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The luxury goods group is part of a new joint venture with Farfetch as it tries to 

increase Chinese sales through digital channels. 

Richemont is joining up with Alibaba to take a combined 25% stake in a new joint 

venture with online luxury fashion e-tailer Farfetch as they target rich Chinese 

consumers with luxury goods. 

The deal is aimed at giving Richemont's luxury brands better access to the Chinese 

market as well as accelerating the digitisation of the global luxury industry. With more 

people doing shopping from their homes due to Covid-19, retailers are boosting their 

online capabilities. 

ADVERTISING 

Richemont and Alibaba will each invest $550 million in a combination of equity and 

convertible notes for a combined 25% stake in the new joint venture that will include 

Farfetch's marketplace operations in China. They have an option to buy a further 

combined 24% of Farfetch China after three years. The deal is expected to be 

completed during the first half of next year. UK fund manager Artemis is increasing its 

investment in Farfetch with a $50 million share purchase. 

Richemont, whose brands include Cartier, Dunhill and Chloé, has an existing 

relationship with Alibaba. Two years ago, it formed a global strategic partnership with the 

Chinese e-commerce giant aimed at growing sales in China by getting more traction for 

its Yoox Net-a-Porter (YNAP) subsidiary. Alibaba supports the JV with technology 

infrastructure, market, payments and logistics. 



Building on our successful joint venture with Alibaba, these developments represent a 
further meaningful acceleration of our journey towards Luxury New Retail," Richemont 
chairman Johann Rupert said. "This initiative brings together a powerful combination of 
highly complementary strengths - notably with our Maisons' luxury retail expertise and 
YOOX NET-A-PORTER's deep brand partnerships, expert curation and exceptional 
customer care - that will help us deliver a seamless omnichannel experience to our 
discerning clientele." 

Sales in China helped cushion Richemont from weak performances in other geographies 

in the first half of its financial year as Covid-19 lockdowns disrupted trading. After a 

tough first quarter, the company said the second quarter was less affected by the 

pandemic, with a small decline in sales. A 78% rise in sales in China contained the 

decline in the Asia Pacific region to the mid-single digits - and partly mitigated the 

double-digit declines in Europe, the Americas and Japan. 

Total sales fell 26% to €5.48 for the six months to end-September and operating profit 

dropped 61% to €452 million. Net profit came in 82% lower at €159 million, leaving 

headline earnings per share down by the same margin at 27.3 euro cents. It ended the 

period with net cash of €2.11 billion. The online retail channel sales declined by 4% over 

the six months despite triple digit growth in online sales at its Maisons. The Group's 

Online Distributors operation, which includes Yoox Net-a-Porter (YNAP) and watch 

specialist Watchfinder, recorded lower sales and higher losses due to the temporary 

closure of fulfilment centres and a competitive pricing environment. 

Richemont's shares rose 11% to R121.22 on Friday. 

 


