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Page 2Contents

• Operational review of 2009 financial year

• 2009 results

• Outlook for 2010 - 2012



M
ed

ia
 a

nd
 a

na
ly

st
s

co
nf

er
en

ce
M

a
rc

h
2

0
1

0
•

C
ha

rl
es

 V
ö

g
el

e 
G

ro
up

Page 3Operational review of 2009

• Mid-February: CEO takes up post

• April: Board and Group Management
conduct a strategic review
Development of corporate strategy VIOLETT

• May: Decision taken to clear-out old stock
by end-March 2010. Implementation begins

• June: Commitment to verticalisation, 
centralisation and emotionalisation

• August: Advertising with new look

• August: Communication of 2012 strategic goals

• September: Start of pilot phase for new store
design concept

• November: Own sourcing offices in 
India and Bangladesh
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Seite 4Key financials 2009

• Currency-adjusted gross sales at previous year’s
level

• Inventories reduced by 13 million items during the
year under review

• Currency-adjusted operating expenses reduced by
CHF 19 million

• EBITDA at CHF 71 million despite massive clear-out
of old stock.

• Net profit pushed down to CHF -14 million by
substantial reduction of old stock

• Free cash flow up significantly to CHF 142 million

• Solid equity ratio of 59%

• Net debt at lowest ever CHF 15 million.
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Page 5Employees

• Approximately 7700 employees

> 5000 salespeople

> 850 branch managers

> 570 trainees

60 nationalities

240 functions
Eastern Europe

400 empl.
Benelux

1000 empl.

Austria

1100 empl.

Germany

2900 empl.

Switzerland

2300 empl.
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Page 6Branches by region

2008200820082008 ———— ++++ 2009200920092009

SwitzerlandSwitzerlandSwitzerlandSwitzerland 165165165165 2222 6666 169169169169

GermanyGermanyGermanyGermany 326326326326 23232323 11111111 314314314314

AustriaAustriaAustriaAustria/ / / / 
SloveniaSloveniaSloveniaSlovenia

155155155155 6666 6666 155155155155

BeneluxBeneluxBeneluxBenelux 161161161161 4444 9999 166166166166

CEECEECEECEE 44444444 0000 9999 53535353

Group totalGroup totalGroup totalGroup total 851851851851 35353535 41414141 857857857857
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Page 7Corporate positioning

higher price

lower price

classic trendy

CV

Boss

KIK

Takko

H&M

Zara

Esprit
S.Oliver

Tally W.New Yorker

G. Weber

Adler

Ernstings
Family

Tom Taylor

P&C

Kingfield
Biaggini CasaBlanca

Vero Moda

Miss Sixty

Kappahl

WE

Mango

Marks&
Spencer

Biaggini

Otto MEXX

Source: Strategy team

Basler

Benetton

Next

Primark

Topshop

New Look
C&A

Etam

Manor
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Page 8Range portfolio

OverOverOverOver 80% of 80% of 80% of 80% of ourourourour clientsclientsclientsclients areareareare womenwomenwomenwomen

Women
58%

Men
32%

Children
10%
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Page 9Brand portfolio

ThreeThreeThreeThree strongstrongstrongstrong brandsbrandsbrandsbrands

TikTikTikTik & & & & TakTakTakTak

3%3%3%3%

GrandiosaGrandiosaGrandiosaGrandiosa

2%2%2%2%CuttingCuttingCuttingCutting EdgeEdgeEdgeEdge

2%2%2%2%

One One One One ByByByBy OneOneOneOne

6%6%6%6%

OtherOtherOtherOther brandsbrandsbrandsbrands

3%3%3%3%

BiagginiBiagginiBiagginiBiaggini

48%48%48%48%

KingfieldKingfieldKingfieldKingfield

26%26%26%26%

CasablancaCasablancaCasablancaCasablanca

10%10%10%10%
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Page 10Style portfolio

OpportunitiesOpportunitiesOpportunitiesOpportunities in in in in accessoriesaccessoriesaccessoriesaccessories and and and and lingerielingerielingerielingerie

66.4%

28.5%

3%3%3%3%

1.9%1.9%1.9%1.9%

0.2% 0.2% 0.2% 0.2% LingerieLingerieLingerieLingerie

Casual

Business

AccessoriesAccessoriesAccessoriesAccessories

Sport Sport Sport Sport 
Underwear
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Page 11
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Product brand portfolio

95% Charles Vögele brands
5% other brands

Casablanca

Biaggini/Tik&Tak/One by One

Cutting Edge Grandiosa

Kingfield

modern

classic
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ResultsResultsResultsResults 2009200920092009
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Page 13Income statement

in CHF min CHF min CHF min CHF m 2009200920092009 2008200820082008 ∆∆∆∆ ∆∆∆∆%%%%

GrossGrossGrossGross salessalessalessales

Net Net Net Net salessalessalessales

1548154815481548

1310131013101310

1607160716071607

1364136413641364

–––– 59595959

–––– 54545454

–––– 4%4%4%4%

–––– 4%4%4%4%

GrossGrossGrossGross profitprofitprofitprofit

GrossGrossGrossGross profitprofitprofitprofit marginmarginmarginmargin

802802802802

61.2%61.2%61.2%61.2%

891891891891

65.3%65.3%65.3%65.3%
–––– 89898989 –––– 10%10%10%10%

OperatingOperatingOperatingOperating expensesexpensesexpensesexpenses ---- 731731731731 ---- 778778778778 + 47+ 47+ 47+ 47 –––– 6%6%6%6%

EBITDAEBITDAEBITDAEBITDA

EBITDA EBITDA EBITDA EBITDA marginmarginmarginmargin

71717171

5.4%5.4%5.4%5.4%

113113113113

8.3%8.3%8.3%8.3%
–––– 42424242 –––– 37%37%37%37%

EBITEBITEBITEBIT

EBIT EBIT EBIT EBIT marginmarginmarginmargin

4444

0.3%0.3%0.3%0.3%

48484848

3.5%3.5%3.5%3.5%
–––– 44444444 –––– 92%92%92%92%

Financial Financial Financial Financial expensesexpensesexpensesexpenses –––– 7777 –––– 15151515 + 8+ 8+ 8+ 8

Net Net Net Net profitprofitprofitprofit –––– 14141414 12121212 –––– 26262626
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Page 14Group gross sales (in CHF m)

- 62- 62- 62- 62

 - 38 - 38 - 38 - 38 +41+41+41+41
1607

1548

GrossGrossGrossGross salessalessalessales unchangedunchangedunchangedunchanged afterafterafterafter currencycurrencycurrencycurrency adjustmentadjustmentadjustmentadjustment

– 59 million, or – 3.7%

2008200820082008 2009200920092009

Currency

Like-for-like Location
optimisation
& expansion

– 2.6%
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Page 15

1129112911291129
1075107510751075

+ 8+ 8+ 8+ 8
- 62- 62- 62- 62

Effect of exchange rates on gross sales

100867

473

EUR
Other FC
CHF

MoreMoreMoreMore thanthanthanthan 2/3 of 2/3 of 2/3 of 2/3 of grossgrossgrossgross salessalessalessales comescomescomescomes fromfromfromfrom foreignforeignforeignforeign----currencycurrencycurrencycurrency regionsregionsregionsregions

CurrencyCurrencyCurrencyCurrency
InfluenceInfluenceInfluenceInfluence

2008 2009

EURmEURmEURmEURm 671671671671 667667667667

EUR EUR EUR EUR 
raterateraterate

1.591.591.591.59 1.511.511.511.51

HigherHigherHigherHigher
salessalessalessales

1111‘‘‘‘548 CHF m.548 CHF m.548 CHF m.548 CHF m.
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Page 16Gross sales by region (in CHF m)

1607

1548

At At At At previouspreviouspreviousprevious year'syear'syear'syear's levellevellevellevel overalloveralloveralloverall afterafterafterafter currencycurrencycurrencycurrency adjustmentadjustmentadjustmentadjustment ((((yearyearyearyear----onononon----yearyearyearyear changechangechangechange in %) in %) in %) in %) 

473

509

295

204
67

CH
DE
AT/SL
Benelux
CEE

----1%1%1%1%

0%0%0%0%

----2%2%2%2%

----1%1%1%1%

+28%+28%+28%+28%

1111‘‘‘‘548 CHF m.548 CHF m.548 CHF m.548 CHF m.
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Page 17

Return to Return to Return to Return to oldoldoldold stock stock stock stock 
storestorestorestore

New sell-off system

InventoryInventoryInventoryInventory levelslevelslevelslevels areareareare heavilyheavilyheavilyheavily influencedinfluencedinfluencedinfluenced bybybyby thethethethe newnewnewnew sellsellsellsell----offoffoffoff systemsystemsystemsystem

S
to

ck
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n

Time

� per sales season

SS 200X AW 200X SS 200X +1 AW 200X +1 SS 200X +2

Time

� per sales season

SS 200X AW 200X SS 200X +1 AW 200X +1 SS 200X +2

O
LD

N
EW

S
to

ck
 

p
er

 c
o

lle
ct

io
n

Return to Return to Return to Return to oldoldoldold stock stock stock stock 
storestorestorestore

85%

15%
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Page 18

21212121
25252525 23232323

16161616

4444

12121212

- 3- 3- 3- 3

- 8- 8- 8- 8

- 2- 2- 2- 2

Inventories

Major Major Major Major streamliningstreamliningstreamliningstreamlining of of of of inventoriesinventoriesinventoriesinventories goinggoinggoinggoing as as as as plannedplannedplannedplanned

31.12.2008 31.12.2009

0000- 13

Problem 
items New sell-off

system Reduced
purchasing

• More than 1/3 of 
stock consisted of 
problem items

• Up to 4 million items
sold off

• Increased sell-off rate 
for current season

• Optimisation of 
purchasing volume

• Stocks reduced by
CHF 109 million, or
13 million items

S
to

ck
(m

ill
io

n)
Pr

o
b

le
m

 i
te

m
s

(m
ill

io
n)

CHF CHF CHF CHF millionmillionmillionmillion 282282282282 173173173173

Million Million Million Million itemsitemsitemsitems 33333333 20202020
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Page 19Influence on gross profit (currency-adjusted)

70707070
64646464

2008

+ 6 million items

Ite
m

s 
so

ld
(m

ill
io

n)
ØØØØ AverageAverageAverageAverage netnetnetnet

salesalesalesale per per per per itemitemitemitem
(CHF)(CHF)(CHF)(CHF)

20.620.620.620.6 18.818.818.818.8

GP GP GP GP marginmarginmarginmargin 64.1%64.1%64.1%64.1% 61.2%61.2%61.2%61.2%

2009

842842842842

802802802802

G
ro

ss
p

ro
fit

(i
n 

C
H

F 
m

ill
io

n)

CHF - 40 million

9.4% 9.4% 9.4% 9.4% moremoremoremore itemsitemsitemsitems soldsoldsoldsold thanksthanksthanksthanks to to to to pricepricepriceprice reductionsreductionsreductionsreductions
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Page 20Operating costs (in CHF million)

731731731731

778778778778

+ 14+ 14+ 14+ 14

- 9- 9- 9- 9

- 23- 23- 23- 23
- 1- 1- 1- 1

- 28- 28- 28- 28

2008 2009

– 47 million, or – 6% 

Currency Personnel
expenses

Rental
expenses

Advertising
and 

promotion
expenses

Other
operating
expenses

OperatingOperatingOperatingOperating costscostscostscosts reducedreducedreducedreduced thanksthanksthanksthanks to to to to savingssavingssavingssavings measuresmeasuresmeasuresmeasures

(in CHF m)
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Page 21Operating costs (in CHF million)

in CHF min CHF min CHF min CHF m 2009200920092009 2008200820082008 ∆∆∆∆ ∆∆∆∆%%%% RemarksRemarksRemarksRemarks

PersonnelPersonnelPersonnelPersonnel expensesexpensesexpensesexpenses

In % of net sales

309309309309

23.6%23.6%23.6%23.6%

321321321321

23.4%23.4%23.4%23.4%
-12121212 - 4%4%4%4%

• Small decline after currency
adjustment

RentalRentalRentalRental expensesexpensesexpensesexpenses

In % of net sales

242242242242

18.4%18.4%18.4%18.4%

237237237237

17.3%17.3%17.3%17.3%
+ 5+ 5+ 5+ 5 + 2%+ 2%+ 2%+ 2%

• Expansion and increased
incidental costs

AdvertisingAdvertisingAdvertisingAdvertising expenditureexpenditureexpenditureexpenditure

In % of net sales

91919191

7.0%7.0%7.0%7.0%

119119119119

8.7%8.7%8.7%8.7%
-28282828 - 24%24%24%24%

• Optimisation of marketing
mix and reduction in 
spending

OtherOtherOtherOther operatingoperatingoperatingoperating costscostscostscosts

In % of net sales

89898989

6.8%6.8%6.8%6.8%

101101101101

7.4%7.4%7.4%7.4%
-12121212 - 12%12%12%12%

• Mainly reduced cost from
streamlining inventories

Total Total Total Total operatingoperatingoperatingoperating costscostscostscosts

In % of net sales

731731731731

55.8%55.8%55.8%55.8%

778778778778

56.8%56.8%56.8%56.8%
-47474747 - 2%2%2%2%

OperatingOperatingOperatingOperating costscostscostscosts optimisedoptimisedoptimisedoptimised in in in in variousvariousvariousvarious areasareasareasareas
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Page 22Group EBITDA (in CHF m)

- 21- 21- 21- 21

 - 40 - 40 - 40 - 40

+ 19+ 19+ 19+ 19
113

71

CostCostCostCost----savingssavingssavingssavings compensatecompensatecompensatecompensate forforforfor somesomesomesome of of of of thethethethe negative negative negative negative influenceinfluenceinfluenceinfluence of of of of currenciescurrenciescurrenciescurrencies and and and and grossgrossgrossgross profitprofitprofitprofit
marginmarginmarginmargin

– 42 million, or – 37%

2008200820082008 2009200920092009

Currency

Reduction in 
GP margin

Cost
savings
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Page 23Overview of regions (in CHF m)

in CHF min CHF min CHF min CHF m 2009200920092009 2008200820082008 RemarksRemarksRemarksRemarks

SwitzerlandSwitzerlandSwitzerlandSwitzerland
GrossGrossGrossGross salessalessalessales

EBITDAEBITDAEBITDAEBITDA

473473473473

70707070

478478478478

75757575

• Switzerland still biggest
earner

GermanyGermanyGermanyGermany
GrossGrossGrossGross salessalessalessales

EBITDAEBITDAEBITDAEBITDA

509509509509

3333

535535535535

18181818

• Margin pressure

• Streamlining of store
portfolio

Austria/SloveniaAustria/SloveniaAustria/SloveniaAustria/Slovenia
GrossGrossGrossGross salessalessalessales

EBITDAEBITDAEBITDAEBITDA

295295295295

11111111

316316316316

20202020

• Focus on optimisation
and expansion

BeneluxBeneluxBeneluxBenelux
GrossGrossGrossGross salessalessalessales

EBITDAEBITDAEBITDAEBITDA

204204204204

---- 3333

216216216216

5555

• Optimisation of store
portfolio

CEECEECEECEE
GrossGrossGrossGross salessalessalessales

EBITDAEBITDAEBITDAEBITDA

67676767

----10101010

62626262

---- 5555

• Neg. currency influence

• Decline in demand (crisis)

Group totalGroup totalGroup totalGroup total
GrossGrossGrossGross salessalessalessales

EBITDAEBITDAEBITDAEBITDA

1548154815481548

71717171

1607160716071607

113113113113

All All All All regionsregionsregionsregions impactedimpactedimpactedimpacted bybybyby economiceconomiceconomiceconomic crisiscrisiscrisiscrisis and and and and streamliningstreamliningstreamliningstreamlining
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Page 24Overview of EBIT to net profit (in CHF m)

in CHF min CHF min CHF min CHF m 2009200920092009 2008200820082008 ∆∆∆∆ ∆∆∆∆%%%% RemarksRemarksRemarksRemarks

EBITEBITEBITEBIT

In % of net sales

4444

0.3%

48484848

3.5%
---- 44444444 ---- 91%91%91%91%

• Slightly higher
depreciation

Financial Financial Financial Financial expensesexpensesexpensesexpenses ---- 7777 ---- 15151515 + 8+ 8+ 8+ 8 + 53%+ 53%+ 53%+ 53%
• Financial costs halved

thanks to much lower net
debt

TaxesTaxesTaxesTaxes ---- 11111111 ---- 21212121 + 10+ 10+ 10+ 10 + 48%+ 48%+ 48%+ 48%
• Large difference in 

results (EBT) between the
national companies

Net Net Net Net profitprofitprofitprofit

In % of net sales

---- 14141414

- 1.0%

12121212

0.9%
---- 26262626 -217%217%217%217%

OperatingOperatingOperatingOperating costscostscostscosts optimisedoptimisedoptimisedoptimised in in in in variousvariousvariousvarious areasareasareasareas
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Page 25Key balance sheet figures

in CHF min CHF min CHF min CHF m 31.12.0931.12.0931.12.0931.12.09 31.12.0831.12.0831.12.0831.12.08 ∆∆∆∆
InventoriesInventoriesInventoriesInventories 173173173173 282282282282 ---- 109109109109

TangibleTangibleTangibleTangible fixedfixedfixedfixed assetsassetsassetsassets 400400400400 428428428428 ---- 28282828

Net Net Net Net debtdebtdebtdebt 15151515 152152152152 ---- 137137137137

Total Total Total Total assetsassetsassetsassets 818818818818 892892892892 ---- 74747474

EquityEquityEquityEquity ratioratioratioratio 59%59%59%59% 56%56%56%56%

Solid Solid Solid Solid financingfinancingfinancingfinancing, , , , veryveryveryvery high high high high equityequityequityequity ratioratioratioratio
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Page 26Free cash flow

in CHF min CHF min CHF min CHF m 2009200920092009 2008200820082008 ∆∆∆∆
Cash Cash Cash Cash flowflowflowflow fromfromfromfrom operatingoperatingoperatingoperating activitiesactivitiesactivitiesactivities 188188188188 103103103103 + 85+ 85+ 85+ 85

Net cash Net cash Net cash Net cash flowflowflowflow fromfromfromfrom investmentinvestmentinvestmentinvestment activitiesactivitiesactivitiesactivities –––– 46464646 –––– 79797979 + 33+ 33+ 33+ 33

Free cash Free cash Free cash Free cash flowflowflowflow 142142142142 24 24 24 24 + 118+ 118+ 118+ 118

Free cash Free cash Free cash Free cash flowflowflowflow up up up up bybybyby CHF 118 CHF 118 CHF 118 CHF 118 millionmillionmillionmillion to CHF 142 to CHF 142 to CHF 142 to CHF 142 millionmillionmillionmillion
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Page 27Capital spending (in CHF million)

in CHF min CHF min CHF min CHF m 2009200920092009 2008200820082008 ∆∆∆∆ ∆∆∆∆%%%% RemarksRemarksRemarksRemarks

Store Store Store Store openingsopeningsopeningsopenings 20202020 27272727 ---- 7777 - 26%26%26%26% • Fewer openings

RenovationsRenovationsRenovationsRenovations 9999 36363636 ---- 27272727 ---- 75%75%75%75%
• Development of a new

store design concept

InfrastructureInfrastructureInfrastructureInfrastructure 17171717 16161616 + 1+ 1+ 1+ 1 + 6%+ 6%+ 6%+ 6% • Mainly IT

Total Total Total Total capitalcapitalcapitalcapital spendingspendingspendingspending 46464646 79797979 ---- 33333333 - 42%42%42%42%

New New New New storestorestorestore designdesigndesigndesign conceptconceptconceptconcept in in in in developmentdevelopmentdevelopmentdevelopment: : : : sharpsharpsharpsharp reductionreductionreductionreduction in in in in renovationsrenovationsrenovationsrenovations
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Page 28Financial outlook for 2010

• Renewal at all levels in 2010 and 2011

• Streamlining of inventories finalised in Q1 2010

• Another positive consolidated result expected in 2010

• In a slowly recovering economic environment, management is planning
to double the EBITDA margin to 10% in the medium term
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Page 29Share price 1.1.2009 – 25.02.2010

Charles VCharles VCharles VCharles Vöööögele gele gele gele sharessharessharesshares outperformoutperformoutperformoutperform SPISPISPISPI

Charles VCharles VCharles VCharles Vöööögelegelegelegele

SPISPISPISPI
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Page 30Information for investors / key figures

31.12.200931.12.200931.12.200931.12.2009 31.12.200831.12.200831.12.200831.12.2008

BearerBearerBearerBearer sharessharessharesshares NumberNumberNumberNumber 8 800 0008 800 0008 800 0008 800 000 8 800 008 800 008 800 008 800 00

Par Par Par Par valuevaluevaluevalue (par (par (par (par valuevaluevaluevalue reductionreductionreductionreduction decideddecideddecideddecided on on on on 
1 April 2009)1 April 2009)1 April 2009)1 April 2009)

CHFCHFCHFCHF 3.503.503.503.50 4.00 4.00 4.00 4.00 

EndEndEndEnd----yearyearyearyear shareshareshareshare pricepricepriceprice CHFCHFCHFCHF 37.0037.0037.0037.00 27.5027.5027.5027.50

Share Share Share Share pricepricepriceprice
---- yearyearyearyear highhighhighhigh
---- yearyearyearyear lowlowlowlow

CHFCHFCHFCHF
CHFCHFCHFCHF

48.0548.0548.0548.05
28.0028.0028.0028.00

98.9098.9098.9098.90
27.5027.5027.5027.50

AverageAverageAverageAverage dailydailydailydaily volumevolumevolumevolume NumberNumberNumberNumber 19 69219 69219 69219 692 22 78022 78022 78022 780

Free floatFree floatFree floatFree float %%%% 90909090 95959595

Market Market Market Market capitalizationcapitalizationcapitalizationcapitalization CHF mCHF mCHF mCHF m 326326326326 242242242242

BookBookBookBook valuevaluevaluevalue per per per per shareshareshareshare CHFCHFCHFCHF 56565656 57575757
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Outlook 2010 Outlook 2010 Outlook 2010 Outlook 2010 –––– 2012201220122012
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Page 32Strategic objective

Charles VCharles VCharles VCharles Vöööögele on gele on gele on gele on thethethethe way to way to way to way to becomingbecomingbecomingbecoming oneoneoneone ofofofof

Europe'sEurope'sEurope'sEurope's leadingleadingleadingleading verticalverticalverticalvertical fashionfashionfashionfashion companiescompaniescompaniescompanies

• Press ahead with verticalisation

• Improve image of overall brand

• Increase fashion credibility

• Faster processes

• More efficient organisational structure

• Qualitative expansion

>> >> >> >> ImproveImproveImproveImprove shopshopshopshop----floorfloorfloorfloor productivityproductivityproductivityproductivity
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Page 33

Optimising processes along the whole value chain

Renewal at all levels 2010 - 2012

Change management

Time to market

Brand 
management Sourcing Merchandising POS

• Double the
tempo of 
collections

• New ranges

• Own sourcing
offices in India
and Bangladesh

• Centralisation
• NOS 

• Marketing
• Store design
• Expansion
• E-commerce

Supply chain
management

• Centralising
distribution
logistics

• Centralising merchandising and logistics
• Separating brand management, sourcing and merchandising
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Page 34Old stock

PhysicalPhysicalPhysicalPhysical reductionreductionreductionreduction in in in in oldoldoldold stockstockstockstock

• Substantial, one-off clear-out of old stock 
since April 2009

• Modified discounting policy ensures that
after the end of March 2010 no item will be older
than 18 months

• Modified purchasing policy of current items -> 
stocks of current season's clothes reduced

>> >> >> >> PrerequisitePrerequisitePrerequisitePrerequisite forforforfor operational operational operational operational measuresmeasuresmeasuresmeasures alongalongalongalong thethethethe
wholewholewholewhole valuevaluevaluevalue chainchainchainchain



M
ed

ia
 a

nd
 a

na
ly

st
s

co
nf

er
en

ce
M

a
rc

h
2

0
1

0
•

C
ha

rl
es

 V
ö

g
el

e 
G

ro
up

Page 35Renewal at all levels

Optimising processes along the whole value chain:

Change Change Change Change managementmanagementmanagementmanagement

Time to Time to Time to Time to marketmarketmarketmarket

Brand 
management Sourcing Merchandising POS

Supply chain
management

• Centralising merchandising and logistics
• Separating brand management, sourcing and merchandising

• Double the
tempo of 
collections

• New ranges

• Own sourcing
offices in India
and Bangladesh

• Centralisation
• NOS 

• Marketing
• Store design
• Expansion
• E-commerce

• Centralising
distribution logistics
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Page 36Brand Management / Sourcing / Merchandising

PurchasingPurchasingPurchasingPurchasing specialisedspecialisedspecialisedspecialised bybybyby corecorecorecore competencecompetencecompetencecompetence

• New purchasing organisation: 

- Brand Management to put together the
collection

- Sourcing to procure the collections

- Merchandising to manage all stores

>> >> >> >> SpecialisationSpecialisationSpecialisationSpecialisation increasesincreasesincreasesincreases competencecompetencecompetencecompetence
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Page 37Renewal at all levels

Optimising processes along the whole value chain:

Change Change Change Change managementmanagementmanagementmanagement

Time to Time to Time to Time to marketmarketmarketmarket

Brand 
management Sourcing Merchandising POS

Supply chain
management

• Centralising merchandising and logistics
• Separating brand management, sourcing and merchandising

• Double the
tempo of 
collections

• New ranges

• Own sourcing
offices in India
and Bangladesh

• Centralisation
• NOS 

• Marketing
• Store design
• Expansion
• E-commerce

• Centralising
distribution logistics
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Page 38Brand Management

CollectionCollectionCollectionCollection rhythmrhythmrhythmrhythm doubleddoubleddoubleddoubled

• Tempo of collections doubled from
4 to 8 per year

• Make the stores more attractive

• Shorter stock life cycles

>> >> >> >> AlwaysAlwaysAlwaysAlways newnewnewnew colourscolourscolourscolours and and and and fashionsfashionsfashionsfashions on on on on thethethethe shopshopshopshop
floorfloorfloorfloor
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Page 39Brand Management

New New New New rangesrangesrangesranges areareareare beingbeingbeingbeing introducedintroducedintroducedintroduced

• Stockings/socks

• Lingerie / underwear

>> >> >> >> IncreaseIncreaseIncreaseIncrease averageaverageaverageaverage spend per spend per spend per spend per visitvisitvisitvisit
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Page 40Brand Management

ExistingExistingExistingExisting rangesrangesrangesranges also also also also beingbeingbeingbeing expandedexpandedexpandedexpanded

• Accessories

• Jeans 

• Grandiosa

• Leisurewear – casual

>> >> >> >> IncreaseIncreaseIncreaseIncrease fashionfashionfashionfashion credibilitycredibilitycredibilitycredibility
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Page 41Renewal at all levels

Optimising processes along the whole value chain:

Change Change Change Change managementmanagementmanagementmanagement

Time to Time to Time to Time to marketmarketmarketmarket

Brand 
management Sourcing Merchandising POS

Supply chain
management

• Centralising merchandising and logistics
• Separating brand management, sourcing and merchandising

• Double the
tempo of 
collections

• New ranges

• Own sourcing
offices in India
and Bangladesh

• Centralisation
• NOS 

• Marketing
• Store design
• Expansion
• E-commerce

• Centralising
distribution logistics



M
ed

ia
 a

nd
 a

na
ly

st
s

co
nf

er
en

ce
M

a
rc

h
2

0
1

0
•

C
ha

rl
es

 V
ö

g
el

e 
G

ro
up

Page 42

Additional Additional Additional Additional sourcingsourcingsourcingsourcing officesofficesofficesoffices openedopenedopenedopened in in in in AsiaAsiaAsiaAsia

• Own sourcing offices in India and Bangladesh 
since start of November 2009

• 75% via our own sourcing offices (China,  
Bangladesh, India)

• 400 suppliers

• 90% of production comes from Asia

• 70 million items of clothing per year

• Quality standards and consistency assured

• New Vice President Sourcing from 1 April 2010

Sourcing

>> >> >> >> BetterBetterBetterBetter qualityqualityqualityquality and and and and controlcontrolcontrolcontrol
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Page 43Renewal at all levels

Optimising processes along the whole value chain:

Change Change Change Change managementmanagementmanagementmanagement

Time to Time to Time to Time to marketmarketmarketmarket

Brand 
management Sourcing Merchandising POS

Supply chain
management

• Centralising merchandising and logistics
• Separating brand management, sourcing and merchandising

• Double the
tempo of 
collections

• New ranges

• Own sourcing
offices in India
and Bangladesh

• Centralisation
• NOS 

• Marketing
• Store design
• Expansion
• E-commerce

• Centralising
distribution logistics
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Page 44Merchandising

MerchandiseMerchandiseMerchandiseMerchandise Management Management Management Management isisisis beingbeingbeingbeing centralisedcentralisedcentralisedcentralised

• Allocation of stock to stores is managed centrally

• The flow of stock can be adjusted for each country

• Centralisation of the supply chain process

>> >> >> >> FasterFasterFasterFaster and and and and moremoremoremore preciseprecisepreciseprecise stock stock stock stock controlcontrolcontrolcontrol
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Page 45Merchandising

Brand Brand Brand Brand managementmanagementmanagementmanagement focusedfocusedfocusedfocused on on on on formatsformatsformatsformats

• Fashion themes allocated to brands

• Coordinates

• Colour themes

• Size slots

>> Fashion >> Fashion >> Fashion >> Fashion themesthemesthemesthemes moremoremoremore visiblevisiblevisiblevisible
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Page 46Merchandising

Proportion of Proportion of Proportion of Proportion of nevernevernevernever----outoutoutout----ofofofof----stockstockstockstock itemsitemsitemsitems isisisis doubleddoubleddoubleddoubled

• Proportion of NOS doubled to 15%

• Continuity in the ranges

>> >> >> >> EnsuringEnsuringEnsuringEnsuring thethethethe availabilityavailabilityavailabilityavailability of of of of essentialsessentialsessentialsessentials
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Page 47Renewal at all levels

Change Change Change Change managementmanagementmanagementmanagement

Time to Time to Time to Time to marketmarketmarketmarket

Brand 
management Sourcing Merchandising POS

Supply chain
management

Optimising processes along the whole value chain:

• Centralising merchandising and logistics
• Separating brand management, sourcing and merchandising

• Double the tempo 
of collections

• New ranges

• Own sourcing
offices in India
and Bangladesh

• Centralisation
• NOS 

• Marketing
• Store design
• Expansion
• E-commerce

• Centralising
distribution logistics
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Page 48Supply Chain Management 

LogisticsLogisticsLogisticsLogistics centralisedcentralisedcentralisedcentralised

• The doubling of the collection tempo has a big
influence on logistics

• Flow of goods managed via 3 regional distribution
centres

• Delivery to individual stores via distribution hubs

>> >> >> >> FasterFasterFasterFaster and and and and moremoremoremore efficientefficientefficientefficient distributiondistributiondistributiondistribution
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Page 49Renewal at all levels

Optimising processes along the whole value chain:

Change Change Change Change managementmanagementmanagementmanagement

Time to Time to Time to Time to marketmarketmarketmarket

Brand 
management Sourcing Merchandising POS

Supply chain
management

• Centralising merchandising and logistics
• Separating brand management, sourcing and merchandising

• Double the tempo 
of collections

• New ranges

• Own sourcing
offices in India
and Bangladesh

• Centralisation
• NOS 

• Marketing
• Store design
• Expansion
• E-commerce

• Centralising
distribution logistics
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Page 50POS - Marketing

MoreMoreMoreMore emotional emotional emotional emotional marketingmarketingmarketingmarketing

• Target-group specific advertising since autumn
2009

• Sharper profile for the brands

• Marketing adjusted to the requirements of each
country

>> >> >> >> ImprovingImprovingImprovingImproving thethethethe image and image and image and image and strengtheningstrengtheningstrengtheningstrengthening thethethethe
brand brand brand brand profileprofileprofileprofile
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Fashion brochure
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Fashion brochure
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Fashion brochure
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Fashion brochure
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Casablanca
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Casablanca
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Casablanca
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Image Campaign
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Image Campaign
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Image Campaign



M
ed

ia
 a

nd
 a

na
ly

st
s

co
nf

er
en

ce
M

a
rc

h
2

0
1

0
•

C
ha

rl
es

 V
ö

g
el

e 
G

ro
up

Image Campaign
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Page 62POS - Store Design Concept

New New New New storestorestorestore designdesigndesigndesign conceptconceptconceptconcept implementedimplementedimplementedimplemented

• Concept tested in Germany and in Switzerland

• Group's flagship store opened in Zurich,
March 2010

• Charles Vögele brands presented in shop-in-shops

>> >> >> >> CustomerCustomerCustomerCustomer----friendlyfriendlyfriendlyfriendly ambienceambienceambienceambience increasesincreasesincreasesincreases feelfeelfeelfeel----
goodgoodgoodgood factorfactorfactorfactor
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Store Weinfelden
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Store Lancy
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Charles Vögele Brand Shops



M
ed

ia
 a

nd
 a

na
ly

st
s

co
nf

er
en

ce
M

a
rc

h
2

0
1

0
•

C
ha

rl
es

 V
ö

g
el

e 
G

ro
up

Charles Vögele Brand Shops
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Generous Entrance Zone 
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Main Departments
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Children‘s Department
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Changing Rooms
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Cash Desk
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Page 72POS – E-commerce

EEEE----commercecommercecommercecommerce introducedintroducedintroducedintroduced

• New Vice President E-Commerce since
start of February 2010

• Introduction of online shop planned for Switzerland,  
Germany, Austria 2011

• Key functions of merchandising & marketing, in-
house

• All other functions, e.g. logistics, call centre, 
customer service, external

>> >> >> >> ForwardForwardForwardForward----lookinglookinglookinglooking salessalessalessales channelschannelschannelschannels
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Page 73Formats and Locations

Expansion potential Expansion potential Expansion potential Expansion potential withwithwithwith all all all all formatsformatsformatsformats

• 300 – 500 m2

• 600 – 800 m2

• > 1000 m2

• Expansion in all locations

• City locations

• Shopping malls

• Retail parks

>> Expansion potential >> Expansion potential >> Expansion potential >> Expansion potential despitedespitedespitedespite saturatedsaturatedsaturatedsaturated marketsmarketsmarketsmarkets
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Page 74Expansion

StreamliningStreamliningStreamliningStreamlining and and and and expansionexpansionexpansionexpansion of of of of storestorestorestore portfolioportfolioportfolioportfolio

• Potential analysis carried out in autumn 2009

• Expansion and streamlining of store portfolio
based on profitability benchmarks

• Focus on main markets

• Switzerland

• Southern Germany

• Austria

>> >> >> >> LikeLikeLikeLike----forforforfor----likelikelikelike growth and growth and growth and growth and qualityqualityqualityquality----drivendrivendrivendriven
expansionexpansionexpansionexpansion
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Page 75Outlook

• Operating environment for clothing retailers
still difficult

• Still weighed down by old stock in first half-year

• Despite clear-out of old stock up to March 2010, 
positive group result expected for year as a whole

• Medium-term goal: EBITDA margin of 10%
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Page 762010/2011 reporting

• Shareholders' Meeting on the 2009 financial year 14 April 2010

• Media and analysts conference on the 1st half of 2010 24 August 2010

• Media and analysts conference on the 2010 results 8 March 2011
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Page 77Thank you for your attention.

((Bild einfügen))
ThankThankThankThank youyouyouyou forforforfor youryouryouryour
attentionattentionattentionattention


