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WeakAsia-Pacific, Wholesale
ChannelHurt erragamoSales
• Standingby créativedirector

Maximilian Davis' aesthetic
for the brand, CEOMarco

Gobbetti said "it takestime

togrow andresonatewith a

wider public."

BY LUISA ZARGANI

MILAN - Decreasing consumerconfidence

in Asia-Pacific anda négative trend in the

wholesale channel impactedthe Salvatore

Ferragamo Group’s revenues in the third

quarter,dentingthe overall performance
in thefirst nine months of 2024.

Revenuesin the third quarterdecreased
9.6 percentto 221 million euros,compared
with the sameperiod lastyear. In the

ninemonthsendedSept. 30, sales fell 11.9

percentto 744 million euros,compared
with the sameperiod in 2023.

“The resultsof thethird quarter

hâvebeenimpactedby the challenging

macroeconomic andconsumer

environmentandweexpectthis trend to

continuein thelastpart of the year,” said

Marco Gobbetti, chiefexecutive officer and
general manager, signaling that the Asia-

Pacific région was “the main phenomenon
impacting our salesperformance.The
secondarychannelhasalsobeenaffected
by low traffic, which also continues to

impactthe wholesale environment.”
In the nine months, salesin the direct-

to-consumer channel decreased7.9

percentto 552.2million euros.

There area total of 369 stores globally,
comparedwith 377 at the endof September

lastyear. New stores hâve opened in Tokyo,

Beijing, Séoul andSuzhou.

Salesin the wholesale channeltumbled
21 percentto 171.6 million euros, reflecting
weakerthan expecteddemandin the third
quarter,especially in theU.S. market,
Gobbetti said.

During a call with analysts on Tuesday at

the endof trading in Milan, the executive

said he expectedthe wholesale channel to

“somewhatsettle” in the fourth quarter
but that it would be “still slightly négative.

The U.S. hopefully will hâve bottomedout.

Travel retail sufferedsignificantly.” He did
notexpressoptiinism about this channel

for the lastquarter ofthe year.

significant store rationalization” although

he did notexclude“a few changes.”
By category, salesof footwearwere

down 11.3 percentto 336.1 million euros,

andleathergoods showed a 10 percent
decreaseto 293.1million euros.Apparel

fell 20.5 percentto 42.9 million euros.

Starting front Gobbetti’s comments on
the positive reaction to the collections

designed by créative directorMaximilian

Davis, oneanalyst highlighted adisconnect

andaskedwhy thiswas not seenin the
numbersand the reasonsfor a poor

performancein the direct-to-consumer
channel. The executiverespondedby
saying thathewaspleasedwith the new
aestheticDavishad injected into the brand
andthe productsbut said that “it takes

time to grow andresonatewith a wider
public, [the improvement] can’t [corne]
overnight.” The collections, hecontinued,

are “classic andquite refined andnotloud,

andwe want to achieve abuild-upon an

elevated customerbase.”
In the nine months,sales in the Europe,

Middle EastandAfrica région fell 11.5

percentto 184.5 million euros,impacted
by a28percentdecreaseatwholesale,
while the DTC channel was up 4.5percent
at constant exchange rates.

Sales in North America were down

6.1 percentto 207.7million eurosand

revenuesin Central andSouthAmerica
dropped7.3percentto 54.5 million euros.

Sales in Asia-Pacific slumped18.1 percent
to 216.1million euros.

Revenues in Japanwereup3.9 percent

at constantexchange ratesbut weredown

5.4percentatcurrentexchange rates to
60.9 million euros.

Gobbetti said the Chineseclusterwas

overall négative andpurchasesabroad
werebelow pre-COVID-19levels and
shifted to Japan.Spending front Americans

acceleratedin the latter partof the nine
months.

“The currentcontext addspressureon
our top line andprofitability, therefore

delaying thetiining of the delivery of
our financial objectives. We pursueour

work on the enrichmentof the offer,

togetherwith marketing and retail

actions to maximize the potentialof the

brand,through increasingengagement

of new audiences with key products,and
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elevated in-store andonline expérience,
while maintaininga strong operational
discipline,” Gobbetti said.

“These efforts hâveyielded encouraging

results in the quarterthrough ourprimary
sales in Europe, Japan and Latin America,

in ail major productcategoriesof our

renewedcontinuativeoffer, in particular
handbagsandladies’ shoes, led by new
icons.”

Considering thepersistinguncertainties
over demandby luxury consutners,

Gobbetti saidheexpectedthe operating

resuit for the full year will beat the
lowest endof analysts’ currentestimâtes,

standingat around30 million euros.
“We don’t expectthe operatingprofit

trend to changesignificantly in the fourth

quarter,” Gobbetti said.

He said that in terms of performance,
“the worst tnonthwas July, August was

betterand September in- between, and
that hestill expectedaslightly négative top

line in the fourth quarter.
Capital expenditurein 2024 is forecast

to total 75 million euros.
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