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Second Quarter Results 2017
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HUGO BOSS records sales increase in the second quarter

Group Sales 
(in EUR million)

+2 %
+3 % fx-adjusted

636622

Q2 2017Q2 2016

ʬ Brand repositioning reaches important milestones

ʬ Comp store sales performance in own retail turns positive

ʬ Robust growth in key markets UK and China
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HUGO BOSS Europe Sales* 
(2) %

0 % fx-adjusted

372378

Q2 2016 Q2 2017

HUGO BOSS Americas Sales*  
+5 %

+3 % fx-adjusted

149
142

Q2 2017Q2 2016

HUGO BOSS APAC Sales* 

+11 %
+10 % fx-adjusted

98

88

Q2 2017Q2 2016

ʬ Sales up 2% in the USʬ Different timing of wholesale

orders and deliveries

ʬ Double-digit comp store sales

increase in Mainland China

*in EUR million

The Americas and Asia/Pacific drive Group sales growth
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Retail Sales* 
+5 %

+6 % fx-adjusted

436
415

Q2 2016 Q2 2017

Wholesale Sales*  
(6) %

(6) % fx-adjusted

182
193

Q2 2017Q2 2016

License Sales* 

+27 %
+27 % fx-adjusted

18

14

Q2 2017Q2 2016

ʬ Shift in timing of orders and

deliveries in Europe

ʬ Own retail sales up 3% on a

comp store basis

ʬ Fragrance business up at

double-digit rates

*in EUR million

Like-for-like sales performance in own retail turns positive
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Sales up at BOSS and HUGO

+6 %
+6 % fx-adjusted

91
86

Q2 2017*Q2 2016*

+2 %
+2 % fx-adjusted

545537

Q2 2017*Q2 2016*

ʬ Athleisure drives BOSS sales

ʬ Growth at HUGO impacted by

timing effects in wholesale

ʬ Menswear outperforms 

womenswear

*in EUR million.

.
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Operating profit stable despite higher marketing expenses and investments in digital

EBITDA (before special items)

108 EUR million

Selling & Distribution 

expenses

287 EUR million

Gross margin

67.7 %

Administration expenses

69 EUR million

Net income attributable to

equity holders of the parent company

58 EUR million

5%

Special items 

6 EUR million

10bp

>100%

2%

0%

>100%
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*Incl. Middle East and Africa.

Profitability in Asia/Pacific improves significantly

Asia/Pacific
(in %)

+340 bp

Q2 2017

23.3

Q2 2016

19.9

Americas
(in %)

+30 bp

Q2 2017

24.0

Q2 2016

23.7

Europe 
(in %)

(140) bp

28.6

Q2 2016

30.0

Q2 2017
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Sales and earnings increase in the first half year

Group Sales (H1 2017)

+2% fx-adjusted

+2%

Europe +2% fx-adjusted

0%

Sales by Region (H1 2017) 

1.287 Mio. EUR

EBITDA
(before special items)

Americas (2)% fx-adjusted

+1%

205 Mio. EUR

Net income attributable to equity holders of the

parent company

Asia/Pacific +5% fx-adjusted

+7%

106 Mio. EUR

+2%

>100%
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Group inventories continue to be tightly controlled

ʬ Double-digit inventory declines in

the Americas and Asia/Pacific

ʬ Trade net working capital down

8% in currency-adjusted terms

ʬ Working capital to sales ratio

reaches lowest level since 2014

Average trade net working capital 

as percentage of sales (in %)

(40) bp

H1 2017

19.2

H1 2016

19.6

Inventories
(in EUR million)

542
566

June 30, 2017June 30, 2016

(4) %
(3) % fx-adjusted
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*Incl. Middle East and Africa.

Investment activity moderates compared to the prior year

Net financial liabilities
(in EUR million)

(41) %

166

281

June 30, 2017June 30, 2016

Free cash flow
(in EUR million)

>100 %

132

54

H1 2017H1 2016

Capital expenditure 
(in EUR million)

(28) %

57

79

H1 2016 H1 2017

ʬ Own retail investments decline ʬ Higher net profit, lower working

capital and investments

ʬ Free cash flow improvement
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Group Strategy Update



Commerzbank Roadshow Warsaw HUGO BOSS © October 2017 14

Group strategy focuses on four fields of action

C U S T O M E R -

C E N T R I C

III. DRIVE THE 

DIGITAL TRANS-

FORMATION

IV. INNOVATE 

THE WAY 

WE OPERATE

I. REFOCUS 

THE BRAND

II. REFINE THE 

WAY 

WE SELL

D I G I T A L

S U S T A I N A B L E

G L O B A LG L O B A L A G I L E
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Strategic Fields of Action

III. DRIVE THE 

DIGITAL TRANS-

FORMATION

IV. INNOVATE 

THE WAY 

WE OPERATE

I. REFOCUS 

THE BRAND

II. REFINE THE 

WAY 

WE SELL

G L O B A L

D I G I T A L

A G I L E

C U S T O M E R -

C E N T R I C

S U S T A I N A B L E
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Two brands: BOSS and HUGO

# T H I S I S B O S S # I A M H U G O

TWO BRANDS TWO TARGET CUSTOMERS TWO BRAND IDENTITIES
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Two personas give the BOSS and HUGO target customer a face

29 

SINGLE

FOUNDER OF A START-UP

BERLIN

38 

MARRIED I TWO CHILDREN

LONDON

CONSULTANT

OPEN-MINDED LIFE ENTHUSIASTDEMANDING QUALITY SEEKER
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BOSS and HUGO customers have different attitudes towards fashion

ATTITUDE

STYLE

EXPECTS

SHOPPING

OPEN-MINDED LIFE ENTHUSIASTDEMANDING QUALITY SEEKER

Status-oriented, 

traditional, rational

Classic, modern, 

sophisticated

Highest quality, 

personal assistance

Retail & department 

stores, online

Open-minded, 

individual, spontaneous

Fashion-forward, 

contemporary, progressive

Latest fashion trends, 

urban atmosphere

Online, mobile, 

retail & department stores
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Two competitive environments

Upper 

Premium

Premium
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EXCLUSIVE CHARACTERISTICSEXCLUSIVE CHARACTERISTICS

SHARED 

VALUES & BENEFITS

BOSS and HUGO are distinct brands based on a common set of values

TO BE DRESSED IMPECCABLY

FOR EVERY OCCASION

MODERN DESIGN

EFFORTLESS LOOKS

SHARP TAILORING AND 

REFINED CASUALWEAR

PRODUCT EXCELLENCE

CONTEMPORARY DESIGN

PROGRESSIVE LOOKS

FASHION - FORWARD

DESIGNER CLOTHES FOR AN 

AFFORDABLE PRICE

TO BE DRESSED INDIVIDUALLY

FOR EVERY OCCASION

LIFESTYLE EXPERIENCES

PREMIUM QUALITY AND 

PERFECT FIT

SUSTAINABILITY

INNOVATION

TRUSTWORTHINESS

AUTHENTICITY
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2016

~2.0

2010

~1.4

FormalwearCasualwear

49%

51%

41%

59%

Split of BOSS brand sales by segment
In EUR billion 

CAGR
+8%

CAGR
+3%

BOSS: Upgrade of casualwear and new interpretation of formalwear


