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Pfilohy

Priloha 1: Meziro¢ni narust jednotlivych v kategorii hodnoty v roce 2009

Year-on-Year Growth in Total Category Value
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Change in Category Value

Innovations in handssts and activity in the BRIC
markets drove growth in the mobile operator
category. Generally, the rates of growth or decling
in the other categories depended on whethar thay
werg well positioned during the global sconomic
crisis (fast food) or not {financial institutions

and insurance).

Souros: Milwamd Brown Optimer fincluding data &7 Mlllward
from Brand®, Diatamonitor. and Bloomberg)

Zdroj: MILLWARD BROWN OPTIMOR. BrandZ Top 100 Most Valuable Global Brands 2009. 71 s.
[online]. [cit. 2014-12-19], dostupné z: https://www.millwardbrown.com/docs/default-source/global-
brandz-downloads/global/2009 BrandZ Top100_ Report.pdf
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Priloha 2: Meziro¢ni narust jednotlivych v kategorii hodnoty v roce 2011

TOP
BRANDS

Insurance® 137% 6%
Fast Food 22% 42%
Luxury 19% -13%
Technology 18% 32%
Apparel 10% -1%
Financial Institutions 9% %
Beer % 32%
Cars % -27%
Soft Drinks 5% 26%
Personal Care 3% 5%
Retail 2% %
Qil & Gas 1% N/A
Telecom Providers N/A N/A

*Walue growth in the Insurance category results from
the inclusion of China Life Insurance, Ping An and
China Pacific Insurance. Source: Millward Brown

Optimor (including data from ErandZ, & MillwardBrown
Kantar Worldpanel and Bloomberg) Optimor

Zdroj: MILLWARD BROWN OPTIMOR. BrandZ Top 100 Most Valuable Global Brands 2011. 53 s.
[online]. [cit. 2014-12-21], dostupné z: http://www.millwardbrown.com/docs/default-source/global-
brandz-downloads/global/2011_BrandZ Top100 Report.pdf
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Priloha 3: Meziro¢ni narust jednotlivych v kategorii hodnoty v roce 2012

Category % Brand
Value Growth
2012 vs 2011
Luxury 15%
Fast Food 15%
Apparel 13%
Oil & Gas 8%
Technology 2%
Soft Drinks 1%
Financial Institutions 0%
Beer -1%
Personal Care -59%
Retail -59%
Cars -7%
Telecom Providers 7%
Insurance -16%

Source: & Millward
(including data from BrandZ™, Kantar

Wordpanel, and Bloomberg)

Zdroj: MILLWARD BROWN OPTIMOR. BrandZ Top 100 Most Valuable Global Brands 2012. 104 s.
[online]. [cit. 2014-12-21], dostupné z: http://www.millwardbrown.com/docs/default-source/global-
brandz-downloads/global/2012_BrandZ Top100 Report.pdf
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Priloha 4: Meziro¢ni narust jednotlivych v kategorii hodnoty v roce 2013

Category Changes

— erng ks ¥ corce
Beer 6%
Global Banks 23%
Apparel 1%
Insurance 19%
Retail 17%
Regional Banks 15%
Personal Care 11%
Luscury 6%
Cars 5%
Soft Drinks 5%
Fast Food 5%
Telecoms 1%
Technology -1%
Qil & Gas -494

Maluusticres Inciude date froen Brand®™, Karfar Widdnersd, Kanter Fetal and Blocmberg. &> MillwardBrow

Zdroj: MILLWARD BROWN OPTIMOR. BrandZ Top 100 Most Valuable Global Brands 2013. 112 s.
[online]. [cit. 2014-12-21], dostupné z: http://www.millwardbrown.com/docs/default-source/global-
brandz-downloads/global/2012_BrandZ Top100 Report.pdf
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Priloha 5: Meziro¢ni narust jednotlivych v kategorii hodnoty v roce 2014

The Category Changes

Brand value % Brand value %
Rank Category change 2014 vs 2013 change 2013 vs 2012
1 Apparel 29% 1%
2 Cars 17% 5%
3 Retail 16% 17%
4 Luxury 16% 6%
5 Technology 16% -1%
= Global Banks 15% 23%
7 Beer 14% 36%
= Personal Care 12% %
9 Insurance % 19%
10 Fast Food 10% 5%
1 Telecom Providers 8% 1%
12 Regional Banks 6% 15%
13 Soft Drinks 4% 5%
14 Oil & Gas 3% -4%

Source: Valuations include data from BrandZ™ and Bloomberg

&5 Millward

Zdroj: MILLWARD BROWN OPTIMOR. BrandZ Top 100 Most Valuable Global Brands 2014. 72 s.
[online]. [cit. 2014-12-21], dostupné z: http://www.millwardbrown.com/docs/default-source/global-
brandz-downloads/global/2014 BrandZ Top100_ Report.pdf

63



Priloha 6: Rozdéleni znacek skupiny LVMH do jednotlivych oblasti
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Zdroj: QUIDDITY. Map of brands in luxury fashion, LVMH (pt. 3). [online]. [cit. 2014-12-25], dostupné
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z: http://quiddityof.com/2014/08/21/map-of-brands-in-luxury-fashion-lvmh-pt-3/
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Priloha 7: Letter to shareholders August 2014 skupiny LVMH

LVMH

Letter to shareholders

August 2014

LVMH shows good resilience
in the first hle of 2014

Highlights of the first half
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Zdroj: LVMH GROUP. Letter to Shareholders. [online]. [cit. 2014-12-27], dostupné z:

http://www.lvmh.com/investor-relations/shareholders/letter-to-shareholders

Priloha 8: Rozdéleni znacek skupiny Kering do jednotlivych oblasti
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Zdroj: QUIDDITY. Map of brands in luxury fashion, LVMH (pt. 3). [online]. [cit. 2014-12-25], dostupné

z: http://quiddityof.com/2014/08/21/map-of-brands-in-luxury-fashion-lvmh-pt-3/

65



Priloha 9: Online magazin K MAG skupiny Kering

CATEGORIES
| L

[F] CONVERSATION WITH.
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[C] THE BIG PICTURE
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Zdroj: KERING GROUP. KMAG. [online]. [cit. 2014-12-30], dostupné z:
http://www .kering.com/en/magazine

Priloha 10: Rozdéleni znaéek skupiny Richemont do jednotlivych oblasti
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Zdroj: QUIDDITY. Map of brands in luxury fashion, LVMH (pt. 3). [online]. [cit. 2014-12-25], dostupné
z: http://quiddityof.com/2014/08/21/map-of-brands-in-luxury-fashion-lvmh-pt-3/
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Priloha 11: Pilife socialni odpovédnosti skupiny Richemont

Our approach to corporate social responsibility

Vision

sible luxury goods company, our vision is

ng-term value for our business and wider
', while preserving our heritage in quality,

craftsmanship and innovation.

Governance Sourcing Richemont Environment Community
and Ethics as an Investment
employer

Deepening Engagement (internal and external)

Innovating for Sustainability

Zdroj: RICHEMONT GROUP. Our approach to corporate social responsibility.
[online]. [cit. 2014-12-29]. dostupné z: https://www.richemont.com/corporate-social-

responsibility/our-approach-to-corporate-responsibility.html

Priloha 12: Vysledek dotazovani, ktera tri slova pro éechy charakterizuji luxusni
zbozi

Ktera tfi slova charakterizuji luxusni zboZi?
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Zdroj: MARHER COMMUNICATIONS. Jak si déldte radost vy? Luxusni znacky v roce 2014. Studie
2014, [online]. [cit. 2014-12-31], dostupné z:
http://www.ogilvy.cz/data/files/study/1381 studie ogilvymather luxusni%20znacky%202014.pdf
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