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Certain of the matters di scussed in this document about our &aniah, store r subs

openings and closings, product introductions, sales, sales growth, sales trends, store traffic, Richemont's strategy and initiatives and the pace

of executionthereon, Ri ¢ h e m @bjectiyes to compete in the global luxury market and to improve financial performance, retail prices,

gross margin, operating margin, expenses, interest expense and financing costs, effective tax rate, net earnings and net earn ing s per share,

share count, inventories, capital expenditures, cash flow, liquidity, currency translation, macroeconomic conditions, growth opp ortunities,
litigation outcomes and recovery related thereto, contributions to Richemont pension plans, certain ongoing or planned real e state, product,
marketing, retail, customer experience, manufacturing, supply chain, information systems development, upgrades and replacemen t, and

ot her operational and strategic initiatives, and all ot hdookingt atememeat s
the meaning of the Private Securities Litigation Reform Act of 1995.

Such forward -looking statements are subject to risks and uncertainties, which could cause actual results to differ materially fr om those
anticipated. Such statements are based on managementds bel i ef s ilabtetowel |
management . When used herein, the words oOmayé, Oshoul doé, oOestinmatdédq, 0Op
opotential é, oO0goal 6, O0Ostrategyo6, oOotargeto, owill 6, O0seekd eoondentifyfarwardat i ons
looking statements.

Factors that may cause actual results to differ are often presented with the forward -looking statements themselves. Other facto rs that could
cause actual results to differ materially from those contemplated in any forward -looking statements may include, but are not lim ited to:

economic, geo -political, capital markets and business conditions, trends and events around the world and in the markets in which Richemont
operates; changes in interest and foreign currency exchange rates, and changes in currency control laws; changes in taxation policies and
regulations; the possibility of the imposition of new taxes on imports and exports and new tariffs and trade restrictions and ch anges in tariff

rates and trade restrictions; shifting tourism trends; regional instability; violence (including terrorist activities); cyber security events affecting
Richemont and related costs and impact of any disruption in business; political activities or events; weather conditions that ma y affect local

and tourist consumer spending; consumer confidence, disposable income, credit availability, spending levels, shopping pattern s,debt levels,

and demand for certain merchandise; trends in consumer shopping habits around the world and in the markets in which Richemont op erates;
shifts in Richemont's product and geographic sales mix; variationsin the cost and availability of diamonds, gemstones and precious metals;

adverse publicity regarding Richemontand its products, Ri ¢ h e mahird-gady vendors or the diamond or jewellery industry more generally;

any non -compliance by third -party vendors and supplierswith  Ri ¢ h e maaourciBgsand quality standards, codes of conduct, or contractual
requirements, as well as applicable laws and regulations; initiatives of competitors, competitors' entry into and expansion i n Richemont's

markets, and competitive pressures; disruptionsimpacting Richemont's business and operations; the availability of necessary personnel to staff
Richemont's boutiques and other facilities; the availability of skilled labour in areas in which new boutiques and facilities are to be ¢ on structed

or existing boutiques and facilities are to be relocated, expanded or remodelled; delays in the opening of new, expanded or r elo cated

boutiques and facilities; failure to successfully implement or make changes to Ri ¢ h e manfotméatien systems; and Ri ¢ h e mabilityfos
successfully control costs and execute on, and achieve the expected benefits from, the operational and strategic initiatives referenced

above.

All of the forward -looking statements made in this document are qualified by these cautionary statements and we cannot assure yo u that the
results or developments anticipated by management will be realized or, even if realized, will have the expected consequences to, or effects

on, us or our business, prospects, financial condition, results of operations or cash flows. Readers are cautioned not to pl ace undue reliance

on these forward -looking statements in making any investment decision. Forward -looking statements made in this document apply o nly as of

the date of this document. While we may elect to update forward -looking statements from time to time, we specifically disclaim any

obligation to do so, even in light of new information or future events, unless otherwise required by applicable laws.
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H1-18 RESULTS

tUHighlights

UReview of Operations
UFinancial Review
tuConclusion

UQ&A Session
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H1-18 KEY FIGURES

U Sales increased 12% at constant rates; 10% at

Sales

actual In @ million

; : . N Sept 17 | s 05

AGrowth In all segments, regions and distribution Sept 16 5 086
channels

ADouble digit growth in jewellery and watches Operating profi

A+8% at constant exchange rates,  excluding the Sept17 1 166
prior year p e r i ouy édacks Sept 16 798

AFavourable comparative figures

Profit for the period
In 0 million

sept17 [ o7

Sept 16 540

U Operating profitup 46% to G1 166m

U Profit for the period increased 80% to  (974m

Cash flow from operations
In G million

(i Cash flow from operations rose 66%to  (i1.1bn sept 17 [N 1 108
Sept 16 666
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Review of
Operations

Van Cleef & Arpels

Haute Joaillerie, place Vendome since 1906
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H1-18 SALES IN EUROPE

U Sales up by 3%
U Adverse impact from  strengthening euro
U Varied performances  within the region
AStable performance in France
AStrong growth inthe United Kingdom

AModerate growth in most other major markets

8% 8%

16% 29% Europe

sept 17 I 1 o2 ® s o

+3% at Americas
constant rates
Sept 16 1587 Japan
in Om @ WMiddle East/Africa

39%
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H1-18 SALES IN ASIA PACIFIC

U Double digit increases in most markets

AStrong growth in mainland China, Korea, Macau

AReturn to growth in Hong  Kong

U Strong growth in jewellery and watches

+25% at
constant rates

8%

16% .

sept 17 | 2 175

Sept 16 [T 1769

inim

16%\‘~

=

12%

8%

-

11%

29%

Europe

Hong Kong

China

Rest of Asia
Americas

Japan

Middle East/Africa
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H1-18 SALES IN AMERICAS

U 10% growth on strength of jewellery

APartly supported by the reopening of the Cartier flagship store in New York
and the new Van Cleef & Arpels Miami Design District store

U Noteworthy performances from Peter  Millar and Piaget

8% 8%
Europe

16% /
+10% at sept 17 | 590

ny, °
. Asia Pacific
Americas
29%
constant rates Japan
sept16 [ sz ® Widdie East/Africa
inim

39%
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H1-18 SALES IN JAPAN

U 7% growth driven by
AJewellery and watches

Alncreased domestic and tourist spending

ASoft comparative figures

U Positive impact from the Ginza  flagship stores of Cartier, Van
and Piaget

8% g%
Yy
16%

cea Sert17 [N 7o 20%
constant rates
sept 16 [N 477

indm

39%

Cleef & Arpels

Europe

Asia Pacific
Americas

Japan

Middle East/Africa
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H1-18 SALES IN THE MIDDLE EAST AND AFRICA

U Subdued growth impacted by geopolitical uncertainties

U Good performance in  watches and writing instruments

Europe

Asia Pacific

16% _
Americas

sept 17 [N 438 29%

W
+3% at Japan
constant rates Sept 16 _ 432 ‘ @ Middle East/Africa

inim

39%
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H1-18 SALES BYDISTRIBUTION CHANNEL

U Double digit growth in both channels

ARetail supported by double digit growth in jewellery, watches, Asia Pacific,
Japan and the Americas

AWholesale benefited from strong watch and clothing sales following the
prior year period buy -backs

Retalil

Sept 17 3293

+13% at
constant rates

2971
n om 59%

Wholesale

Sept 17

Sept 16

41%

M Retail
M Wholesale

2312

+11% at
constant rates

Sept 16 2115

in m
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H1-18 SALES BY PRODUCT LINE

u Growth in all major product categories

4% 4%

Watches

U Sustained growth in  jewellery

Jewellery

U Strong increases in  watches supported by
non -recurrence of inventory buy -backs

Leather Goods
@ Clothing

Writing Instruments

U Good growth in  clothing and more measured

growth in leather goods 39% oer

6 months am Sept 17 Sept 16 Constant rates Actual rates

Watches 2 387 2103 15% 14%
Jewellery 2189 1962 14% 12%
Leather goods 379 367 5% 3%
Clothing 202 193 7% 5%
Writing Instruments 199 198 2% 1%
Other 249 263 -4% -5%
Total sales 5 605 5 086 12% 10%
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H1-18 SEGMENT HIGHLIGHTS

tJewellery Maisons segment operating margin strong at 31%

U Specialist Watchmakers segment operating margin recovered to 19%

U Other businesses returned to profitability
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H1-18 PERFORMANCEO JEWELLERY MAISONS

U Double digit sales growth on easier comparatives
AStrong sales in jewellery and watches

Almprovements in all regions

Ulncreased operating margin

ABroadly in line with H1 -17 excluding inventory buy -backs in prior year period

Period
6 months 0 m Septl7 Sept 16 change
Sales 3163 2 755 +15%
Operating result

981 756 +30%
31.0% 27.4% +360bps

Operating margin

RICHEMONT



H1-18 JEWELLERY MAISONS

U Double digit growth

Aln most regions, particularly strong in Asia Pacific

ANon -recurrence of the prior year period
Inventory buy -backs

AStrong retail sales supported by 6-month impact
of New York Fifth Avenue and Tokyo Ginza
flagship stores reopening

ASuccess of the Tank, Ballon Bleu and relaunched
Panthére watch collections

AStrong jewellery sales, including Juste un Clou
and Love; new high jewellery collection
Résonance launched this summer

Juste un Clou
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H1-18 JEWELLERY MAISONS

Van Cleef & Arpels

U Double digit growth
AStrong growth in most regions

APositive reception of new  high jewellery collection,
Le Secret, and relaunched jewellery collection
Frivole

ANew stores in Tokyo Ginza and Toronto  Yorkdale
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Le Secret collection

Van Cleef & Arpels

Haute Joaillerie, place Vendome since

Frivole
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H1-18 PERFORMANCEs SPECIALIST WATCHMAKERS

U Sales improved in both retail and wholesale

AGrowth is retail led
AVaried across Maisons and regions

U Operating margin rebounded to 19%

Period
6 months 0 m Septl7 Sept 16 change
Sales 1527 1 445 +6%
Operating result 294 187 +57%

Operating margin 19.3% 12.9% +640bps
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H1-18 SPECIALIST WATCHMAKERS

PIAGET x

: VACHERON CONSTANTIN
U Growth across regions, t » U Growth driven by Asia  Pacific
product lines and '

distribution channels U Successful Patrimony and

Overseas collections

U Possessionjewellery,
Limelight Gala and Polo S
watches performed
particularly well g= .

Sunlight
Journey

Patrimony Retrograde
Date & Moon Phase

Limelight Gala

o Havg,

ROGER DUBUIS

P> GLASHUTTE I/sa

U Strong performance in most
regions

U Varied regional performance

U Lange 1and Saxonia new
references well received U Successful launch of Excalibur

Aventador

Saxonia Moon Phase Excalibur Aventador
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H1-18 SPECIALIST WATCHMAKERS

«JAEGER-LECOULTRE>

U Sales broadly in line with the
prior year period, driven by
retail

U Good performances of
Rendez -vous and Master
Ultra Thin

Master Ultra Thin

Moon Phase

OFFICINE PANERAI

FIRENZE 1860

U Sales increased in all regions,
driven by Asia Pacific

U Luminor collection
performed particularly well

Luminor 1950 Carbotech 3 days o
49mm, PANERAI LAB-ID™

IWC

SCHAFFHAUSEN

U Growth in sales led by
Asia Pacific

U Successful relaunch of
Da Vinci collection

Da Vinci Automatic
Moon Phase 36

()

BAUME&MERCIER

MAISON D'HORLOGERIE GENEVE 1830

U Growth in Middle East,
challenging elsewhere

u Launch of Clifton Club, a new
elegant sport watch

Clifton Club
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H1-18 PERFORMANCEO OTHER

U Modest growth
AGood growth in Asia Pacific and Europe

AMost Maisons in positive territory, including Alfred Dunhill and Lancel

U Operating result turned positive following one -time items of G67m in the prior
year period

Period
6 months am Sept1l7 Sept 16 change
Sales 915 886 +3%
Operating result 6 -40 +115%

Operating margin 0.7% -4.5% +520bps
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H1-18 OTHER

MONT
BLANC

U Good sales performance
AProgress in most regions and product lines
ASolid growth in leather goods
AWatches performed well

UNew Summit smartwatch

URejuvenated TimeWalker

AAccelerated implementation of the new retail
concept, now in 56 internal stores

1926 Montblanc Heritage
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H1-18 OTHER

Chloé

Jonhd

U Good media response to first show
of new Artistic Director Natacha
Ramsay -Levi in September

U Leather goods, New Bond Street
store opening and digital flagship
drove increase in retail sales

Fall Winter 17

U Return to growth led by Asia
Pacific, clothing and online sales

ULaunch in September 2017 of the
first menswear collection under
new Creative Director Mark
Weston

Fall Winter 17
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