
Lo
u

is V
u

itto
n



http://www.lvmh.com/






Lo
u

is V
u

itto
n

C
h

ristia
n

 D
io

r



R
u

in
a

rt



(in millions of euros) 



⎯

⎯

⎯

⎯

⎯

⎯

⎯



Lo
u

is V
u

itto
n

Lo
u

is V
u

itto
n



(in millions of euros) 



⎯

⎯

⎯

⎯

⎯

⎯

⎯

⎯

⎯



P
a

rfu
m

s C
h

ristia
n

 D
io

r



(in millions of euros) 



⎯

⎯

⎯

⎯

⎯



T
iffa

n
y &

 C
o

.



(in millions of euros) 



⎯

⎯

⎯

⎯

⎯

⎯

⎯

⎯

⎯



S
e

p
h

o
ra



(in millions of euros) 



⎯

⎯

⎯

⎯

⎯

⎯

⎯

⎯

⎯

⎯



C
h

ristia
n

 D
io

r



(in millions of euros)



(as % of total revenue)





(in millions of euros)





(in millions of euros)



(in millions of euros)



(in millions of euros)



(in millions of euros)



➢

➢

➢

➢



(in millions of euros)



(in millions of euros)

21%
16%

21%
17% 18%

13% 15%

➢



Lo
u

is V
u

itto
n





Lo
u

is V
u

itto
n

Lo
u

is V
u

itto
n





(as %)



(in millions of euros)


	Diapositive 1
	Diapositive 2
	Diapositive 3 Key figures for H1 2025
	Diapositive 4 Solid results in the first half of 2025 despite the prevailing environment
	Diapositive 5
	Diapositive 6
	Diapositive 7 Wines & Spirits – Organic revenue down 7%, profit from recurring operations down 33%
	Diapositive 8 Wines & Spirits – Growth for champagne in the second quarter;  weak demand for cognac; ongoing cost control measures
	Diapositive 9
	Diapositive 10 Fashion & Leather Goods – Organic revenue down 7%, profit from recurring operations down 18%   
	Diapositive 11 Fashion & Leather Goods – Sustained creativity and focus on the customer experience; ongoing quality-driven development of sales to local customers
	Diapositive 12
	Diapositive 13 Perfumes & Cosmetics – Organic revenue stable, profit from recurring operations down 4%
	Diapositive 14 Perfumes & Cosmetics – Sustained innovation and ongoing selective retail approach 
	Diapositive 15
	Diapositive 16 Watches & Jewelry – Organic revenue stable, profit from recurring operations down 13%
	Diapositive 17 Watches & Jewelry – Sustained innovation in jewelry and watches; ongoing renovation of Tiffany & Co. stores
	Diapositive 18
	Diapositive 19 Selective Retailing – Organic revenue up 2%, profit from recurring operations up 12% 
	Diapositive 20 Selective Retailing – Further growth for Sephora; improved profitability for DFS, still held back by prevailing international conditions
	Diapositive 21
	Diapositive 22 Change in revenue 
	Diapositive 23 Balanced geographic revenue mix
	Diapositive 24 Europe and the United States buoyed by local customers; Japan down against an exceptionally high comparison basis
	Diapositive 25 Change in revenue by business group
	Diapositive 26
	Diapositive 27 Current operating margin: 22.6%, still exceeding H1 2019 level
	Diapositive 28 Net profit, Group share: €5.7 billion
	Diapositive 29
	Diapositive 30
	Diapositive 31 Solid financial structure
	Diapositive 32 Significant increase in operating free cash flow to €4 billion 
	Diapositive 33 Net debt to equity (gearing) ratio: 15.2% 
	Diapositive 34
	Diapositive 35 Outlook for 2025: Remaining vigilant in the current context, further expanding LVMH’s global leadership
	Diapositive 36
	Diapositive 37
	Diapositive 38
	Diapositive 39

