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Speech – Annual General Meeting 2026  
May 21, 2026  

The spoken word shall prevail. 

Daniel Grieder (CEO): Dear shareholders, ladies and gentlemen, I am very pleased 
to welcome you here in Stuttgart to the Annual General Meeting of HUGO BOSS. It 
is the first in‑person meeting since the end of the COVID‑19 pandemic – and therefore 
a truly special day for all of us. 

On behalf of my two fellow Managing Board members and all our employees, I would 
like to extend a warm welcome to you – here in Stuttgart as well as to those of you 
joining us via livestream. 

What can you expect today? I would like to outline the strategic framework of HUGO 
BOSS: where we stand today, what we have achieved with CLAIM 5, and how we are 
taking the next step with CLAIM 5 TOUCHDOWN – toward even stronger brand 
equity, higher profitability, and sustainable cash flow. 

I will deliberately touch on the 2025 fiscal year only in its key highlights. The 
operational and financial perspective will then be presented by Yves Müller. He will 
also discuss our outlook for 2026 and provide further details on our capital allocation 
approach. 

Let me begin with a brief look at the environment in which we operated last year. 
The 2025 fiscal year was marked by significant macroeconomic and geopolitical 
uncertainty. Consumer sentiment remained subdued in many of our key markets. 
Rising living costs and geopolitical tensions dampened purchasing willingness: 
customers shopped more selectively and became more price-conscious. 

In such an environment, it is crucial to focus on what you can control. And that is 
exactly what we did: we rigorously strengthened our brands, enhanced our 
operational excellence, and worked with discipline to improve our profitability. 
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This focus is also reflected in our numbers: In the past fiscal year, we generated sales 
of EUR 4.3 billion, representing a currency‑adjusted increase of 2% compared to the 
previous year. This means we developed largely in line with the global apparel 
industry. 

But what matters is not only that we grew, but how we grew: our operating profit, 
EBIT, increased by 8% to EUR 391 million – significantly outpacing sales growth. This 
demonstrates that our strategic focus on quality and efficiency is paying off. And 
with a free cash flow of nearly EUR 500 million, we once again proved the strong 
cash-generating power of our business model. To understand where we stand today, 
it is worth taking a look back. 

When we launched CLAIM 5 in August 2021, the primary objective was to bring HUGO 
BOSS back onto the big stage: sharpen our brands, increase their relevance in the 
market, and accelerate growth. 

Since then, CLAIM 5 has fundamentally transformed our Company: we successfully 
repositioned BOSS and HUGO. Both brands are now known for their new visual 
identities, modern campaigns, and a globally consistent appearance. We further 
developed our product portfolio in line with our 24/7 lifestyle promise and made 
targeted investments in quality and price-value proposition. At the same time, we 
strengthened our omnichannel platform through new store concepts, greater 
visibility in wholesale, and the targeted expansion of our digital business.  

The result: over the past years, our sales have grown at a double-digit average rate. 
We gained market share and established BOSS and HUGO as desirable brands in 
the premium segment. CLAIM 5 has given us the visibility and relevance to succeed 
in a highly competitive environment. 

But we are not yet at our destination. The potential of HUGO BOSS is significantly 
greater. That is why we are now taking the next strategic step – with the awareness 
that the world around us has become more complex. 

While CLAIM 5 represented the phase of repositioning and acceleration, CLAIM 5 
TOUCHDOWN is now the phase of value maximization. Our overarching direction 
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remains unchanged: We aim to be the premium tech-driven fashion platform 
worldwide, built on two strong brands, consistent customer centricity, and a scalable 
platform. 

With CLAIM 5 TOUCHDOWN, we are shifting our focus: away from strong growth 
orientation and toward brand value, profitability, and cash flow. Our ambition is no 
longer “grow faster,” but “grow better.” 

At its core, this means further strengthening the long-term brand equity of BOSS and 
HUGO. This includes sharper brand profiles, higher-quality assortments, more 
selective distribution, and a consistent full-price approach. Because the strength of 
our brands is our greatest asset. 

At the same time, we are sharpening our financial focus. We will increase profitability, 
accelerate cash-flow generation, and align our business model even more closely 
with efficiency. 

CLAIM 5 TOUCHDOWN is built on three strategic priorities: First, Brand Excellence: 
Strengthening the appeal and long-term value of our brands. Second, Distribution 
Excellence: Enhancing the quality of our distribution. And third, Operational 
Excellence: Increasing efficiency across the entire value chain. 

The year 2026 is deliberately a year of realignment. During this phase, we are 
streamlining our assortments, aligning our brands and distribution even more 
strongly with quality, and positioning our organization so that we can return to 
sustainable, profitable growth from 2027 onward. Our long-term ambition remains 
unchanged: we aim to outgrow the market, lift our EBIT margin to around 12%, and 
create sustainable value for our shareholders. 

At the heart of Brand Excellence lies the appeal and long-term value of our brands. 
Our goal is to consistently increase the desirability of BOSS and HUGO and to 
deepen the emotional connection with our customers. To achieve this, we continue 
to invest in our brand presence and deliberately maintain our marketing spend at 
around 7% of sales. What matters is not the number of initiatives, but their impact: 
fewer, but exceptionally strong brand moments. 
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A good example of this is our current campaign formats: the BOSS “Be the Next” 
campaign puts the spotlight on individuals who bring our brand promise to life. In 
addition, we have recently announced a new partnership that you will be among the 
first to see here in the foyer today: starting in 2027, BOSS will become the official 
lifestyle outfitter of the Australian Open – one of the world’s most visible sports and 
cultural platforms. 

Despite our strong affinity for sports, the core of our brand – our DNA – remains 
formalwear. And we showcased this just a few weeks ago in Milan, where we 
presented our upcoming Fall/Winter collection.  

However, brand desirability alone is not enough. What truly matters is translating it 
into long-term customer relationships. This is where our loyalty program, 
HUGO BOSS XP, plays a crucial role. In 2025, we increased the number of members 
by 20%, reaching approximately 13 million registered customers. XP enables us to 
gain a deeper understanding of our customers and to steer both our offerings and 
marketing investments even more precisely. In this way, we combine brand strength 
with a modern, data-driven loyalty program, turning brand awareness into genuine 
customer loyalty. 

A particular focus within Brand Excellence lies on our core segment, BOSS Menswear. 
With a revenue share of around 80%, it forms the backbone of our business. 

Despite the challenging environment, BOSS Menswear achieved currency-adjusted 
growth of 3% in 2025. Today, the brand is as a leading destination for modern 
premium tailoring, while also gaining further relevance in categories such as 
casualwear and activewear. Looking ahead, we see particular potential in 
high-growth categories such as footwear, accessories, and bodywear. In addition, we 
will place even greater emphasis on local relevance, not least through targeted 
collaborations. 

Our partnership with David Beckham is a strong example of how we strategically 
leverage iconic personalities to further enhance the global appeal of BOSS and reach 
new customer groups. The recent third launch of the “BOSS by Beckham” collection 
is one of the highlights of our 2026 brand calendar. 



 

 

5 

Alongside BOSS Menswear, BOSS Womenswear and HUGO are important pillars of 
our future development. Since 2020, BOSS Womenswear has nearly tripled its 
business. At the same time, we continue to see significant untapped potential. The 
next phase will therefore follow the principle of “better before bigger.” This means 
securing profitability and brand strength first, and then scaling in a targeted way on 
that foundation. We are sharpening the assortment with a stronger focus on core 
products and thus further refining the brand identity. Our clear ambition is to firmly 
establish BOSS as a relevant and desirable brand in the womenswear segment as 
well. 

To support this development, we have reorganized our structure and, for the first time, 
established two cross-brand business units for Menswear and Womenswear. This 
allows us to bundle gender-specific expertise, make a clear commitment to 
womenswear, and at the same time increase efficiency and impact across both 
brands. 

We have also seen strong growth with HUGO in recent years. In the next phase, our 
focus will be on sharpening HUGO’s positioning even further and clearly defining the 
brand. To achieve this, we are harmonizing the product offering and aligning it more 
closely with a modern, urban look centered around contemporary tailoring. How this 
positioning comes to life is already clearly reflected in the current HUGO campaign.  

Let us now turn to our second strategic focus area: Distribution Excellence. Our 
omnichannel approach over the past years has paid off. Today, BOSS and HUGO 
are present across all relevant channels. With CLAIM 5 TOUCHDOWN, our goal is to 
further enhance the quality of our distribution. This is not only about efficiency, but 
above all about consistently protecting the brand equity of BOSS and HUGO. 

In brick-and-mortar retail, our focus is on further improving the productivity and 
profitability. To achieve this, we are optimizing our store portfolio and slightly 
streamlining it overall, with a clear ambition to continuously increase sales 
productivity.  

In brick-and-mortar wholesale, we are concentrating even more on strategic 
partnerships and a clearly defined product offering. We want to be present where 
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our brands have the right environment, while at the same time expanding our 
franchise business. 

In the digital business, we continue to advance seamless brand and customer 
experiences across all touchpoints. Here, we are pursuing a more selective 
assortment strategy and aligning our business consistently toward full-price 
sell-through.  

The third strategic pillar of CLAIM 5 TOUCHDOWN is Operational Excellence. Under 
CLAIM 5, we made substantial investments in our infrastructure – in digital 
capabilities, logistics, sourcing, and our back-end. These investments have made us 
faster, more scalable, and more resilient. With CLAIM 5 TOUCHDOWN, the focus now 
is on fully leveraging this foundation – through technology, data, and especially 
artificial intelligence. 

What does this mean in concrete terms? We are further optimizing our globally 
diversified sourcing to unlock additional economies of scale and efficiencies. At the 
same time, we are enhancing management across the entire value chain through the 
targeted use of technology and AI. 

A key element in this context is our “Digital Twin” – the digital copy of our business. It 
enables us to simulate and steer key decisions along the entire value chain based on 
data. This is complemented by AI-powered planning tools that help us identify trends 
earlier, anticipate demand more accurately, and manage inventory with greater 
precision. 

We are also leveraging our significantly expanded logistics capacities to further drive 
productivity, increasingly supported by automated processes and AI. A strong 
example of this is our distribution center in Filderstadt, which we have significantly 
expanded and modernized over the past years. 

All these measures pursue one clear objective: we aim to gradually improve our 
margins, deploy our capital even more efficiently, and sustainably increase our free 
cash flow. Data is a clear competitive advantage in this context. And AI is a key lever 
to fully unlock that advantage. 
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Ladies and gentlemen, let me address another key topic: sustainability. In 2025, we 
further refined our sustainability strategy and defined our objectives even more 
clearly. In doing so, we are deliberately focusing on a few, high-impact areas. 

The first key focus is circularity. Our goal is to extend the lifespan of our products. By 
2030, 80% of our products are to be designed for circularity. In 2025, this share 
already reached 41%. We are increasingly integrating corresponding criteria directly 
into design and production, thereby conserving resources. 

A second key focus is the use of better materials. By 2030, we aim to source 100% of 
our key natural materials from preferred origins and to reduce the overall use of 
polyester and polyamide. Wherever we continue to rely on synthetic materials, we 
are gradually transitioning to better qualities with lower environmental impact. Here, 
too, we have already made important initial progress. 

A third key focus is climate action. We have committed to achieving net-zero 
emissions by 2050. On the way there, we aim to reduce our emissions by 50% by 
2030. In 2025, we already succeeded in lowering them by 14%. 

Equally important as environmental protection are the social aspects of our 
responsibility. We are committed to ensuring fair and safe working conditions 
throughout our supply chain, upholding human rights, and working closely with our 
partners to achieve this. 

Sustainability is not an end in itself for us, but an integral part of our long-term 
strategy. It reduces risks, strengthens the resilience of our business model, and 
supports long-term value creation – environmentally, socially, and economically. 

This brings me to a topic that is of great importance to you: our free cash flow and 
capital allocation. As part of CLAIM 5 TOUCHDOWN, we have set ourselves a clear 
target: by 2028, we aim to generate an average of around 300 million euros in free 
cash flow per year after lease liabilities. This represents nearly a tripling compared to 
the average cash flow level under CLAIM 5. 
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Three levers are central in achieving this. First, higher CapEx efficiency. Second, 
disciplined management of our working capital. And third, the structural 
improvement of profitability through efficiency gains, better price realization, and a 
higher full-price share. 

This reliable cash-flow generation forms the foundation of our disciplined capital 
allocation. In this context, we view capital returns as an important component of 
value creation. 

Yves Müller will now walk you through the specific measures – in particular our 
decision to prioritize capital returns for the past fiscal year through a share buyback 
program. Ladies and gentlemen, this concludes my remarks. Yves, over to you. 

Yves Müller (CFO/COO): Thank you, Daniel. Good morning, dear shareholders, ladies 
and gentlemen, and a very warm welcome from my side as well. I am pleased that 
we are able to come together in person again today. 

So let us first take a look at our business performance in 2025. Despite the subdued 
consumer sentiment, we were able to increase Group sales in the past year by 2% 
on a currency-adjusted basis, meaning without the impact of exchange-rate effects. 
In reported currency, however, sales declined slightly by 1% to 4.3 billion euros. This 
was primarily due to the significant depreciation of the US dollar over the course of 
the year.  

What is particularly encouraging is that we further improved our profitability, 
marking important progress on our path toward double-digit EBIT margins. This is 
the result of a deliberate strategic decision and reflects the increased resilience of 
our business model. We placed a strong focus on the bottom line, exercised strict 
cost control, embedded efficiency measures structurally, and concentrated our 
investments on the most effective growth drivers. I will go into more detail on the 
specific earnings metrics later on. 

Let us now take a closer look at our sales performance: In the EMEA region, sales 
increased by 2% on a currency-adjusted basis. Particularly encouraging was the 
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fourth quarter, in which EMEA recorded growth of 9%. This underscores the resilience 
of our European key markets, especially Germany and France. 

In the Americas, we increased our sales by 3% on a currency-adjusted basis. Over 
the course of the year, we saw a gradual improvement, particularly in the U.S. market. 
In addition, we achieved double-digit growth in Latin America – a clear testament to 
the appeal of our brands. 

In the Asia/Pacific region, currency-adjusted sales declined by 5%. This was driven 
by subdued demand in China, where consumer sentiment remained cautious. We 
were able to partially offset this through solid growth in Southeast Asia & Pacific, led 
by Japan. 

Let us now turn to our distribution channels: In our brick-and-mortar retail business, 
sales remained at the prior-year level. Given declining traffic in many key markets, 
this is a solid result. The final quarter was particularly positive: our brick-and-mortar 
retail business returned to growth, increasing by 2% on a currency-adjusted basis. 
This was driven by a strong holiday season as well as a series of compelling brand 
and product initiatives. 

In brick-and-mortar wholesale, we increased our sales by 2% on a currency-adjusted 
basis. Here, we benefited from successful collections, closer collaboration with 
strategically important wholesale partners, and the continued expansion of our 
global franchise business. 

Our digital business grew by 7% last year. This was primarily driven by our digital 
partners, while sales via hugoboss.com were below the prior-year level. The main 
reason for this is our deliberate decision to maintain a strict full-price focus to stay 
true to the premium positioning of BOSS and HUGO. 

Let us now take a look at the quality of our earnings, starting with the gross margin: 
In fiscal year 2025, our gross margin stood at 61.5%, which is 20 basis points below 
the prior-year level. This slight decrease is primarily attributable to external factors, 
including negative currency effects, a promotional market environment, and 
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unfavorable mix effects. At the same time, we were able to realize further structural 
efficiency gains in sourcing and benefit from lower freight rates. 

In 2025, we reduced operating expenses by 3%. As a percentage of sales, they 
amounted to 52.4%, which is 100 basis points below the prior-year level. This 
demonstrates that our measures to structurally improve efficiency are taking effect. 
Three areas are particularly worth highlighting: 

First, our retail business: here, we aligned rents and personnel expenses even more 
closely with sales performance. As a result, the cost ratio in brick-and-mortar retail 
declined. 

Second, marketing: we focused our investments on particularly high-impact 
initiatives. Marketing expenses amounted to around 7% of sales and thus remained 
almost unchanged. 

Third, administrative expenses: these remained largely stable, underscoring our 
disciplined approach to managing functions without direct market or customer 
interaction as efficiently as possible. 

Overall, we have structurally improved our cost base, thereby creating the financial 
flexibility to invest in our brands and strategic initiatives in a targeted manner – even 
in a challenging environment. 

Overall, the financial results for 2025 can be summarized as follows: EBIT amounted 
to 391 million euros, an increase of 8% compared to the prior year. The EBIT margin 
improved by 80 basis points to 9.2% – an important step forward on our path toward 
double-digit margins. Net income attributable to shareholders rose by 17%. This 
means that the operational improvement is clearly reflected in the bottom line. 
Accordingly, earnings per share increased to 3 euros and 61 cents. These figures 
demonstrate that in 2025 we structurally strengthened our profitability. 

Let us now turn to our balance sheet and working capital. In the past year, we made 
significant progress in reducing our inventories. On a currency-adjusted basis, 
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inventories declined by 10% compared to the prior year. As a percentage of sales, 
they stood at 21.5% at year-end, thus well below 2024 levels. This means we entered 
2026 with a healthy inventory position. 

Trade net working capital amounted to 20% of sales in 2025, only slightly above the 
prior-year level. This was mainly driven by changes in receivables and payables. Our 
medium- to long-term target remains unchanged at around 18 to 20% of sales. 

As for investments, we initiated a phase of normalization last year. Capital 
expenditure totaled 195 million euros, or 4.6% of sales, representing a reduction of 
roughly one-third compared to the previous year. The focus remained on 
modernizing our store network, selected digital initiatives, and further strengthening 
our logistics and IT infrastructure. As a result, we moved significantly closer to our 
target corridor of 3 to 4% of sales. 

All these developments contributed to another year of strong cashflow generation. 
Free cash flow before leases amounted to 499 million euros, matching the high level 
of the previous year. At the same time, our net financial position before leases 
increased to 48 million euros at year-end, meaning that HUGO BOSS was effectively 
debt-free at the end of 2025. This clearly demonstrates the strength of our balance 
sheet and our high level of financial stability. 

This solid financial foundation gives us the flexibility we need to execute our strategic 
agenda, invest in our brands in a targeted manner, and, at the same time, ensure 
attractive shareholder returns. 

Let us now turn to the outlook for the current fiscal year. As already stated, 2026 is a 
year of realignment for HUGO BOSS. We are aligning our brands, our assortment, 
and our distribution channels consistently toward quality, profitability, and cash flow. 
These measures are deliberate strategic choices. They strengthen the structural 
foundation of our business and create the conditions for sustainable, profitable 
growth from 2027 onward. 

For the current year, we therefore expect a currency-adjusted decline in Group sales 
in the mid- to high single-digit percentage range. The main reason is a very conscious 
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decision: we are refraining from short-term volume maximization to sharpen our 
brands sustainably and structurally improve the quality of our revenues. 

We expect EBIT to range between 300 and 350 million euros this year. As a result, 
the EBIT margin will be below last year’s level, primarily due to the lower sales base. 

At the same time, we anticipate positive effects on the gross margin from additional 
sourcing efficiencies and a higher full-price share. These will be supported by 
continued strict cost discipline at the operational level. 

It is important for us to emphasize: 2026 is not a structural setback, but a deliberate 
investment in the quality and sustainability of our future earnings. 

Let me briefly touch on the first quarter of 2026, which marked the operational start 
of CLAIM 5 TOUCHDOWN. As planned, we executed measures to strengthen brand 
equity, distribution quality, and cash flow consistently throughout the quarter. This 
was reflected, as expected, in the top-line development: Group sales declined by 6% 
on a currency-adjusted basis. 

At the same time, the external environment remained challenging. The recent 
developments in the Middle East intensified this situation over the course of the 
quarter. Against this backdrop, we are firmly committed to our strategic course and 
remain focused on what we can control: the quality of our business. 

This focus is paying off. The gross margin increased by 110 basis points to 62.5% in 
the first quarter, operating profit amounted to 35 million euros, and free cash flow 
improved to 33 million euros. 

Overall, the start to the year confirms our course: 2026 is a year of deliberate strategic 
repositioning – with the goal of returning to growth from 2027 on a stronger 
foundation. 

On this basis, I would now like to address our capital allocation in more detail. Our 
approach is guided by four priorities: 
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First, funding our strategy: we ensure that we always have sufficient resources to 
invest in our brands, our products, and our platform. These investments are the 
foundation for long-term, profitable growth. 

Second, enhancing shareholder value: we aim to deliver an attractive total 
shareholder return – a combination of share price performance and distributions, in 
the form of dividends and/or share buybacks. 

Third, safeguarding our financial stability: we intend to maintain our strong balance 
sheet. In a volatile environment, financial resilience is a decisive strategic competitive 
advantage. 

And fourth, preserving flexibility: we want to remain able to act on strategic 
opportunities in the future – for example, suitable acquisition opportunities that 
strengthen our brands or complement our platform. 

Our strong cash-flow generation enables us to balance these four priorities – with 
discipline, with prudence, and in the best interest of our shareholders. 

Against this backdrop, we have made two decisions: First: at the beginning of March, 
we decided to launch a share buyback program of up to 200 million euros, which we 
intend to complete by the end of 2027. The program shall be financed through our 
continued free cash flow generation, with HUGO BOSS intending to cancel the 
repurchased shares. As a result, the number of shares outstanding will decrease, with 
a correspondingly positive effect on earnings per share. With this decision, we 
underscore our confidence in the strength of our brands, the resilience of our financial 
foundation, and the long-term prospects of the HUGO BOSS share. 

Second: for the 2025 fiscal year, we are proposing a legal minimum dividend of 4 
cents per share. This proposal is below the payout levels of recent years. Let me 
explain the reasoning behind it transparently: as outlined, 2026 is a year in which we 
are realigning our brands and our distribution consistently toward quality, 
profitability, and cash flow. This transformation requires targeted investments and, 
at the same time, sufficient financial flexibility to respond appropriately to the still 
high external volatility. For this reason, we consider it responsible to limit the dividend 
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for the 2025 fiscal year to the legal minimum – especially since the share buyback 
program provides a key lever to enhance shareholder value. We are convinced that 
this decision is in the long-term best interest of our shareholders. 

Our objective is clear: through the combination of realigning our business, strict 
cash-flow orientation, and the share buyback program, we aim to sustainably 
increase total shareholder return. A positive development of our share price should, 
of course, contribute to this – especially given that it was impacted by the 
challenging macroeconomic environment and subdued consumer sentiment last 
year. With CLAIM 5 TOUCHDOWN, we are laying the foundation for ensuring that 
the operational and financial strength of HUGO BOSS is reflected in our share price 
over the long term. 

Ladies and gentlemen, this brings me to the end of my remarks. Thank you very much 
for your attention. With that, I hand back to you, Daniel. 

Daniel Grieder (CEO): Thank you, Yves. Ladies and gentlemen, let me summarize: In 
2025, we achieved our targets, increased our profitability, and further strengthened 
our balance sheet. Despite a challenging environment, we maintained sales, EBIT, 
and free cash flow at a high level, thereby further improving our financial foundation. 

2026 is a deliberate year of realignment. Our goal is to enhance the quality of our 
business, structurally improve our margins, and accelerate our cash-flow generation. 

With our capital allocation framework, the share buyback program, and a 
responsible dividend policy, we are striking the right balance between investing in 
our future and delivering attractive, sustainable value creation for you, our 
shareholders. 

Let me be clear: the Managing Board is fully convinced of the strength of this 
Company and its brands. We have full confidence in BOSS and HUGO, in our strategy, 
and in our global team – and together, we will unlock the full potential of 
HUGO BOSS. 
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My special thanks go to our more than 17,000 employees worldwide. Their 
commitment, passion, and professionalism are the foundation of our success – 
especially in challenging times like these. I would also like to thank you, our 
shareholders. Your trust, your support, and your long-term perspective are both 
motivation and responsibility for us. 

Ladies and gentlemen, thank you very much for your attention.  


