
“This was definitely not agoodsetof

results,but notdisastrouseither,”said
Luca Solca, analystat Bernstein.

A PerfectStorm
In termsof revenues,watchesandjewelry
performedslightly betterthanexpected,
with organicsalesflat in the second

quarter.Perfumesand cosmeticswerein

line with forecastsrising 1 nercent

Winesandspirits beatconsensus
estimateswith a4 percentdecline,
while selectiveretailingalso exceeded
expectations,up 4 percent.

Analysts had hopedthatfashionand
leathergoodswoulddeliver a beat
afterencouragingresultsatsectorpeer
CompagnieFinancièreRichemont,which
reporteda6 percentrise inoverallsalesin
the three monthsto June30.

By contrast,LVMH is facinga perfect
storm,with anemicdemandforluxury
goods,astrengtheningeuroandlooming
U.S.tradetariffs causing itsshareprice to
drop around26 percentso far this year.

The macroeconomicissueshavebeen
sene

ompoundedby aseriesof internal

problems,including databreachesat
Vuitton andDior, and legal proceedings

againstLoro Pianaoverallegedworker
exploitationin Italy.

Nonetheless,the industrybellwether
expressedconfidence niitsprospects.

“LVMH showedsolidityin thecurrent

context,” BernardArnault, chairmanand
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LVMH H1
Net Profit
Drops

Organicsalesin the key
fashion and leather goods
division fell 9 percent
in thesecondquarter.

BY JOELLE DIDERICH

PARIS LVMH Moët HennessyLouis

Vuitton saidnetproft fell 22 percentin

the first halfasitskey fashionandleather

goodsdivision missedexpectations,
underscoringthepressuresfacedby ahost

of incoming designers at the group’s key
houses.

Thebranch,hometo brandsincluding
Louis Vuitton, DiorandCeline, recorded

a9 percentdrop inorganicsalesin the
secondquarter,belowthe Visible Alpha

consensus forecast for a 7 percent decline.

Louis Vuitton continuestooutperform
otherbrands,while Dior remainedbelow

thedivisionaverage,chief financialofficer

Cécile Cabanistold analysts andjournalists
on a webcastonThursday.

However, shesaidthedeclinewasdue

almostentirelyto weaknessin Asia, where
therewas areversalofthe yenweakness
thatsignificantly boostedtourist business
inJapan at thesame time last year.

Organic sales inJapanfell 28 percent

year-on-yearin the secondquarter.
Cabanissawflickers of improvement

locally in Chinaand toutedaneasier

comparisonbasisfor the comingquarter,
thoughsheconcededthe Chineseeconomy
is “probably not out of the woods yet.”

Operating profit for thefashionand
leathergoodsdivisionfell 18 percentin
the first half, but theexecutivesaidthe

operatingmarginremainedhealthyat

34.7percent.
While LVMH continuesto cap costs,

it remainscommittedto investingin its

brands, as evidenced by recent flagship

openingsfor Louis Vuitton in Shanghai
andTiffany & co. inJapan,andplansto

openDior boutiquesin New York City and

Beverly Hills in the secondhalf.
Thegroup is searchingfor efficiencies

in areaslike point of sale marketingfor

perfumeandcosmetics,andfashionshows,
whereit is reviewing its contractswith

external agencies,shesaid. It’s also closing

“Our philosophy is veryclear. Weneedto

ensurethatwe invest whatweneedto invest
behindgrowth,andwe needto makesure
that we are able to mitigate andmaintaina
high level of margins,” Cabanissaid.

Groupnetprofit totaled5.70 billion
eurosin thefirst six monthsof 2025, while

profit fromrecurring operationswasdown

15 percentto 9.01 billion euros, equating to
an operatingmarginof 22.6 percent.

Overall revenuesfell 7 percentto 19.50
billioneurosin thethreemonthstoJune
30,representingadeclineof 4percentin
organicterms.
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statement.

“Beyondthe prevailinguncertainties,

we remainfocused thanks to the long-

term vision that has always guided our

family group,”headded. “We headinto

thesecondhalfof theyearwith great
vigilance,andI am confidentinLVMH’s
remendouslong-termnotentialand
thecommitmentof our teams to further
reinforce thegroup’sleadershipposition in

luxury goods.”
LVMH describedJonathanAnderson’s

debutmenswearcollection for Dior,
unveiled in June,as an “immensesuccess,”
with Cabanisnoting the showgarnered1.1

billion views on social media.

Bernstein’s Solcahaspartly attributed
LVMH’s woes to a seriesof price increases

in thewakeofthe coronaviruspandemic,
andcalled on the groupto address “off-
kilter pricing” at Dior.

Cabanis saidthe brand continuesto

seegoodtractionon its D-Journeyand
Dior Toujours bags, and is riding the

momentumleadingupto Anderson’s first
collectionslandingin storesnext year.

“We areveryconfidentboth in termsof

product [and] communication,” shesaid,

noting thatAnderson’s role as director

of both women’s andmen’s collections

will ensure“full consistency on thebrand
vision.”

Meanwhile,the debutcollections by
SarahBurtonatGivenchyin Marchand
MichaelRiderat Celine earlier thismonth
were“particularly well received,”the
luxurygroup said.

LookingAhead
LVMH is gearingup for more debuts,with
Anderson set toshow his first women’s
collectio for Dior onOct. 1,andJack

McCollough andLazaroHernandez

presentingtheir debutline for Loewe
on Oct. 3, accordingto the preliminary
calendarreleasedby theFédérationde la
HauteCoutureet de la Mode onThursday.

CabanissaidVuittoncontinuesto lead
in manymarketsthanksto its innovative
storeconcepts,like theShanghaiflagship,
which is shapedlike ife-size cruise ship.

“It’s unexpected.It’s something only

Vuitton can do,” she said. “We are not

goingto do400of those,but theremight

bea few down the road.”
Sheaddedthat thebrandis sticking to its

pricing strategy, which consists of delivering

sophisticated productsfor its high-end
clientele andintroducingmoreaccessible

categories aimed as aspirational customers,
suchsa newcosmeticsline developedby
PatMcGrath, set to bowthis fall.

“‘We don’t work on pricesegmentation

we arenot Coca-Cola–but we are
working onbringing thebestproduct,
andwith that,makingsurethatthe value

thatis in the product is recognizedby our
clients,» Cabanissaid.

RegardingLoro Piana, shereiterated
that the brandwasunawareof the
nroblemsin its sunnlvchainandwas

workingto rectify the situation.
“This topic is beyond Loro Piana. It's

atopic that the full industryin Italy is

facing, and it’s somethingthat we will

have all tomanagecollectively,” she said.

“It shouldn’tcreatean impacton the

[brand’s] image.”
Amid flat demandfrom the U.S. in

thesecondquarter,LVMH is preparing
to weatherthe impactof U.S.President
DonaldTrump’s threatenedtradetariffs in

avariety of ways,thoughCabanissaid its

wines andspirits division hadless leeway
than fashion andleathergoods.

The ongoingrestructuring of Moët
Hennessyis not expectedto deliverresults

until thesecondhalf of2026, sheadded.

“We don’t expect any significant impact this

year on that front,but weareveryconfident

that the teamhasgot the plan under control
and is delivering,” Cabanis said.
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Visionary

Journeys giftstore.

The Tiffany storein Tokyo.
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Rosamund Pike stars aSoaDDior

spokespersoni theparody film

highlighting thenew D-Journeybag.
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