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The Art of Generational Transition

IĖ Ōöe eĎeðaĖŌ cĝĿĿùdĝĿŅ ĝï LVMHƶŅ 
öeadľőaĿŌeĿŅ ĝĖ AŦeĖőe MĝĖŌaùðĖe ùĖ PaĿùŅƑ 
ŧöeĿe Ōöe ŅceĖŌ ĝï ĎőŬőĿŭ ļeĿĕeaŌeŅ eŦeĿŭ 
ïĎĝĝĿƑ a ĕaŅŌeĿcĎaŅŅ ùĖ ŅőcceŅŅùĝĖ ļĎaĖĖùĖð 
őĖïĝĎdŅ daùĎŭƐ HeĿeƑ BeĿĖaĿd AĿĖaőĎŌƑ Ōöe ƅƄƥ
ŭeaĿƥĝĎd ļaŌĿùaĿcö ŧöĝ öaŅ ŌĿaĖŅïĝĿĕed LVMH 
ùĖŌĝ Ōöe ŧĝĿĎdƶŅ ĎaĿðeŅŌ ĎőŬőĿŭ cĝĖðĎĝĕeĿaŌeƑ 
ĝĿcöeŅŌĿaŌeŅ ŧöaŌ ĕaŭ be Ōöe ĕĝŅŌ 
ŅĝļöùŅŌùcaŌed ïaĕùĎŭ bőŅùĖeŅŅ ŌĿaĖŅùŌùĝĖ ùĖ 
ĕĝdeĿĖ cĝĿļĝĿaŌe öùŅŌĝĿŭƐ WùŌö ǀƆƄƐƀ bùĎĎùĝĖ ùĖ 
aĖĖőaĎ ŅaĎeŅ aĖd a ĕaĿċeŌ ŦaĎőaŌùĝĖ eŬceedùĖð 
ǀƂƂž bùĎĎùĝĖƑ LVMH ĿeļĿeŅeĖŌŅ ĕĝĿe ŌöaĖ ĈőŅŌ 
cĝĕĕeĿcùaĎ ŅőcceŅŅƨùŌ eĕbĝdùeŅ a bĎőeļĿùĖŌ 
ïĝĿ öĝŧ EőĿĝļeƶŅ ŧeaĎŌöùeŅŌ ïaĕùĎŭ ùŅ 
eĖðùĖeeĿùĖð ðeĖeĿaŌùĝĖaĎ cĝĖŌùĖőùŌŭ ùĖ aĖ 
ùĖdőŅŌĿŭ ŧöeĿe bĿaĖd öeĿùŌaðe ŅļaĖŅ ceĖŌőĿùeŅ 
bőŌ ïaĕùĎŭ dŭĖaŅŌùeŅ ĝïŌeĖ cĿőĕbĎe ŧùŌöùĖ 
decadeŅƐ

Töe ĖőĕbeĿŅ ŌeĎĎ a cĝĕļeĎĎùĖð ŅŌĝĿŭƒ LVMH 
cĝĕļĿùŅeŅ ĝŦeĿ ŅeŦeĖŌŭ bĿaĖdŅ acĿĝŅŅ ïùŦe 
bőŅùĖeŅŅ ŅeðĕeĖŌŅƑ ðeĖeĿaŌùĖð ǀƀžƐƁ bùĎĎùĝĖ ùĖ 
ïùĿŅŌƥľőaĿŌeĿ ƀžƀƃ ĿeŦeĖőe aĎĝĖeƐ YeŌ beĖeaŌö 
ŌöeŅe ïùĖaĖcùaĎ ĕeŌĿùcŅ ĎùeŅ a ĕĝĿe ļĿĝïĝőĖd 
ŌĿaĖŅïĝĿĕaŌùĝĖƨŌöe ĕeŌöĝdùcaĎ ļĝŅùŌùĝĖùĖð ĝï 
Ōöe ĖeŬŌ ðeĖeĿaŌùĝĖ Ōĝ ùĖöeĿùŌ ĖĝŌ ĈőŅŌ ŧeaĎŌöƑ 
bőŌ Ōöe cĿeaŌùŦe ŦùŅùĝĖ aĖd ŅŌĿaŌeðùc acőĕeĖ 
ĿeľőùĿed Ōĝ Ďead Ōöe ŧĝĿĎdƶŅ ļĿeĕùeĿ ĎőŬőĿŭ 
eĕļùĿeƐ TöùŅ ùŅ ŅőcceŅŅùĝĖ ļĎaĖĖùĖð eĎeŦaŌed Ōĝ 
aĖ aĿŌ ïĝĿĕƑ ŧöeĿe eacö ĕĝŦe ùŅ caĎcőĎaŌed Ōĝ 
ļĿeŦeĖŌ Ōöe dùŦùŅùŦe cĝĖïĎùcŌŅ ŌöaŌ öaŦe 
aŧaĿded AĿĖaőĎŌ ŦùcŌĝĿùeŅ ùĖ ļaŅŌ ŌaċeĝŦeĿ 
baŌŌĎeŅ ïĿĝĕ eŦeĿ ŌöĿeaŌeĖùĖð öùŅ ĝŧĖ ïaĕùĎŭƶŅ 
ĎeðacŭƐ

AŅ ðĎĝbaĎ ùĖŦeŅŌĝĿŅƑ ðĝŦeĿĖĕeĖŌ ĎeadeĿŅƑ aĖd 
ïaĕùĎŭ bőŅùĖeŅŅ ĝŧĖeĿŅ ðĿaļļĎe ŧùŌö ŌöeùĿ ĝŧĖ 
ŅőcceŅŅùĝĖ cöaĎĎeĖðeŅƑ Ōöe AĿĖaőĎŌ ĕĝdeĎƨ
eŬecőŌed ŌöĿĝőðö FùĖaĖcùèĿe Aðacöe SA aĖd 
Ōöe GĿĝőļe AĿĖaőĎŌ ïaĕùĎŭ ĝïïùceƨĝïïeĿŅ 
ùĖŦaĎőabĎe ùĖŅùðöŌŅ ùĖŌĝ öĝŧ ŌĿadùŌùĝĖaĎ ïaĕùĎŭ 
ĝïïùce ŅŌĿőcŌőĿeŅ caĖ eŦĝĎŦe Ōĝ ļĿĝŌecŌ 
ĕőĎŌùðeĖeĿaŌùĝĖaĎ ŧeaĎŌö ŧöùĎe eĕļĝŧeĿùĖð 
Ōöe ĖeŬŌ ðeĖeĿaŌùĝĖ Ōĝ dĿùŦe cĝĖŌùĖőed 
ùĖĖĝŦaŌùĝĖ aĖd ðĿĝŧŌöƐ



Building a Luxury Empire: Vision to Reality

1

1980s Origins
BeĿĖaĿd AĿĖaőĎŌ beðùĖŅ 

aŅŅeĕbĎùĖð ŧöaŌ ŧĝőĎd becĝĕe 
LVMH ŌöĿĝőðö ŅŌĿaŌeðùc 

acľőùŅùŌùĝĖŅ aĖd ĕeĿðeĿŅƑ 
ĎeaĿĖùĖð ïùĿŅŌöaĖd öĝŧ ïaĕùĎŭ 

dùŦùŅùĝĖŅ caĖ cĿeaŌe 
ŦőĎĖeĿabùĎùŌùeŅ ùĖ bőŅùĖeŅŅƐ

2

Strategic Framework
DeŦeĎĝļĕeĖŌ ĝï a ŅőcceŅŅùĝĖ 

aļļĿĝacö ĿecĝðĖùŶùĖð ŌöaŌ ĎőŬőĿŭ 
bĿaĖdŅ deĕaĖd ĎeadeĿŅ ŧöĝ caĖ 
ƵöaĿĖeŅŅ Ōöe cĿeaŌùŦùŌŭ ŌöaŌ dĿùŦeŅ 

ðĿĝŧŌö aĖd ļĿĝïùŌƑƵ aŅ AĿĖaőĎŌ 
deŅcĿùbeŅ öùŅ ĕaĖaðeĕeĖŌ 

ļöùĎĝŅĝļöŭƐ

3

Market Evolution
LőŬőĿŭ ŅecŌĝĿ cĝĖŅĝĎùdaŌùĝĖ aĖd 

cöaĖðùĖð cĝĖŅőĕeĿ ļĿeïeĿeĖceŅƑ 
ŧùŌö Ōöe ĿùŅe ĝï ƵľőùeŌ ĎőŬőĿŭƵ 

bĿaĖdŅ Ďùċe LĝĿĝ PùaĖa 
deĕĝĖŅŌĿaŌùĖð ŌöaŌ őĖdeĿŅŌaŌed 

eĎeðaĖce caĖ cĝĕĕaĖd 
ļĿeĕùőĕ ļĿùceŅƐ

4

Strategic Validation
EŬŌeĿĖaĎ ĿecĝðĖùŌùĝĖ ĝï LVMHƶŅ 

ĿeŅùĎùeĖceƑ ŧùŌö BeĿĖaĿd AĿĖaőĎŌ 
ĖĝŌùĖð ùĖ ƀžƀƂ Ōöe cĝĕļaĖŭƶŅ 

ƵcaļacùŌŭ Ōĝ ŧeaŌöeĿ Ōöe ŅŌĝĿĕ ùĖ 
öùðöĎŭ ŌőĿbőĎeĖŌ ŌùĕeŅƐƵ

Töe ïĝőĖdaŌùĝĖ ĝï Ōöe AĿĖaőĎŌ ŅőcceŅŅùĝĖ ŅŌĿaŌeðŭ ŌĿaceŅ bacċ Ōĝ BeĿĖaĿd AĿĖaőĎŌƶŅ ĝŧĖ ĿùŅe Ōĝ 
ļĿĝĕùĖeĖce ùĖ Ōöe ſƇƆžŅƑ ŧöeĖ öe beðaĖ aŅŅeĕbĎùĖð ŧöaŌ ŧĝőĎd becĝĕe LVMH ŌöĿĝőðö a ŅeĿùeŅ ĝï 
ŅŌĿaŌeðùc acľőùŅùŌùĝĖŅ aĖd ĕeĿðeĿŅƐ HaŦùĖð ŧùŌĖeŅŅed ïùĿŅŌöaĖd öĝŧ ïaĕùĎŭ dùŦùŅùĝĖŅ caĖ cĿeaŌe 
ŦőĎĖeĿabùĎùŌùeŅƨùĖdeedƑ eŬļĎĝùŌùĖð Ņőcö dùŦùŅùĝĖŅ ŧaŅ ċeŭ Ōĝ ĕaĖŭ ĝï öùŅ ŅőcceŅŅïőĎ ŌaċeĝŦeĿŅƨ
AĿĖaőĎŌ becaĕe acőŌeĎŭ aŧaĿe ĝï Ōöe Ėeed ïĝĿ ļĿĝacŌùŦe ŅőcceŅŅùĝĖ ļĎaĖĖùĖð ŌöaŌ ŧĝőĎd ļĿeŦeĖŌ 
ŅùĕùĎaĿ ïĿacŌőĿeŅ ŧùŌöùĖ öùŅ ĝŧĖ dŭĖaŅŌŭƐ

Töe ŅŌĿaŌeðùc ïĿaĕeŧĝĿċ eĕeĿðed ïĿĝĕ a ïőĖdaĕeĖŌaĎ ĿecĝðĖùŌùĝĖ ŌöaŌ ĎőŬőĿŭ ðĝĝdŅ cĝĕļaĖùeŅ 
ĿeľőùĿe a őĖùľőe bĎeĖd ĝï cĿeaŌùŦe ŦùŅùĝĖ aĖd cĝĕĕeĿcùaĎ dùŅcùļĎùĖeƐ UĖĎùċe ŌĿadùŌùĝĖaĎ ùĖdőŅŌĿùeŅ 
ŧöeĿe ĝļeĿaŌùĝĖaĎ eïïùcùeĖcŭ ĕùðöŌ ŅőïïùceƑ ĎőŬőĿŭ bĿaĖdŅ deĕaĖd ĎeadeĿŅ ŧöĝ caĖ ƵöaĿĖeŅŅ Ōöe 
cĿeaŌùŦùŌŭ ŌöaŌ dĿùŦeŅ ðĿĝŧŌö aĖd ļĿĝïùŌƑƵ aŅ AĿĖaőĎŌ deŅcĿùbeŅ öùŅ ĕaĖaðeĕeĖŌ ļöùĎĝŅĝļöŭƐ TöùŅ 
ļĿeŅeĖŌŅ a ŅőcceŅŅùĝĖ cöaĎĎeĖðeƒ öĝŧ Ōĝ ùdeĖŌùïŭ aĖd deŦeĎĝļ ïaĕùĎŭ ĕeĕbeĿŅ ŧöĝ ļĝŅŅeŅŅ bĝŌö 
Ōöe cĿeaŌùŦe ŅeĖŅùbùĎùŌŭ aĖd bőŅùĖeŅŅ acőĕeĖ ĿeľőùĿed Ōĝ Ďead bĿaĖdŅ ŌöaŌ ĕőŅŌ ĕaùĖŌaùĖ eŬcĎőŅùŦùŌŭ 
ŧöùĎe acöùeŦùĖð ðĎĝbaĎ ŅcaĎeƐ

AĿĖaőĎŌƶŅ aļļĿĝacö addĿeŅŅeŅ ŅeŦeĿaĎ cĿùŌùcaĎ ĕaĿċeŌ ĿeaĎùŌùeŅƐ Töe ĎőŬőĿŭ ŅecŌĝĿ öaŅ becĝĕe 
ùĖcĿeaŅùĖðĎŭ cĝĖŅĝĎùdaŌedƑ ŧùŌö LVMH cĝĕļeŌùĖð aðaùĖŅŌ ĝŌöeĿ ïaĕùĎŭƥcĝĖŌĿĝĎĎed ðùaĖŌŅ Ďùċe HeĿĕèŅ 
aĖd CöaĖeĎƐ SùĕőĎŌaĖeĝőŅĎŭƑ cĝĖŅőĕeĿ ļĿeïeĿeĖceŅ öaŦe eŦĝĎŦedƑ ŧùŌö Ōöe ĿùŅe ĝï ƵľőùeŌ ĎőŬőĿŭƵ 
bĿaĖdŅ Ďùċe LĝĿĝ PùaĖa deĕĝĖŅŌĿaŌùĖð ŌöaŌ őĖdeĿŅŌaŌed eĎeðaĖce caĖ cĝĕĕaĖd ļĿeĕùőĕ ļĿùceŅƨ
LĝĿĝ PùaĖa ðeĖeĿaŌeŅ aĖ eŅŌùĕaŌed ƾƀƐƅ bùĎĎùĝĖ ùĖ ĿeŦeĖőeƑ ĕaċùĖð ùŌ LVMHƶŅ ŌöùĿdƥĎaĿðeŅŌ bĿaĖd aïŌeĿ 
LĝőùŅ VőùŌŌĝĖ aĖd DùĝĿƐ



The Next Generation of The Arnault Family: 
Proven Leadership in Action

1

Delphine Arnault
Appointed Chairman and CEO of Christian Dior Couture in January 2023, bringing luxury 
fashion expertise and proven leadership capabilities to one of LVMH's most prestigious 
brands. Her "position of influence within the group speaks volumes of her ambition and 
acumen in luxury fashion," according to industry observers.

2

Antoine Arnault
Serves as CEO of Berluti and Chairman of Loro Piana while heading image and 
communications at LVMH. His dual operational and strategic responsibilities position him 
as a key bridge between creative vision and corporate execution.

3

Frédéric Arnault
Trajectory from McKinsey consultant and Facebook executive to CEO of Tag Heuer, then 
head of LVMH's entire watch division, and most recently CEO-designate of Loro Piana, 
demonstrates the family's commitment to bringing external experience into the 
business before assuming top roles.

4

Alexandre Arnault
Path through Rimowa and Tiffany before becoming Executive VP of Product and 
Communications at Tiffany, and subsequently deputy head of Moët Hennessy in 2024, 
illustrates the systematic exposure each family member receives across LVMH's diverse 
portfolio.

5
Jean Arnault
The youngest, remains without a board position, though his time will undoubtedly come.

Frédéric and Alexandre Arnault



FùĖaĖcùèĿe Aðacöeƒ Töe AĿcöùŌecŌőĿe ĝï 
CĝĖŌùĖőùŌŭ

Töe ĝļeĿaŌùĝĖaĎ ïĝőĖdaŌùĝĖ ĝï Ōöe AĿĖaőĎŌ 
ŅőcceŅŅùĝĖ ŅŌĿaŌeðŭ ĿeŅŌŅ ĝĖ FùĖaĖcùèĿe 
Aðacöe SAƑ Ōöe ŅĝļöùŅŌùcaŌed öĝĎdùĖð cĝĕļaĖŭ 
ŅŌĿőcŌőĿe ŌöaŌ ŅeĿŦeŅ aŅ bĝŌö ŧeaĎŌö 
ĕaĖaðeĕeĖŌ ŦeöùcĎe aĖd ŅőcceŅŅùĝĖ ļĎaĖĖùĖð 
ĕecöaĖùŅĕƐ FùĖaĖcùèĿe Aðacöe ùŅ cĝĖŌĿĝĎĎed 
bŭ Ōöe Aðacöe cĝĕļaĖŭ aĖd caĿĿùeŅ ĝőŌ ĕĝŅŌ 
ĝï ùŌŅ bőŅùĖeŅŅ acŌùŦùŌùeŅ ùĖ Ōöe ĎőŬőĿŭ ðĝĝdŅ 
ŅecŌĝĿ ŌöĿĝőðö ùŌŅ cĝĖŌĿĝĎĎùĖð ŅöaĿeöĝĎdùĖðŅ ùĖ 
CöĿùŅŌùaĖ DùĝĿ aĖd LVMHƑ ŧöùĎe aĎŅĝ 
ĕaùĖŌaùĖùĖð a ļĝĿŌïĝĎùĝ ĝï dùŦeĿŅùïùed ïùĖaĖcùaĎ 
ùĖŦeŅŌĕeĖŌŅƐ

Töe ðĝŦeĿĖaĖce ŅŌĿőcŌőĿe ĝï FùĖaĖcùèĿe 
Aðacöe deĕĝĖŅŌĿaŌeŅ Ōöe ļĿĝïeŅŅùĝĖaĎùŶaŌùĝĖ 
ĝï ïaĕùĎŭ ĝïïùce ĕaĖaðeĕeĖŌƐ Töe BĝaĿd ĝï 
DùĿecŌĝĿŅƑ cöaùĿed bŭ FĎĝĿùaĖ OĎĎùŦùeĿƑ ùĖcĎődeŅ 
FĿédéĿùc AĿĖaőĎŌ ĿeļĿeŅeĖŌùĖð AGACHE SCAƑ 
LĝĿd PĝŧeĎĎ ĝï BaŭŅŧaŌeĿƑ PùeĿĿe De AĖdĿea 
ĿeļĿeŅeĖŌùĖð INVRY SASƑ aĖd PùeĿĿe DeöeĖ 
ĿeļĿeŅeĖŌùĖð ASOPIS SASƐ TöùŅ cĝĕļĝŅùŌùĝĖ 
baĎaĖceŅ ïaĕùĎŭ ĿeļĿeŅeĖŌaŌùĝĖ ŧùŌö 
ùĖdeļeĖdeĖŌ eŬļeĿŌùŅeƑ eĖŅőĿùĖð bĝŌö 
cĝĖŌùĖőùŌŭ ĝï ïaĕùĎŭ ŦùŅùĝĖ aĖd ļĿĝïeŅŅùĝĖaĎ 
ĝŦeĿŅùðöŌƐ

EŬecőŌùŦe ĕaĖaðeĕeĖŌ ĿeïĎecŌŅ Ōöe ùĖŌeðĿaŌùĝĖ 
ĝï ïaĕùĎŭ aĖd ļĿĝïeŅŅùĝĖaĎ ĎeadeĿŅöùļƑ ŧùŌö 
FĎĝĿùaĖ OĎĎùŦùeĿ ŅeĿŦùĖð aŅ CöaùĿĕaĖ aĖd Cöùeï 
EŬecőŌùŦe OïïùceĿ ŧöùĎe FĿédéĿùc AĿĖaőĎŌ öĝĎdŅ 
Ōöe ļĝŅùŌùĝĖ ĝï MaĖaðùĖð DùĿecŌĝĿƐ Töe ŅŌaŌőŌĝĿŭ 
aődùŌùĖð bŭ bĝŌö MaŶaĿŅ ƟĿeļĿeŅeĖŌed bŭ 
IŅabeĎĎe SaļeŌ aĖd GőùĎĎaőĕe MacöùĖƠ aĖd 
DeĎĝùŌŌe ƟĿeļĿeŅeĖŌed bŭ GőùĎĎaőĕe TĿĝőŅŅùcĝŌƠ 
eĖŅőĿeŅ Ōöe öùðöeŅŌ ŅŌaĖdaĿdŅ ĝï ïùĖaĖcùaĎ 
ŌĿaĖŅļaĿeĖcŭ aĖd ðĝŦeĿĖaĖceƐ

IĖ JőĎŭ ƀžƀƀƑ Aðacöe őĖdeĿŧeĖŌ a cĿùŌùcaĎ 
ŅŌĿőcŌőĿaĎ ŌĿaĖŅïĝĿĕaŌùĝĖƑ cĝĖŦeĿŌùĖð ïĿĝĕ a 
ŌĿadùŌùĝĖaĎ öĝĎdùĖð cĝĕļaĖŭ ùĖŌĝ a ĎùĕùŌed ĈĝùĖŌƥ
ŅŌĝcċ ļaĿŌĖeĿŅöùļ ŧùŌö ŅöaĿe caļùŌaĎ öeĎd 
eľőaĎĎŭ aĕĝĖð aĎĎ ïùŦe AĿĖaőĎŌ cöùĎdĿeĖƐ

TöùŅ ĿeŅŌĿőcŌőĿùĖð cĿeaŌeŅ ŅeŦeĿaĎ 
ĝļeĿaŌùĝĖaĎ adŦaĖŌaðeŅƐ FùĿŅŌƑ ùŌ 
eĖŅőĿeŅ ŌöaŌ Ėĝ ŅùĖðĎe öeùĿ caĖ 
őĖùĎaŌeĿaĎĎŭ cĝĖŌĿĝĎ Ōöe ïaĕùĎŭƶŅ LVMH 
ŅŌaċeƑ ŧöùcö ĿeļĿeŅeĖŌŅ ƂƆƐƄǣ ĝï 
ŅöaĿe caļùŌaĎ aĖd ƄƂƐƁǣ ĝï ŦĝŌùĖð 
ĿùðöŌŅƐ SecĝĖdƑ ùŌ ļĿĝŦùdeŅ a ĎeðaĎ 
ïĿaĕeŧĝĿċ ïĝĿ cĝĎĎecŌùŦe decùŅùĝĖƥ
ĕaċùĖð ŌöaŌ ĕùĿĿĝĿŅ LVMHƶŅ ĝŧĖ 
ðĝŦeĿĖaĖce ļĿùĖcùļĎeŅ ĝï 
ƵdeceĖŌĿaĎùŶed decùŅùĝĖƥĕaċùĖð 
ceĖŌeĿŅƵ ŌöaŌ ƵeĖŅőĿe eacö cĝĕļaĖŭ 
ĿeŌaùĖŅ ùŌŅ ùdeĖŌùŌŭ ŧöùĎe ïùĖaĖcùĖð Ōöe 
ðĿĝŧŌö ĝï Ėeŧ bĿaĖdŅƐƵ

Töe caļùŌaĎ deļĎĝŭĕeĖŌ ŅŌĿaŌeðŭ ĿeïĎecŌŅ bĝŌö deïeĖŅùŦe aĖd ĝïïeĖŅùŦe eĎeĕeĖŌŅƐ DeïeĖŅùŦeĎŭƑ Ōöe 
Ėeŧ ŅŌĿőcŌőĿe ƵļĿĝŌecŌŅ aðaùĖŅŌ daĖðeĿĝőŅ ŌaċeĝŦeĿ bùdŅ aĖd eĖŅőĿeŅ eĖdőĿùĖð ïaĕùĎŭ cĝĖŌĿĝĎ ĝŦeĿ 
Ōöe LVMH eĕļùĿeƐƵ OïïeĖŅùŦeĎŭƑ ùŌ cĿeaŌeŅ a ļĎaŌïĝĿĕ ïĝĿ cĝĖŌùĖőed eŬļaĖŅùĝĖƑ ŧùŌö eacö ïaĕùĎŭ 
ĕeĕbeĿ bĿùĖðùĖð ŅļecùaĎùŶed eŬļeĿŌùŅe Ōĝ dùïïeĿeĖŌ ĕaĿċeŌ ŅeðĕeĖŌŅ aĖd ðeĝðĿaļöùc ĿeðùĝĖŅƐ



Strategic Appointments: Theory Meets 
Practice

Frédéric Arnault's 
Leadership Path
From leading LVMH's watch 
division to helming Loro 
Piana, a ¬2.7 billion luxury 
apparel brand that has 
emerged as a leader in the 
"quiet luxury" trend.

Delphine's Impact at 
Dior
Christian Dior under 
Delphine's leadership 
continues to "maintain its 
creative momentum," with 
successful product launches 
like the Dior Toujours and D-
Journey bags.

Alexandre's Cross-
Segment Expertise
Movement from Tiffany to 
Moët Hennessy illustrates 
strategic deployment across 
business segments, creating 
cross-pollination of 
expertise that strengthens 
the overall portfolio.

The effectiveness of the Arnault succession strategy becomes evident through specific transactions 
and leadership appointments that demonstrate both financial success and strategic positioning. 
Recent developments provide compelling evidence of the model's practical application.

Frédéric Arnault's appointment as CEO of Loro Piana represents a particularly instructive case study. 
The move from leading LVMH's watch division to helming a ¬2.7 billion luxury apparel brand 
demonstrates strategic thinking on multiple levels. Loro Piana has emerged as a leader in the "quiet 
luxury" trend, appealing to consumers who prefer understated elegance over conspicuous 
branding. The brand's association with the television series "Succession" proved prophetic, as it now 
serves as a real-world example of successful family business transition.

The financial impact of these appointments is measurable. Under family leadership, LVMH's 
individual brands have achieved remarkable growth trajectories. Louis Vuitton "largely passed the 
¬20 billion mark," while maintaining creative momentum through partnerships like the relaunched 
Takashi Murakami collaboration. Christian Dior under Delphine's leadership continues to "maintain 
its creative momentum," with successful product launches like the Dior Toujours and D-Journey 
bags.

Alexandre's movement from Tiffany to Moët Hennessy illustrates the strategic deployment of family 
members across business segments. His experience in luxury jewelry now informs his approach to 
premium spirits, creating cross-pollination of expertise that strengthens the overall portfolio. The 
Moët Hennessy division, despite facing challenges in China and the United States, benefits from 
leadership that understands luxury consumer psychology across product categories.

The multiplier effects extend beyond individual brands to strategic partnerships that enhance 
LVMH's global positioning. Tag Heuer's return as Official Timekeeper of Formula 1, negotiated during 
Frédéric's tenure, demonstrates how family members leverage their roles to create value across the 
portfolio. Similarly, Louis Vuitton's partnership as Title Partner of the Formula 1 Australian Grand Prix 
showcases integrated marketing strategies that span multiple brands.



Quiet Luxury and Global Markets: The LVMH 
Advantage

LVMH's succession strategy positions the 
family to capitalize on several converging 
market opportunities that require both 
traditional luxury expertise and next-
generation thinking. The shift toward "quiet 
luxury" represents one such opportunity, with 
brands like Loro Piana leading a movement 
away from logo-heavy products toward 
understated elegance that commands 
premium pricing through superior materials 
and craftsmanship.
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The regional approach demonstrates 
sophisticated market understanding, with 
different family members developing expertise 
in key geographic markets. Europe continues 
to show growth on a constant consolidation 
scope and currency basis, while Asia presents 
both challenges and opportunities. Japan's 
exceptional performance, with Chinese 
consumers contributing to growth through 
tourism purchases, suggests that cross-
cultural luxury consumption patterns require 
nuanced leadership approaches.

Product category expansion represents another strategic opportunity. Louis Vuitton's launch of "La 
Beauté Louis Vuitton" cosmetics line demonstrates how established luxury brands can leverage 
their heritage to enter adjacent markets. 

This type of brand extension requires deep understanding of both the original brand equity and the 
new market dynamics4exactly the kind of strategic thinking the next generation is developing 
through their diverse operational experiences.

The competitive landscape increasingly favors conglomerates with diverse brand portfolios and 
strong financial resources. LVMH's scale advantages become evident in its ability to weather 
economic turbulence while continuing to invest in innovation and expansion. As Bernard Arnault 
noted, "LVMH remains both vigilant and confident" despite "a disrupted geopolitical and economic 
environment."

International expansion opportunities continue to emerge, particularly in developing luxury 
markets. The group's strategy of "selective distribution" ensures brand exclusivity while maximizing 
market penetration in key demographics. 

This balance requires sophisticated understanding of local market conditions combined with global 
brand management expertise.



The Luxury Ecosystem: Family Control in a 
Consolidated Industry

Heritage and Continuity
Unlike other sectors where technological 
disruption might render family expertise 
obsolete, luxury goods depend heavily on 
heritage, craftsmanship traditions, and 
brand storytelling that benefit from 
generational continuity.

Patient Capital Advantage
Family-controlled groups with patient 
capital and long-term vision can invest in 
brand building and market development 
with longer payback periods, creating 
structural advantages during economic 
uncertainty.

Digital Transformation
The rise of experiential luxury and digital 
transformation requires next-generation 
leadership with both technological 
sophistication and deep understanding of 
luxury brand values.

Sustainability Leadership
Family-controlled companies with long-
term vision can more easily implement 
sustainable practices that might reduce 
short-term profitability but enhance brand 
reputation over time.

The luxury goods industry provides unique context for understanding why the Arnault succession 
model represents best-in-class planning. Unlike other sectors where technological disruption might 
render family expertise obsolete, luxury goods depend heavily on heritage, craftsmanship 
traditions, and brand storytelling that benefit from generational continuity.

Industry consolidation trends favor family-controlled groups with patient capital and long-term 
vision. While publicly traded competitors must satisfy quarterly earnings expectations, family-
controlled luxury conglomerates can invest in brand building and market development with longer 
payback periods. This structural advantage becomes more pronounced during economic 
uncertainty, when short-term pressures might force competitors to reduce investment in brand 
equity.

The rise of experiential luxury and digital transformation presents both opportunities and 
challenges that require next-generation leadership. Younger consumers expect seamless digital 
experiences combined with authentic brand heritage4a combination that requires both 
technological sophistication and deep understanding of luxury brand values. The Arnault children's 
diverse professional backgrounds, including technology experience, position LVMH to navigate 
these evolving consumer expectations.

Sustainability concerns increasingly influence luxury consumer decisions, particularly among 
younger demographics. Family-controlled companies with long-term vision can more easily 
implement sustainable practices that might reduce short-term profitability but enhance brand 
reputation over time. LVMH's commitment to "constant quest for quality" aligns with sustainability 
trends that favor durable, high-quality products over disposable alternatives.



Lessons for Leaders: Adapting the Arnault 
Model

The Arnault succession model offers valuable lessons for different stakeholder groups, each of 
whom can adapt specific elements to their own contexts and objectives.

Government leaders examining family business policy can observe how legal structures support 
generational transition while maintaining economic vitality. The conversion of Agache to a joint-
stock partnership demonstrates how legal frameworks can balance family control with professional 
management requirements. This structure protects against hostile takeovers while ensuring 
qualified leadership, creating a model for policy frameworks that support family business continuity.

Private sector family businesses can implement several key elements of the Arnault approach. The 
systematic rotation of next-generation family members across different business units ensures 
comprehensive operational understanding before assumption of senior roles. External professional 
experience requirements, as demonstrated by Frédéric's pre-LVMH career, bring outside 
perspectives while testing family members' capabilities in competitive environments.

Government Leaders
Observe how legal structures 

support generational 
transition while maintaining 

economic vitality. The 
conversion of Agache to a 

joint-stock partnership 
demonstrates how legal 
frameworks can balance 

family control with 
professional management 

requirements.

Family Businesses
Implement systematic 
rotation of next-generation 
family members across 
different business units to 
ensure comprehensive 
operational understanding 
before assumption of senior 
roles. Require external 
professional experience to 
bring outside perspectives.

Investors
Use the Arnault model as a 
framework for evaluation. 
Key indicators include: 
systematic leadership 
development programs, 
legal structures that prevent 
family conflicts, diversified 
operational experience for 
next-generation leaders, and 
governance systems that 
balance family control with 
professional management.

Implementation 
Steps

Establish clear succession 
timelines, create formal 

leadership development 
programs, implement 

governance structures that 
prevent conflicts, and 
maintain operational 

excellence during transition 
periods.



Scaling Success: The Global Impact of Family 
Excellence

EaĿĎŭ ŦaĎùdaŌùĝĖ ĝï Ōöe AĿĖaőĎŌ ŅőcceŅŅùĝĖ ŅŌĿaŌeðŭ aļļeaĿŅ ùĖ LVMHƶŅ cĝĖŌùĖőed ĕaĿċeŌ ĎeadeĿŅöùļ 
deŅļùŌe ðĎĝbaĎ ecĝĖĝĕùc őĖceĿŌaùĖŌŭƐ Töe cĝĕļaĖŭƶŅ abùĎùŌŭ Ōĝ ĕaùĖŌaùĖ ĿeŦeĖőe ðĿĝŧŌö aĖd ĕaĿċeŌ 
ŅöaĿe ŧöùĎe ùĕļĎeĕeĖŌùĖð ĎeadeĿŅöùļ ŌĿaĖŅùŌùĝĖŅ deĕĝĖŅŌĿaŌeŅ Ōöe eïïecŌùŦeĖeŅŅ ĝï caĿeïőĎ 
ŅőcceŅŅùĝĖ ļĎaĖĖùĖðƐ FùĿŅŌƥľőaĿŌeĿ ƀžƀƃ ĿeŅőĎŌŅƑ ŅöĝŧùĖð ĿeŅùĎùeĖce acĿĝŅŅ dùŦeĿŅe bőŅùĖeŅŅ 
ŅeðĕeĖŌŅ aĖd ðeĝðĿaļöùc ĕaĿċeŌŅƑ ļĿĝŦùde eŦùdeĖce ŌöaŌ Ōöe ŌĿaĖŅùŌùĝĖ ļĿĝceŅŅ eĖöaĖceŅ ĿaŌöeĿ 
ŌöaĖ dùŅĿőļŌŅ ĝļeĿaŌùĝĖaĎ ļeĿïĝĿĕaĖceƐ

Töe ŅcaĎùĖð ļĝŌeĖŌùaĎ eŬŌeĖdŅ beŭĝĖd LVMH Ōĝ ùĖïĎőeĖce bĿĝadeĿ ùĖdőŅŌĿŭ ļĿacŌùceŅƐ OŌöeĿ ĎőŬőĿŭ 
cĝĖðĎĝĕeĿaŌeŅ ùĖcĿeaŅùĖðĎŭ adĝļŌ ŅùĕùĎaĿ aļļĿĝacöeŅ Ōĝ ïaĕùĎŭ ŅőcceŅŅùĝĖƑ ĿecĝðĖùŶùĖð ŌöaŌ 
ŅőŅŌaùĖabĎe cĝĕļeŌùŌùŦe adŦaĖŌaðe ùĖ ĎőŬőĿŭ ðĝĝdŅ ĿeľőùĿeŅ bĝŌö ļĿĝïeŅŅùĝĖaĎ ĕaĖaðeĕeĖŌ 
caļabùĎùŌùeŅ aĖd ïaĕùĎŭ öeĿùŌaðe ļĿeŅeĿŦaŌùĝĖƐ TöùŅ ŌĿeĖd ŅőððeŅŌŅ ŌöaŌ Ōöe AĿĖaőĎŌ ĕĝdeĎ ĕaŭ 
becĝĕe aĖ ùĖdőŅŌĿŭ ŅŌaĖdaĿd ïĝĿ ïaĕùĎŭƥcĝĖŌĿĝĎĎed ĎőŬőĿŭ bőŅùĖeŅŅeŅƐ

GĎĝbaĎ ùĖïĎőeĖce ĕaĖùïeŅŌŅ ŌöĿĝőðö LVMHƶŅ ĿĝĎe ùĖ ŅöaļùĖð ùĖŌeĿĖaŌùĝĖaĎ ĎőŬőĿŭ ĕaĿċeŌ 
deŦeĎĝļĕeĖŌƐ AŅ ïaĕùĎŭ ĕeĕbeĿŅ aŅŅőĕe ĎeadeĿŅöùļ ĿĝĎeŅ ùĖ ċeŭ ĕaĿċeŌŅƑ ŌöeùĿ decùŅùĝĖŅ ùĖïĎőeĖce 
ĖĝŌ ĈőŅŌ LVMHƶŅ ļeĿïĝĿĕaĖce bőŌ bĿĝadeĿ ùĖdőŅŌĿŭ ŌĿeĖdŅƐ Töe ŅőcceŅŅ ĝï ƵľőùeŌ ĎőŬőĿŭƵ bĿaĖdŅ Ďùċe 
LĝĿĝ PùaĖa őĖdeĿ ïaĕùĎŭ ĎeadeĿŅöùļ deĕĝĖŅŌĿaŌeŅ öĝŧ ŅőcceŅŅùĝĖ ļĎaĖĖùĖð caĖ dĿùŦe ĕaĿċeŌ 
ùĖĖĝŦaŌùĝĖƐ

PĝĎùcŭ ecĝŅŭŅŌeĕ eïïecŌŅ ùĖcĎőde ùĖcĿeaŅed ĿecĝðĖùŌùĝĖ ĝï ïaĕùĎŭ bőŅùĖeŅŅeŅ aŅ dĿùŦeĿŅ ĝï ecĝĖĝĕùc 
ŅŌabùĎùŌŭ aĖd ùĖĖĝŦaŌùĝĖƐ Töe AĿĖaőĎŌ ĕĝdeĎƶŅ eĕļöaŅùŅ ĝĖ ĎĝĖðƥŌeĿĕ ŦaĎőe cĿeaŌùĝĖ aĖd 
eĕļĎĝŭĕeĖŌ ŅŌabùĎùŌŭ ļĿĝŦùdeŅ a cĝőĖŌeĿļĝùĖŌ Ōĝ ŅöĝĿŌƥŌeĿĕ ĝĿùeĖŌed ļőbĎùc ĕaĿċeŌ ļĿeŅŅőĿeŅƐ TöùŅ 
ĕaŭ ùĖïĎőeĖce ļĝĎùcŭ ïĿaĕeŧĝĿċŅ ŌöaŌ ŅőļļĝĿŌ ïaĕùĎŭ bőŅùĖeŅŅ ŅőcceŅŅùĝĖ aĖd cĝĖŌùĖőùŌŭƐ

Töe ŌĿaĖŅïĝĿĕaŌùĝĖ Ōöeĕe ŌöaŌ őĖdeĿĎùeŅ Ōöe eĖŌùĿe ŅőcceŅŅùĝĖ ŅŌĿaŌeðŭ ŅőððeŅŌŅ ŌöaŌ ïaĕùĎŭ 
bőŅùĖeŅŅeŅ caĖ eŦĝĎŦe aĖd adaļŌ ŧöùĎe ĕaùĖŌaùĖùĖð cĝĿe ŦaĎőeŅ aĖd cĝĕļeŌùŌùŦe adŦaĖŌaðeŅƐ 
LVMHƶŅ cĝĖŌùĖőed ùĖĖĝŦaŌùĝĖ ùĖ ļĿĝdőcŌŅƑ ĕaĿċeŌŅƑ aĖd bőŅùĖeŅŅ ĕĝdeĎŅ ŧöùĎe ļĿeŅeĿŦùĖð bĿaĖd 
öeĿùŌaðe deĕĝĖŅŌĿaŌeŅ ŌöaŌ ŅőcceŅŅïőĎ ŅőcceŅŅùĝĖ eĖabĎeŅ ĿaŌöeĿ ŌöaĖ cĝĖŅŌĿaùĖŅ bőŅùĖeŅŅ 
deŦeĎĝļĕeĖŌƐ

PĿùŦaŌe ŧeaĎŌö ĕaĖaðeĿŅ caĖ ĝbŅeĿŦe öĝŧ ŅĝļöùŅŌùcaŌed ïaĕùĎŭ ĝïïùce ŅŌĿőcŌőĿeŅ Ďùċe FùĖaĖcùèĿe 
Aðacöe baĎaĖce ŧeaĎŌö ļĿeŅeĿŦaŌùĝĖ ŧùŌö ðĿĝŧŌö ĝļļĝĿŌőĖùŌùeŅƐ Töe ļĿĝïeŅŅùĝĖaĎ ðĝŦeĿĖaĖce 
ŅŌĿőcŌőĿeƑ cĝĕbùĖùĖð ïaĕùĎŭ ĎeadeĿŅöùļ ŌöĿĝőðö FĿédéĿùc AĿĖaőĎŌƶŅ MaĖaðùĖð DùĿecŌĝĿ ĿĝĎe ŧùŌö 
ùĖdeļeĖdeĖŌ ĝŦeĿŅùðöŌ aĖd dőaĎ ŅŌaŌőŌĝĿŭ aődùŌùĖð bŭ MaŶaĿŅ aĖd DeĎĝùŌŌeƑ deĕĝĖŅŌĿaŌeŅ ļĿacŌùcaĎ 
aļļĿĝacöeŅ Ōĝ ļĿeŦeĖŌùĖð ïaĕùĎŭ cĝĖïĎùcŌŅ ŧöùĎe ĕaùĖŌaùĖùĖð ùĖŦeŅŌĕeĖŌ ïĎeŬùbùĎùŌŭƐ Töe dùŦeĿŅùïùed 
ļĝĿŌïĝĎùĝ aļļĿĝacöƑ ŅļaĖĖùĖð ĎőŬőĿŭ ðĝĝdŅ ĎeadeĿŅöùļ ŌöĿĝőðö CöĿùŅŌùaĖ DùĝĿ aĖd LVMH öĝĎdùĖðŅ 
aĎĝĖðŅùde dùŦeĿŅùïùed ïùĖaĖcùaĎ ùĖŦeŅŌĕeĖŌŅƑ ļĿĝŦùdeŅ a ŌeĕļĎaŌe ïĝĿ ļĿĝïeŅŅùĝĖaĎ ŧeaĎŌö 
ĕaĖaðeĕeĖŌ cĝĕbùĖed ŧùŌö ïaĕùĎŭ ðĝŦeĿĖaĖceƐ

SŌĿaŌeðùc acľőùĿeĿŅ aĖd ļaĿŌĖeĿŅ ðaùĖ ùĖŅùðöŌ ùĖŌĝ öĝŧ ïaĕùĎŭƥcĝĖŌĿĝĎĎed bőŅùĖeŅŅeŅ caĖ ŅeĿŦe aŅ 
ŅŌabĎeƑ ĎĝĖðƥŌeĿĕ ĝĿùeĖŌed cĝőĖŌeĿļaĿŌùeŅ ïĝĿ ĈĝùĖŌ ŦeĖŌőĿeŅ aĖd ŅŌĿaŌeðùc aĎĎùaĖceŅƐ LVMHƶŅ ŌĿacċ 
ĿecĝĿd ĝï ŅőcceŅŅïőĎ bĿaĖd acľőùŅùŌùĝĖŅ aĖd deŦeĎĝļĕeĖŌ ŅőððeŅŌŅ cĝĖŌùĖőed ĝļļĝĿŌőĖùŌŭ ïĝĿ 
bĿaĖdŅ aĖd eĖŌĿeļĿeĖeőĿŅ ŅeeċùĖð ļaŌùeĖŌ caļùŌaĎ aĖd ĎőŬőĿŭ eŬļeĿŌùŅeƐ



The Transformation Imperative: Heritage 
Meets Innovation

Institutional Investors
LVMH ĿeļĿeŅeĖŌŅ eŬļĝŅőĿe Ōĝ a 
ļĿĝïeŅŅùĝĖaĎĎŭ ĕaĖaðed ïaĕùĎŭ bőŅùĖeŅŅ 
ŧùŌö deĕĝĖŅŌĿaŌed abùĎùŌŭ Ōĝ ðeĖeĿaŌe 
ŅőļeĿùĝĿ ĿeŌőĿĖŅ acĿĝŅŅ ĕaĿċeŌ cŭcĎeŅƐ Töe 
ŅĝļöùŅŌùcaŌed ðĝŦeĿĖaĖce ŅŌĿőcŌőĿe ĝï 
FùĖaĖcùèĿe Aðacöe SAƑ ŧùŌö ùŌŅ ļĿĝïeŅŅùĝĖaĎ 
bĝaĿd cĝĕļĝŅùŌùĝĖ ùĖcĎődùĖð CöaùĿĕaĖ 
FĎĝĿùaĖ OĎĎùŦùeĿ aĖd ùĖdeļeĖdeĖŌ dùĿecŌĝĿŅ 
Ďùċe LĝĿd PĝŧeĎĎ ĝï BaŭŅŧaŌeĿƑ ļĿĝŦùdeŅ 
addùŌùĝĖaĎ cĝĖïùdeĖce ùĖ ĎĝĖðƥŌeĿĕ ŦaĎőe 
cĿeaŌùĝĖƐ

Private Wealth Managers
ObŅeĿŦe öĝŧ ŅĝļöùŅŌùcaŌed ïaĕùĎŭ ĝïïùce 
ŅŌĿőcŌőĿeŅ Ďùċe FùĖaĖcùèĿe Aðacöe baĎaĖce 
ŧeaĎŌö ļĿeŅeĿŦaŌùĝĖ ŧùŌö ðĿĝŧŌö 
ĝļļĝĿŌőĖùŌùeŅƐ Töe ļĿĝïeŅŅùĝĖaĎ ðĝŦeĿĖaĖce 
ŅŌĿőcŌőĿeƑ cĝĕbùĖùĖð ïaĕùĎŭ ĎeadeĿŅöùļ 
ŌöĿĝőðö FĿédéĿùc AĿĖaőĎŌƶŅ MaĖaðùĖð 
DùĿecŌĝĿ ĿĝĎe ŧùŌö ùĖdeļeĖdeĖŌ ĝŦeĿŅùðöŌ aĖd 
dőaĎ ŅŌaŌőŌĝĿŭ aődùŌùĖð bŭ MaŶaĿŅ aĖd 
DeĎĝùŌŌeƑ deĕĝĖŅŌĿaŌeŅ ļĿacŌùcaĎ aļļĿĝacöeŅ 
Ōĝ ļĿeŦeĖŌùĖð ïaĕùĎŭ cĝĖïĎùcŌŅ ŧöùĎe 
ĕaùĖŌaùĖùĖð ùĖŦeŅŌĕeĖŌ ïĎeŬùbùĎùŌŭƐ

Strategic Acquirers
GaùĖ ùĖŅùðöŌ ùĖŌĝ öĝŧ ïaĕùĎŭƥcĝĖŌĿĝĎĎed 
bőŅùĖeŅŅeŅ caĖ ŅeĿŦe aŅ ŅŌabĎeƑ ĎĝĖðƥŌeĿĕ 
ĝĿùeĖŌed cĝőĖŌeĿļaĿŌùeŅ ïĝĿ ĈĝùĖŌ ŦeĖŌőĿeŅ 
aĖd ŅŌĿaŌeðùc aĎĎùaĖceŅƐ LVMHƶŅ ŌĿacċ ĿecĝĿd 
ĝï ŅőcceŅŅïőĎ bĿaĖd acľőùŅùŌùĝĖŅ aĖd 
deŦeĎĝļĕeĖŌ ŅőððeŅŌŅ cĝĖŌùĖőed 
ĝļļĝĿŌőĖùŌŭ ïĝĿ bĿaĖdŅ aĖd eĖŌĿeļĿeĖeőĿŅ 
ŅeeċùĖð ļaŌùeĖŌ caļùŌaĎ aĖd ĎőŬőĿŭ eŬļeĿŌùŅeƐ

Government Policy Makers
RecĝðĖùŶe ïaĕùĎŭ bőŅùĖeŅŅeŅ aŅ ùĕļĝĿŌaĖŌ 
cĝĖŌĿùbőŌĝĿŅ Ōĝ ecĝĖĝĕùc ŅŌabùĎùŌŭ aĖd 
ùĖĖĝŦaŌùĝĖƐ Töe AĿĖaőĎŌ ĕĝdeĎ deĕĝĖŅŌĿaŌeŅ 
öĝŧ aļļĿĝļĿùaŌe ĎeðaĎ aĖd ŌaŬ ïĿaĕeŧĝĿċŅ 
caĖ ŅőļļĝĿŌ ïaĕùĎŭ bőŅùĖeŅŅ cĝĖŌùĖőùŌŭ ŧöùĎe 
eĖŅőĿùĖð ļĿĝïeŅŅùĝĖaĎ ĕaĖaðeĕeĖŌ 
ŅŌaĖdaĿdŅ aĖd cĝĕļeŌùŌùŦe ĕaĿċeŌ beöaŦùĝĿƐ

Töe ùĖŦeŅŌĕeĖŌ caŅe ïĝĿ Ōöe AĿĖaőĎŌ ŅőcceŅŅùĝĖ ĕĝdeĎ aļļeaĎŅ Ōĝ ĕőĎŌùļĎe ŅŌaċeöĝĎdeĿ ðĿĝőļŅƑ eacö 
ĝï ŧöĝĕ caĖ deĿùŦe dùŅŌùĖcŌ ŦaĎőe ļĿĝļĝŅùŌùĝĖŅ ïĿĝĕ őĖdeĿŅŌaĖdùĖð aĖd ļĝŌeĖŌùaĎĎŭ ļaĿŌùcùļaŌùĖð ùĖ 
Ōöe ŌĿaĖŅïĝĿĕaŌùĝĖƐ

FĝĿ ùĖŅŌùŌőŌùĝĖaĎ ùĖŦeŅŌĝĿŅƑ LVMH ĿeļĿeŅeĖŌŅ eŬļĝŅőĿe Ōĝ a ļĿĝïeŅŅùĝĖaĎĎŭ ĕaĖaðed ïaĕùĎŭ bőŅùĖeŅŅ 
ŧùŌö deĕĝĖŅŌĿaŌed abùĎùŌŭ Ōĝ ðeĖeĿaŌe ŅőļeĿùĝĿ ĿeŌőĿĖŅ acĿĝŅŅ ĕaĿċeŌ cŭcĎeŅƐ Töe ŅĝļöùŅŌùcaŌed 
ðĝŦeĿĖaĖce ŅŌĿőcŌőĿe ĝï FùĖaĖcùèĿe Aðacöe SAƑ ŧùŌö ùŌŅ ļĿĝïeŅŅùĝĖaĎ bĝaĿd cĝĕļĝŅùŌùĝĖ ùĖcĎődùĖð 
CöaùĿĕaĖ FĎĝĿùaĖ OĎĎùŦùeĿ aĖd ùĖdeļeĖdeĖŌ dùĿecŌĝĿŅ Ďùċe LĝĿd PĝŧeĎĎ ĝï BaŭŅŧaŌeĿƑ ļĿĝŦùdeŅ 
addùŌùĝĖaĎ cĝĖïùdeĖce ùĖ ĎĝĖðƥŌeĿĕ ŦaĎőe cĿeaŌùĝĖƐ 

Töe ŅŭŅŌeĕaŌùc ĎeadeĿŅöùļ deŦeĎĝļĕeĖŌƑ eŬeĕļĎùïùed bŭ FĿédéĿùc AĿĖaőĎŌƶŅ ĿĝĎe aŅ MaĖaðùĖð 
DùĿecŌĝĿ ĝï FùĖaĖcùèĿe Aðacöe ŧöùĎe ŅùĕőĎŌaĖeĝőŅĎŭ ļĿeļaĿùĖð Ōĝ Ďead LĝĿĝ PùaĖaƑ ĿedőceŅ eŬecőŌùĝĖ 
ĿùŅċ aŅŅĝcùaŌed ŧùŌö ðeĖeĿaŌùĝĖaĎ ŌĿaĖŅùŌùĝĖŅƐ 

Töe cĝĕļaĖŭƶŅ dùŦeĿŅùïùed ļĝĿŌïĝĎùĝ acĿĝŅŅ ĎőŬőĿŭ ŅeðĕeĖŌŅ aĖd ðeĝðĿaļöùc ĕaĿċeŌŅ ļĿĝŦùdeŅ bĝŌö 
ðĿĝŧŌö ļĝŌeĖŌùaĎ aĖd deïeĖŅùŦe cöaĿacŌeĿùŅŌùcŅƐ



Töe FùĖaĖcùèĿe Aðacöe Leðacŭƒ A BĎőeļĿùĖŌ ïĝĿ 
SőŅŌaùĖabĎe FaĕùĎŭ BőŅùĖeŅŅ EŬceĎĎeĖce

RùŅċ ĕùŌùðaŌùĝĖ eĎeĕeĖŌŅ ùĖcĎőde Ōöe 
deĕĝĖŅŌĿaŌed ĿeŅùĎùeĖce ĝï LVMHƶŅ bőŅùĖeŅŅ 
ĕĝdeĎ acĿĝŅŅ ĕőĎŌùļĎe ecĝĖĝĕùc cŭcĎeŅƑ Ōöe 
ŅŭŅŌeĕaŌùc aļļĿĝacö Ōĝ ĎeadeĿŅöùļ 
deŦeĎĝļĕeĖŌ ŌöaŌ ĿedőceŅ ċeŭ ļeĿŅĝĖ ĿùŅċƑ aĖd 
Ōöe ĎeðaĎ ŅŌĿőcŌőĿeŅ ŌöaŌ ļĿeŦeĖŌ dùŅĿőļŌùŦe 
ïaĕùĎŭ cĝĖïĎùcŌŅƐ Töe dùŦeĿŅùïùed ļĝĿŌïĝĎùĝ acĿĝŅŅ 
ļĿĝdőcŌŅ aĖd ĕaĿċeŌŅ ļĿĝŦùdeŅ addùŌùĝĖaĎ 
ŅŌabùĎùŌŭ cĝĕļaĿed Ōĝ ŅùĖðĎeƥbĿaĖd ĎőŬőĿŭ 
cĝĕļaĖùeŅƐ

PaĿŌĖeĿŅöùļ ĝļļĝĿŌőĖùŌùeŅ eŬùŅŌ ïĝĿ bĿaĖdŅ 
ŅeeċùĖð ùĖŌeðĿaŌùĝĖ ùĖŌĝ LVMHƶŅ ļĝĿŌïĝĎùĝƑ 
ŅőļļĎùeĿŅ ĎĝĝċùĖð ïĝĿ ĎĝĖðƥŌeĿĕ ĿeĎaŌùĝĖŅöùļŅ 
ŧùŌö ŅŌabĎe ĎőŬőĿŭ cőŅŌĝĕeĿŅƑ aĖd ĿeaĎ eŅŌaŌe 
deŦeĎĝļeĿŅ ŌaĿðeŌùĖð ĎőŬőĿŭ ĿeŌaùĎ ĕaĿċeŌŅ 
ŧöeĿe LVMH bĿaĖdŅ ŅeĿŦe aŅ aĖcöĝĿ ŌeĖaĖŌŅƐ

Töe cĎeaĿ ĖeŬŌ ŅŌeļŅ ïĝĿ eĖðaðeĕeĖŌ ŦaĿŭ bŭ 
ŅŌaċeöĝĎdeĿ ðĿĝőļƐ IĖŦeŅŌĝĿŅ caĖ eŬaĕùĖe 
LVMH ŅöaĿeŅ aŅ cĝĿe öĝĎdùĖðŅ ùĖ ĎőŬőĿŭ ðĝĝdŅ 
ļĝĿŌïĝĎùĝŅƐ FaĕùĎŭ bőŅùĖeŅŅeŅ caĖ ùĕļĎeĕeĖŌ 
ŅùĕùĎaĿ ðĝŦeĿĖaĖce ŅŌĿőcŌőĿeŅ aĖd ŅőcceŅŅùĝĖ 
ļĎaĖĖùĖð ļĿĝceŅŅeŅƐ GĝŦeĿĖĕeĖŌ ĎeadeĿŅ caĖ 
deŦeĎĝļ ļĝĎùcŭ ïĿaĕeŧĝĿċŅ ŌöaŌ ŅőļļĝĿŌ ïaĕùĎŭ 
bőŅùĖeŅŅ cĝĖŌùĖőùŌŭ ŧöùĎe ĕaùĖŌaùĖùĖð 
cĝĕļeŌùŌùŦe ĕaĿċeŌŅƐ

Töe cĝĕļeĎĎùĖð cĎĝŅe ĿeŌőĿĖŅ Ōĝ Ōöe 
ŌĿaĖŅïĝĿĕaŌùĝĖ Ōöeĕe ŌöaŌ deïùĖeŅ Ōöe 
FùĖaĖcùèĿe Aðacöe SA aĖd LVMH ŅőcceŅŅùĝĖ 
ŅŌĝĿŭƐ IĖ aĖ eĿa ŧöeĖ ĕaĖŭ ïaĕùĎŭ bőŅùĖeŅŅeŅ 
ŅŌĿőððĎe ŧùŌö ðeĖeĿaŌùĝĖaĎ ŌĿaĖŅùŌùĝĖŅƑ Ōöe 
AĿĖaőĎŌ ĕĝdeĎƨŧùŌö ùŌŅ ŅĝļöùŅŌùcaŌed öĝĎdùĖð 
cĝĕļaĖŭ ŅŌĿőcŌőĿeƑ ļĿĝïeŅŅùĝĖaĎ ðĝŦeĿĖaĖce 
ŌöĿĝőðö FùĖaĖcùèĿe AðacöeƑ aĖd ŅŭŅŌeĕaŌùc 
ĖeŬŌƥðeĖeĿaŌùĝĖ deŦeĎĝļĕeĖŌƨdeĕĝĖŅŌĿaŌeŅ 
ŌöaŌ caĿeïőĎ ļĎaĖĖùĖðƑ ļĿĝïeŅŅùĝĖaĎ eŬecőŌùĝĖƑ 
aĖd cĝĕĕùŌĕeĖŌ Ōĝ bĝŌö öeĿùŌaðe aĖd 
ùĖĖĝŦaŌùĝĖ caĖ cĿeaŌe ŅőŅŌaùĖabĎe cĝĕļeŌùŌùŦe 
adŦaĖŌaðeŅƐ

AŅ BeĿĖaĿd AĿĖaőĎŌ aļļĿĝacöeŅ öùŅ ƆžŌö bùĿŌödaŭƨöùŅ ĕaĖdaŌĝĿŭ ĿeŌùĿeĕeĖŌ aðe eŬŌeĖded ïĿĝĕ ƅƃ 
ùĖ ƀžƀƀƨŌöe ŅŭŅŌeĕaŌùc ļĿeļaĿaŌùĝĖ ĝï Ōöe ĖeŬŌ ðeĖeĿaŌùĝĖ ŌöĿĝőðö bĝŌö ĝļeĿaŌùĝĖaĎ ĿĝĎeŅ aŌ LVMH 
bĿaĖdŅ aĖd ðĝŦeĿĖaĖce ļĝŅùŌùĝĖŅ ŧùŌöùĖ FùĖaĖcùèĿe Aðacöe eĖŅőĿeŅ ŌöaŌ EőĿĝļeƶŅ ĎaĿðeŅŌ ĎőŬőĿŭ 
cĝĖðĎĝĕeĿaŌe ŧùĎĎ cĝĖŌùĖőe Ōĝ ŅeŌ ðĎĝbaĎ ŅŌaĖdaĿdŅ ïĝĿ ïaĕùĎŭ bőŅùĖeŅŅ eŬceĎĎeĖceƐ

Töe ĎeŅŅĝĖ eŬŌeĖdŅ beŭĝĖd ĎőŬőĿŭ ðĝĝdŅ Ōĝ aĖŭ ùĖdőŅŌĿŭ ŧöeĿe bĿaĖd öeĿùŌaðeƑ ĎĝĖðƥŌeĿĕ ŦùŅùĝĖƑ 
aĖd ļaŌùeĖŌ caļùŌaĎ cĿeaŌe cĝĕļeŌùŌùŦe adŦaĖŌaðeŅƐ Töe FùĖaĖcùèĿe Aðacöe SA ĕĝdeĎƑ ŧùŌö ùŌŅ bĎeĖd 
ĝï ïaĕùĎŭ cĝĖŌĿĝĎ ŌöĿĝőðö Ōöe GĿĝőļe AĿĖaőĎŌ ïaĕùĎŭ ĝïïùce aĖd ļĿĝïeŅŅùĝĖaĎ ĕaĖaðeĕeĖŌ ĝŦeĿŅùðöŌƑ 
ĿeļĿeŅeĖŌŅ ĕĝĿe ŌöaĖ cĝĿļĝĿaŌe ļĎaĖĖùĖðƨùŌ eĕbĝdùeŅ a bĎőeļĿùĖŌ ïĝĿ öĝŧ ïaĕùĎŭ ŦaĎőeŅ aĖd 
ļĿĝïeŅŅùĝĖaĎ ĕaĖaðeĕeĖŌ caĖ cĝĕbùĖe Ōĝ cĿeaŌe eĖdőĿùĖð ŦaĎőe ïĝĿ ĕőĎŌùļĎe ðeĖeĿaŌùĝĖŅ ĝï 
ŅŌaċeöĝĎdeĿŅƐ



LVMH Maisons Include:



FùĖaĖcùèĿe Aðacöe SA

LVMH ǧ Töe AĿĖaőĎŌ FaĕùĎŭ OïïùceƶŅ 
BĎőeļĿùĖŌ ïĝĿ LőŬőĿŭ SőcceŅŅùĝĖ 
PĎaĖĖùĖð

ǀƆƄƐƔ
AĖĖőaĎ SaĎeŅ

LVMH's impressive 
revenue demonstrates 
the scale of this luxury 

empire

ǀƂƂƔ
MaĿċeŌ VaĎőaŌùĝĖ
The market recognizes 
the long-term value of 
the Arnault succession 

strategy

ƅžǓ
LőŬőĿŭ BĿaĖdŅ
A diverse portfolio 
spanning fashion, 

wines, watches, 
perfumes and retail

ƃ
AĿĖaőĎŌ HeùĿŅ

The next generation 
positioned 

strategically across 
the business empire


