, 
and catalyzing change to drive a transformation of the Luxury industry over the next 10 years.
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Collaborate 

Suppliers, employees, and customers: Kering 
regards excellent collaboration with everyone in its 
ecosystem as essential.
Committed to the promotion of sustainable Luxury, 
Kering actively participates in global industry 
initiatives and is partnering with a growing  
number of prestigious educational institutions.  
In 2017, it became a strategic partner of the Global 
Fashion Agenda, with a commitment to support the 
creation of a knowledge platform and to share its 
advances with others.
Determined to become a benchmark employer in 
the luxury industry, Kering in 2017 launched three 
worldwide internal campaigns that contribute  
to its employees’ commitment: the parental leave 
policy, the opportunity to sponsor a candidate for 
recruitment, and internal mobility. These initiatives 
have met with great success, as have internal 
events involving the participation of our various 
brands, such as Solidarity Day.
Lastly, diversity, and more specifically the 
development of women’s talents and skills, remains 
a priority for Kering. In 2017, the Group, which is a 
member of two international women’s leadership 
programs, EVE and JUMP, partnered with France’s 
first Women’s Parliament.

Create 

By transforming traditional processes in Luxury, 
disruptive innovations can have a positive impact 
on the industry as a whole. Building on that belief, 
Kering is exploring new business models and 
sharing its knowledge with complete transparency 
and in the spirit of open-source cooperation.
The Group has already created the successful 
Materials Innovation Lab (MIL) to offer sustainable 
alternative fabrics, and it has begun a similar 
project for its Luxury - Watches and Jewelry 
Division. In 2017, it also became the first founding 
partner of the Fashion For Good- Plug and Play 
Accelerator. Partners collaborating with Fashion 
for Good and the C&A Foundation will identify 
innovative startups and help them to develop. With 
this initiative, Kering aims to stimulate disruptive 
innovation, transform its traditional processes, 
and encourage the widespread adoption of more 
sustainable practices.

Instituted by the Group Ethics Committee, 
the Code of Ethics is, along with sustainable 
development, one of the cornerstones of Kering’s 
long-term growth. To ensure its implementation 
throughout the entire organization, two regional 
committees have been created, for Asia-Pacific 
and the Americas, and employees are offered 
awareness-raising programs using e-learning.

17



François-Henri Pinault Chairman and Chief Executive Officer — Jean-François Palus Group Managing Director — Francesca Bellettini President and Chief 
Executive Officer, Yves Saint Laurent —Jean-Philippe Bailly Chief Operating Officer — Marie-Claire Daveu Chief Sustainability Officer and Head of International 
Institutional Affairs — Marco Bizzarri President and Chief Executive Officer, Gucci — Grégory Boutté Chief Client and Marketing Officer

François-Henri Pinault

Executive Committee
As of March 24th 2018

Jean-François Palus

Francesca Bellettini

Marco Bizzarri

Jean-Philippe Bailly

Marie-Claire Daveu

Grégory Boutté
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Albert Bensoussan Chief Executive Officer, Luxury - Watches and Jewelry division — Béatrice Lazat Chief People Officer — Jean-Marc Duplaix Chief Financial 
Officer — Bjørn Gulden Chief Executive Officer, Puma — Valérie Duport Chief Communications and Image Officer — Claus-Dietrich Lahrs President and Chief 
Executive Officer, Bottega Veneta — Roberto Vedovotto Chief Executive Officer, Kering Eyewear

Bjørn Gulden  Valérie Duport

Béatrice Lazat

Roberto Vedovotto

Albert Bensoussan

Jean-Marc Duplaix

Claus-Dietrich Lahrs

19



2017
Highlights 

March — Fabrizio Malverdi 
was named Chief Executive 
Officer of Brioni.

January — Kering announced its 2025 sustainability strategy and 
targets. Aligned with the United Nations Sustainability Development 
Goals, the strategy defines the Group’s commitments under three 
themes: Care, Collaborate, and Create.

February — Kering published 
its financial results for 2016. 
Driven by organic growth, 
revenue increased by 8.1% on a 
comparable basis.

January — Girard-Perregaux made its return in 2016; in 2017, 
with Ulysse Nardin, Kering for the first time presented both of its 
watchmaking Manufactures at the Salon International de la Haute 
Horlogerie in Geneva.

February — Kering joined the 
Global Fashion Agenda as a 
strategic partner. The Group 
was one of the first to answer 
this international forum’s 
call for tangible action by 
everyone in the fashion and 
luxury industry to promote 
the adoption of sustainable 
practices.  
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March — On the eve of the Maison Boucheron’s 
160th anniversary year, Kering began extensive 
renovations to the Place Vendôme mansion that is 
home to the Maison’s iconic boutique. 

March — The exhibition Cristóbal Balenciaga, 
l’œuvre au noir, the first in a series of events 
planned in celebration of the Maison’s centennial, 
opened at the Musée Bourdelle in Paris.
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June — A homecoming, of sorts: following shows in New York in 2015 and at Westminster Abbey in 2016, 
Alessandro Michele, Gucci’s Creative Director, chose to stage the Cruise 2018 fashion show in Florence. It was 
held in the Palatine Gallery at the Palazzo Pitti, where the collection’s baroque harmony resonated with the 
Palazzo’s many masterpieces.

May — Women in Motion, created by Kering in 2015 in partnership 
with the Cannes Film Festival, each year shines a spotlight on women’s 
contributions to the film industry, both in front of the camera and 
behind it. More than 300 guests attended the 2017 edition of the 
Women in Motion Talks, where they had an opportunity to listen to 
Robin Wright, Yang Yang, Salma Hayek Pinault, Isabelle Huppert and 
others address women’s place in cinema. Huppert received the Women 
in Motion Award, while the Young Talents Award went to the director 
Maysaloun Hamoud. 

March — Kering Eyewear and 
the Maison Cartier partner 
for the development of the 
Eyewear category.

May  — Gucci launched 
Gucci Bloom, the brand’s first 
women’s fragrance under 
Alessandro Michele.
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June — In partnership with 
Unifrance, Kering expanded 
its Women in Motion initiative 
internationally with a Women 
in Motion Talk in Shanghai, 
its first event in China.

July — The Maison Boucheron introduced its Hiver Impérial high jewelry collection in Paris. Inspired by Tsarist 
Russia, it was comprised of 64 unique pieces. The collection’s three chapters, Lumière de Nuit, Femmes Boréales, 
and L’Anneau d’Or, drew inspiration respectively from vast, snow-covered plains, the lavish costumes of the 
period, and the domes and cupolas typical of imperial architecture.

July — Gucci launched its 
e-commerce site in China.

June — Demna Gvasalia, 
Artistic Director of the Maison 
Balenciaga, received the 
International Award at the 
CFDA Fashion Awards.

June — Nina-Maria Nitsche 
was appointed Creative 
Director of Brioni. 

July — The half-year financial results confirmed the Group’s excellent 
performance, with revenue up 26.5% and net income rising a record  
78 %, driven notably by robust momentum at Gucci and Saint Laurent.
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September —The Maison Balenciaga opened its first boutique on the 
celebrated Avenue Montaigne in Paris. Its industrial interior, combining 
concrete, aluminum, and silicone, was designed by Demna Gvasalia, 
the Maison’s Artistic Director.

September — For the third 
consecutive year, Kering 
led industry rankings in the  
Textile, Apparel and Luxury 
Goods sector of the Dow 
Jones Sustainability Index 
(DJSI).

September — For the second 
time, the Group’s headquarters 
at 40 Rue de Sèvres, in the 
heart of Paris’ Left Bank, 
opened to the public for the 
European Heritage Days. 
Some 9,500 visitors took the 
opportunity to discover a 
selection of contemporary 
artworks from the Pinault 
Collection and haute couture 
creations from the Balenciaga 
archives and to experience a 
virtual tour through the history 
of this heritage site.

September — On the eve 
of New York Fashion Week, 
Kering and LVMH jointly 
announced the establishment 
of a charter for the working 
relations and well-being of 
fashion models. The initiative 
includes a commitment 
by both groups’ brands to 
remove the French women’s 
size 32 (US size 00) and men’s 
size 42 (US size 32) from 
casting requirements.

August — Patrick Pruniaux was  
named CEO of Ulysse Nardin.

August — Saint Laurent 
teamed up with Farfetch to 
launch e-commerce in China.
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September — In Paris, the magic of Saint Laurent with the Eiffel Tower as a backdrop: held outside, above  
the Trocadéro fountains, the Saint Laurent show expressed the dazzling revival of the most Parisian of Maisons.
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October — Launched in 2014 in partnership with the London College 
of Fashion (LCF), the Kering Award for Sustainable Fashion recognizes 
student projects designed as solutions for sustainability’s challenges. 
In 2017, Stella McCartney and, for the first time, Gucci, worked with the 
LCF and participated in the final selection of two winners. 
Gucci made headlines by announcing that it would ban fur from its 
collections starting in 2018. 

October — Acquired by 
Kering in 2013 to secure 
its raw material supply, 
the Tannerie de Périers, a 
Normandy-based specialist in 
high-quality crocodile skins, 
opened its new site.

September — Pomellato celebrated its 50th anniversary during Milan Fashion Week.

November — The sixth edition of the Kering Foundation’s White Ribbon For Women campaign, an initiative to 
bring about fundamental and lasting change to eliminate violence against women, was targeted for Generation 
Z. It had a potential reach of more than 2.1 billion people. 
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November — The Hand of the Artisan, an evening event celebrating the heritage of Bottega Veneta, was held at 
Chiswick House, a neo-Palladian villa in London. An immersive experience awaited guests, with artisans from 
the Montebello Vicentino workshop offering them a demonstration of their exceptional skills.

December — Gucci topped 
20 million followers on 
Instagram. 

December — Grégory Boutté 
joined Kering as Chief Client 
and Digital Officer. In that 
role, he will lead the Group’s 
digital transformation and 
drive the development of 
e-commerce, CRM, and data 
management.

November — Kering’s Women 
in Motion program continued 
its international outreach with 
a New York screening of In 
Between, the debut film by the 
Palestinian director Maysaloun 
Hamoud, winner of the 2017 
Women in Motion Young 
Talents Award.
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Kering  
Foundation

The Kering Foundation has 
combated violence against 
women for nearly 10 years.  
The Foundation favors 
an approach focused on 
partnership, dialogue and 
co-construction to maximize 
impact. It supports NGOs 
and social entrepreneurs 
and organizes awareness 
campaigns, involving Kering’s 
44,000 employees.
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Engaging young people
On November 25th, the International Day for the 
Elimination of Violence Against Women, the 
Foundation encouraged everyone to take action. 
Its 6th White Ribbon For Women campaign targeted 
Generation Z, and young men in particular, with 
#ICouldHaveBeen. By choosing the name they 
would have been given if born female, men became 
aware of the violence they could have experienced as 
a girl.. The campaign had a potential reach of more 
than 2.1 billion people.

Supporting refugee and migrant women
Migrant and refugee women are particularly 
exposed to violence: 70%* are victims of violence in 
refugee camps or while in transit to another country. 
Since 2016, the Kering Foundation has supported 
two organizations in Northern France, Gynécologie 
Sans Frontières and Planning Familial 62. Both 
organizations provide medical, psychological and 
social assistance to refugee and migrant women, 
and train local associations in supporting female 
survivors of violence. Since 2015, the Foundation 
also has worked with the Restart Center in Lebanon. 
This organization has contributed to the socio-
economic integration of 200 Syrian refugee women.

The Kering Foundation knows it can play a decisive 
role with public authorities and organizations. It 
works hand-in-hand with NGOs in the United 
States, Europe and Asia whose programs focus on 
female survivors of violence. It also assists social 
entrepreneurs who combine sustainable economic 
models and solutions to respond to specific 
problems. In 2018, the Foundation will support 
seven projects. Among them, a digital app that helps 
female victims of sexual violence with the reporting 
process, a company that facilitates the social and 
economic integration of female asylum seekers, and 
a project that organizes talking groups on violent 
male behavior. Awareness campaigns are also key 
to the Kering Foundation’s program. Educational 
training sessions about domestic violence for Kering 
employees aims to break the silence and change 
mentalities. The Foundation also launches external 
campaigns to raise awareness and increase visibility 
on a subject that remains taboo.

Domestic violence awareness workshops 
Another main goal for the Kering Foundation is to 
create a supportive workplace environment within 
the Group for female survivors of domestic violence. 
It has put together a customized educational 
training program with expert partners. Nearly 
1,000 employees have attended training sessions in 
France, Italy, Great Britain and the United States. In 
2017, a specific session was organized for the Group’s 
Executive Committee.

“Sometimes it only takes one courageous deed, 
one act to change the world. Following the first 
revelations of sexual assault in Hollywood, more 
and more voices spoke up everywhere, uncovering 
the truth about violence and harassment against 
women. This should be commended! How could 
we not be happy that people are now speaking 
more freely about an issue that has always been at 
the heart of the Kering Foundation’s commitment?”

* Source: Gynécologie Sans Frontières Association

François-Henri Pinault
Chairman and CEO of Kering, 
Chairman of the Kering Foundation
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The Gucci Garden, conceived by Creative Director Alessandro Michele and opened in Florence’s 
historic Palazzo della Mercanzia in January 2018, offers visitors a totally immersive experience. 
A unique presentation of the House’s universe, the space features a restaurant curated by the 
Michelin three-star chef Massimo Bottura and a gallery for exhibitions. 

GUCCI

2017 was an exceptional year for Gucci, the 
result of a bold and coherent strategy led by 
CEO Marco Bizzarri. The continuity of the 
brand’s offer and style, season after season, 
makes it possible to sustain momentum, 
build loyalty and attract new customers. 
Creative collaborations with designers result 
in fashion-forward capsule collections while 
new lines continue to embellish the Gucci 
universe. Gucci Décor, a line of furniture, 
decorative pieces and tableware; and Bloom, 
the brand’s first fragrance under Michele, were 
both launched in 2017. Gucci’s successful 
transformation and the House’s continued 
growth have been unanimously praised by 
players throughout the industry. 

The House has also shown great creativity in 
promoting its products on digital platforms, 
for example with #TFW, a meme-inspired 
Instagram campaign to launch a watch line, 
and Gucci Places (available on the Gucci App), 
a curated selection of special locations with a 
cultural connection to the House.  

In 2017, in keeping with Kering’s commitment 
to responsible business practices, Gucci 
unveiled ‘Culture of Purpose’, a 10-year 
sustainability plan that focuses on creating a 
positive environmental and social impact.

Gucci is one the most renowned and 
influential luxury brands in the world today, 
a genuine global reference for Luxury and 
fashion, and a benchmark for a modern, 
innovative business. 

Founded in Florence in 1921, the House is 
renowned for eclectic and contemporary 
creations that represent the pinnacle of Italian 
craftsmanship and are unsurpassed in quality, 
attention to detail and imaginative design.

Today, Gucci is striving to redefine Luxury for 
the 21st century, an ambition that since 2015 
has been led by the tandem of the brand’s 
Creative Director, Alessandro Michele, and its 
CEO, Marco Bizzarri. Colorful, romantic, poetic 
and magical, Michele’s unique vision has 
met with immense critical acclaim while also 
creating an authentic emotional bond with 
younger customers. 

Informed by an erudite interpretation of 
cultural and fashion history, Michele’s 
multifaceted approach successfully blends 
dandyism with the Italian Renaissance, a 
gothic aesthetic and a DIY punk attitude.  
Now more than ever, charisma, innovation 
and a commitment to progress let Gucci take  
a radically modern approach to fashion. 
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SAINT LAURENT

On September 26th 2017, during Fashion Week in Paris, the Maison Saint Laurent presented its 
Summer 2018 collection at the Trocadéro, with the Eiffel Tower as a backdrop. The show was 
hailed a sophisticated tribute to Paris, to the House’s atelier and to savoir-faire.

Under the leadership of Francesca Bellettini, 
the company’s CEO since 2013, Saint Laurent 
has successfully established a highly coherent 
strategy that brings together products, 
distribution and communication, thus 
reinforcing the Maison’s role at the forefront of 
the fashion world. 

Saint Laurent offers an exceptional, seamless 
experience across all distribution channels, 
online included, and maintains a privileged 
relationship with its customers. The Maison 
will continue to expand its retail distribution 
network. It will also reinforce its online 
strategy even as it continues to focus on 
inviting customers to experience excellence at 
each of the brand’s touchpoints. 

In 2018, Saint Laurent will relocate to new 
headquarters and showrooms in Penthémont 
Abbey, an historic Cistercian convent at  
37 Rue de Bellechasse. The Maison’s return 
to the Left Bank marks a homecoming to its 
original neighborhood, which played a central 
role in its history.

Founded in 1961, Yves Saint Laurent is one of 
the most prominent fashion names of the  
20th century. Originally an haute couture 
Maison, Yves Saint Laurent revolutionized 
fashion in 1966 with the introduction of luxury 
ready-to-wear under the name Saint Laurent 
rive gauche. Synonymous with youth and 
freedom, Saint Laurent competes globally 
with exclusive high-end luxury brands and 
occupies a leading position in the ready-to-
wear, fashion and leather goods sectors. 
Saint Laurent’s status is fully established and 
recognized thanks to its distinctive identity 
and strong codes that are perfectly identified 
and relevant to our time. 

In April 2016, Saint Laurent appointed 
Anthony Vaccarello as its Creative Director; his 
mastery of tailoring techniques and influences 
are singularly aligned with the House style. 
With a great understanding of the brand’s 
core values — youth, an ability to take couture 
to the street, creating a style that resonates 
with the times — he has cultivated a highly 
desirable vision of the brand. 
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BOTTEGA VENETA

With “The Hand of the Artisan,” Bottega Veneta created an exceptional immersive experience 
that brought to life the House’s history and the extraordinary craftsmanship that goes into its 
products. In keeping with Bottega Veneta’s origins, and in homage to the Venetian architect 
Andrea Palladio, the brand chose Chiswick House, a neo-Palladian villa in West London, as the 
setting for a replica of its workshop in Montebello Vicentino, Italy. VIPs and clients were invited 
to take part in this unique experience.

that is of great importance for younger 
consumers as well. In keeping with this spirit, 
he works in a Platinum LEED-certified atelier 
renowned for the respectful treatment of its 
artisans as well as sublimely-crafted products 
that are the opposite of fast fashion. With 
every collection, Bottega Veneta offers more 
than meets the eye. Maier imbues each piece 
with a touch of mystery and surrealism  
by adding subtle details that are meant to 
be discovered over time. The Bottega Veneta 
clientele has a sophisticated eye, and they 
appreciate this slow reveal. 

In this spirit, Bottega Veneta endeavors to create  
an exclusive customer-centric experience 
through every aspect of the brand, from 
thoughtfully designed products to boutiques 
that offer much more than merchandise.  
Via its new Maison concept, the brand has 
been able to present its clientele an exclusive 
and personalized retail experience. Each 
Maison store is unique. A prime example is 
the Maison on Madison Avenue in New York, 
which opened in early 2018. The interior  
of the five-story flagship, designed by Maier,  
is inspired by New York City architecture  
and conceived with clients’ well-being in mind. 
In 2018, Bottega Veneta will unveil another 
Maison in Tokyo’s Ginza district as well as a 
flagship store in the Dubai Mall.

Founded in 1966 in Vicenza, the Italian luxury 
House Bottega Veneta is renowned for its 
exquisite leather accessories and signature 
woven-leather intrecciato motif. When Tomas 
Maier was appointed its creative director, 
in 2001, he established the brand’s “four 
cornerstones”: materials of incomparable 
quality, contemporary functionality, 
extraordinary craftsmanship and timeless, 
innovative design. These principles are the 
very essence of the Bottega Veneta philosophy. 
  
Over the years, the Bottega Veneta product 
range has expanded beyond leather goods 
to embody a sophisticated and singularly 
colorful sensibility. The company’s celebrated 
motto, “When your own initials are enough,” is 
manifest in the highly individualistic designs 
of the House’s ready-to-wear, shoes, jewelry 
and furniture. In the design process, creativity 
and innovation go hand-in-hand as Maier 
and his team strive to make every piece more 
beautiful and more functional—a harmonious 
and sensual experience both inside and out. 

Today, Bottega Veneta aspires to reach a wider 
audience around the world by introducing 
styles that reflect the desires of a new 
generation while remaining faithful to the 
essence of the brand. For Maier, sustainable 
design is of utmost importance — a subject 
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BALENCIAGA

2017, the year of its centennial, was a spectacular year for Balenciaga. The Spanish master’s 
talent was showcased in the exhibition “Cristóbal Balenciaga, l’œuvre au noir” at the Bourdelle 
Museum in Paris. Meanwhile, in London, the Victoria and Albert Museum presented the 
Maison’s iconic pieces from May 2017 through February 2018.

Gvasalia’s ultra-realistic and radical proposals 
for the Maison Balenciaga have won over a 
new generation of customers that is avid for 
novelty and authenticity.

In 2017, propelled by its new creative 
momentum, the Maison enjoyed sharp 
acceleration and record performances. 
Balenciaga also opened its first flagship on 
the Avenue Montaigne in Paris, which reflects 
Gvasalia’s newly defined brand concept. Lastly, 
the ramp-up of balenciaga.com, an experience 
that aligns perfectly with the Maison’s 
customers and their expectations, resulted  
in a strong increase in e-commerce sales. With 
such strong foundations, the Maison enjoys 
considerable growth potential, particularly in 
leather goods and accessories.

Renowned for masterful cuts and construction 
techniques as well as constant innovation 
in fabrics, the Maison Balenciaga occupies a 
unique place in the world of fashion. Founded 
in 1917 by Cristóbal Balenciaga, the Maison 
had a decisive influence on key haute couture 
trends. Since the late 1990s, the brand has been 
enjoying a true renaissance. 

The arrival, in 2015, of Demna Gvasalia as 
Artistic Director opened a new chapter in 
Balenciaga’s history. The designer has deftly 
transposed the Maison’s DNA to cater to new 
customer expectations. With a masterful 
approach to volume and a deep understanding 
of technique, he constantly pushes boundaries, 
blending streetwear and couture to reinvent a 
practical and contemporary wardrobe. 
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ALEXANDER McQUEEN

The Alexander McQueen Spring/Summer 2018 campaign stars Shanelle Nyasiase, 
photographed by Jamie Hawkesworth.

Integral to McQueen’s culture and signature 
is the juxtaposition of contrast: feminine and 
masculine, fragility and strength, tradition and 
modernity, romance and rebellion, man and 
machine. 

Although women’s ready-to-wear and leather 
goods remain the brand’s primary focus, it is 
also developing menswear, scarves, footwear, 
jewelry and fragrance lines. In June 2017, the 
House showed the men’s Spring/Summer 2018 
ready-to-wear collection at L’Orangerie du 
Senat in Paris. 

Alexander McQueen is wholly engaged with 
the digital era. In January 2018, the House 
announced the opening of an Alexander 
McQueen online store on TopLife, the JD.com 
luxury platform targeted to upscale Chinese 
customers. The online boutique complements 
the House’s physical presence in China 
following the opening of a Beijing store in 2011.

Innovative, uncompromising, romantic, a 
guardian of the power of emotion and the 
beauty of the gesture: all of these elements 
describe the luxury House of Alexander 
McQueen. Founded by Lee Alexander 
McQueen in 1992, the brand joined the 
Kering Group in 2001. Sarah Burton was 
appointed Head of Design for womenswear 
in 2000 and named Creative Director in 2010. 
Under her leadership, the House produces 
critically acclaimed collections driven by 
an unparalleled vision and a respect for 
craftsmanship.

Today, the House is synonymous with avant-
garde British couture, renowned for its strong 
identity and expression of unbridled creativity. 
The brand’s key sources of inspiration are the 
history of Great Britain and nature. Through 
a constant exploration of the natural world, 
Burton celebrates the values of English rural 
traditions and a sense of community. 
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launched his label in 2006 in partnership 
with his elder sister, Tammy. In 2013, Kering 
took a majority share in the company. Today, 
the Christopher Kane brand is renowned 
for innovative, daring ready-to-wear and 
accessories and its shows are a London 
Fashion Week must-see. 

Christopher Kane’s first retail store opened 
three years ago on Mount Street in Mayfair, 
London. Designed by John Pawson, it is a 
statement of the brand’s image and identity. 

Today, the House continues to consolidate 
its distinctive identity while accelerating 
international development. 

In a highly creative blend of playfulness and 
innovation, Christopher Kane’s collections 
embody rebellious femininity and an ineffable 
sense of chic. With a unique approach to 
luxury in fashion, he transforms the ordinary 
and everyday into objects of desire for his 
namesake collections of women’s ready-to-
wear, pre-collections, leather accessories, 
shoes and jewelry. His design philosophy 
stems from an abstract and very personal 
approach that is defined by a mood or feeling 
combined with elements of autobiography, 
escapism and observations of daily life. 

After earning his Master of Arts from Central 
Saint Martins in London, Christopher Kane 

Renowned for collections that are as technical as they are meticulously researched,  
Christopher Kane literally launched accessories from his Space collection into orbit from  
Great Britain at a London Fashion Week presentation in February 2017.

CHRISTOPHER KANE
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innovative fabrics, revitalizing the codes of 
traditional menswear couture and tailoring. 

In order to transmit the brand’s sartorial 
tradition, Brioni in 1985 established the Scuola 
di Alta Sartoria tailoring school, where future 
generations of artisans are trained. 
In 2016, the House introduced its new store 
concept by David Chipperfield Architects, a 
savvy blend of the brand’s Roman roots and 
contemporary touches.

In June 2017, Nina-Maria Nitsche became the 
new Creative Director in charge of the House’s 
collections and brand image. In January 2018 
she presented her first Brioni Fall/Winter 
collection in Paris, an ideal wardrobe of 
timeless refinement, made in a range of fabrics 
of rare luxury.

Founded in Rome in 1945 by the tailor 
Nazareno Fonticoli and the entrepreneur 
Gaetano Savini, the House of Brioni 
established its workshops in Penne, in the 
Abruzzo region, an area long known for its rich 
tailoring tradition. Meticulously handcrafted 
by the House’s master tailors, every suit is the 
result of an extremely rigorous process. More 
than 6,000 stitches, which are handsewn 
and invisible to the naked eye, give the Brioni 
silhouette its distinctive precision.  Today, the 
House is among the Italian brands that best 
epitomize very high-end masculine elegance.

In 1952, Brioni sealed its reputation as an 
industry pioneer by hosting the first-ever 
men’s fashion show. Presented in the opulent 
Sala Bianca at the Palazzo Pitti in Florence, 
the collection introduced bold colors and 

Absolute style and magnetic charisma: following an appearance by Samuel L. Jackson, the 
conversation between Brioni and the some of the world’s biggest legends continues. In the latest 
chapter, the iconic Sir Anthony Hopkins stars in the Fall/Winter 2017 advertising campaign.

BRIONI
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BOUCHERON

The Vendôrama exhibition, shown at La Monnaie de Paris from January 12th to 28th 2018, 
inaugurated Boucheron’s 160th anniversary celebration. Designed as an immersive and 
interactive journey bridging living art and virtual reality, it offered visitors a chance to delve into 
the Maison’s creative, visionary world through workshops, demonstrations and installations 
reprising the four steps of jewelry-making: Inspiration, Design, Manufacturing and Revelation.

source of inspiration. In this spirit, the 
landmark Hôtel de Nocé informs Boucheron’s 
new boutique concept with a “family home”  
theme that encompasses the Maison’s history,  
its high jewelry-making expertise and its 
innovative character.

As the first French jeweler to open in Russia, in 
1897, the Maison Boucheron’s history is linked 
to Imperial Russia, its traditions and lore. The 
2017 high jewelry collection Hiver Imperial 
pays homage to this unique heritage. Unveiled 
in Paris in July, it subsequently debuted in 
London, Taiwan, Tokyo and, of course Moscow, 
where Boucheron opened a boutique 120 
years after opening its first point of sale in that 
country. New styles embellished with colorful 
stones (white mother-of-pearl, citrine, onyx, 
amethyst and lapis lazuli) define the iconic 
Serpent Bohème collection. And to celebrate 
the 70th anniversary of its renowned Reflet 
watch, Boucheron has introduced new colors 
of bracelet and an online platform that allows 
customers to choose their own from among 
hundreds of possibilities.

The first jeweler to open on the prestigious 
Place Vendôme, in 1893, the Maison 
Boucheron today is famed worldwide for its 
excellence in high jewelry and watchmaking. 
Renowned for its ability to imagine 
tomorrow’s classics and surpass the codes 
of traditional jewelry, the Maison creates, 
collection after collection, exceptional pieces 
that are as powerful as they are timeless.

The magnificent Hôtel de Nocé, located at  
26 Place Vendôme, has been home to 
the Maison Boucheron since 1893. Today, 
the building is undergoing an ambitious 
renovation. This prestigious address  
has always been at the heart of the Maison’s 
history. Enthralled by its luminosity from 
morning to night, Frédéric Boucheron chose 
this exceptional location to showcase his 
creations. The current renovation project will 
make it possible to discover, once again, the 
architectural splendor of the building, whose 
façade is listed as a historic monument. The 
Maison, which celebrates its 160th anniversary 
in 2018, has made its heritage a permanent 
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A special edition of Pomellato’s bold Ritratto collection – for the first time with mineral gems – 
was unveiled during Paris Haute Couture week. Fifty one-of-a-kind pieces celebrate  
anti-conformism, creativity, craftsmanship and color in honor of the Milanese House’s values. 

daring, voluminous designs of Iconica pay 
tribute to the House’s goldsmithing expertise. 
As ever, women are the center of Pomellato’s 
universe. With the 2017 launch of the  
Pomellato for Women campaign, a 
communication platform dedicated to women, 
the brand celebrates female diversity and 
authenticity. Designed by the photographer 
Peter Lindbergh, the Pomellato For Women 
campaign features an inclusive cross-section 
of women who hold leadership roles in various 
disciplines and arts. These independent spirits 
of varying ages, features and styles, embody 
Pomellato’s values, united by confidence in 
who they are.

In 2018, Pomellato continues to celebrate 
female empowerment, particularly in 
younger generations. The House chose as 
its ambassador Chiara Ferragni, a self-made 
Italian businesswoman. By pursuing her 
passions, this young CEO, designer, influencer, 
blogger and social media guru has become a 
force on the international fashion scene. With 
her unique vision and remarkable energy, 
Chiara Ferragni is an ideal ambassador for a 
growing community of Pomellato women.

Established in Milan in 1967, Pomellato 
was the first luxury brand to introduce the 
ready-to-wear concept to the traditionally 
conservative world of jewelry. Pomellato’s 
distinctive style has become immediately 
recognizable, featuring bold, colorful 
creations, exceptional gem-cutting and setting 
techniques, and artisanal Italian design. Each 
jewel is crafted in-house by expert goldsmiths 
at the Casa Pomellato in Milan.

Rich in creativity and personality, Pomellato’s 
trademark collections Nudo, Capri, Tango, 
Sabbia, Victoria and M’ama non m’ama, embody 
the Maison’s rebellious and unconventional 
spirit. Since its inception, Pomellato has 
pioneered designs with colored gems not 
traditionally found in jewelry. 

In 2017, Pomellato celebrated its 50th 
anniversary by presenting two new 
collections, Ritratto and Iconica, during Milan 
Fashion Week in February and September. 
Ritratto reasserts the brand’s avant-garde 
spirit, combining bold, colorful stones in a 
reinterpretation of the ancient Indian portrait 
cut. Meanwhile, the sophisticated curves and 

POMELLATO
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DODO

Dodo is named after the legendary bird from the island of Mauritius, an evocative symbol of an 
extinction that might have been avoided had humans shown greater respect for nature. True  
to its origins, the brand is pursuing efforts in the sustainable sourcing of precious materials, gold, 
silver, diamonds and colored gemstones.

carry strong emotional and sentimental 
significance for the man or woman who wears 
them. Genuine works of art in miniature, 
the fledgling House’s jewels are the result 
of virtuosity in design and the creativity of 
Italian craftsmanship. Their anti-conformist 
style and upbeat philosophy appeal to all 
generations, from baby boomers to millennials. 
They invite each wearer to express his or 
her personality with a touch of humor and 
tell their own story by juxtaposing symbols, 
words, colors and shapes.

In 2017, Dodo adopted a new strategy with  
five product launches spread over the year, 
each on a particular theme. Buoyed by  
the brand’s digital strategy, these new lines 
were a huge success.

Created in Italy in 1995, Dodo was the first 
Luxury brand to offer easy-to-wear, high-end 
jewelry to a broader and unisex audience by 
combining playful aesthetics and expressing 
a personal message. Its collections strike a 
subtle balance between artisanal know-how 
and the creativity of Italian design. They vary 
from reinterpretations of the iconic charms 
to innovative product launches such as the 
Dodo Tags, created in 2017 for younger, more 
contemporary customers.

Every Dodo piece is much more than a 
simple jewel. Every charm tells a story that 
conveys personal meaning, a celebration 
of love, luck, freedom and friendship. The 
brand built its success on its “talking charms”. 
The quintessence of Dodo jewelry, these 
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QEELIN

Launched in Fall 2017, the new Xin Yen collection drew inspiration from fortune cookies to 
express the whimsical spirit and Chinese symbolism associated with the brand.

Since joining the Kering group in 2012, Qeelin 
has seen accelerated growth. In China, a highly 
strategic market, the brand in 2017 opened 
three boutiques, in Chongqing, Xiamen and 
Beijing, as well as its first WeChat store to 
further strengthen interaction with customers. 
Qeelin also saw steady growth internationally, 
notably through a renewed presence in Korea. 

Lastly, Qeelin has dedicated considerable 
effort to digital communication. The brand 
chose an international fashion icon, Coco 
Rocha, and Irene Kim, the Korean-American 
model and social media star to create a series 
of inspiring looks with Qeelin jewelry for its 
yearlong #beqeelinbeyourself social media 
campaign.

Founded in 2004, Qeelin draws inspiration 
from Chinese mythology for fine jewelry 
creations that are rich in symbolism. The 
brand’s name refers to the Qilin, a legendary 
Chinese animal and the symbol of love, 
understanding and protection. Its iconic 
collection Wulu is inspired by the legendary 
Chinese gourd, which brims with auspicious 
meaning. Qeelin is also known for its Bo Bo 
collection, which features a diamond-studded, 
fully articulated and playfully interpreted 
version of China’s national treasure, the panda. 

Each collection contains a wealth of original, 
joyful and enchanting jewelry, produced with 
Qeelin’s signature expertise and crafted using 
carefully selected stones and materials.
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GIRARD-PERREGAUX

Girard-Perregaux chose to unveil its creations in a new light at the latest Salon International 
de la Haute Horlogerie in Geneva, where the La Chaux de Fonds-based brand showcased its 
creativity and know-how in a completely redesigned stand. In this illuminated setting, the 
watchmaker offered visitors a captivating sensory experience: the chance to look up at the sky 
and admire images of its creations and art projected on a 360° dome.

sporty style in stainless steel. Entirely 
reconsidered, with three sizes, four different 
movements and a large array of materials and 
finishes, the Laureato is the Manufacture’s 
new sporty-chic, contemporary masterpiece. 
A highly anticipated launch for watch-lovers 
and collectors, it toured major cities from Los 
Angeles to Beijing, Paris, Zurich, Dubai and 
Singapore. And because high watchmaking is 
the brand’s most emblematic universe, Girard-
Perregaux added a complication to its Tri-
Axial Tourbillon in 2017, a terrestrial globe that 
can be personalized upon request. 
The House also introduced Neo Bridges. 
Characterized by the symmetry of its 
movement and featuring a large balance 
wheel, this timepiece is recognizable for its 
bridges and is a retro-futuristic adaptation 
of a 19th century movement. In 2018, the 
Girard-Perregaux Manufacture will continue 
to strengthen the Laureato range, its flagship 
collection, and address a broader clientele via 
a new communication strategy.

Founded in 1791, based in La Chaux-de-Fonds, 
Switzerland, and a part of the Kering group 
since 2011, Girard-Perregaux is one of the 
oldest manufacturers of Haute Horlogerie 
still in operation. The Manufacture’s history 
is studded with exceptional timepieces that 
combine technical development, innovation 
and design, such as the celebrated Tourbillon 
with Three Gold Bridges. Presented by 
Constant Girard-Perregaux at the Exhibition 
Universelle in Paris in 1889, this watchmaking 
masterpiece was awarded a gold medal. 

Dedicated to creating exceptional timepieces 
and driven by the challenge of developing 
high-precision movements, Girard-Perregaux 
is one of the few watchmakers to house the 
design and production of both movements 
and casings under the same roof.
In 2017, Girard-Perregaux opened a new 
chapter in its rich history. With the new 
Laureato range, the Manufacture launched 
a contemporary interpretation of the iconic 
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ULYSSE NARDIN

In its first major sports partnership, Ulysse Nardin supported the Swedish team Artemis Racing 
in the oldest and most legendary sailing race, the America’s Cup. That the two entities work 
together is only logical, since they share a maritime history and an ambition to push boundaries 
and innovate thanks to new technologies and materials.

at the Grand Prix d’Horlogerie in Geneva. In 
January 2017, Ulysse Nardin exhibited at the 
Salon International de la Haute Horlogerie in 
Geneva for the first time. The Manufacture 
showcased its Marine collection, presenting 
the Marine Tourbillon Grand Feu with its 
white enamel dial and annual calendar 
chronometer, and the Marine Grand Deck in 
pink gold. The brand also introduced instantly 
successful pieces such as the Marine Torpilleur, 
a lightweight and modern timepiece and direct 
descendant of the naval officer’s pocketwatch, 
as well as its more imposing version, the 
Marine Torpilleur Military. 

As Ulysse Nardin opens a fresh page, the 
Manufacture’s narrative will draw on its 
heritage and unique expertise but apply an 
innovative, unconventional approach to make 
the brand even more alluring and successful.

Marine, Diver, Classic, Executive and Freak:  
the names for the Haute Horlogerie 
Manufacture’s main collections evoke its 
strong roots in the marine world. Founded 
in Switzerland in 1846, Ulysse Nardin joined 
the Kering group in 2014. The brand is one 
of the few Swiss watchmakers to produce its 
own high-precision movement components 
for its watches and chronometers. The brand 
has a strong identity and unique expertise 
in premium marine chronometers and grand 
complication timepieces. Ulysse Nardin 
continues to innovate, using leading-edge 
technologies and state-of-the-art materials, 
such as silicium. 

The Marine Regatta watch is among the year’s 
major launches. Developed in partnership 
with the Artemis Racing team for the 35th 
America’s Cup, it won the Sport Watch Prize 
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collaborations with other brands has 
resulted in a sport performance apparel line 
in partnership with adidas and a lingerie 
collection created with ISA Spa. In 2017, the 
brand relaunched its fragrance Stella Peony, 
with the American model Arizona Muse as 
its ambassador. That fragrance joined the 
existing scents Stella and POP.

In 2017, while increasing its focus on digital 
communications, the brand opened new 
boutiques, including locations on the Rue 
Saint Honoré in Paris and on Madison Avenue 
in New York, both of which introduced a new 
design concept inspired by Stella McCartney’s 
personal photo archive. In keeping with the 
brand’s philosophy, the store layout reflects 
understated luxury and makes a point of 
using handcrafted, organic and sustainable 
materials such as ceramic tiles, reclaimed 
wood and cast concrete.

Stella McCartney launched her own brand in 
50/50 partnership with Kering in 2001.  Her 
signature style emphasizes sharp tailoring, 
natural confidence and sexy femininity.

A lifelong vegetarian, Stella McCartney does 
not use leather or fur in her designs.  Stella 
McCartney is one of the very first Luxury 
brands to have committed to ethical values, 
and publicly uphold corporate responsibility 
for the resources it uses and its environmental 
footprint. For that reason, the company  
is constantly exploring innovative ways to 
become more sustainable, from design to store 
practices and product manufacturing. 

 While ready-to-wear has always been the  
core of the brand’s creative offer, it has 
since expanded its product range to 
include handbags, shoes, children’s wear, 
and menswear.  Diversification through 

In 2017, Stella McCartney announced a partnership with Bolt Threads, a California-based 
biotech company specialized in developing advanced and sustainable luxury materials, such 
as a vegan-friendly silk made from yeast.  The brand also launched a new strategic relationship 
with TheRealReal.com to support the circular economy.  This alliance promotes an extended 
lifecycle for luxury products, playing a significant part in reducing the amount of raw materials 
required each year from our planet.  

STELLA McCARTNEY
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PUMA

In 2017, PUMA continued its Do You campaign aimed at inspiring self-confidence in women 
worldwide. The campaign involves Cara Delevingne, Selena Gomez, dancers from the New York 
City Ballet, and other renowned female figures.

The brand’s strength and credibility are 
inseparable from its sport heritage and its 
close bonds with some of the greatest figures 
in the sports world. Today, PUMA pursues this 
tradition by selecting eminent ambassadors: 
Usain Bolt, the world’s fastest man; Antoine 
Griezmann, soccer’s star forward; and Lewis 
Hamilton, the unstoppable Formula One 
champion. The brand also works with culture 
and fashion icons to address a young audience 
that’s at the forefront of trends; in addition to a 
successful collaboration with Rihanna, PUMA 
has partnered with the model and actress Cara 
Delevingne, as well as artists like The Weeknd, 
Big Sean, and Selena Gomez.

2018 marks two important anniversaries for 
PUMA: it is the brand’s 70th anniversary and the 
50th anniversary of its iconic Suede sneakers.

Since its founding in 1948, PUMA has 
been a part of some of the world’s greatest 
sports legends. Its product design, both in 
performance and innovation, has earned the 
brand a strong reputation in sports such as 
soccer or track and field. Building on its roots 
in sports, PUMA’s Sportstyle collections are 
tailored to everyday life to offer consumers the 
best in innovation and design.

PUMA’s mission, established in 2014, is 
straightforward: to be the fastest sports brand 
in the world. 

The motto “Forever Faster” conveys PUMA’s 
ambition and strategy: being the fastest 
means being the first to anticipate new trends, 
introduce innovation, and offer customers and 
partners the best products.
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VOLCOM

More than a concept, it’s a lifestyle experience: opened in Austin, Texas in 2017, Volcom Garden 
includes a skate park, an art gallery, a concert hall and a boutique. It epitomizes the Volcom sprit.

chance to live out their passion by providing 
a creative answer to a simple but essential 
question: “What do you want to put first in 
your life?” Among the winners were a dancer, 
an illustrator, a journalist and several artists.
Volcom is constantly expanding and 
reinforcing its mantra, “True To This”, by 
supporting top athletes such as the Australian 
surfer Noa Deane, or musicians including 
Run The Jewels. In 2017, the brand launched 
an important partnership with the model 
Georgia May Jagger for the capsule collection 
Stone Row x Georgia May Jagger. Also in 2017, 
it opened its first store in the Bastille area of 
Paris along with others in European capitals 
such as Amsterdam and Prague.

Volcom believes board-sports, art and music 
can generate inner wellness and fulfillment. 
Synonymous with independence, innovation 
and experimentation, the lifestyle brand 
born in California in 1991 has won the loyalty 
of a passionate community. Its apparel 
and accessories are distinctive for their 
sophisticated design, detailed manufacturing 
and high-quality materials.

Today, thanks particularly to social media, 
the sports brand with a diamond-shaped 
logo has developed a narrative that appeals 
strongly to millennials and Generation Z. 
In 2017, its #thisfirst campaign was a huge 
success worldwide. It offered 15 people the 
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Key Figures





p. 70 — Group key figures 
p. 72 — Luxury and Sport & Lifestyle 
               key figures
p. 74 — Extra-financial key figures 
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Revenue
in € millions

Revenue breakdown 
by region

KERING GROUP2017 KEY FIGURES

1 —growth on a comparable Group  
structure and exchange rate basis
2 — growth as reported

2016

12,385

2017

15,478

+ 27.2 % 1 

+ 25.0 % 2

 Western 
Europe

33 %

8 % 
Japan

21 %
North 

America

27 %
Asia Pacific

Other 
countries
11 %
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Recurring 
operating 
income
in € millions

Recurring 
operating margin
as a % of revenue

Dividend per share

3 — subject to the approval 
of the Annual General Meeting 
on April 26th 2018

2016

1,886

2017

2,948

+ 56.3 %

2016

15.2 % 

2017

19.0 %

+ 3.8 pts

2016

4.60 €

2017

6.00 € 3

+ 30.4 %

Net income, Group share
in € millions

Free cash flow from operations
in € millions

1,786

+ 119.5 % + 94.9 % - 30.2 %

2,318

Net debt
in € millions

3,049
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Recurring 
operating 
income
in € millions

Recurring 
operating 
income
in € millions

LUXURY ACTIVITIES

SPORT & LIFESTYLE ACTIVITIES

Revenue
in € millions

Revenue
in € millions

KERING GROUP2017 KEY FIGURES

1 —growth on a comparable Group  
structure and exchange rate basis
2 — growth as reported

1 — growth on a comparable Group  
structure and exchange rate basis
2 — growth as reported

2016

8,469

2016

123 

2016

1,936 

2016

3,884 

2017

10,796

2017

244

2017

2,911

2017

4,382

+ 98.1 % 

+ 50.4 % 

+ 29.9 % 1 

+ 14.7 % 1 

+ 27.5 % 2

+ 12.8 % 2
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Performance of the Kering share 
compared to CAC 40 index

from January 2017 
to February 2018

2018
2017

CAC 40

€
—
420

400

380

360

340

320

300

280

260

240

220

200

+ 9%

KERING

+ 82%

73



EXTRA-FINANCIAL2017 KEY FIGURES

Part of individual objectives set  
for senior executives related to  

the achievement of team management  
and Group sustainability objectives.

For the third time, Kering
ranked among "industry leaders"

in the Dow Jones Sustainability Index 
(DJSI), topping the "Textiles, Apparel  

and Luxury Goods" sector.

The share of permanent contracts for 
Group personnel in 2017.

Number of training hours  
provided.

The green electricity share  
of total Kering consumption in 2017.

The number of sustainable fabric  
and textile samples available in Kering’s

Materials Innovation Lab (MIL) 1.

2016

423,194 

2017

504,349

+19%

1 — Founded in 2013 and located in Italy, the MIL is used by all of the Group’s brands to identify sustainable and responsible 
alternative fabrics and textiles.

91 %

32 % 2,500

10 %
1st
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Kering topped the Corporate Knights 
"Global 100" ranking in the 

"Textile, Apparel and Luxury" sector.

In 2018, Kering was ranked third
in Fortune’s World’s most

admired companies ranking,
in the “Apparel“ category – up

two places from 2017.

1st

Proportion of women
in the total workforce.

Proportion of women
in managerial positions.

Proportion of women
on the Board of Directors.

Kering is the only luxury group listed on the Bloomberg Gender Equality Index.

+ 2 places

64 % 51 % 58 %
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—
Société anonyme  

(a French corporation) 
with a share capital of €505,117,288

—
Registered Office 

40, rue de Sèvres, 75007 Paris 
552 075 020 RCS Paris

—
Tel. : +33(0)1 45 64 61 00

—
kering.com
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