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Global Jewellery Retailing 2008

This report answers key questions including...

* What is global expenditure on both jewellery & watches since

20037
e Which will be the largest market in 20137

e How much will it grow by over the next 5 years and what is the

share of growth?

e What are the factors behind growth in both the jewellery and

watch segments?
* Which groups have the leading market shares and why?

* How are operators expanding into new markets?

* Where are the major growth opportunities for mass market

retailers?

Key Market Data

10 year's data of total global expenditure
on jewellery & watches 2003-13

Expenditure by region, market segment
& category 2003-13

5 year trading record of 10 key operators
including operating profits &

margin comparisons

Global market shares of key operators

Key issues examined in this report...

Over the next 5 years the luxury segment
will continue to outperform the mass
market, doubling in size...

Polarisation in global jewellery retailing 2008

Source: Global Jewellery Retailing 2008

"...and increasing its share of the global jewellery market
from 19.9% to 29.6%. Not only does the luxury segment
enjoy high growth but also operators benefit from much
higher margins than mass market retailers despite
suffering from the same kind of problems of high
commodity prices and limited capacity and

skills in the supply chain..."

Branding. This plays a particularly important part in
building aspirational status and conveying value that
exceeds the actual commodity costs of similar products.
Innovation and fashion is more prevalent in luxury brands
and create more frequent reasons to purchase, whereas
mass market jewellery is largely dependent on events
such as marriages and anniversaries to drive demand.

Controlled retail. The trend towards brands opening
their own stores where previously they might have sold on
a wholesale basis through other retailers has continued. In
an upturn, this integration of retail is an advantage, with
rising turnover from stores more than compensating for
the additional costs to which the company is exposed.
Richemont, which has gained 13.8% points in operating
margin in the past 5 years is one successful example.

Value chain integration. The most successful retailers in
this report are principally the ones that have the greatest
level of value chain integration, often taking the product
through from raw material stage (in the case of diamonds)
to sale to the final consumer.
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Chapter 2: Signet Group - Sales Performance

Current Trading

The company announced in January 2008 that it would
review its primary listing and domicile in the UK in the Table 39: Signet Group trading record in $
light of the growth of US shareholders on its register. 2003-2008

After consulting with its shareholders, the board

subsequently announced that it believed shareholders,
Year to end January 2003

on balance, would support a move of the primary listing
to New York and a change of domicile to Bermuda. A

Group Sales $m 2,446

Y-0-Y Change % - 10.3 1.4 5
proposal is expected to be put to shareholders during (Group Operating
Profit $m

the summer of 2008. ﬁr:r;i':.?:mﬁng 12.1 127 132 18

[ 53 weeks Note: Signet is registered as a plcin the UK. The above resuilts are translated into $ reporting

297 341 395 375

The year to 2 February 2008 was a more difficult one
than 2006/07, with sales rising 3.2% on a comparable
basis (there were 53 weeks in 2006/07) to $3,665.3m. Source: Global Jewellery Retailing 2008
Group like-for-like sales fell 0.7%, the first annual decline
since 1992/93, while operating profits fell 15.6% to
$351.3m.

The US business was hit by a particularly weak fourth quarter the most important as it provides the highest share
of sales in the year, around 40.0%. In Q4 2007/08 like-for-like sales were down 8.6% against a rise of 2.7% over
the previous nine months.

Total US sales were up 4.0% against the same 52-week period the year before, but fell by 1.7% like-for-like on
the same basis. Operating profits fell 19.6% on a 52-week basis, to $262.2m, with operating margins falling from
12.3% to 9.7%. A lower level of sales, promotional activity and higher raw material costs all contributed to lower
operating margins.

The UK business fared better, despite slower growth in sales at constant exchange rates and on a 52-week basis
of 2.0% to $959.6m. Operating profits were down just 1.3% on a comparable basis, to $105.1m, while operating
margin fell from 11.4% to 10.9%. Ernest Jones performed best, with like-for-like sales on a comparable basis up
2.9%. As with the US, the fourth quarter was difficult, with UK like-for-like sales down 1.7%.

Results for the first quarter of 2008/09 to 3 May showed another contrast in perfomance between the US and
the UK. Group sales rose 1.0% to $822.5m, while operating profit fell 18.9% to $43.8m, hit by deteriorating
operating margin in the US. In the US, like-for-like sales declined by 4.7% and fell 0.2% in total to $630.9m,
despite new space and a reasonable Valentine's Day period (due to better weather than in 2007). Operating
margin fell to 7.2% from 9.5%.

- 101 -

THINK RETAIL THINK VERDICT www.verdict.co.uk



Table of contents

Global Jewellery Retailing 2008: Asia Pacific switches on to brands

VERDICT

CHAPTER 1: EXECUTIVE SUMMARY

Key Findings
Main Conclusions

CHAPTER 2: MARKET ANALYSIS

Jewellery Market Definition
Introduction

Regional Markets

Japan

Asia-Pacific

Americas

Europe

Middle East & Others
Product Trends
Company Market Shares
Key Operating Statistics

CHAPTER 3: OUTLOOK & FORECAST

Key Issues

Where Will Global Economic Slowdown Bite?
Rise and Rise of Controlled Retail

Internet

Value Chain Integration

Ethical Concerns

Rapid Rise in Commodity Prices

Forecast

Polarisation

Action Points

CHAPTER 4: BULGARI

Company Overview

Recent Key Developments (Jewellery & Watches)
Sales Performance

Store Portfolio

Outlook

CHAPTER 5: FINLAY

Company Overview
Recent Key Developments
Sales Performance

Store Portfolio

Outlook

CHAPTER 6: GITANJALI GROUP

Company Overview
Recent Key Developments
Sales Performance

Store Portfolio

Outlook

CHAPTER 7: LVMH

Company Overview

Recent Key Developments (Watches & Jewellery)
Sales Performance

Outlook

CHAPTER 8: RICHEMONT

Company Overview

Recent Key Developments (Watches & Jewellery)
Sales Performance

Product Split

Store Portfolio

Outlook

CHAPTER 9:SIGNET GROUP

Company Overview
Recent Key Developments
Sales Performance

Store Portfolio

Outlook

CHAPTER 10: SWATCH GROUP

Company Overview
Recent Key Developments
Sales Performance

Store Portfolio

Outlook

CHAPTER 11: TIFFANY

Company Overview
Recent Key Developments
Sales Performance

Store Portfolio

Outlook

CHAPTER 12: TSUTSUMI

Company Overview
Sales Performance
Store Portfolio
Outlook

CHAPTER 13: ZALE CORPORATION

Company Overview
Recent Key Developments
Sales Performance

Stores

Outlook

CHAPTER 14: GLOSSARY

THINK RETAIL THINK VERDICT

www.verdict.co.uk



Table of contents

VERDICT

Global Jewellery Retailing 2008: Asia Pacific switches on to brands

TABLES
e Jewellery market — global consumer expenditure on jewellery
& watches 2003-13
e Jewellery expenditure by region/market segment 2003-13
e Jewellery & watch expenditure by product group 2003-13
e Jewellery brands global market shares 2003-08e
e Jewellery & watch brands key operating statistics years
ending 2007/08
* Global expenditure by region 2008-13e
® Y-0-Y change % in global jewellery spend by region 2003-08e
® Y-0-Y change in jewellery spend by region 2008-13
e Summary of (2008-13)
- Spend & growth in luxury & mass market segments
- Global jewellery expenditure by region
e Bulgari
- Company overview 2008
- Trading record 2003-08e
- Retail stores 2002-07
e Finlay
- Company overview 2008
- Trading record 2004-09e
- Number of retail locations 2003-08
e Gitanjali Group
- Company overview 2008
- Trading record 2004-0%e
- Trading record in US$ 2004-09e
- Jewellery division trading record 2004-09e
e LVMH Group
- Company overview 2008
- Trading record 2003-08e
- Trading record in US$ 2003-08e
- Watches & jewellery division trading record 2003-08e
® Richemont
- Company overview 2008
- Trading record 2003-08
- Jewellery & watch maisons trading record 2003-08
- Brands number of retail stores 2003-08
¢ Signet Group
- Company overview 2008
- Trading record 2003-08
- Divisional trading record 2003-08
- Retail stores 2002/03 & 2007/08
- US & UK stores 2006-08
* Swatch Group
- Company overview 2008
- Trading record 2003-08e
- Watches & jewellery division trading record 2003-08e

Tiffany & Co.

- Company overview 2008

- Trading record 2004-0%e

- Number of retail stores 2003-08
Tsutsumi

- Company overview 2008

- Trading record 2004-0%e

Zale Corporation

- Company overview 2008

- Trading record 2003-08e

- Number of retail stores 2003-08e

FIGURES

Global jewellery expenditure per region, % share 2003/08e
Share of global jewellery expenditure per region 2003/08e

Jewellery retail spend & growth 2003-08e

- Americas

- Asia-Pacific

- European

- Japan

- Middle East

Product share of jewellery expenditure 2003/08e

Operating margins of jewellery and watch brands 2007/08

Key issues for global jewellery retailing 2008
Y-o0-Y growth by region 2008-13

Global jewellery expenditure per region 2008/13
Polarisation in global jewellery retailing 2008
Bulgari

- Product sales split 2003/08e

- Regional sales split 2003/08e

Finlay

- Sales % by product area, 2003/04 & 2008/0%9e
LVMH

- Regional sales, watches & jewellery 2003/08e
- Sales by product area, 2003/08e

Richemont

- Product sales split 2002/03 & 2007/08

- Brands regional sales split 2002/03 & 2007/08
Signet Group

- Product sales split 2002/03 & 2007/08

- Geographic sales split 2002/03 & 2007/08
Tiffany & Co

- Regional sales, watches & jewellery 2003/08e
- Sales by product area, 2003/08e

THINK RETAIL THINK VERDICT

www.verdict.co.uk



Fax to +44 20 7900 6688 or +44 20 7551 9089
or scan and email to retail@verdict.co.uk

www.verdict.co.uk

VERDICT

THINK RETAIL THINK VERDICT

| would like to order the following report(s):

Please enter the title of the report(s) below*

* Please refer to our website www.verdict.co.uk for up-to-date prices

Please circle your currency

(£/€/%)

(£/€/%)

(£/€/%)

(£/€/%)

(£/€/%)

(£/€/%)

(£/€/%)

(£/€/%)

(£/€/%)

(£/€/%)

(£/€/%)

(£/€/%)

(£/€/%)

Complete your contact details:

Title: Mr/Mrs/Ms First Name

Last Name

Job Title

Company

Address

City State/Province

Country Post Code/ZIP

Email Address

Telephone Number

Fax Number

ALL FORMS MUST HAVE A SIGNATURE TO CONFIRM YOUR ORDER:

Signature

Complete your payment details:

Please indicate your preferred currency option: D UKE D Euros D Us$

The total value of my order is

[ 1 will forward a check payable to Verdict Research Limited

[[] Please invoice my company (please complete invoice address below)

D I would like to pay by bank transfer (email address required)

Mastercard

[[] Please debit my credit/charge card: g2 Amex VISA| Visa 3

Cardholder/invoice address

Cardholder Name

Card No

Expiry Date /

Cardholder/invoicee Signature

EU companies (except UK) must supply VAT / BTW / MOMS / MWST / IVA / FPA number :

Purchase Order Number (if required)

How to Contact us: Web Order

(=]
>4

Verdict Research Limited, Charles House,
108-110 Finchley Road, London, NW3 5JJ, United Kingdom

Marketing Manager: Matt Green gy

- 4
retail@verdict.co.uk ﬂ +44 (0) 20 7551 9010

By completing this form you agree that the data in the form will be used for the purpose of processing your order. We may
also use your data to keep you informed of Verdicts’ products and services. As an international organization, Verdict may
need to process your data internationally, including in countries which do not have data protection laws, or which have
standards lower than the European Union. Verdict, however, seeks to protect your personal data. You have a right to see and
correct your data by writing to us. Sometimes a fee is payable. For queries about this contact retail@verdict.co.uk.

Please tick the relevant box(es) if you would not like Verdict to contact you by:

[ Post [ email [ Fax [

Occasionally, our client list is made available to other companies for carefully selected correspondence. Please check here if
you do not wish to receive such correspondence by:

[J Post [] Email

This order is subject to our standard terms and conditions, a copy of which is available on request.

Phone

Registered Office: Verdict Research Limited, Mortimer House, 37-41 Mortimer Street, London, W1T 3JH, United Kingdom

UK Registered Number: 1813905



