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Excellence for us is both an aspiration and a promise.
It is founded on the creativity and experience of our staff and
long-standing partnerships with suppliers of renown.
We constantly reinvent it by developing unique products of
unsurpassed quality. It is underpinned by disciplined
marketing and expressed in the way we communicate.
We strive to achieve our goals with enthusiasm and commitment,
driven by the ambition to be a reliable and efficient partner
and an exemplary company in everything we do.
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art & fragrance at a glance

Distribution of points of sale

Total Crystal and Jewellery

700

Total Perfumes / Cosmetics

North America

12 800

11.3
7.6

18.9
Revenue by brand

45 %

Lalique Crystal

2%

Bentley Fragrances

5%

Parfums Grès

11 %

South America

Jaguar Fragrances

0.5
1.9

5%

5%

Lalique Jewellery

Parfums Samouraï

7%

2.4

20 %

Ultrasun

Lalique Parfums

Key figures 2013
Revenue

in CHF millions

118.7
2013

111.3
2012

EBIT

Net Group result

EBIT margin

in CHF millions

in CHF millions

in %

9.4
2013

5.8

13.1

2013

2012

9.7
2012

Equity

Equity ratio

Net borrowings

in CHF millions

in %

in CHF millions

80.5
2013

69.2
2012

36.0
2013

71.9

35.0
2012

2013

02

63.5
2012

8.0
2013

11.8
2012

Number of employees

550
2013

436
2012
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REVENUE BY REGION
in CHF millions

Total Crystal and Jewellery

Total Perfumes / Cosmetics

59.4

59.3

Total revenue

118.7

Europe

30.2
26.5

56.7

Asia

12.7
10.8

Near and
Middle East

23.5

4.7
12.5

Revenue
Crystal and Jewellery
Revenue
Perfumes / Cosmetics
Total revenue
by region

17.2

Share statistics (CHF)
Share information

Earnings per share

SymbolARTN
Security no.

3381329

ISINCH0033813293
The registered shares of Art & Fragrance
are listed on the BX Berne eXchange.

1.16

Equity per share

2.00

2013

2012

2013

03

2013

14.19
2012

Share price low

Share price high

24.90

15.45

22.50
2012

18.05
2013

18.05
2012
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Silvio Denz and Roger von der Weid

Foreword
Ladies and Gentlemen

The perfumes segment generated revenue of CHF 52.6

Art & Fragrance made pleasing progress in 2013, both in

million, a year-on-year increase of 7 %. The pricing pres-

strategic and operational terms.

sure on the Cabotine lines was more than offset by the
strong growth recorded by Lalique Parfums and the

Group operating revenue was up 7 % on the previous year

launch of the new Bentley Fragrances brand. EBIT came

to CHF 118.7 million. The 27 % rise in personnel costs and

in at CHF 8. 8 million.

10 % increase in operating expenses were attributable to
the insourcing of the filling and logistics operation – ac-

Lalique Parfums boosted its revenue by a very respecta-

quired in January 2013 and since renamed Art & Fragrance

ble 33 % and kept margins stable at a high level, posting

Services (AFS) – including one-off costs for its integration

good sales mainly in (Eastern) Europe, the Near and Mid-

into the perfumes segment as well as for capacity expan-

dle East and the USA. We were very gratified by the in-

sion. On the other hand, the gross margin in the perfume

creased listings in the travel retail segment as this under-

segment rose by 2.4% and offers potential for further im-

pins the steadily growing reputation of the brand.

provement since it was affected by outsourcing costs

Together with the new Satine and L’Amour lines the

in the reporting year. Through this strategic acquisition

launch of Encre Noire Sport is expected to provide a

Art & Fragrance has secured an important link in its value

further boost this coming autumn.

chain, a move that is expected to ensure greater security
in planning and increased efficiency. Investments in AFS,

Jaguar Fragrances continued to perform well, achieving a

the Lalique manufacturing plant and new points of sale

small increase in revenue of 1 %, fuelled in particular by

amounted to over CHF 11.0 million. Owing to higher write-

strong sales in Europe and the Middle East. The gross

downs relating to investments and negative currency ef-

margin shrank slightly as a result of the focus on more

fects, the net Group result was 40 % lower at CHF 5. 8 mil-

fashionable lifestyle products in a higher price bracket.

lion.

We aim to make up this lost ground by increasing sales
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Foreword

revenues, for example through new product launches

jewellery segment was up 30 % and will gain further mo-

such as the recent Innovation range, whose Eau de Toi-

mentum through the planned opening of the first

lette and Eau de Cologne made a pleasing debut.

Lalique Joaillerie Boutique on Rue de la Paix in Paris.
In 2013 new sales outlets were opened in Bal Harbour /

At Parfums Grès, the situation of the classic Cabotine line

Miami, Casablanca, Las Vegas, Manila, Muscat, Shanghai

stabilized in the second half of the reporting year after

and Zurich.

coming under heavy price pressure due to repeated cases
of counterfeiting. Revenue was down 37 % for the year as

Looking ahead, we are confident of maintaining solid

a whole. The newly launched Madame Grès line perfor

growth in all segments. Insourcing perfume production

med well, and the new Collection Lumière line from the

and logistics secured our independence from external

time-honoured brand is expected to provide a further

service providers and laid the foundations for further

boost over the course of the current year.

margin improvements. At the same time, we are evaluating new brands and licences to complement our portfolio

Parfums Samouraï posted a 16 % drop in licensing reve-

in the perfume segment, although the success of such ac-

nues following revision of the terms for hair and bathing

quisitions is difficult to predict. Ultrasun is set to build on

products due to the persistence of tense market condi-

its most recent successes with a new market presence,

tions in Japan, its primary market. However, sales of

promoting further expansion. Lalique will continue the

Samouraï perfumes remained stable, a positive perfor-

systematic implementation of its strategy, with a particu-

mance given the market environment. The new Samouraï

lar focus on the jewellery and art segments. We are

lines Sweet Love, Blooming Love, Stay Cool, Catch Her

poised to announce new partnerships with internationally

und Get Up should provide further momentum for the

renowned artists over the coming months, raising the

brand, which has a firm foothold in the Japanese market,

global profile of the time-honoured brand and establish-

and serve as a springboard for entry into new Asian mar-

ing Lalique’s position of prominence in the world of art.

kets.
A landmark event in 2013 was the revamp of the compaThe new Bentley Fragrances brand generated pleasing

ny’s logo and market presence, according to the motto

sales, meeting our expectations for the launch year.

“made by excellence”. Excellence for us is both an aspira-

The forthcoming expansion of the range with the Bentley

tion and a promise. It is founded on the creativity and

Azure line will further raise awareness of the still fledgling

experience of our staff, on long-standing partnerships

perfume brand.

with suppliers of renown and on disciplined marketing.
We constantly reinvent it by developing unique products

The cosmetics segment had a very good year. Sales of

of unsurpassed quality. We strive to achieve our goals

Ultrasun sunscreen products improved by 28 % year on

with enthusiasm and commitment, driven by the ambition

year to CHF 8.4 million, with a stable operating margin.

to be a reliable and efficient partner and an exemplary

Sales were especially strong in the UK, and also in the

company in everything we do.

Netherlands, China, Switzerland and Germany. EBIT was
up 26 % to CHF 1. 2 million.

To you, our esteemed shareholders, clients, business partners and employees, we would like to express our heart-

Revenue in the crystal and jewellery segment rose by 4 %

felt thanks for your commitment and confidence.

to CHF 61 . 2 million, while the gross margin improved by
two percentage points. In view of the major expansion of
activities at the Wingen factory, additional personnel, including young glassworkers, were hired. Previous investments in manufacturing were rounded off by the installation of a rotary table press for manufacturing glasses,
carafes and flacons. EBITDA nonetheless increased by
24 % thanks to strict cost management, while EBIT fell to

Silvio Denz
Chairman of the Board of Directors

CHF 0. 2 million owing to higher investment-related writedowns. Our new Lalique Maison and Lalique Art segments
contributed to the pleasing overall operating performance, particularly through exclusive co-branding partnerships, which opened up additional target markets and
strengthened the brand profile. These activities led, at the
beginning of 2014, to the successful launch of a “Crystal
Architecture” collection with the world-renowned archi
tect Zaha Hadid and a collection of exclusive writing instruments with Caran d’Ache. Revenue in the prestige
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Roger von der Weid
Chief Executive Officer
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HighlightS 2013

“CRYSTAL
ARCHITECTURE”
BY ZAHA HADID
The renowned architect, Zaha Hadid, has a worldwide
reputation for her deconstructivist approach and the
innate, fluid lines of her work. She has created two
vases for Lalique: Manifesto and Visio. Both are true
works of art, expressing her personal style and
lending a futuristic verve to the Lalique brand. These
pieces are available in clear and black crystal.

Highlights 2013

“We often look at nature’s systems when
we are creating architecture – at the elegance
of her coherence and beauty.”
Zaha Hadid
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Highlights 2013

HighlightS 2013

Art &
Fragrance
Services
In January 2013, Art & Fragrance took over a Frenchbased production and logistics company. Following
expansion of its capacity, the maceration, filling, conditioning and logistics for all perfume lines have now
been transferred to Art & Fragrance Services.

Art & Fragrance Summary Report 2013
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Highlights 2013

HighlightS 2013

LALIQUE’S
FLAGSHIP STORE
IN ZURICH
The design concept first introduced at the Paris
flagship store in 2012 is rolling out in stages to all
points of sale worldwide. Lalique continues to expand its network of exclusive boutiques, with significant new openings in London (Harrods), Zurich,
Shanghai, Bal Harbour / Miami and Las Vegas during
2013 and 2014.
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Business Model
and Strategy
“As a successful niche player in the luxury goods
sector, Art & Fragrance specialises in
the development and distribution of branded
products. Its businesses include perfumes,
cosmetics, crystal, jewellery and art,
plus high-end furniture and living accessories.”
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Business Model and Strategy

Past to present

A successful niche player

Art & Fragrance, based in Zollikerberg near Zurich, was

Art & Fragrance sees itself as a niche player in an industry

founded in 2000 by Silvio Denz and floated on the Berne

dominated by multinationals and global luxury goods

stock exchange (BX Berne eXchange) in September 2007.

suppliers. The company’s recipe for success is based on

In early 2007, Art & Fragrance secured its entry into the

its special expertise and the wealth of experience of its

cosmetics industry through the acquisition of Ultrasun, a

key employees and partners in the following areas:

high-end Swiss company in the suncare sector, allowing it
to diversify its brand portfolio for the first time. In Febru-

– Realignment and further development of a global

ary 2008, Art & Fragrance acquired Maison Lalique, a com-

luxury brand such as Lalique.

pany rich in tradition which specialises in decorative crys-

– E stablishment and international consolidation of

talware, interior decor, perfumes, jewellery and art. With

new brands such as Bentley Fragrances.

this acquisition, Art & Fragrance completed a significant

– B rand building, with a particularly strong focus on

step in its expansion and extended its activities into the

selected markets, such as the Samouraï line of

perfume sector and the luxury goods business. Since Jan-

perfumes in Japan and other Far Eastern countries.

uary 2011 , Art & Fragrance has held 96 % of the capital of

– Repositioning of brand images, for example the

Lalique, while the remaining shares are held by private in-

modernisation of the Jaguar Fragrances brand

vestors. Art & Fragrance is holding firmly to its expansion

following acquisition of the licence.

course and remains interested in new brands and licences,

– Professional management of global brands such

especially in the perfume sector.

as Parfums Grès.
– Identification of potential and acquisition of new

The portfolio of Art & Fragrance includes the following

brands, also for the purposes of exploiting synergies

brands:

in the perfume and cosmetics segments, as occurred

–	Lalique (brand acquired in 2008)

with Ultrasun and Lalique Parfums.

–	Jaguar Fragrances (licence acquired in 2002)
–	Parfums Grès (licence acquired in 2001;
brand acquired in 2007)

perfumes / cosmetics Business model

–	Parfums Samouraï (licence acquired in 2000;
brand acquired in 2007)
– Bentley Fragrances (licence acquired in 2011)

Between integration and outsourcing – creating value

–	Ultrasun (brand acquired in 2007)

in the right place
In late January 2013, the Art & Fragrance Group took over
a French filling and logistics company and renamed it
Art & Fragrance Services. Since then, the factory has ex
panded in stages to become the Group’s world production and logistics hub for perfumes. This step, completed
in response to growth in the company’s perfume activities, will allow Art & Fragrance to control its entire value
chain in the future. Nonetheless, the Group continues to
operate lean structures and therefore benefits from
shorter decision-making channels than many of its competitors. The development lead time for new products at
Art & Fragrance generally takes four to six months for special editions and line extensions, and up to twelve months
for new product lines. In terms of “time to market”, this

13
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makes the company one of the industry leaders. By con

Brand portfolio

trast, production for the cosmetics segment continues to
be contracted out to a high-end Swiss company. One key
reason for this is the supplier’s valuable product knowhow.
From original idea to finished product
Art & Fragrance is committed to professional, efficient
project management in its product development operations: the teams responsible define the brand strategy
and the related product concept, commission external
specialists to create the fragrance and the design of the
perfume bottle and packaging, and finally decide on the
advertising and marketing material before the products
are ready for distribution. At each stage of this process,
the focus is on selecting the most suitable partner from
the international network of contacts which the company
has built up over the years. The purchasing of components takes place via leading suppliers and manufac
turers. Art & Fragrance conducts quality control checks
throughout the value chain. International distribution is
meanwhile organised via a worldwide network of independent distribution partners and agents. In this way, the
most effective partner for the commercialisation of each
market and brand can be selected to ensure the greatest
possible market penetration.

14
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crystal Business model

jewellery Business model

Unique objects thanks to a century-old tradition

Between integration and outsourcing – savoir-faire at

and expertise

the service of our collections

In the area of crystal products, Art & Fragrance has exper-

The strategy is based on customised development pro-

tise that is unique on the international stage, passed on

cesses for all product lines. It depends on internationali

from generation to generation at the Lalique production

sation and outsourcing, since the highest specialist exper-

site in Alsace. The training to become a fully qualified

tise is an essential competitive factor. Lalique’s experience

“maître verrier” takes up to a decade.

and specialisation in crystal ware com-

Througho ut the history of the company,

bine with the sophisticated skills of the

extending back over more than a century, Lalique has developed unique processes for producing elegantly decorated works of art in crystal. A particular
highlight is the casting of sculptures using the lost-wax casting process. The
glassmasters of Lalique are among the
very few who are still masters of this difficult and artistic craft. In its long histor y, Lalique has specialised in accentu-

118.7
Revenue
in CHF m

“ateliers” or workshops. Lalique ensures
conformity to its quality standards at
every stage of the process, from selection of raw materials through to the
finished product.
Marketing strategy – from rebirth to
growth
For market penetration, Lalique relies
on dealers of high renown, department

ating the transparency and the reflections of glass. After

stores and its own network of sales outlets. Furthermore, in

René Lalique’s death in 1945, production switched from

June 2014, the first boutique dedicated exclusively to the

plain to crystal glass. Traditional craftsmanship combined

jeweller’s art will open in Rue de la Paix, Paris.

with innovative design has forged the inimitable, timeless
style of Lalique products.
From original idea to finished product
The creative teams define the product lines and work
together with the master glassmakers on the technical execution. The molten crystal mass is formed and cooled,
before being cut, chiselled, engraved, sandblasted, pol
ished and satin-finished. Only those pieces that pass
the rigorous quality control process leave the works for
distribution via the worldwide network of own-brand
boutiques, franchisees and external distribution partners.
Lalique is represented through over 700 points of sale
worldwide.

15
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interior design Business model

the opening up of new markets. Since the acquisition of
Lalique Parfums, its sales revenues have risen contin

Precision craftsmanship applied to bold designs

uously. Significant sales growth has also been achieved

Lalique Maison offers high-end furniture items and luxuri-

with Jaguar Fragrances over the last few years. In the

ous home accessories in Art Deco style. These derive from

perfumes segment, Art & Fragrance is well placed to

the company’s creative partnership with
designers Green and Mingarelli. The exquisite lines of furniture and accessories
are manufactured in close co-operation
with first-class suppliers and manufac
turers who share Lalique’s passion for the
finest craftsmanship and superior quality.
Fabric interior fittings and entire lines of
furniture are embellished with crystal
features and well-known Lalique motifs.

achieve further growth at broad and sta-

9.4

The whims of fashion come and go, but
these timeless pieces form a bridge
bet ween classic elegance and contem-

EBIT in
CHF M

porary design.

ble margins, owing much to the successful establishment of Bentley Fragrances
as a brand.
Expansion of brand portfolio in the
perfumes and cosmetics segments
Art & Fragrance aims to secure further
growth in these segments and plans to
incorporate new brands into its portfolio
in the future. Acquisition opportunities
arise from the granting of new licences
by up-and-coming brands and as a result of portfolio reshuffles by luxury

goods groups. The acquisition of the licence rights for
Bentley Fragrances added a further promising brand to
the portfolio in 2011.

Strategy

Lalique: integration and implementation
of the growth strategy

Maintenance and optimisation of existing brand

In the crystal segment, Art & Fragrance has invested signi

portfolio

ficantly in the Wingen-sur-Moder plant and greatly in-

In the perfumes /cosmetics segments, Art & Fragrance

creased its productivity, while also significantly improving

constantly pursues the optimisation and further develop-

the supply chain. The plant now boasts an electronic tank

ment of its brand portfolio. In particular, this involves con-

furnace and automatic presses. Indeed, all production plant

tinuous brand development through the regular launching

and machinery is being overhauled or modernised. The ex-

of new product lines and extensions to existing product

pansion of many of the ateliers has made it possible to

ranges, the optimisation of existing sales channels and

streamline the production processes. Finally, a new logis-
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tics hub has commenced operations next to the production

External growth by means of further acquisitions

buildings. The sales network was further extended by open-

in the luxury goods sector

ing new boutiques at strategic locations as well as increas-

Since the acquisition of Lalique, the primary focus has

ing the number of retail outlets via independent partners,

been placed on new perfume brands and licences. These

franchise owners and distributors, especially in emerging

endeavours are ongoing, although Art & Fragrance contin

markets. In 2012 a new shop concept was
introduced that reflects the lifestyle character of the brand. This was first implemented in the flagship store on Rue Royale in Paris and then rolled out in stages
to all sales outlets worldwide, which are
being successively refurbished. Ultima
tely, the main objective is to increase the
visibility of the brand. In part, this involves
further expansion of the interior design
and architecture segments by extending

ues to scrutinise further opportunities to

550
employees

acquire luxury brands that would constitute a good fit with the existing portfolio.
Central factors governing this process
are the level of strategic fit with existing
activities and products as well as the potential to build up a perfume or cosmetic
brand.
Expansion of business activities
through private labelling

the product range and through targeted sales promotion

With private labelling, Art & Fragrance offers its clients the

measures, primarily with B2B customers. It also involves the

opportunity to create customised perfumes and cosmet-

continuation and intensification of the activities in high-end

ics, for instance with their own company logo. Art & Fra-

jewellery and jewellery-related goods, which were initiated

grance develops high quality products in a number of

back in 2011. In 2014, more than 64 new lines of crystal jew-

price categories, ranging from customised perfume and

ellery are being launched on the market. These round off

cosmetic creations using standard components to luxury

the jewellery range and will ensure further growth. Finally, a

editions which, upon request, can even incorporate crys-

number of joint projects with renowned artists, currently at

tal. Art & Fragrance has built up the requisite expertise for

the planning stage, will be unveiled to the public over the

such business through its many years of activity in the

coming months. These will establish Lalique in a position of

perfume, cosmetics and crystal industries. Thanks to its

prominence in the world of art.

broad network of partners, it can also offer solutions perfectly tailored to client needs and wishes in terms of design and quality.
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Jewellery
20
lalIQUE crYStal
22
lalIQUE JEWEllErY
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Crystal & Jewellery

“Sculpteur
de Lumière”
W 

ith its “haute couture”

brand Parmigiani Fleurier, the wine

crystalware, Lalique

expert James Suckling and the

seeks to position itself

German lighting designer Windfall.

as a timeless, multi-faceted lifestyle

These partnerships achieve

brand. René Lalique owed his fame

exceptional and unsurpassed

as “sculpteur de lumière” (sculptor

creations.

of light) to the charming contrast
between smooth, gleaming matt and
the high gloss of polished crystal
surfaces. The artistic universe of
Lalique rests on five main pillars:
decorative objects, interior décor,
perfumes, jewellery and art. In its
partnerships, Lalique melds its

LALIQUE CRYSTAL

own expertise with the design knowhow of respected artists and houses
of bold flair, such as the well-known
architect Zaha Hadid, the whisky
distiller The Macallan, the watch

Affiliation with Art & Fragrance
Brand acquired in 2008
Share of Art & Fragrance revenue in 2013

45 %

Distribution by market

50 %
Europe

1%

South America

22 %

Asia

8%

Near East
and Middle East

19 %

North America
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frOM
HErItagE tO
rEBIrtH
a

fter more than a century,
the traditional House
of lalique, on Paris’s rue

royale, is reviving the mystique
of its founder, rené lalique. the
company is drawing inspiration from
the priceless legacy of its founder,
an artistic oeuvre which began
in jewellery and evolved into crystal.
this renaissance began in January
2012 with the launch of the collection
of fi ne and designer jewellery,
“l’Odyssée du feu Sacré”. Initially,
the collection was launched on Place
Vendôme in Paris, and later at the
Baselworld trade fair in Basel. Based
on fi re as an element and the phoenix
as a symbol, this historic collection

lalIQUE JEWEllErY

honours Vesta, phoenix in the guise
of a woman and goddess of fi re,
who had the ability to rise anew from
the ashes of extinguished fi re. In
2013, lalique followed on from this
creation with a collection dedicated

affiliaTioN WiTh arT & fragraNce
Brand acquired in 2008
share of arT & fragraNce reveNue iN 2013

5%

to the element of air. “Âmes Sœurs”
(sister spirits) harks back to the myth

DisTriBuTioN By MarKeT

of Eros, the god of love armed with

1%

bow and arrow, and the winged

South america

Psyche. for 2014, lalique presents
the “Soleil de gaïa” (Sun of gaia)
collection, inspired by the element

10 %

62 %

asia

Europe

of earth and the myth of the earth
goddess, gaia. this third “elemental”

18 %

collection from lalique builds on

north america

the bold history of its creative
oeuvre, in which goddesses, fl ora
and fauna enliven the distinctive
themes of its style. the result is a
symbiosis of art nouveau and
art Deco.

22

9%

near East
and Middle East

Crystal & Jewellery

NEW
OPENING
In June 2014, Lalique is opening
a new boutique, which will
be dedicated exclusively to the
jeweller’s art, at:
20, Rue de la Paix
75002 Paris
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PerFuMes
26
lalIQUE ParfUMS
28
lalIQUE HOME fragrancES
30
JagUar fragrancES
32
ParfUMS grèS
34
ParfUMS SaMOUraÏ
36
BEntlEY fragrancES
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Perfumes

“Parfumeur
Cristallier”

line of top-of-the-range feminine
and masculine fragrances, which
have two things in common: distinctive scents, composed of the very
best raw materials, and unique
bottles inspired by the work of René
Lalique. Each product line is accompanied by a limited and signed
crystal edition. In 2013, Lalique

he history of the Lalique

T 

maker François Coty marked the

introduced “Satine”, a new perfume

company and that of

beginning of a collaboration that

for women that embodies its new

perfume are closely inter

gave rise to extraordinary bottles,

feminine ideal: a woman who is

twined, Lalique having played

initially created for Coty, then for

always on the move and lives every

a pioneering role in the develop-

the other great perfume makers of

minute to the full. “Satine” comes

ment of the modern perfume

the era (Roger & Gallet, Houbigant,

in a bottle inspired by Lalique’s

industry. Thus, at the start of the

Molinard …). In 1992, the house

“La Perle Noire” creation and remi-

20 th century, the meeting between

of Lalique launched its first perfume,

niscent of a woman’s pleated skirt,

René Lalique and the perfume-

“Lalique de Lalique”, initiating a

swirling around as she dances.

LALIQUE PARFUMS
Affiliation with Art & Fragrance
Brand acquired in 2008
Share of Art & Fragrance revenue in 2013

20 %

Distribution by market

42 %
Europe

5%

South America

9%
Asia

11 %

North America

33 %

Near East
and Middle East
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lalIQUE HOME fragrancES
affiliaTioN WiTh arT & fragraNce
Brand acquired in 2008
lauNch of The firsT sceNTeD caNDles
late 2012

28

Off
On a
JOUrnEY

Perfumes

a

t the end of 2012, lalique

acapulco – Mexico; néroli (orange

launched its line of scented

blossom oil), casablanca – Morocco;

candles “Voyage de Par-

figuier (the fig tree), amalfi – Italy;

fumeur”. the aim was to unite the

Santal (sandalwood), goa – India;

arts of perfumery and décor and

gingembre (ginger), Yunnan – china;

bring lalique into living space. the

and Vétiver (vetiver grass), Bali –

idea for the “Voyage de Parfumeur”

tion symbolises lalique’s ceaseless

Indonesia. In 2013, two further fra-

collection came from the swallow.

quest to discover the mythical

grance lines were added: cuir

this migratory bird is an emblem,

scents and the heavenly locations

(leather), Moscow – russia; and

not only of lalique itself, but also of

associated with them. at the time

Peuplier (poplar), aspen – USa.

the perfumer, constantly swooping

of launch in 2012, the range com-

Diff users are set to be added to the

on the fi nest ingredients. the collec-

prised six fragrance lines: Vanille,

range in 2014.
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Passionate,
dynamic and
innovative

JAGUAR FRAGRANCES
Affiliation with Art & Fragrance
Licence acquired in 2002
Share of Art & Fragrance revenue in 2013

11 %

Distribution by market

40 %

Europe

4%

South America

15 %
Asia

20 %

Near East
and Middle East

30

21 %

North America

Perfumes

J

aguar Fragrances has be-

known classics, Jaguar fragrances

come firmly established as a

are a constant source of surprise

premium perfume brand and

and inspiration, thanks to their

represents a unique way of ex

powerful character and unique

periencing life that is incorporated

dynamism. Jaguar Innovation, the

in all of the products in the collec-

very latest creation, is no exception.

tion. The innovative and aes-

Available in both eau de toilette

thetic designs of the bottles are

and eau de cologne formats, it is an

a tribute to the language of

unerring hit with men of a stylish,

form currently used by the car

cosmopolitan disposition. The scent

manufacturer Jaguar, whose latest

compositions are powerful and

models have met a rapturous

impulsive, and their fresh, woody

reception. In addition to the well-

character makes them irresistible.
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A contemporary
interpretation
of Parisian chic

32

Perfumes

P

aris, City of Light, is consid
ered the capital of fashion,
luxury and enchanting

fragrances. Here, in 1911, couturier
Paul Poiret unveiled his first perfume
inspired by the world of fashion.
In 1947, fashion designer Alix Grès
followed this tradition by creating
her first fragrance: A. de Grès. The

PARFUMS GRÈS

Collection Lumière by Parfums
Grès is a tribute to the City of Light
and to the creations of the Maison
Grès fashion house. Lumière Rose
by Parfums Grès captures one of
those unique, fleeting moments

Affiliation with Art & Fragrance
Licence acquired in 2001, brand acquired in 2007
Share of Art & Fragrance revenue in 2013

5%

when the sun rises over Paris and
day comes to the City of Light in a
pure, roseate hue. Lumière Noire
is a tribute to Parisian nights, balmy
in summer, long in winter, that en-

Distribution by market

15 %

37 %

Near East
and Middle East

North America

chant the senses and for a few brief
hours reveal the City of Light in
all its beauty. The yearly reinterpret
ation of Cabotine de Grès – the
1990 classic from Parfums Grès –
lends the brand a logical coherence
and continuity.

20 %

14 %
Asia

Europe

14 %

South America
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traDItIOn
MEEtS
MODErnItY
34

Perfumes

Samouraï now embraces an international line of perfumes consisting of
women’s and men’s fragrances. Sweet
love and Blooming love are the
two feminine fragrance creations.
their dainty image appeals to young
and romantic women in asia, while
Stay cool, catch Her and get Up are
the three masculine compositions
from the House of Samouraï. they
have been created for a younger, more
stylish and trend-conscious man. the
appeal lies not only in their fragrance,
but in the individual benefits to their
users. they are the perfect accompaniment for the everyday warrior of
modern times. In fact, Parfums
Samouraï is positioned in harmonic
balance between power and wisdom,
energy and spirituality. as part of
ongoing brand promotion, various
fl ankers and line extensions are added
annually to keep abreast of the times.
Despite the focus on Samouraï, art &
fragrance will continue to market alain
Delon branded per fumes in order to
satisfy the demand for these products.

ParfUMS SaMOUraÏ
affiliaTioN WiTh arT & fragraNce
licence acquired in 2000, brand acquired in 2007
share of arT & fragraNce reveNue iN 2013

5%

s

DisTriBuTioN By MarKeT
amurai means servant or
retainer and is the conven-

6%

tional term used to refer

Europe

to members of the warrior caste of
pre-industrial Japan. Samurais
were distinguished by their courage,
their sense of honour and their
commitment to continually improving their mastery of the martial
arts. In view of the continuing
success of the Samouraï perfume

94 %
asia

lines, Parfums alain Delon was
rebranded “Parfums Samouraï”.
Marking this strategic change,
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PrEcISIOn, DESIgn
anD POWEr
cOUPlED WItH
BrItISH lUXUrY
36

Perfumes

H

and-crafted luxury, un-

exclusive edition: Bentley for Men

mistakable design, breath-

azure. With a fresh twist, this

taking performance –

fragrance makes a clear statement.

the perfect combination of these

the creation appeals to smart,

elements in the luxury cars hand-

sporting and style-conscious men.

crafted by prestige manufacturer

fine materials such as chrome

Bentley Motors – provides an impres-

and solid glass are used for the

sive driving experience. the iconic

bottle, in a masculine design. Hints

British car brand, Bentley Motors,

of wood, spice and freshness in

positioned itself successfully from

the fragrance imbue this high-

the outset with its fi rst Bentley

calibre line with authenticity and

for Men fragrance. now Bentley

timeless elegance, making it

fragrances presents a fascinating

the ideal comple ment to the exist-

new scent composition in an

ing for Men family.

BEntlEY fragrancES
affiliaTioN WiTh arT & fragraNce
licence acquired in 2011
share of arT & fragraNce reveNue iN 2013

2%

DisTriBuTioN By MarKeT

37 %

5%

Europe

South america

11 %
asia

2%

north america

45 %

near East
and Middle East

37

CosMetiCs
40
UltraSUn
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Professional sun
protection for
sensitive skin

40

Cosmetics

I 

mpressively fast-acting “dry
touch” technology and a
formulation with 0 % perfume,

emulsifiers and preservatives mean
Ultrasun offers the long-lasting
sun protection recommended by
experts for very sensitive skin.
These features are the fruit of the
brand’s pioneering role. In 2013,
the products, which are developed
and made in Switzerland, underwent a visual relaunch. This formed

part of a rebranding exercise to
concentrate more on a female
beauty clientele. The aim was not

ULTRASUN

only to make the products look
more modern and sophisticated,

Affiliation with Art & Fragrance
Brand acquired in 2007

but also to add distinction. The
new, more cosmetic look has been
rolled out since spring 2014. The

Share of Art & Fragrance revenue in 2013

7%

new facial sun protection products,
likewise prepared in 2013 and
launched at the beginning of 2014,

Distribution by market

have also been well received.
These combine UVA / UVB protection, anti-aging properties and

69 %

further advantages (toning and
anti-pigmentation).

Great Britain

3%

Scandinavia

6%

Benelux

7%

Germany

9% 2% 4%

Switzerland

Italy

Hong Kong

41
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7

THE QUALIFIED
PARTNER
FOR EXPERT
SERVICES

44

Art & Fragrance Services

1

2
3

6
4

5

Key
1

Office building

2 Production
3 4 Logistics
5 Incoming goods

I 

n late January 2013, the

6 Outgoing goods
7

Staff restaurant

Art & Fragrance Group took

over a French filling and

logistics company and renamed
it Art & Fragrance Services.

The factory was originally built
and operated by the luxury
house of Nina Ricci, and has
been engaged in perfume preparation, filling and packing ever since.
The factory also provides related
logistics services such as warehousing of components and endproducts and despatch of the
finished goods worldwide. Its partnership with Lalique dated back
to 2007. Since structural integration
with the Art & Fragrance Group,
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the factory has expanded in stages
to become the Group’s worldwide
hub for the conditioning and packa
ging of all perfume lines and related
logistics. In-sourcing of production
activities and logistics services
ensures optimum control of this part
of the value chain and enhances
efficiency. This step was taken in
response, especially, to the steady
growth in the perfume business.

Facts & Figures
Number of employees
96
Number of production lines
4 (1 automated line /
3 semi-automated lines)
Maceration capacity

THE PROFESSIONAL
PARTNER FOR PERFUME
FILLING AND PACKAGING

90 000 litres (tanks with
a capacity of 300 to 5000 litres)
In 2013 Art & Fragrance made long-

(Cosmetics Good Manufacturing

Perfume production capacity

term capital investments in new

Practices). This standard forms the

6,000,000 units per year

plant and equipment, to increase

bedrock of a high-end service

production capacity. Art & Fragrance

company. The introduction of a new

Warehouse capacity

intends to expand its business with

ERP system (Enterprise Resource

6,000 pallets

non-proprietary brands in the future.

Planning), entailing adaptation and

In 2014, Art & Fragrance Services

optimisation of the processes, will

introduced ISO 27716 certification

mark a further milestone.

46
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Corporate
Governance
Legal Group structure
Art & Fragrance SA
Zollikon

Lalique Suisse SA

Lalique Maison SA

Lalique Parfums SA

Parfums Grès SA

Bentley Fragrances SA

Zollikon
100 %

Zollikon
100 %

Zollikon
100 %

Zollikon
100 %

Zollikon
100 %

Art & Fragrance
Services SASU
Ury (F)
100 %

SCI du Mont à Grillon
Ury (F)
100 %

SAS Villa René Lalique

Lalique SA

Lalique Art SA

Parfums Samouraï SA

Jaguar Fragrances SA

Ultrasun AG

A & F Management SA

Wingen-sur-Moder (F)
100 %

Paris (F)
96 %

Zollikon
100 %

Zollikon
100 %

Zollikon
100 %

Zollikon
100 %

Zollikon
100 %

Lalique
North America Inc.
East Rutherford (USA)
100 %

Lalique Ltd

Lalique GmbH

Parfums Alain Delon SA

Ultrasun GmbH

Ultrasun (UK) Ltd

London (UK)
100 %

Frankfurt (D)
100 %

Zollikon
100 %

Radolfzell (D)
100 %

Reigate (UK)
100 %

Lalique Crystal
Singapore PTE Ltd
Singapore
100 %

Lalique Asia Ltd
Hong Kong
65 %
Lalique Shanghai Ltd
Shanghai (CN)
100 %

Operational structure
Board of Directors of Art & Fragrance
Silvio Denz, Chairman; Roland Weber, Vice Chairman; Marc Roesti,
Member; Claudio Denz, Member; Roger von der Weid, Executive Director

Roger von der Weid
CEO / CFO

Claudio Denz
Creative Director / COO
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Auditors
Ernst & Young AG

Corporate Governance

Principles

Capital structure

Art & Fragrance undertakes to comply with the principles

Ordinary share capital

of good corporate governance and follows the require-

As at 31 December 2013, the share capital amounted to

ments of the BX Berne eXchange concerning information

CHF 1 million (as at 31 December 2012: CHF 1 million)

on corporate governance. It also voluntarily aligns itself

and consisted of 5,000,000 registered shares with a nomi-

with the relevant standards of the SIX Swiss Exchange.

nal value of CHF 0.20 each (as at 31 December 2012:
5,000,000 registered shares with a nominal value of CHF
0.20 each). All registered shares issued are fully paid up
and bear equal rights in all regards.

Parent company and shareholders
Changes in capital
Parent company

There were no alterations in the capital during 2012 and

Art & Fragrance SA, registered in Zollikon, Switzerland, is

2013. Capital reductions took place in some Group com-

the parent company of the Art & Fragrance Group. The

panies in 2013 (see note 26 of the annex to the consolida-

shares of Art & Fragrance SA (ARTN) have been listed

ted accounts in the German version).

since 19 September 2007 and are traded on the BX Berne

There are non-distributable reserves in various Group

eXchange.

companies.

Shareholders

Conditional capital

As at 31 December 2013, a total of 242 shareholders

There is conditional capital of CHF 50,000 for an em

(previous year: 217) were entered in the share register.

ploye e incentive plan.
Restrictions on transferability

Shareholders
Board of Directors and
Executive Board

Shares
31. 12. 13

–	The transferability of the shares of Art & Fragrance

Shares
31. 12. 12

Remarks
see major
shareholder

is not subject to any restrictions in principle.
– Owners of shares are entered in a share register.

4 390 950

4 108 950

Other shareholder

428 780

498 204

Non-registered shares

176 816

153 846

3 454

239 000

5 000 000

5 000 000

– Entry in the share register requires that proof be

4 233 150

4 000 000

– After hearing the case put by the person concerned,

Treasury shares
Total

The company must be notified of any changes.
– The persons entered in the share register shall be
deemed to be the shareholders in relation to the
company.
provided of acquisition of the shares.

Major shareholders
Silvio Denz

the company may cancel any relevant entry in
the share register that was made on the basis of false
information.

49

Art & Fragrance Summary Report 2013

Compensation, participations and loans

Shareholder participation

Compensation is listed in the Notes to the parent com-

All shareholders entered in the share register with voting

pany financial statements.

rights are entitled to attend and vote at the General Meeting of Shareholders. Each registered share entitles the

Ownership of share capital as at 31 December 2013 (2012)

holder to one vote. No restrictions on voting rights exist.
Shareholders may arrange to be represented at the Gen-

Number

eral Meeting of Shareholders by a person authorised in

4 390 150 (4 108 000)

writing, by the management representative, by the inde-

800 (950)

pendent proxy or by a portfolio representative by means

Corporate body
Board of Directors
Executive Board
1

1

of a written power of attorney. No legal quorum exists. In-

 xcl. Roger von der Weid and Claudio Denz, who are listed under
E
“Board of Directors”.

vitations to the General Meeting of Shareholders are issued in writing at least 20 days in advance together with
an announcement in the company’s official publication

Management transactions

medium, the Swiss Official Gazette of Commerce

“Management transactions” are transactions carried out

(Schweizerisches Handelsamtsblatt, SHAB). For organisa-

by members of the Board of Directors and of the Execu-

tional reasons, only those shareholders entered in the

tive Board.

share register on the day before invitations are sent may
attend the General Meeting of Shareholders. Shareholders

The following management transactions were carried out

are entitled to receive dividends and to lay claim to the

in 2013.

rights stipulated in the Swiss Code of Obligations.

Management
transactions in shares

Number of
persons

Number of
transactions

Value of
purchasing transactions (CHF)

4

9

5 259 581

Change of control and defensive measures
The articles of incorporation of Art & Fragrance SA contain neither an opting-out nor an opting-up clause. No
change of control clauses with members of the Board of

Shareholder loans

Directors, of the Executive Board or senior management

As at the end of 2013, there were two loans granted to

exist.

the company by the main shareholder, one of CHF 10 million and one of CHF 20 million. The CHF 20 million loan is

Auditors

subordinate to a bank loan of Art & Fragrance SA.

The General Meeting of Shareholders elects the auditor
for a period of one year. In 2013, Ernst & Young AG, Zurich,

Business transactions with related parties

was elected as statutory auditor. The auditor in charge

All transactions with related parties and companies are

was Alessandro Miolo, a Swiss certified accountant.

based on arm’s length contracts at market conditions.
Business relations with related parties are detailed in the
consolidated accounts (see note 27 of the annex in the
German version).
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Corporate Governance

Information policy

Committees

Art & Fragrance undertakes to pursue an open, transpare nt

No committees exist.

and continuous information policy, publishing semi-annual
and annual results in compliance with the requirements of

Working method of the Board of Directors

the BX Berne eXchange. In addition to the detailed infor-

Pursuant to the articles of incorporation the Board of Di-

mation published at the General Meeting of Shareholders,

rectors meets at least four times a year and as often as

the company also provides information about significant

business requires. In 2013, the Board of Directors held

and material events, which is archived on the company

four meetings (2012: three). Where required, the Board of

website at www.artfragrance. com. The CEO is responsible

Directors calls in external specialists for the treatment of

for communication with investors and the media. The

specific themes. The responsibilities of the Board of Di-

official publication medium of Art & Fragrance is the Swiss

rectors concern the strategic management of the com-

Official Gazette of Commerce (SHAB).

pany, supervision of the Executive Board and financial
control. The Board of Directors examines the company’s

Board of Directors

objectives and identifies opportunities and risks. It also

All members of the Board of Directors were re-elected at

appoints the members of the Executive Board. Its rights

the General Meeting of Shareholders on 21 June 2013.

and obligations, authorities and responsibilities are laid
down in the organisational regulations. The Board of

Term of office

Directors constitutes a quorum if at least half of its mem-

The term of office of each member of the Board of Direc-

bers are present. A decision must be supported by the

tors is one year.

majority of the votes cast in order to be valid. In the event
of a parity of votes, the Chairman of the Board of Direc-

Dual functions

tors has the casting vote.

The Board of Directors believes that the current dual
functions of Roger von der Weid as CEO and Executive

Executive board

Director and Claudio Denz as Creative Director / COO and

The Executive Boards of the business segments per-

member of the Board of Directors are to the benefit of

fumes / cosmetics on the one hand, and crystal and jewel-

Art & Fragrance, facilitating efficient leadership and an

lery on the other, are responsible for the operational man-

excellent flow of information between shareholders, the

agement of Art & Fragrance. Their rights and obligations,

Board of Directors and the Executive Board.

authorities and responsibilities are laid down in the organisational regulations.
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Board of Directors
and Executive Board

Silvio Denz

Board of Directors since the 2003

then consultant to the Art & Fragrance

General Meeting of Shareholders;

Group on perfumes and cosmetics.

Chairman from 2005 until the

Other board mandates: Ultrasun AG,

Extraordinary General Meeting of

Zollikerberg; Lalique SA, Paris.

Shareholders on 21 May 2007, since

Born 1946, Swiss, member of the

then Vice Chairman; occupation:

Board of Directors since the 2008

entrepreneur

General Meeting of Shareholders;
occupation: Owner and founder

Chairman of the Board of Directors

of Mont-Blanc Resourcing, a
Commercial training. Positions held

consultancy firm for the creation

abroad. Built up and managed Alrodo

and development of perfumes and

Group, then sold it to Marionnaud

cosmetics

and founded Art & Fragrance SA.
Investments in vineyards and wine
trading companies. Active in the
real estate business in London.
Resident in England since 2002.
Other board mandates: Lalique SA,

Claudio Denz
Member of the Board of Directors /
Creative Director / Chief Operating Officer

Paris; Lalique Limited, London;
Lalique Asia Limited, Hong Kong.

Commercial diploma. Brand and pro-

Born 1956, Swiss, Chairman of the

duct management at Art & Fragrance.

Board of Directors from 2000

Assignments at Lalique North

to 2005 and as of the Extraordinary

America and Lalique SA abroad;

General Meeting of Shareholders

subsequently involved in various

on 21 May 2007; occupation:

Lalique projects. Born 1988, Swiss,

Trained as an attorney at law;

entrepreneur

member of the Board of Directors

Master of Laws from Duke University

since the 2011 General Meeting

School of Law, North Carolina

of Shareholders; occupation: COO of

(USA); Swiss Certified Tax Expert;

Art & Fragrance SA since August 2011

Executive Master of Corporate

and Creative Director since January

Finance. Lawyer and tax consultant.

2013

Managing Director of a trust company.

Roger von der Weid
Member of the Board of Directors and
of the Executive Board / Chief Executive
Officer / Chief Financial Officer

Other board mandates: Lalique SA,
Paris; Lalique Asia Limited, Hong Kong;
Lalique Limited, London; Ermitage
Holding AG, Zollikerberg; Ultrasun AG,

Roland Weber

Zollikerberg. Born 1970, Swiss, mem-

Vice Chairman of the Board of Directors

ber of the Board of Directors since
Master of Economics from the Univer-

the 2006 General Meeting of Share

sity of St. Gallen (HSG). Management

holders; occupation: CEO / CFO of

functions at Jaguar Switzerland
and Yves Saint Laurent Switzerland

Art & Fragrance SA since January 2006

Marc Roesti
Member of the Board of Directors

and Austria. CEO and Executive
Director of Alrodo. Later director of

Study of business administration in

Retail Factory SA, Cham. Resident in

Cambridge and Sheffield, UK.

Dubai since 2007. Other board

Management roles in Sales & Market

mandates: Schneider Feldmann AG,

ing in the perfume industry. CEO

patent and brand attorneys, Cham.

at Takasago. Founded Mont-Blanc

Born 1957, Swiss, member of the

Resourcing in 1999 and since
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Board of Directors and Excecutive Board

SEGMENTS PERFUMES / COSMETICS
Executive Board

Roger von der Weid
CEO / CFO

Claudio Denz
Creative Director / COO

Marie-Laure Joly
Head of Marketing & Communication

Rosemarie Abels
Head of Purchasing & Production

David Rios
Head of Sales & Export

Benedikt Irniger
Head of Suncare

Ulrich Hürlimann
Head of Finance & Accounting

segments Crystal and Jewellery
Silvio Denz
Chairman of the Board
of Directors & CEO

Executive Board

Roger von der Weid
Deputy CEO
Management

Christian-Louis Col
Head of Sales

Alexia Ashworth
Head of Marketing

Cerise Guisez
Head of
Communication & PR

Adeline Lunati
Head of
Interior Design Studio

Anne Kazuro
Head of Jewellery

Jean Christophe Carel
Head of Decoration

Stéphane Le Devehat
Head of Purchasing
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Marc Larminaux
Head of Creation Studio

François de Romémont
Head of
Administration & Finance

Denis Mandry
Head of
Production & Logistics

Pascal Grussi
Head of Human Resources
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Consolidated income statement

In CHF thousands

2013

2012 1

115 899

108 468

2 803

2 823

Operating revenue

118 702

111 291

Material costs, licences and third-party services

–49 858

–48 693

68 844

62 598

Salaries and wages

–26 815

–21 079

Other operating expenses

–28 128

–25 601

EBITDA

13 901

15 918

Depreciation and amortisation / impairment

–4 468

–2 818

EBIT

9 433

13 100

Financial income

1 038

1 906

Net revenue from sales of goods and services
Other operating income

Gross result

Financial expenses
Group profit before taxes
Income taxes
Net group profit

–4 006

–3 439

6 465

11 567

–662

–1 872

5 803

9 695

of which attributable to:
Non-controlling interests
Owners of the parent company
Earnings per share (in CHF)
1

97

157

5 706

9 538

1.16

2.00

	The figures for the 2012 business year were adjusted compared with those published in the 2012 annual report. We refer to the note "Neue
Bilanzierungs- und Bewertungsmethoden" (new accounting policy) in the annex to the German version of the consolidated accounts.
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Consolidated statement
of comprehensive income

In CHF thousands

2013

2012 1

Net group profit

5 803

9 695

Exchange difference

1 357

–294

Items that are or may be reclassified subsequently to income statement, net of tax

1 357

–294

–416

–80

132

13

Remeasurements of pension plans
Tax on remeasurements of pension plans

–284

–67

Other comprehensive income, net of tax

Items that will not be reclassified subsequently to income statement, net of tax

1 073

–361

Net group comprehensive income

6 876

9 334

115

127

6 761

9 207

of which attributable to:
Non-controlling interests
Owners of the parent company
1

	The figures for the 2012 business year were adjusted compared with those published in the 2012 annual report. We refer to the note "Neue
Bilanzierungs- und Bewertungsmethoden" (new accounting policy) in the annex to the German version of the consolidated accounts.
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Consolidated balance sheet

Assets
In CHF thousands

31 . 12. 2013

31 . 12. 2012 1

01 . 01 . 2012 1

Cash and cash equivalents

14 033

9 760

13 188

Trade accounts receivable

15 638

13 716

14 451

Inventories

58 913

51 717

46 101

6 397

5 713

6 954

Total current assets

94 981

80 906

80 694

Property, plant and equipment

35 505

24 231

18 336

Intangible assets

Other receivables

75 056

75 048

73 231

Other non-current assets

5 615

5 508

5 462

Deferred tax assets

4 656

1 882

1 907

Total non-current assets

120 832

106 669

98 936

Total assets

215 813

187 575

179 630

In CHF thousands

31 . 12. 2013

31 . 12. 2012 1

01 . 01 . 2012 1

Bank liabilities

37 300

26 643

25 873

Trade accounts payable

11 195

9 498

12 809

1 223

2 129

1 931

Liabilities and equity

Income tax provisions
Pension fund liabilities

3 635

3 153

2 990

Other current liabilities

13 171

11 248

10 874

Total current liabilities

66 524

52 671

54 477

6 201

3 539

2 278

Other deferred liabilities
Provisions

1 062

2 622

3 274

37 646

37 941

37 622

Deferred tax liabilities

23 875

21 530

21 388

Total non-current liabilities

68 784

65 632

64 562

135 308

118 303

119 039

Long-term financial liabilities

Total liabilities
Share capital

1 000

1 000

1 000

Capital reserves

9 537

9 537

9 537

Retained earnings / other reserves

66 645

55 527

46 696

Total equity before non-controlling interests

77 182

66 064

57 233

Non-controlling interests
Total equity
Total liabilities and equity
1

3 323

3 208

3 358

80 505

69 272

60 591

215 813

187 575

179 630

	The figures for the 2012 business year were adjusted compared with those published in the 2012 annual report. We refer to the note "Neue
Bilanzierungs- und Bewertungsmethoden" (new accounting policy) in the annex to the German version of the consolidated accounts.
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Segment reporting
for the financial year 2013

The table below contains information on the revenues and results, and on the assets and liabilities of the Group’s
business segments.
Holding
and elim. 2

Group

8 408

–80

118 702

–

–3 436

–

52 573

8 408

–3 516

118 702

176

8 794

1 216

–753

9 433

Financial result

–

–

–

–

–2 968

Group profit before taxes

–

–

–

–

6 465

Income taxes expense

–

–

–

–

–662

In CHF thousands

Crystal +
Jewellery

Perfumes1

Cosmetics

59 394

50 980

1 843

1 593

61 237

Operating revenue
Revenue from sales to external customers
Revenue from transactions with
other segments
Total operating revenue
EBIT

Net group profit

5 803

Assets and liabilities
Segment assets
Segment liabilities

129 121

68 641

15 151

2 900

215 813

72 575

46 440

3 776

12 517

135 308

9 383

3 126

–

382

12 891

172

121

–

47

340

3 291

822

2

8

4 123

201

110

30

4

345

Other segment information
Investments
Property, plant and equipment
Intangible assets
Depreciation and amortisation
Property, plant and equipment
Intangible assets
1
Operating revenue per perfume brand
	Lalique Parfums
Parfums Grès
Parfums Samouraï
Jaguar Fragrances
Bentley Fragrances
	Art & Fragrance Services

24 186 (EUR thousand 19 650)
6 504
5 963
13 031
2 047
842 (EUR thousand 684)

Total operating revenue perfumes segment

52 573

2

	The “Holding and elim.” segment covers the holding and management companies and eliminations. The segment’s assets mainly include cash
and cash equivalents, long-term receivables of the holding and management companies, and eliminations between the segments. Segment
liabilities mainly comprise current liabilities, loans and eliminations.
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Cautionary statement regarding forward-looking statements
This report contains forward-looking statements based on current assumptions and projections made by management.
Such statements are subject to known and unknown risks, uncertainties and other factors which may cause the actual
results and performance of the Art & Fragrance Group to differ from those expressed in, implied or projected by the
forward-looking information and statements. The information published in this report is provided by Art & Fragrance
SA and corresponds to the status as of the date of publication of this report.

Disclaimer
The Art & Fragrance Group publishes its Annual Reports in German and Summary Reports in English and French.
The German Annual Report is legally binding.
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