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LVMH is active in six business groups:

WINES &PIRITS

The LVMH Wines & Spirits business group focuses its growth on therdgbegments of the market. The world
leader in champagne, LVMH also produces still andkspar ng wi nes from t he-grawng | d’
regions. The Group is also the world leader in cognac with Hennessy and is expanding its presence in the lux
spirits segment in addition t¢his historical business. The portfolio of brands is serlsgda powerful international
distribution network.

FASHION & LEATHER GOODS

Louis Vuitton, Fendi, Donna Karan, Loewe, Marc Jacobs, Céline, Kenzo, Givenchy, Thomas Pink, Pucci, Be
Rossimoda and Eduware the brands that form the Fashion & Leather Gobdsiness group. This outstanding group

of brands from both sides of the Atlantic has 1,566 stores throughout the world. While respecting the identity anc
creative positioning of each of its brands, LVMH supports their development by providing sharetesda 2013,

the business group welcomed Loro Piana, a paragon of excellence, renowned for its devotion to quality and th
finest materials.

PERFUMES & COSMETICS

LVMH, a major player in the perfumes, make and skincare sector, relies primarily onpartfolio of brands
comprised of French companies with an international presence: Christian Dior, Guerlain, Givenchy and Kenzo. T
Group also supports the development of higbtential brands: Benefit and Fresh, two rapidiowing American
brands; Acquali Parma, whosdragrancessymbolize Italian elegance; Parfums Loewe, one of the leaders in the
Spanish market; and Make Up For Ever, a firm favorite of professional-upaletists which has recorded
outstanding growth bynarketingits productsto the gereral public.

WATCHES & JEWELRY

Counted among the most dynamic brands on the market, LVM¥atches & Jewelry companies operate in two
segments: higlguality watchmaking on the one hand and jewelry and fine jewelry on the other. A quest for
excellence, @ativity and innovation guidé¢hem in this area every day. The watchmaking side capitalizes on the
compl ementary positioning of its brands: TAG Heuer'’
Zenit 'ld exeert i s dvityalmjdweld iara rfine gewetry, BvigalChaumet, Fred and De Beers
employ their bold creativity and perfectly mastered skills to constantly surprise their customers and offer them the
objects of their desire.

SELECTIVE RETAILING

LVMH Selective Rmiling companies operate in Europe, America, Asia and the Middle East.opkeationsare
conducted in two segments: retailing designed for customers who are international travelers (travel retail), with DF:
and Starboard Cruise Services, major playerheir markets; and the selective retailing concepts represented by
Sephora, the most innovative company in the beauty segment, and Le Bon Marché Rive Gauche, a department stt
with a unique atmosphere located in Paris.

OTHER ACTIVITIES

These companiare all about ®ing ambassadors for culture and a certamhde vivre That approach is part of the
guest for excellence pursued by each of these Group companies: @mmupe Les Echos, which includes key
business and cultural press titles, to Royal Vent, which markets customesigned yachts under the Feadship
name, and Cheval Blanc, which is developing a collection of exceptional hotels.



ONE FUNDAMENTAL VALUE: FOUR AREAS OF APPLICATION

Developing
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on social
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LVMH’ s c or p sponaibiliey pdiay is adapted by éendividual Group companies to incorporate their
own action plans according to their specific priorities and identity.

Social responsibility is managed at Group level by meangualelines (LVMH Code of Conduct,
Recruitment Code of Conduct, etc.) and annual reporting based on quantitative and qualitative data. It is
coordinatedby a network of Grougompanycorporate social responsibilitCSRcorrespondents

Since fiscal year 2011, LVMH has documented its social reditpactionsin a dedicated report.
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Forged over generations by alliances between Group compamesaving together their traditions
of excellence and creative passierLVMH has built its &ling position on a unique portfolio of iconic
brands. These Group companies derive their energy from their exceptional heritage, innovative mindse
and receptive outlook. The Group supports their development in a spirit of entrepreneurshiptelong
vison, and respect for the soursef their strength and uniqueness.

As ambassadors of an authendid de vivrejt is our responsibility to set the right example in every
aspect of our business, from product design to the experience that customers haweghout their
relationships with our brands; from investment choices to social and environmental initiatives.

Because what we do requires a diverse range of talent, we are committed to training teams thai
embody excellence. Because passing on skibs i;tegral part of our culture, we want to use that to
promote social inclusion and employment. Because our crafts make the most of nature at its purest an
most beautiful, we see preserving the environment as a strategic imperative.

The values and acins encompassed by our sustainable development attitude emerge from a
tradition that dates back to the origins of our Group companies and forms an integral part of our heritage
Ourlongt erm success depends not onl y dprofitatheegrox@r o u
strategy, but also on our unwavering commitment to creativity, excellence and sustainability in all of oul
development and corporate citizenship goals.

8 PEOPLE

To encourage all our employees to reach their full career potential amiewee their aspirations, to
develop diversity and the wealth of human resources at our companies in all the countries where we
operate, and encourage initiatives in these areas. Outside our own company, to contribute to the
knowledge and preservation of oarafts and our expertise as artisans and designers.

8 ECONOMIC PERFORMANCE:

To combine economic growth, sustainability and commitments to creativity and excellence. To apply ou
creative passion to thart de vivreto which our customers aspire. To stgthen our position as a global
leader, and tcset the standard fomanaginganddevelopinghigh-quality brands.

8 ENVIRONMENT:

To work together to preserve the planet’s resol
with environmental concars, to report on our policies and projects and the progress achieved in meeting
our objectives. To contribute to environmental protection above and beyond the factors directly related to
our operations, by entering into active partnerships with cooperabinginess groups, local authorities and
associations.

8§ CORPORATE CITIZENSHIP:

To implement a patronage program for the widest possible public benefit, the components of which reflect
and transmit our fundamental values. To provide active support for megoses, humanitarian projects
and public health programs, and develop initiatives in support of art and young people.



Each of LVMH' s si x

busi

ness groups i s unique

responsibility, for which key mrities have been drawn up and tested over the past few years through

di alogue between the

Group

and i t s stakehol der

priorities for all its companies, which it aims to apply throughout the world: tgieg talent and skills,
constant attention to working conditions, preventing all forms of discrimination, and corporate
involvement in regional solidarity actions to help local populations.

The four priorities of social responsibility

Preventing
Constant focusn discrimination and
working conditions respecting

individuality
These four priorities are the four most
fundamental values shared byhe Groupg s

companes, which operatevery independentlyof
one another. Outside the scope of any
overarching initiatives, Group companies are
entirely free to identify other issues specific to
their businesses and their environment. They
implement their approach and draw upction
plans according to their business and their own
specific considerations.

As part of its 2015 annual reporting, the LVMH
group sent all its Group companies a qualitative

Developing talent anc

Supporting local
communities and regiona

Sl development

guestionnaire that included the following
guestion: “What ia@asé@”yadal
Group companies with a significant impact on
Group reporting respondedpotaling more than

40 entities, showing that the four social
responsibility priorities defined by the Group
were indeed taken into account.

Lastly, dialogue and collaboation between
business groups and among Group companies is
vital. It has made it possible to identify the key
human resource management issues, which are
often shared and interconnected.



Main social responsibility issues

Trends and developments in

Internal social

Business groups

social and labor issues u responsibility issues particularly affected
A Longer working life and
mangglng_lnterpersonal A Recruiting and retainingatent A Fashion & Leather
relationships ‘ . ; Goods
A Safeguarding and passing on .
. N A Watches & Jewelry
" o expertise and strategic skills " .
A Increaseccompetition for < : A Allbusiness ups
o . A Innovation management
rare skills in a globalized
market
A Connecting businesses with
organizations that promote
A Need for inclusion and employment and socially A Allbusiness mups
social cohesion engaged/responsible
entrepreneurship
gaﬁér;tde; Bl e A Employee health and safety A Wines & Spirits
u A Workplace ergonomics A Perfumes & Cosmetic
A Risk management A Stress management A Allbusiness mpups
Arolfr']%?;[r']ng dcli\llse(i;llrtn A A Preventing discrimination
P 9 y y A Parenting and needs for new A Allbusiness mups
4 . . services
A Expectatlons in terms of A Welkbeing at work
work/life balance
. . : : A Work time organization and
?usTtgr‘:]r;? and highly mobile g ity A Selective Retailing
A Managing the impacts of A Wines & Spirits
u seasonality (boutiques, grape A Boutiquesin other

A Emotional apeal of
products and acute need for
in-store customer experience

harvests, etc.)
A Supporting employee
engagement

business groups
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The international charters and commitments
signed by LVMH provide the framework for the
Group and its compani es’
responsibilities. Since 2003, the LVMH group has
shown its supportfor universal values as a
signatory of the United Nations Global Compact,
reflecting its commitment to corporate social
responsibility. It is committed to aligning its
operations and strategy withthe UN Global

C o mp atentprinsiples related to humanghts,
working standards, respect for the environment
and the fight against corruption. LVMH also
supports the Universal Declaration of Human
Rights, OECD guidelines, the International Labor
Organi zation’s
Uni t ed Na tnium Devélopnint IGbaés n
andWomen’ s Empower ment
French Diversity Charter. These comnetits are

included in the LVMH Code of Conduct and

acti

P dabonand fordee Iabor.

YYAUYSyGa

transposed into principles that are disseminated
throughout all Group companies.

ons and

Taking each indigual and his or her freedom and
dignity, personal growth and health into
consideration in each decision forms the core of
LVMH s soci al responsib
all Group companies adhere. Accordingly, all
Group companies have policiesnd practcesfor
preventing discrimination and ensuring equal
opportunity and treatment irrespective of gender,
race, religion and political opinion, etc. as defined
in the conventions of the International Labor
Organization. This culture and these practices

Funda me ndlsa ¢nera@oaspect iortfreedamsof associdtien,

respect forpeople and the prohibition of child
and the

Supplier Code of |

LVMHCode of Conduct |

Conduct |

RecruitmentCode of Conduct |

2007
Millennium Goals |
I

~ 2003 2005 2006 2008
1

United Nations
Global Comact

[]
2009 " 2011 2013

1 I |
The Watches & Jewelry business group becom
a member of RJIC (Responsible Jewellery Cour

Apprenticeship Charter

Diversity Charter |

Business Charter for Equal

Charter forthe Employment
of People with Disabilities

Signing of the
Womeri s Empower men

Opportunity in Education

Declaration of commitment to a European initiative t
increase the number of women board members

LVMH’ s I nternal C

Publicundertakingsby LVMH

Corporate social responsibilitydSRmanagement

In keeping with its history, its size as a major
international corporation and the very different

characteristics of i ts
organization is both unified andecentralized
While the Group’s devel

around its commorsocial responsibility principles,
methods and action plans, the risks and
opportunities resulting from the incorporation of
social issues need to be managed by each Group
company and at a local level.

As such, within Group companies and their
subsidiaris, managing the social responsibility
policyu falls oneles she réniit rofetee, Diredtov bfH '’
Human Resourcesassisted by a local CSR
aorpespenadntin icleargecod Inisiogl withd lavMid, d
checking that the Group
line with the Groupwide approachand carrying

out CSR reporting, the objective being to ensure
that individual company measures are relevant
and consistent with the broad areas for action set
out by the Group.



At Group level, strategic priorities and overall
policy consistency are pswed through ongoing
dialogue between the Social Development
Department and CSR correspondents at each
Group company who are connected through the
CSR network. They meet twice a year to review
the preceding yearset shared priorities for the
current year,look for ways to collaborate and
share their best practices. In 2015, the CSR
network met on February 19 and October 29, in
Paris.

CSR managemenis guided by international
reporting that covers Group companies with
more than 50 employees. This reportiegables
an annual inventory to be produced of the social
responsibility measures taken over the previous

Multi-level management

Aim

Social responsibility
strategy
coordination

Speciabupport for
SOBENS Wil correspondents
disabilities

Special monitoring o
the position of

women within the &

twelve months. It covers the four main subject
areas of the Group’ s
topic explicitly references the conventions and
recommendations of the International Labor
Organization.

LVMH reports on its social responsibility
approach in its Annual Report, its Reference
Document and- since fiscal year 201% the
Social Responsibility Report. In parallel, since
2013 — particularly as aresult of the specific
French regulations resulting from the Grenelle II
Act — some Group companies have developed
their own social responsibility reports, including
Loewe, Parfums Christian Dior, Guerlain, LVMH
Fragrance Brandand Le Bon Marché.

Materials, resources and networks

A LVMH Social Development Department
& A CSR Committee composed of 40 social responsibiliespondents

A The Mission Handicapinitiative and a network of 30 disability

A EllesVMH a community with more than 900 members worldwir
(women and men), a discussion platform anktranet for sharing

information and best practice

company

A Voices an intranet dedicated to the entire human resources commun
A LVMH Mind an intranet dedicated to CSR, available to all staff

Collaborative A
working and

) ) . & |
information sharing A

A Annual Report

Reference Document

Social Resportsiity Newsletter

A Social Responsibility Report

CS



Relationships with stakeholders

Throughout the year, LVMH fosters dialogue and brands. These seminars include an introduction
relationships with its stakeholders. The Group to social responsibility issues.
answers their questions and providesth with a
range of information, particularly concerning the  As regards other stakeholders, the table below
social impact of its activities. This dialogue is provides a simplified overview of the main types
structured in very different ways depending on  of relationship forged by LVMH. They differ
the circumstances. depending on the issues pertang to the Group
as a whole, the business groups, Group
Special attention is paid to providing information =~ companies, and each geographical area.
to and raising awareness amg Group company
empl oyees. Thi s takes plnamgasllelt \with otheg thpest bferelddonsidp p
Voicegntranet and a semannual CSR newsletter. mai nt ai ned wi t h stakeh
|l ntegration seminars f ocorpdrateepariBarsbipspares shawe wepanately. e s
help raise their awareness of its culture, values  Showing such formal partnghips separately
key management principles and knowledgeitef reflectstheir specific features given the resulting
commitments for all parties concerned.
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The

LVMH group’s

mai n partnerships

CSR (Corporate Socie
Responsibility)

LVMH is a member of ORSEbs$ervatoire sur [e

Responsabilité Sociéeatles Entreprisest FrenclCSR ( l) R S E
thmk tank) Obcrvatiine wr s Rexpoasbelie Socictale dos Exrspne

Non-discrimination

LVMH has been a member of AFMBsgociation
Francaise des Managers de la Diversi&é French
organization promoting diversity in manageri
practices) since 2013, on its board of di@s since
2014 and on its executive board since 2015.

i A D

Assoclation Francaise des Managers de la Diversité

uSeé€ Preventing discrimination and r

Agreement with AGEFIPH (a French organization
promotes privatesector employment of people witl
disabilities): ¥VMH, Parfums Christian Dior, Veu
Clicquot. Group companies are involved in the LV
EXCELLhanCE program: LVMH, Parfums Chi
Dior, Veuve Clicquot, Benefit Cosmetics, Le

Marché, Berluti, Louis Vuitton, Make Up For E

agefiph

il and Chaumet.
LVMH ceounded ARPEJEH (which helps yo 4
people with disabilities achieve their educatior s~
goals) in 2008 and has chaired the organization s OpPeJe h
2012.
Suppliers Member of Sedex (Supplier Ethical Di
PP Exchange)

Developing skills and

Partnership with a number of specialist schools and educational establishments

presening expertise uSeeDtveloping talent and skills”
Partnership with ClichgousBois and %
Helping disadvantage Montfermeil Sous-Bois Montfermeil

individuals find work

uSeeSlpport ng | ocal communities and r ¢

Help for . . . .
underprivileged uSeeSupporting |l ocal communities an
populations

Medical research and

SUPEIEIC] e uSeeSpporting | ocal communities and

suffering from medica

conditions

12



Type of relationship with stakeholder (excluding partnerships)

Type of stakeholder

Regularly throughout the year

Occasionally (depending on projectg
and requests)

Internal stakeholders

A Relationships and dialogue with
employee representative bodiedoint
European Companyorks Counci{SEWGQG)
Group Works Council and individual
company Works Councils

A Health and Safety Committees

A Special employee networks (e.g.

EllesVMH)

A Collectivebargainingagreements
on specific subjects

A Satisfaction surveys and
measuring employee engagement

External stakeholders

States, multlateral
institutions, government
departments, local
authorities and supervisory
bodies

A Relations resultingém Group
companies’ many int
international, national and local regulationg
of all kinds

A Relations with regulators (such as the
Autorité des Marchés Financiers Fr an
financial markets regulator)

A Various reporting requirements (work
accidents, occupational illnesses, taxes, et

A Signature of undertakings (on
diversity, apprenticeships, etc.)

A Trialingbest practices

A Involvement in projects
connecting various parties within a
given locality

Investors, shareholders ani
non-financial ratings
organizations

A Sharehol ders’ Meet
Sharehol der s’ Club
A In conjunction with the Financial
Communications Department:

- attending roadshows (financial and
non-financial analysts)
-responding to ratin
(Environmental, Sociaihd Governance)

questionnaires

A Occasional requests from
investors, asset managers aratings
organizationgin conjunction with the
Financial Communications
Department)

A Involvement in conferences,
working groups and public
conversations

Other external stakeholders

- contractual
(See also the
“Partnership

A Managingcustomer relationships

A Relationships with suppliers,
subcontractors and commercial partners
A Statutory auditors and other external
auditors

A Certification bodies

A Membershipin expert and academic
groups

A Membership in industry ancharket
organi zat i ounigns (raslenp |
federations, etc.)

A Handling customer complaints
A Supplier and subcontractor
guestionnaires and audits

- non-contractual

A’ NGOs, public interest bodies
A Consumer organizations
A The media

A Occasional or subjedtased NGO
and consumer organization campaig
A Relations with local community
organizations, depending on plans t¢
set up new sites/facilities

13



Non-financial ratings

e

NS

A LVMH is a signatory of the Ueit Nations Global Compact and in November 2 I

published its COP (Communication On Pro .i“‘,
2

7

= THp
\

4

AAt the end of 2015, the LVMH group was select
on ESG (Environmtal, Social and Governance) criteria:

LVMH has been a member of the Euronext Vigeo Eurozone 120 index since it was laun NYSE
June 2013, replacing the ASPI Eurozone infldxanhced Sustainable PerformariodeX. E‘l]J]-RONeEg,
£~
In September 2015, LVMH was comii@d as a member of the FTSE4Good Global 100. “
FTSE4Good

On September 21, 2015, LVMH was confirmed as a member of the upHatailence Europ “
I

Ethibel Sustainability IndgESI)

XCELLENCE Eurape

On February 23, 2016, LVWMHwWashr c e again awarded Folramc e
of approval. This award recognizes the companies that have shown the stronges gmmm
commitment and are likely to figure in the investment registers of SRI (socially respo pe

investment) funds.

PIONEER &
EXCELLENCE

A Of the other assessments and rankingsaofieneral nature that are not part of an audit specifically
requested by LVMH, the following are worthy of note:

On June 30, 2015, LVMH was selected by OFI Asset Managementritptigeié (engaged Asset
category among the 43 companies in@§&| LeadeiSRSRI leader) portfolio. ‘ Management

In November 2015, LVMH was given a score of 57.7 out of 100 for the 2014 fiscal -/
CFIE (a French organization that promotes CSR and SRI) in its 2015 annual stud )

workforcerelated and environmental informationinoop ani es’ annual CFEFIE

I n November 2013, Lthé Budtainaldlity ratingstagedcy InrBté (or
scale of 12 scores ranging from @ A+) as part of its analysis of stocks listed on S rate
Europe 50. LVMH had one of the best scoresmgrthe six Frencbompaniesn the index. e

14



1. DEVELOPING TALENT AND SKILLS

Identifying and recruiting talent, along with preserving strategic skills and expertise, are decisive
elements in the short medium and longterm success of the LVMH gpoand each of its entitie$n this
highly competitive world, where creativity and expertise are of the utmost importance, it is essential to b
able to enlist the highegterforming, most appropriate and most promising talent.

Recruitmentg a Employee professional Knowledge
key moment development preservation

Recruitment¢ a keymoment

TheLVMHwayu As the Group’s companies devel op
new growth drivers such as digital technology and innovative partnerships come to the fore, we
been able to provide varied career opportunities at everyeleof the organization, prompting
crosspollination of skills between different business segments.

LVMH was ranked th@umber-one preferred companyby business school students in Frar
according to the 2015 Universum poll, marking its tenth conseeuwtear in this coveted position.

27,927people were recruited under permanent contracts, including 2,764 in France and 9,486
United States.

5,546 people were recruited in France under fixem contracts. The seasonal sales peaks at
end-of-year holiday season and the harvest season are two main reasons for usingefixe:
contracts.

The overall turnover rate2(l.8%) was stable compared with the previous years. It showed ma
differences across geographic regioiitie highest rates were cerded inthe North America, Asic
and Otherregions where labor markets are mofftexible.

Voluntary staff turnover over the past three years was also relatively stable, going from b528%3
to 16.0%in 2015.

15



LVMH has put an action planptace to make the
career opportunities within what the Group calls
i ts “ecosystem” better
reach of its brands, growth and international
expansion, the LVMH group naturally attracts
talent from the world of luxury goods, and
beyond, fran all innovative fields. It also focuses
on raising awareness of the full extent of its
highly diverse range of professions to guarantee
excellence across all its business lines.

For many years, the Group has maintained special
ties with business and engering schools and
universities, enabling it to develop its reputation
and that of its companies among students and
give them a window onto major career tracks and
prospects. In 2015, LVMH had many privileged
partnerships based on
recruitment priorities.

Design is a key focus of programs at Central Saint
Martins in London and Parsons School of Design
in New York. To help young designers launch
their careers, every year since 2011 the LVMH
Grand Prix scholarship has been awarded to three
students from the prestigious London fashion
design school Central Saint Martins. The aim of
this scholarship is to provide financial aid to
students in their last year of fashion design and
offer them new opportunities, especially at LVMH
companies, whichare always eager to welcome
and train new talent. In Febary 2015, Bvlgari
also entered into a longerm partnership with
Central Saint Martins to develop and support
student creativity through a design competition.
At its 67th anual Fashion Benefit on &¢ 20,
2015, Parsons School of Design presented LVMH
with an honorary award for its commitment to
promoting creativity. Marc Jacobs, an alumnus of
the school, was also recognized for his career.

LVMH supports luxury brand management
through the LVMH Chiaat ESSEC, SDA Bocconi in
Italy, and the Luxury Business Management track
at Singapore Management University. In March

2015, LVMH and ESSEC announced the renewal

for another four years of the LVMH Chair, the

worl d’ s ol dest progryam
industry, founded I n
SavoirC I A NB R ©@Bak WS niuguatéd in
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January 2016 as part of its luxury track. LVMH is
involved, alongside other partners, through its
cthammagne hous®dm tPérigndnBvery year, the
Chair willenable some twenty students to learn
about the challenges connected to these singular
skills and strategies to ensure their international
reach. Future managers, investors, craftspeople
and entrepreneurs will have the chance to take
part in research programs in partnership with the
LVMH group and Dom Pérignon in particular.

Excellence in the Customer Experience was the
driving force behind the launch of a new
partnership with HEC to foundhé General
Management and Retail Excellence chair, which
aims to create a teaching and research program
dedicated to luxury brand management. Drawing
ont tieeexpe@se ofu HEC Pprofeses@s atong with
managers from many different LVMH companies,
this longterm partnership will set a new
benchmark in its field through widesaching
educational initiatives. The chair will train the
talent of tomorrow in all the different
components of retail in the luxury industry, from
sales and merchandising to logistics. ItIallow
students involved in the program to gain access
to career opportunities in this highly sougatter
field of specialization, while enabling LVMH to
make direct contact with a highotential,
multicultural, mobile, international talent pool.
This patnership is also a chance to broaden the
scope of research on key issues for the luxury
industry.

To help attract more engineers, in March 2015,
LVMH pledged to support and take part in the
activities of the Supply Chain Chair at the Ecole
Centrale Parisuntil 2018, alongside three other
partners. Louis Vuitton, Parfums Christian Dior,
Guerlain, Sephora, Moét Hennessy and their
employees will take part in all the initiatives
implemented as part of this chair. This
partnership has five key objectives: mmaithe
talent of tomorrow, make contact with
engineering students, connect the academic and
business worlds, create a platform for dialogue
for the business world, and provide LVMH talent
with ergoirg Itrairing.din Nowembeh 2014 thex u
Gréup Was alsoEtis: StimCspansor of ekarum,
the Ecole Polytechnique


http://www.lvmh.fr/les-maisons/vins-spiritueux/dom-perignon/

aim of this sponsorship initiative was to raise
awareness of the career opportunities for
engineers at LVMH.

Locally, a larger number of Group companies
have also developed multiple specific
partnerships, such as
EcolePolytechnique Fédérale de Lausanne. Moét
Hennessy andEcoleFerriéreshave joined forces

in a partnership to help cultivate excellence in
hotel management, gastronomy, wine and luxury
programs Located 25 kilometers from Paris, the
newly inaugurated school opened its doors on
November 3, 2015. Lastly, digital
entrepreneurship was the focus of a new
collaboration with Telecom Paris Tech.

Alongside the key partnerships forged with
schools and uwersities, the LVMH group aims to
encourage and cultivate the talent of the next
generation of designers. With this in mind, in
2014 LVMH created a benchmark award: the
LVMH Prize for Young Fashion Designers. On May
22, 2015, the final awards ceremony waald at
the Fondation Louis Vuitton for the second year
running, with the top prize going to design duo
Mar ques’ Al mei da. The
composed of nine creative directors of LVMH
companies — J.W. Anderson (Loewe), Nicolas

Building a digital presence

In addition to the & 0 u p *campus presence
and partnerships, LVMH continued to develop its
digital presence in 2015. Special emphasis was
placed on its reputation as an employer, focusing
in particul ar on
social media, especially LinkedIn, tveor | d’
largest professional network. This year, according
to a survey of this leading professional
net working site,
most influential luxury brand on Linkedlithese
new digital tools help reach a wider audience of
students whié streamlining the job application
experience and encouraging a diverse pool of
candidates to apply. Examples of these highly
i nnovative initiatives
application (for digitizing CVs submitted on
student forums), virtual job forums, precorded

paeelei voed

Ghesquiére (Louis Vuith), Marc Jacobs (Marc
Jacobs), Karl Lagerfeld (Fendi), Humberto Leon
and Carol Lim (Kenzo), Phoebe Philo (Céline), Raf
Simons (Dior) and Riccardo Tisci (Givenchy)
along with Delphine Arnault (Executive Vice
President of Louis Vuitton), Je&aul Clavee

H(Advisop tto' Bernarch rAtnauk rasdh Hegad wfi t

Corporate  Philanthropy for LVMH) and
PierreYves Roussel (Chairman and CEO of the
LVMH Fashion Group). The jury announced their
choice following presentations by each of the
seven finalists. Portuguese designers rida
Marques and Paulo Almeida met during their
studies at the CITEX fashion school in Porto. After
attending Central Saint Martins College in London,
they decided to combine their talent, creating the
womenswear brand Mar que
2011. They reei ved a gr&8a@nd a0 O (
one-year mentorship from LVMH experts. The
jury awarded its Special Prize to Simon Porte
Jacquemus. His brand Jacquemmus i s mot h
maiden name — has since enjoyed growing
success and is sold at numerous prestigious
points of sale in France and other countries,
including Le Bon Maréhin Paris and Dover Street
Market in London. Simon Porte Jacquemus
jau dggreassn't weokbing € 1
mentorship from LVMH experts.

video interviews and an online presence on
platforms such as jobteaser.com.

d e s c r iAb previguslyi réparted,” ireMag 20¢4s Busimass of o

FEashi on | aunched BoF (
marketplace for fashion talent. The LV MH
was involved in this launchsaone of the main

L VMH’ spartnessn The anly talemd doel ofiits kind, iBeF

Careers has positioned itself as a crossroads
where talent and the leaders of the luxury and
fashion industries can meet. The LVMH group has
launched its own careers page on this platform
(www.businessoffashion.com/lvmh). This
dedicated onlideespacd skrees as‘alport™ into thé
Group, featuring a large number of job listings
covering the entire product life cycle, from design
to distribution.
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Employer brand recognition

The LVMH tgmmatign’ts givel iself
the means to reinforce its image as an employer
of choice is ai med at
increasing demand for top talent. In March 2015,
for the tenth year running, initiatives taken by all
Group companies were popular wigtudents at
France' s top business
first among preferred companies in the
Universum poll on the most attractive employers.
The ranking is based on responses from more
than 39,742 students at 126 higher education
institutions. For tle first time this vyear,
Universum also added responses from 8,441
alumni of the 126 schools and universities. The
results largely confirm the ranking order chosen
by the students. LVMH is the preferred employer
of business school alumni and the fHidworite
employer among engineering school alumni.

In April 2015, LVMH also reaffirmed its position
as the preferred employer among business school

18

students for the seventh year in a row in the
Trendence France 2015 ranking, a study carried
auteoa tmora than i2 000 studenta ppadnyouag ’
graduates of 158 schools and universities. Won
over by the diverse range of business sectors and
professions, the large number of Group

S cdmpamiéss gnd thé scopeaai kte deodraphitH

presence, this vital force of young students rallied
behind LVMH, making the Group the uncontested
leader in terms of attractiveness. The reputation
of t he Group’ s hasnsd oy
continued to grow in European rankings and now
features among the top names.

Alongside these Groupwide initiatives, seeral
Group companies including Sephora, Parfums
Christian Dior, Louis Vuitton and Guerlain also
have their own employer communication
campaigns in order to attract the best candidates.



Employee professional development

the LVMH way u The annual organaional and talent review run by the human resourc
department in close conjunction with operat
human resources policy. It is an opportunity to prepare a range of training courses in line with r
conditions and staffing requirements, and to build career paths for employee mobility.

€ M mm idvested in training worldwide, up 12.6% in 2015 over 2014
2.4%of total payroll

€ y Tper employee, up 9.2% in 2015 over 2014

61.4%of employees received training

282,438days of training (i.e. 1,977,066 hours)

2.2 daysof training per person, on average

17,049hours of training devoted to the environment

36.6% morehours of safetyrelated training

2,400managers took advantage of internal mobility opportunitveishin the Group in 2015
73%o0f senior executive positions filled internally

Strategic review

In a group that is intrinsically decentralizetie meetings are held between Group companies and
human resources department is responsible for different regions to help provide an array of
promoting crosgunctional skills exchange and succession options. More than 70 positi@vel
cooperdion, while supporting the career and regional mobility committee meetings were
devel opment of t he Gr oheld in 2015.tAa & resnlt, 73% oh serdou exdcutive
coherent, comprehensive practices. Human positions have now been filled by existing staff.
resources coordination is expanding to new
frontiers in Latin America and Oceania, In 2015, the organizational and talent review was
supplementing existing mobility committees in  performed with special attention to indicators of
areas whee the Group has a losgfanding HR cultural and gender diversity. This approach
presence: Europe, the United States, Asia and revealed a talent pool of 1,000 key individuals
specifically Japan. LVMH supports its from 30 different countries, with women
high-potential individuals through the FuturA accounting fopobe@tofal t'tl
in-house talent development program. These
staff are selected first and foremost on the ms The personalized support given émployeeshas
of their potential, their creative capacity and the  been improved by upgrading the qugliof career
values that drive them. discussions and annual interviews, with training
for HR and line managers all around the world.
The annual Organizational Management Review
of the Group’s talent p Mandgersanatwrallyoptayy ea keyi raleih culbbivating s
crossdisciplinary initiative that involves all Group  this type of organizational and career
companies and subsidiariegimed at identifying development. This skill is now a criterion by
internal talent and ensuring succession to key which theyare systematically assessed at their
positions. As part of this review, mobility annual performance and career reviews.
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Awareness and training programs

No matter how diverse the businesses and teams
concerned may be, the LVMH group and its
companies always design their training activities

with the aim of satisfying business requirements

as well as personal expectations regarding career
development.

In 2015, training investments by Group

companies throughout the world represented a
totalof € 110. 6 million, or
Investment increased once againby 12.6%

compared to 20114
compared to 2011
training investment per fultime equivalent
person amounts to

Enabling everyone to get to know the Group better

Each of our Group companies has forged its own
culture, which is closely linked to its identity and
strategy. Each one 9 has a Groupelated
dimension, which is a powerful means for
engaging our employees. In our regions and in
some countries, we already have programs in
place for inducting new employees, sharing the
wealth of our ecosystem with them, and making
them feelpart of the Group.

LVMH holds integration seminars for new hires
focusing on its culture, its values, its key
management principles and knowledge of its
brands. These seminars include an introduction
to social responsibility issues. A total of 30,043
employees under permanent or fixerm

contracts attended seminars of this type in 2015.

Supporting digital transformation

The changes brought about by digital technology
are having a mfound impact on the behavior of

both luxury consumers and LVMH group
employees. In order to evolve in step with those
changes, the Executive Development and Digital
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Inanbifécturing

approxi mately

the total number of training days amourdeto
more than 282,438 days, representing an
equivalent of around 1,228 people receiving
full-time training for the entire year. In total,
61.4% of employees received training in 2015 and
the average number of days of training was 2.2
days per employee. diverse selection of training
programs is available tomanagement and
non-management employees for career
devel opment at t he
facibtiesa | andp administtative
offices. A substantial portion of training also

( €9 8. 2takes plateiomthgdb oraandaily bapis abd8s. nbt%
(€69. 8f amitlolrieodn )i.nt Dhe VMiHeEBager

€878. I n 2015,

In 2015, we decided to step up this approach by
creating our LVMH VIEW-learning module to
ensure that all of our managers would have an
opportunity to discover the @®up. Our 70Group
companies contributed to this training tool,
which gives new hires their first experience of the
LVMH group and its brands. Interactive dnd, it
enables employees to learn about our values,
companies and products while empowering them
to become ambassadors for the Group. When the
module was launched in July 2015, all LVMH
executives and managers, regardless of their
length of service with the Group, were invited to
participate and over 6,000 employees have
logged on so far. Currentlyvailable in French
and English, the module will be expanded to
Spanish, Italian, Mandarin and Japanese in 2016,
and to all employees in the near future.

teams have built specific tools, which they have
made available to Group companies.

An aline training course called Digital Discovery
enables management staff to acquire a shared
vocabulary and a core of critical skills for dealing

G



with the implications of the digital revolution,
including new tools, trends and customer
behaviors, combined ith insights on regional
differences. This trainingrogramexplores all the
key topics selected with our dhouse experts,
from our main functional job categories-
marketing/communications, retail and general
management— to our five primary business
groups.

In another initiative, Digital Journey, the
Executive Committeesf Group companies are
invited to attend a special session where they can
draw inspiration from new ways of working,
experiment with new technologies, familiarize
themselves with new tols, and interact with
stakeholders in the digital community. There are
also regional initiatives. In China, our human
resources teams have helped steer organizational
change as part of a digitalge strategy to recruit
the most digitally savvy people anuffer them
attractive career prospects.

On September 25, 2015, Louis Vuitton held an
event that may very well have been the first of its
kind in the luxury world: théJnlock the Future of
Luxury Hackathon. This event was attended by
developers, designersjata analysts and other

Retailspecific challenges

Another challenge involves expanding the retail
skills of the Group’s
retail network, which is one of a kind in both size
and quality, serves as a foundation for customer
relationships and brandxg@eriences. To this end,
retail support and sharing initiatives have been
set up — designed globally but implemented
locally—to give Group companies a helping hand
on the ground.

In China, the Retail Academy designs professional
development programs thaare suited to the
pace, context and constraints sfore operations,
covering subjects such as interpersonal
communication, understanding luxury, and the
best ways for managers to coach their employees.
These programs are open to the management

seltprofessed geeks a t t he Group
historic home in Asnieres. Selected from among
nearly 400 candidates, 58 developers took part in
this unprecedented event. Half of them were
students from Ecole Polytechnique, Ecole
Centale Paris, Télécom ParisTech and Paris
Dauphine University in France as well as Queen
Mary University in London. In total, more than
nine prestigious schools and universities were
represented. The reason they were there was to
develop an innovative applitan to get to know
our customers better and anticipate changes in
the luxury world by tracking trends. Divided up
into teams, they had 48 hours to rise to the
challenge and plunge into the data provided to
them, with the help of code and algorithms. The
participants could exchange ideas with Louis
Vuitton mentors: employees from a range of
different professions including digital technology,
marketing, = communications and  human
resources. After two days of exploring and
analyzing over 1,000 gigabytes of dagach team
presented its project to a jury made up of Big
Data professionals, Louis Vuitton employees and
event partners. In the end, the jury decided to
reward the creativity of two teams, each of which
won a trip to San Franci

staff of all our locally represented brands. Since

g Wecstaréet! offeringgheem in 2042, maventhan 300/ M

managers have signed up.

Retaitspecific initiatives have also been
developed in the United States. The brands have
formed special working groups to design
customer relations training courses, outline
shared career paths and implement dedicated
programs for their indirect retail networks. All of
these initiatives are contributing to our Group
compani es’ success i n p
with great experiences and spprt.

Sephora continues to innovate on the customer
experience front through Sephora Lab an
internal program that gets employees involved to

21



develop new creative concepts as part of a
collaborative innovation approach. When it was
launched in Europe in®R1 2 , t he
objective was to generate innovative new ideas
by stimulating the creativity of employees or
“l abmaker s Dur i ngof
development, the participants generated new
ideas for enhancing the customer experience,
before conceptualizing them and presenting their
projects. Theirassignment was to makehe
shopping experience&ven more exceptional. In
2015, Sephora Lab reached a major milestone:
the ideagenerating phase wasupplemented
with a codesign and concept impleméation
phase. Participants were provided with digital
tools to help them give shape to the ideas
generated during the brainstorming phase. The
next step is to create a genuine internal stag

Internal mobility

The Group has made internal mobiliywhether
geographic ocrossfunctional—one of the pillars

of its human resources policy. LVMH Human
Resources has always prided itself on offering a
wealth of career development options and
internat i onal
ecosystem provides an environment that is
particularly conducive to career development,

with its diversity of business lines and
professional roles, the number of brands
oper ated and t he

dimension embling employees to build
individualizedcareer paths and gain new skills,
expertise and experience. All employees can take
an active role in their own career development
using the MOVe internal job board, which can be
accessed from anywhere in the worldavthe
Group intranet.

In terms of results, 2,400 managers took

advantage of internal mobility opportunities
within the Group in 2015. LVMH also fosters
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opportuniti eThanks

with the aim of being able to rapidly launch new
concepts. Anther goal of the program is

pr og exending thenhbrainstorming experience to all

employees using a digital tool. Sephora Lab has
been a success so far, already generating a

t hnursber of goncepis aiice 20p2h Ehe @ift Factory,

a sophisticated personalized giftrapping service,
has proved highly successful and is now available
at 90 stores in 13 countries in Europe, Southeast
Asia and the Middle East. The Mini Beautic smart
sample distributor has been launched at two
stores in France. The challenges and obstacles
encauntered by Sephora Lab only prove the
importance of taking risks as part of a resolutely
pro-innovation approach. This pioneering model
haseven inspired Sephora teams outside France,
with a Sephora Innovation Lab opening in the
United States in 2015.

mobility between professional categories by
encouraging its employees to acquire new skills,
especidly through certificate or degree
programs.

b h ¢the eBgagemgnt sand close
collaboration of our HR managers at Group
companies around the world, especially through
regular talent reviews, 73% of senior
management vacancies have been filled via

Gr o inferhaspromdations. er nat i onal

Specific working groups are now organized for
retail, digital, finance and supply chain jobs, in
addition to the 70 internal transfer review boards
for different seniority levels and regions. This
approach is underpinned by faeaching chages

in the tools and information systems used for
human resource management and the
integration of social media into an even more
proactive talent outreach process.



Linkingcompensation packagewith ESG performance

the LVMH way u Group companies offecompensation packages that are competitivi
positioned with respect to the market in order to attract and motivate talented staff. To reinforce
link between the different compensation packages and employee commitment to sustai
development, a grewing number of Group companies take into account certain ES®ironmental,
Social and Governance) criteria in their annual employee reviews.

3%i ncrease in the proportion of employee:

International sadry surveys, in relation to specific 2015, paid in respect of 2014an increase
professions and sectors, are carried out annually compared to the previous year.

and are used to permanently ensure that the

Group maintains a favorable position against the Certain Group companies have implemented an
markets. By means of variable pay components incentive program with assessments based on

based on both individual perforance and their ESG (Environmental, Social and Governance)
employing companies, managers have a vested performance criteria. Forexample, under the
interest in Group comp arhreegear maertiee agseement signed at

All companies in France with at least 50 Parfums Christian Dior in 2014 applicable in
employees have an incentive scheme, profit 2014, 2015 and 2016 a new waste recovery

sharing or a company savings plan. These plans i ndi cat or was added: “ B
accounted for a total expene of €17 6. 2 whch ltrhcksotne praportion of brand waste
recycled.

Knowledge preservation

the LVMH way u The LVMH group has always been\ayi engaged in training initiatives
especially apprenticeshipsto ensure that the expertise that makes up the cultural heritage of craft
design professions is preserved and handed down to future generations.

1,054young peopleon apprenticeship or worand-training contracts in France in 2015,
including99y oung peopl e trained at Institut d
2014

|l nstitut desenctMét i ers d’' Excel |

Launched in 2014, the Institut des Meétiers school and the Compagnons du Devoir et du Tour
d’ Excell ence (1 ME) i s de Frapce.dMEeopenad amL¥MH class a eachi oh
program that helps the Group ensure the these schools, providing apprentices with
successful transmission of its expertise by professional training in jewelry making, couture
encouraging younger generations to pursue flou and leatherworking. In 2015, IME entered
professions in the fields of crafnanship, design into new partnershipswith Avize Viti Campus,
and sal es. Thi s i niti aEMASup Parie &ind the Ecsle BdGheta CDBIA 0 U |
desire to better meettsc o mpani es’ c uarts and tdesignncdntinuing education program,
future requirements and expectations. In 2014, opening four new professional course tracks in
IME signed its first partnership agreements with  couture tailleur, wine and winemaking, sales and
the BJORewelry school, the ECSCP Paris cautu retail design, with the number of apprentise
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growing from 28 to 99. Chaired by Bernard
Arnaul t t he Group’ s

backto-school ceremony held at the Fondation
Louis Vuitton on October 27, 2015 marked the
of ficial |l aunch of
attended by the Group Exutive Committee,

educational partners, training specialists, industry
experts, program mentors, the Presidents of the
21 participating Group companies, and of course

schools, irhouse production management

C lraning ama nrhowsen prrofessSianal, traintndy dts

objectives for 2015 and 2016 are to forge strong
partnerships with the most outstanding schools

technical skills among all employees in its
production departmentsEvery year, Loro Piana
offers training courses for sales staff at its
Company Retail Excellence Academy. In 2014,

| nst iandutd reidferce pMéction enansigementEand e |

the classes of 2014 and 2015. Designs by the class
of 2014 inspired by the Fondation Liswuitton
were exhibited and presented to guests at the
ceremony.

some 1,000 employees or 90% of the staff
concernal — attended training in at least one of
the 20 courses developed-ouse.

In February 2016, Fendi inaugurated Massoli
Academy alongside Sartoria Massoli, a couture
workshop with whichit has worked closely since

As a signatory of the Apprenticeship Charter, the
Group devotes considerable efforts to the
development of apprenticeship opportunities, 1982. This ambitious project aims twansfer
whi ch facilitate y 0 u n gunigpead@gshakingexpertse o resv generations
qualificgions. As of December 31, 2015, there of artisans and preserve the prestigeofMa d e i
were more than 1,054 young people on | t a traftSmanship. Massoli Academy trains
apprenticeship or worandtraining contracts talented young people in the traditional skills and
(imncluding Institut d e Mdiculous rcraftsnthnskpregaeidled &mn baite
of the Group’s French c coore oedens..

a

Preserving expertise at Group companies One of the longststanding initiatives aimed at
ensuring that skills and excellence are passed on
to future generations is the school of leather
goods founded by Louis Vuitton in 2010 at the

firm s historic Asni ere:¢

To further anticipate their requirements and
smooth the knowledge transfer process, some
Group companies have created their own training
structures to meet ever more speitfchallenges.

In September 2013Christian Dior Couture also
opened its own training institute(Ecole des
SavoirFaire, the goal of which is to preserve and

For example, in March 2012, Berluti set up its
Académie du Savekaire in Ferrara (Italy) to
revive the ancestral craft of shoemaking inthe devel op the company’ s
heart of the EmiliERo ma g n a r e g i o ngenerBtiens tograftitrades in the world of fashion,
Académie du Savekaire selects and trains the help young craftspeople fingvork, expand the
company’s next gener at i @mactice bf adprentiadipy and Uitimately arieager s
and leatherworkers. In August 2015, Berluti a rigorous study program that lets students
opered its new footwear and leather goods  participate in theMeilleur Apprenti de Francand
workshop in Ferrara (northern Italy). Spanning  Meilleur Ouvrier de Franceompetitions. Every
over 8,000square metersthe new facilityis built year at Christian Dior Coutuies wor ksh
toaccommodate the ¢ ompamgstes and apprentices. workMogether in pairs,
this new site, Berluti can double the number of  passing down the tradition of excellence.

artisans working in its work®ps while at the
same time totally rethinking the ecosystem in
which its shoes and leather goods are made.

e )

Moét Hennessy Asia Pacific has set up a school
for sales managers in partnership with a local
university, while developing new training
programs to promote workplaceefficiency,
¥6ah$gNEHcal thinking and

In the last quarter of 2015, Loro Piana launched
its! OF RSYAS RS {vihich\is tHreS &
main goals: supporting the textile market irs it
geographic areas by sponsoring local specialized
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Lastly, in Spain, Loewe officially opened its
leather crafts training center near Madrid in

February 2013. The context of this initiative is the
doubling in size of its production center, and the
resulting increase in training and hiring. To date,
99 people have been trained and 66 have been
recruited. Loewe'’ s
training center a center of excellence recognized
as such by the Spanish authorities and the
international community of leather industry

of Labor and Social Security). This award is highly
regarded in Spain in the field of human resources,
and presenting it to Loewe is a way of recognizing
the company’s role in pr
high-quality craftsmanship, its commitment to
creating stable employment for jobseekers with

0 b j eno iitialtrainingy and its ¢apacityrtoawor& in cloge s

collaboration with the local communities of
Madri d. Mor eover, full
training center throughout 2015 to enhance the

experts. It has been a resounding success: in 2015, versatility of its créispeople, providing them with

t he school received
Empl oyment” excell ethe e
Spanish magazin&xpansionand presided over

by the State Secretary for Employment (Ministry

t hteaining Enskills an rtechmiques that caufd doe
aevelopatl eyem fartherTwendytivo bnyployees

completed a total of 740 hours of training in 11
different key skills.
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2. MANAGING QUALITY OF LIFE AT WORK

Theskilsandmotivii A 2y 2F (GKS DNRdzZLIQa SYLX 28SSa | NB
and services offered by its brands. Their working conditions must enable them to express those skills &
motivation as best they can, and to feel fulfilled in carrying outrtib@sks. That isg K& (G KS DN
O2YYAGYSy(d G2 YIylF3IAy3 ljdztAde 2F €tAFS G 62NJ

Managing quality of life at work

Employee < : v i L -
health and Well-being at Work-life balance and

fot P work b working time
salety o arrangements

Labor relations and professional practices

Health and safety issues

the LVMH way u For LVMH, respecting all employees regardless of gender and ensuring
health and safety are two fundamental components of its social responsibility policy. LVMH
awareness at its companies, via their human resources departments, of the importance of pro
empl oyees’ heal th and safety.

€ p nwas spent on improving health and safety and working conditions in 2015, of \
€35.5m went specifically toward health

34,693 Group company employees received safety training worldwide (up 36.6201k
compared with 2014).

Work accidents:

Number of accidents| Frequency rate | Severity rate | Deaths
2014 | 1,055 4.75 0.13 0
2015 | 1,077 4.70 0.14 0

Workplace safety issues take different forms production takes place— is more heavily
depending on the business group. For instance, represented In 2015, there were 1,077 lestme
Watches & Jewelry sees the fewest work  work accidents which resulted in 32,306 lost
accidents whereas Wines & Spirits has the working days. Frequency rates have been
highest frequency and severity rates due to the improving steadily for several years, while

nature of its business. Similarly, the geographical severity rates have slightly ireased.
breakdown of the number of accidents shows

that France— where most LVMH compane s’
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The total amount spent on and invested in
improving health, safety and working conditions
stood at over €54 mil
Group’s gross payroll
Group company employees received safety
training worldwide, 36.6% ore than in 2014
(25,390 employees). Of this total investment,
€35.5 million was
health and safety in 2015, significanthore than
in 2014 (up 15.6%om<€ 3 0 . 7

These issues come to t
day-to-dayworking environments, which is why it
is the responsibility of Group companies to
implement appropriate health and safety policies.
Health, safety and ergonomics assessments,
giving rise to structured action plans, are carried
out at production sites, wdishops and vineyards
as well as stores and offices. Processes to
improve workstation ergonomics are
implemented and workstations are redesigned to
help retain staff

In Wines & Spirits, Krug and Veuve Clicduete

t he “Quality of L 4witlee
agreement, which contains a section on
occupational hazards focused on three priorities:
reducing physical strain, cutting the number of
work accidents in half and preventing
occupational stress. Before this agreement was
signed, a special workshop hatteady been set
up for employees with medical restrictions,
disabilites or an inabilty to work At
Gl enmorangi e I n
accident?” policy
entire health and safety culture. Parfums
Christian Dior is implaenting an initiative to
improve the ergonomics of workstations used by
head office staff, mobile employees and
point-of-sale staff in conjunction with employee
representatives. At Guerlain, a number of
ergonomics initiatives have been implemented at
manufacturing facilities and in boutiques,
particularly at the newLa Ruchananufacturing
facility in Chartres, inaugurated in 2015. Special
attention was paid to ergonomics at this facility
from the very beginning of the construction
process, including singlevel manufacturing
areas, simpler optimized workflows,
high-performance  ventilation systems on
powder-manufacturing equipment and new

emulsion equipment. On the safety front, the
facility has a checkweigher forhazardous
materialsrand ZerUrify systems thalitontatieallyo f

w shutl aff weiquipment A any salbnorimglities3 dre 6 ¢

detected. Site safety is further enhanced and
optimized by a building management system.

i nv e sSinelatly, lnwisr Velittors ip graclually irodireg lout gn

initiative  addressing  health  policy, work

mi | | i o n)organizatim, the physical work environment and

a training plan for its manufacturing workshops
and logistacs vearehiouses. énn2Q1b, d_quis &&tton
had several different studies run on physical
strain at its stores in France. While these studies
helped identify areas wdre operations and
equipment could be improved (such as carpeting
and seating), no stores were found to induce
physical strain. At its workshops, a number of
i nitiatives were | aunch
postures and movements and improve
workstation ergnomics. Lastly, at Make Up For
Ever, a safety training program for all employees
was launched in October 2015 at the Porte
Maillot site in Paris. An ergonomics, health and

adafety Wawarénéss gumlen 5 adistyibuted to all

employees, and the health and safetynemittee

is very preact i ve i n anal yzi
information submitted by representatives and
employees.

Regarding workplace health and safety
management certification, in 2015 the Louis
Vuitton workshop in Issoudun obtained OHSAS

Scot | an8001 cartificab nbraasn dp ar t“ zeefr ot F
remai n “ Be sctoirmaetrisano:neHeafl t ht )k

wi t h | d’TQs g@rogrammnis monitored
annually under the PACT working conditions
improvement plan, and is part of the work done
by the Executive Committées He al eth a
Committee. In 2015, Glenmorangie successfully
reaffirmed commitment to OHSAS 1800%ia a
new certification audit A key goal for
Glenmorangidn 2015 was to improve itsontrol

of major accident hazarddCOMAH)Lastly, Fendi
obtained OHSA38001 certiication for the Sesto
Fiorentino logistics facilitythe Porto SanGiorgio
shoe workshop and the Florenceworkshop
Hennessy created an Environmental Safety
Quality Management Department, one of the
aims of which is to implement a safety
certification andmanagement system by 2018.
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Group company programs and initiatives for wedkeing at work

TheLVMHwayuThe skills and motivation of t he
excellence of the products and services offered by its brands. As suchp Gompanies take a muc
broader vibew ngf a‘twenolr k” t hat goes beyond h
conditions must enable them to express their motivation as completely as possible and feel fulfi

carrying out their tasks.

The overall absence rate w&@s8%in 2015, lower than in previous years@b in 2014 and 4.9% i
2013).This slight decrease was partly due to the decline in paid absences (0.3% in 2015 vers

in 2014).
addenda to existing agreements on topics
including occupational stress prevention have
All Group companies are committed to been signed at Group companies in France.

preventing occupational stress, and pay particular
attention to stressful situations their employees
might encounter. In 2015, Moét Hennessy Diageo
launched a comprehensive program including an
awareness day and practical workshops on the
topic of erfddmanca githrkigdnegs

in which 63 o f t he C managars y ’
participated. The second phase of the program is
scheduledfor 2016, with the development of a
guestionnai r eadeghippracices g e
aimed at identifying their needs and the
implementation of training modules, including
one on occupational stress. In the same vein, in
2015, LVMH Fragrance Brands launched an action
plan on preventing occupational stress, which
was presented to employee representatives at
meetings of local and Europeamo r k s’
and the health and safety committees, as well as
managers. At Moét & Chandon, the agreement
on preventing occupational stress includes an
alert procedure for emergency situations, a stress
level assessmerdt each employee medical visit,
and an action planMoét & Chandonlaunched
coaching sessions on workplace wmding and
trained its managementevel staff and
supervisors (executive committees, department
heads and managers) in preventing occupational
stress, while LVMH Watches & Jewsglrheld
training sessions in China on managing stress at
work. At the store level, Sephora Italy ran tests to
assess i ts empl oyees’
Heuer gave i ts staff
awar eness” -storestresg ldvals Blorei n
generaly, in recent years agreements and

Beyond preventing occupational stress, the
ambitonof t he Gr o uiptognprove mp
employee welbeing at work. Increasing numbers

of them are offering services such as relaxation
sessions, massages and sports classes. Berluti, for
example, offers its employees weekly sports and
yoga classes at preferential rates. In 2015, Céline
held two well-being at work training sessions in
the form of open workshops- first for older
employees, then for all employees on stress
management, including sethassage, yoga and
laughter therapy workshops. In Spain, Moét
Hennessy introduced 2@inute massag breaks

to help employees relax at the most stressful
times of the year. In China, Louis Vuitton has set

c o wmeacorhpany library and reading nook available

to all employees, stocked with magazines and
tablet computersin Argentina, Moét & Chandon,
working h tandem with the irhouse medical
department, has created a more nutritionally
balanced menu for the staff cafeteria. A number
of the Group sompaniesin Franceparticipated

in the 12th wellbeing at work week from June 15
to 19, 2015. On this occasiorChristian Dior
Couture, for example, held workshops on a range
of topics including sleep, nutrition, time and
energy management, and the use of personal
resources in the professional sphere. Employees
also had the opportunity to enjoy seated

grassageass badedmwne | s he whlialpe n & 4

relaxaionmmethod. o n “robbery



Building quality and design is also an important were consulted at every step of the project, from
consideration that Group companies take into  how to optimize workspaces to lvat to call the
account during the construction and renovation  new facility, along with the choice of furniture
of their sites. An emblematic example of this in  and layout. More than 300 trees were planted
2015 was Gawgunatiora of nits s1ew i n and two central landscaped patios were installed
skincare and makap manufacturing facility in to create a bright, pleasant environment.

Chartres on February 6, 2015, attended by

Bernard Arnaul t, t he Gr Mo fgewerall/h at i Groopa lavel,aas dartCdE @ ,
and Manuel Valls, French Prime Ministsiamed project looking at the possibility of standardizing
La Ruche (“The Beehi ve” healthcard benddits, taestudy afsthe dsgstemsgim e
to meet the company’ s a mplace in eatls couhtry thas geerolauhched along
technological excellence, quality and  with discussions on how common core benefits
sustainability. To ease the transition to the new  might be implemented.

site, all the employees concerned by the move

Work-life balance and flexible woriag time arrangements

the LVMH way u Respect fopeopleinvolves taking into account a number of separate fact:
Offering flexible working hours and services that help employees achieve a satisfact&rlfevbalance
i's a way of me e tngexgectaionpih tergneod ghysica wieding,itime managemen
and dealing with family responsibilities.

As of December 31, 2015, pdmne employees made u@d9% of the total workforce, or 24,36:

individuals out of 125,346. Worldwidd3%of employeeshad variable or adjusted working hours ar
49%worked as a team or alternated their working hours.

Global workforcausingvarious forms of working time adjustmesat

Employees concerng@s%o) Global workforce in
2015
Variable/adjusted schedules 13%
Parttime 19%
Teamwork or alternating hours 49%
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Work-life balance is a vital component of quality
of life at work. This topic is one of the ongoing
objectiveso f t h e
on a number of different issues including
parenting, caeer paths for older employees and
the expectations of employees who are family
caregivers. For example, at Moét Hennessy in the
United States, a new flexible working hours policy
has been set up, allowing one day of working at
home per quarter. Céline dadfs flexible working
hours for employees returning from maternity
leave (80% pastime working, for example) and
has increased the number of days off employees
can take if their children are sick. In the same
vein, De Beers Diamond Jewellers pays in dull f
paternity leave. At the beginning of the school
year, Kenzo allows flexible working time for
employees who wish to accompany their children
under age 12 to school. In China, Louis Vuitton
held its first “Louis
Shanghai on Je 1, 205, which was attended by
35 families- more than 108 people.

Labor relations

Workplace concierge services and childcare are
becoming more widespread within the Group.

Gr o uand teuche mp Fon examnsple, Berluti has set up a company

concierge service to help smootine work-life
balarce, and Le Bon Marché has partnered with a
daycare network and started offering flexible
working arrangements for employees with
children under the age othree at La Grande
Epicerie. In SaintJean de Braye Parfums
Christian Dior was instrumental in seffy up an
multi-company daycare center with 38paces
reserved for its empl oye
its one-year anniversary in September 2015.
Head office staff have a similar arrangement,
with 30 spacesreserved for their children from

the start ofthe school year in September 2014 at
inter-company daycare centers in the Paris region.
At t he Gr ou psitss alcdfeedipaka r |
gettogether for Paris daycare centers was

V scheduted for Febiuaryn9aand AMarohi 10, Y016 iaa y

partnership with People & d&y. A company
concierge service has been open since 2012 for
sites reporting tahe head office.

- the Group Works Council,

European level.

TheLVMHwayu The LVMH group’s employee repres
levels:
-t he individual Gr oncis, companies’ Works Cou

- the European Company (SE) Works CoueciLVMH SE, which handles transnational issues al

In France:
1,709meetings Type of meeting Number
Works Council 579
105companywide Empbyee representatives 507
agreements Health and Safety Committee 351
Other 272
Total 1,709

A budget of ovee m dnddlyon (1.9%of total payroll) was allocated to social and cultu
activities in France via contributions to Works Councils.
Total catering cds for all Group employees represent a budget oft mdllion.

Over the past few years, the LVMH group has
taken on a strong European dimension, and the

conversion of its legal structure into that of an SE
(European Company was in line with this



development. As part of this conversionn a
European Company (SE) Works CouociLVMH
SE was created, made up of 28 members from
the 21 European countries where the Group has a
presence. The rules for this representative body
were laid down in an agreeent that was signed
unanimously on July 7, 2014, by the elected
employee representatives from these 21
countries and by t he
Management. The first plenary meeting of the
European Company (SE) Works Coumas held

on March 26, 2015, andhe next one was
scheduled for April 7, 2016.

As a resul t, t he
representation system is now comprised of three
levels:

- the Works Councils handle most
employeerelated issues, in keeping with the
Group’s culture of
-the Group Wor ks’ Counc
currently composed of 29 members who hold
plenary meetings every year. employee
representatives are given information and hold
discussions with th@€residentsf all the business
groups on strategic orieations, economic and

Group company satisfaction surveys

At the same time, Group companies are making
great efforts to encourage employee input and
discussion with management. To this end, they
may use satisfaction surveys concerning any of
the following:

- Wines & Spirits: Belvedere Vodka, Estates &
Wines, GlenmorangjeMoét & Chandon Moét
Hennessy Diageo, Moét Hennessy, Hennessy;

- Fashion & Leather Goods: Louis VuittGgline
Fendi, Loewe;

- Watches & Jewelry: Bvlgari;

- Selective Retailing: Sephora;

- Other activities: Les Echos, Royal Van Lent,
Starboard Crgie Services.

Group companies may also employ more direct
methods of gathering information and feedback.
For example, Hennessy continued to pursue its
CAPTEN corporate project, which is aimed at
getting employees involved in topics including
skills transfe, company values and sustainable
development. Progress recap sessions are held

L V MHOverg r tloeu pcousse

financial issues and human

resourcesrelated aspects;

- lastly, the European Company (SE) Works
Councilfor LVMH SE handles transnational issues

at the European level.

Group

In France, Group companies have one or more of
the following, depending on their workforce: a
woftks coungil, & combine@ staff trapresentative
body (“Dél égati on uni
employee representatives, and health and safety
committees. The Group Works Council was
formed in 1985.

ofmp20iby eqaoyee
representatives  attended 1,709 meetings
(compared to 1,566 in 2014), leading to the
signing of 105 companyide agreements. In
France, Moét & Chandon, Veuve Clicquot,

d e c e Hennesdy,i Sephora @and Guerlain in particular

hdve signede avarkpldce ihpalthl an8l 5 ggfe |

agreements in force since 2014. Lastly, an
agreement on quality of life was signed at Veuve
Clicquot on December 1, 2015, and an agreement

on working on Sundays was signed at Guerlain on

December 17, 2015.

regularly witht h e ¢ o rpgrsomngl.’ Fer the
past two years, all manufacturing departments
have held daily information sessions and monthly
information and discussion meetys with teams.
All wellfrequented areas are gradually being
equipped with information  screens to
complement existing communication media
(displays, intranet and thouse newsletter). Also
in Wines & Spirits, Moét & Chandon continued to
hold its gsHR
for direct discussion with employees on topics
that they care about or have expressedncerns
about in satisfaction surveys, such as tentrat

de generation (a French government measure
promoting the employment of younger aralder
employees) job mobility, training policies and
compensation. In 2015, Loewe continued its work
to improve job satisfaction based on the process
begun in 2013 with workshops at its sites in
Madrid, China and the AsRacific region. Bvlgari
in Hong King and Macao organizes regular
meetings between holding company
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management and store managers to get feedback
on staff requests and needs. Fendrganizes
monthly meetings and tearbuilding exercises
for its staff in the AsiPacific region to improve

communication within teams, bring about
meaningful engagement, and increase job
satisfaction. Feedback and reporting by

employees is actively encouraged at many Group
companies, such as Chaumet, on certain critical
subjects such as health and safety risks. At
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Sephora, in France, a system for submitting
concernsvia an intranet forum has been set up

for employees. Although  whistleblowing

procedures are not authorized by French

regulations some Group companies operating

outside France such as De Beers Diamond
Jewellers and Bvlgari, have been able to establish
such procedures in certain countries.



3. PREVENTING DISCRIMINATION AND RESPECTING INDIVIDUALITY

The people who make up LVMH constitute the Group's most prized asset. This human capital
somethingthat the Group intends to develop to enable employees to find personal fulfilment through their
work. From the recruitment of talent to career guidance for all employees, the Group's human resource
policy is a key performance driver. The LVMH group'QIIR therefore consists of preventing any risk of
RAAONAYAYFGA2YY YR FAYa (2 NBALISOG SIFOK LISNRARZ2Y

Crossfunctional anti-discrimination processes
(hiring, career development, job security)

Respect for individuality

Promoting Fostering the Providing
gender equality employment of career support
in the workplace peoplewith disabilities to older workers

Develop appropriate Groupide processes

The LVMH way u The LVMH Code of Conduct for Recruitment has been widely disstaito
all employees active in recruitment processes across the Group. It sets out the ethics of recruitr
LVMH through fourteen undertakings. Particular emphasis is given to preventing any fo
discrimination and to promoting diversity.

1. Romoting diversity and equal opportunity.
2. Ensuring a clear and transparent hiring process.
3. Posting job vacancies on our various HR websites.
4. Prioritizing the professional development of our employees.
5. Systematically verifying whether job appli¢s are involved in a hiring proce:
with another Group company.
. 6. Treating applicants the way we treat our customers: with respect
Vecmlzmmz- attention before, during and after interviews.
7. Ensuring the confidentiality of job applications.
Code ka‘anduct 8. Using tried andested methods to select applicants, with a focus on 1
[VMH importance of interviews.
7 9. Keeping applicants informed of next steps and the timeframe of the h
process.
10. Providing all applicants with qualitative, constructive feedb
postinterview.
11. Basing our compensation policy on the principles of fairness
transparency.
12. Completing the hiring process with an effective orientation program for |
employees.
13. Making sure that external providers know and comply with our Recruitn
Code ¢ Conduct.
14. Constantly aiming for excellence and improvement.
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The Recruitment Code of Conduct, adopted in
December 2009, is supplemented by a training
cour se on “Recruiting
This course has been compulsory for all of the
Group's recruiters since 2011. Special modules
are gradually being rolled out country by country
so as to relatahe LVMHgr oup’ s under
national legislation (Italy and the United States in
2014). LVMH also uses mandatory
anti-discrimination trainiig to raise awareness at
its companies of the importance of recruiting
people from all walks of life, including those with
disabilities and without. Group companies
regularly hire persons with disabilities all around
the world, such as at Louis Vuitton iapan,
where the staff includes 30 individuals with
disabilities.

Lastly, to complement this system and ensure its
effectiveness, since 2008 LVMH has organized
ongoing checks of its hiring practices by having an

Promoting gender equality in the workplace

independent firm test its published job effs for
discrimination. The 2012015 campaign took
wlace hworldwide. dAt sthe r endn iofn eathi tesy 7
campaign, the findings are shared thviGroup
compani es’ human resou
During voluntary testing for discriminatory
tpradtides) ans of theocriteria pentially tested for

is disability. Discrimination test campaigns are a
means of managing the  recruitment
discrimination prevention mechanism.

With regard to the links between continued
employment and preventing discrimination,
various policies and bestrgctices have been
applied by Group companies. Examples include
preparing and supporting employees returning
from parental leave, adapting the workstations
and working time for older employees, or
providing staff with disabilities with a suitable
working eavironment.

strong feminine component.

TheLVMHwayu Gender equality is an integral
account for threequar t ers of the Group’'s workforce.
characteristicot he Gr oup. It is related in part to

83% 83%
74%
1%
59%
4%
I ]
Perfumes & Selective Fashion & Waches & Other Wines & Spirits
Cosmetivs Retailing Leather Good Jewelry activities

rrr

I &3%
Technicians / Managenent
Team leaders evel

committees

In 2015, women accounted for 74% of the total
workforce, 63% of managemetdvel staff and
38% ofExecutiveCommittee memlers.The high
proportion of female employees is attributable in
particular to the nature of the Group's businesses,
notably Perfumes & Cosmetics (83% of
employees are female), Selective Retailing (83%)
and Fashion & Leath&®oods (71%). In contrast,
men m&e up the majority in Wines & Spirits,
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where they account for 64% of the workforce.
Improving the representation of women in this
business group, 44% of new hires in 2015 were
women.

Initiatives and tools specific to each entity are put
in place to reduceany salary gaps between
women and men within the same professional
category.



Demonstrating t he
gender equality, 41 Group companies committed
t o uphol ding t he
Empowerment Principles (WEP). In October 2014,
all Group companies based in the United States
(Belvedere Vodka, Marc Jacobs, Donna Karan,
Edun, Benefit Cosmetics, Fresh, Nude Skincare,
and Starboard Cruise Services) became WEP
signatories. The seven
Principles relate in particularto education,
training and professional development for
women as well as a commitment to promote
gender equality at the highest corporate levels.

Drivers

EllesVMH wasalnched in 2007to foster the
career development ofalented womenand help
them realize their potentialat LVMH. In 2015,
corporate initiatives rallied more than 900 people
around this issueFifteen career development
and networking events were held by thegional
EllesVMHhapters formed by womefrom all of
the Group sompanies and ksiness groups on
its various markets.

Running in parallel with the EllesVMH program,
Group companies are also developing their own
initiatives and best practices. These initiatives are

aimed at addressing the most commonly
identified areas for improvemen regarding
women' s career

selfmarketing international mobility and
work-life balance. In Singapore, on July 11, 2015,
50 women managers participated in a forum on
women in leadership, with talks by senior
executives of the Grougn the United Kingdom,
more than 150 people took part in meetings on
gender equality over the course of the entire year.
On September 23, 2015, 80 people attended a
conference on ambition and woilKe balance led

by Group senior executives. This event was
followed by a private visit of the Louis Vuitton
“Series 37 exhibition,
professional  networking  opportunity  for
participants. In France, th©dysséeconference
cycle was launched to cover the same types of
themes, led by managers fromh te
various business lines and companies. In 2015 it
featured talks by representatives of Guerlain,

Gr o u pBowgogne.

Sephora, Moét Hennessy, Fred and Louis Vuitton,

Gr o u pdrawing sdrer titan 800 attamdeésulastly, irothe

Uni ted States, some of t

Uni t eexecuihesa tshamd ¢heéir experiemees 'with 90

female participants. In New York on October 16,
2015, EllesVMH was recognized fiie many
initiativesin recent yearswinningthe Corporate
Empowerment for Women Award.

L\l Hin @anticusarly Hracgso tivee devempment of
women  employees during its annual
organizational revieywwith a set of key objectives
and metrics. The Group provides annual coaching
for the most promising of its female talents, to
smooth their transition into executive roles. In
2015, 30 people took paih this comprehensive
program. In Japan, this training program was
specifically adapted to provide eleven female
participants from different Group companies with
three days of training over a fiv@onth period.

Group companies also pursue their own
initiatives in this area. In Italy, for example, Fendi
assembled 80 managers for a eday session to
work on gender equality in their teams. On the
occasion of I nternati on:
held a talk on inspiring, proactive women at its
store at 68 ChmpsElysées in Paris. Lastly,
Hennessy orgazed the thirdVignoble au féminin
event, a forum for women winemakers to meet
and share ideas, designed to encourage women
to pursue careers in the Wines & Spirits industry.

devel oponlelnd wi nga mbh & i P na womeru s

entrepreneurs and feminine creativity, the 2015
event welcomed around a hundred female
attendees from the Wines & Spirits world at the
Fondation Louis Vuitton for a conversation on the
topic of knowledge transmission. Is the
transmission of wineexpertise different when
women are involved? Do women engage with the
guestion of heritage differently than men? Do
they have a distinctively female approach to
tradition and innovation? These and other issues
were addressed by guest speakers Mercedes, Erra
foundériot the BETE wath hgernty arad sExecative
President of Havas Worldwide, and Virginie
TaupenotDaniel, a Burgundy winemaker and
co-founder of the association Femmes et Vins de
Hennessy also renewed its
companywide agreement on gender equalitn

the workplace, set up a rest day donation
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program and started an internal career track
development project to promote a diversity of
employee profiles in both maldominated and
femaledominated roles.

LVMH will be continuing its efforts in 2016 to
reach its target of 40% female representation on
Executive Committeedn 2015, 38% of Executive

Fosteringthe employment of people with disabilities

Committee members were women (37% in 2013).
LVMH s objective is to
excellence where all talents can achieve their
potential. Five Grop companiesare chaired by

women: Krug, Fred, Loewe, Acqua di Parma and

Starboard Cruise Services.

has ben the driving force behind V MH’ s
on disability issues reflects th@roup s
empowermentto meetthosestandards.

4 5%in France
1.0%worldwide

the LVMH way u Support for theworkplace inclusion andmploymentof people with disabilities
corporate
v a tespecsfor sdividuality, equal standardsr all, and

Proportion of employees with disabilities in 2015:

The value of services procured from the supported employment sectorégs® H Y
representing an increase @6.5%in 2015 compared to 2014.

Number of jobs created externally56 FE(Full Time Equivalent).

s osinaez07.Thiseemghast

The Group’ s redoubled
increase the proportion of its employees with
disabilities in France to 4.5% according to official
standards (sum of direct and indirect
employment) at the end of 2015. ternationally,

as the situation and the definition of disabilities is
dependent on local legislation, the proportion of
staff with disabilities stands at 1%.

Organization, internal programs and partnerships

The Group's commitment to this subject is
emboded inMission Handicap LVMHKreated in
2007, it steers Gup policy in this area and is
made up of a network of 30 disability
coordinators appointed at the Group companies.
The purpose of théVlission Handicanitiative is
to implement any measures aimedat
encouraging the recruitment and continued
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e ferhptoymerd of imdividueals with disabiliged. It alsb

provides awarenesgising for employees,
promotes the training and hiring of persons with
disabilities, and builds various partnerships with
organizationsand institutions working towards
the social inclusion and workplace integration of
individuals with disabilities.

LVMH works with organizations that support
young people with disabilities in training
programs, and with organizations that foster
employment and social inclusion. LVMH chairs

ARPEJEH, an association that brings together

some sixty French companies to offer advice and
guidance to junior and senior high school
students with disabilities. Group employees are
involved in this initiative and more #m sixty
young people were able to take part in it in 2015.



In 2014, LVMH started thEXCELLhanG@Hiiative,

an original training program to improve the
employment prospects of people with disabilities.
EXCELLhanCteceives assistance and support
from AGEFIPH, the French agency responsible for
faciitating the employment and retention of
workers with disabilities, which led to the signing
of a partnership agreement between the Group
and AGEFIPH. The initiative enables individuals
with disabilities to simlianeously gain a
qualification, meaningful experience in Group
companies, and specific expertise in the luxury
goods sector. It is based on extended course
lasting from 12 to 24 months in three fieldsales,
logistics and human resources management.
Canddates are selected by means of the
HandiTalentsprocesses, based on werklated
simulation exercises adapted for candidates with
disabilities. These innovative recruitment
sessions make recruitment objective and allow
skills that are transferable to a rgfessional
environment to be identified. In 2014, 24 people
were able to join theEXCELLhan@Egram, and

in 2015 the human resoursananagementclass
proved a great success, with four working
students graduating. The logistics program
welcomed three newworking students. The first
working students in the sales and logistics classes
will graduate in 2016, when two new classes will
start. On December 3, 2015, the International
Day of Persons with Disabilities, the Group was
awarded t he “ 2 Ohlyy
“training” EX&ELeEhgqrdpEOgramt o r
The trophy was presented by Anne Saut, CEO and
founder of Diversity Conseil, muman resources
consulting firm that started this award ten years
ago to highlight highmpact and exemplary
actionstaken by companies to promote diversity.
The winner is chosen by a panel of qualified and
recognized professionals in their field.

LVMH celebrated the International Day of
Persons with Disabilities organized by the United
Nations on December 3, 2015. Thgeal was to
send a fatreaching message of inclusiveness in
the workforce and to demonstrate that, in the

words of Chant al

Human Resources and

no obstacle to original design, excellent
craftsmanshp and service, and timeless
experts e . ” To mar Kk t he

dinv e

videos presenting eight successful initiatives in
the employment and social inclusion of persons
with disabilities were sent out via a newsletter
and the Voices intranet. The eightinming best
practices came from LVMWatches & Jewelrn
China, Loewe in Spain, Sephora in the United
States, Veuve Clicquot and Parfums Christian Dior
in France, LVMHVatches & Jewelryn Japan,
Donna Karan in the United Kingdom, and Louis
Vuitton in Rusia. These best practices were
selected via a worldwide call for proposals put
out to Group companies in the spring of 2015. In
the first selection round, Mission Handicap
received 25 submissions, eight of which were
selected as the basis for shorts videolsthree
minutes each. The winning practices reflect the
diversity both of the
its geographic locations.

Job preservation situations are usually handled
on a caseby-case basis. Group companies strive
to offer solutions toenable employees with a
declared disability to continue working, for
example by adjusting their working conditions or
helping them transfer to a different job. In March
2011, Moét & Chandon founded MHEA (Moét
Hennessy Entreprise  Adaptée). A fully
autonomous entity, MHEA maintains a disabled
employment rate of 100% and provides the best
possible working conditions for employees
affected by disabilities, without any change in the
tedmngé of ytheirt congpensation, alongside locally
recraited workers with disabilitis. MHEA had 18
staff in 2015,and aboutforty people have been
employedon fixedterm or permanent contracts
since the company opened, enabling them to
start working again. Other Group companies have
decided to develop production lines adapted to
employees with medical conditions (Guerlain,
Parfums Christian Dior, among others).

However, efforts towards the employment and
training of people with disabilities extends way
beyond France, however. In Switzerland, for
example, Hublot gave a permanent contréetan
individual seeking remployment after a serious

Ga e mp e adcident left hinith & disd@bility. & dtalyo Berlut f
S y nwetcgmeseirsdividudlsawithddisabiétibsi oh frainipg

courses at its Academy of Expertise. In Spain,
Sephora has produced a special induction booklet

0 c toasmooth rthe integratjam tof empioyaes with
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disabilities. In Japan, Group companies are store at 68, avenue deShampsElyséegParis) to
demonstrating particular awareness of the issue; a supported employment provider. In 2015

for instance, Louis VuittorBvigariand Loewe in Guerlain also launched thé&SAT Awardfor
terms of recruitment. Many Group companies  assistants in order to encourage them to use
have adapted their workgres to accommodate ESATs already listed by Gue ai n” s or t

employees with special needs, such as Moét & purchasing department as often as possible. At
Chandon, Hennessy, Berluti, Céline, Donna Karan, the Group level in France, services entrusted to
Kenzo, Parfums Christian Dior, LVMH Fragrance such employers amounted #6.2 million in 2015,
Brands and Tag Heuer. an increase of 26.5% versus 2014.

LVMH also encourages its Group companies to On Julyl, 2014, LVMH extended its partnership
develop their relations witrttcompanies in France agreement with AGEFIPH, the French agency to
that employ permanently or temporarily severely  promote private sector employment of those
disabled people and provide them with special with disabilities, and the leadingrganizationin
facilities and support (sometimes known as the field, fa the EXCELLhanQ&ogram. The

“sheltered” e July 170201d.eah t ) comraitment of Group companies has also been
the launch of the new LVMH directory of demonstrated through AGEFIPH agreements
supported empoyment suppliers, theMission signed by both Veuve Clicquot and Parfums
Handicapunit organizedan event where Group Christian Dior. Hennessy meanwhile has been
companies went to meet some people workiag accredited since 2011, with a thrgear renewal

such suppliers. This event also enabled Group agreedin 2013.
companies to share their best practices in the

field. Guerlain, for example, has optedo t

outsource the cleaning of all its linen from its
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Providing career supportor older workers

the LVMH way u The importance oknowledge preservatiom the Group's various business lin
makes skills transfecentral to the Group's policy on older employee®lder employees are expe
craftspeople with a lifetime of invaluable knotwow behind themwhich is why theyare called on to adc

further value by mentoring other employees.

13%o0f Group employeeworldwide are over the age of 50.

21.9%in France

Under the leadership ofthe Graup Human
Resources Departmentthe companies of the
LVMH group endeavor to implement a
comprehensiveapproach tocareermanagement
and developmentor older employees. They have
been able to adapt this policy to their specific
needsas pinpointed through ignostic testing.

In France, employees aged 50 and up accounted
for a much larger proportion of the workforce
(21.9%) than in other countries (13%) in 2015. It
thus makes sense that the issue of helping older
workers to find and keep jobs should be hardlle
differently according to geography.

In France, 23 Group companies have made
commitments, either through agreements or
action plans, to encourage the recruitment,
employment and career development of
employees over the age of 50. All of the Group's
Frenth companies, regardless of their size, have
negotiated or introduced &ontrat de génération
with three specific aims, namely to improve the
longterm access of young people to work, to
keep over50sin work, andto transfer skills and
knowledge between g®erations. Human
resources managers at all Group companies have
received training on how to conduct a midreer
interview, according to a program established by
t he Group’ s Hu man
These interviews take place within Group
companies (Mét & Chandon, Hennessy, Berluti,
Parfums Christian Dior, Le Bon Marché, etc.) in
order to better manage the careers of older
employees and systematically offer employees
over the age of 50 an appropriate appraisal.

Depending on their situation, Group compes
may place an emphasis on certain specific aspects,
such as hiring or training, sharing kntnw or
preparing for retirement.

T he Gr o-digcringnatiampblicyorganically
leads to the hiring of older employeesFred
welcomed two senior recrust among the
additions to its sales team in 2015. Seniors serve
as mentors in the craftsmanship school at Louis
Vuitton’ s wor kshops, a
in-house trade school they help provide training
that enables them to share their knelhow and
experience

Senior employees already have valuable expertise,
but their own continuing professional
development is also a priority, as can be seen at
Louis Vuitton, Guerlain and Bvlgari, for example.
At Guerlain andvlgariin Asia, it is reflected in a
special efbrt in terms of training and mobility.

Group companies pay close attention to the issue
of continued employment fomworkers over 50.
Specific efforts have focused on workstation
ergonomics, the reduction of physical strain, and
working conditions more gemally, especially for
the positions most exposed to physical or mental

R e s osuiesscire sorksHoes paadrat progluction facilities,

such as at Louis Vuitton for example. Domaine
Chandon in Argentina has set up an adapted
workshop to enablethe retention of senior
operators who are no longer able to perform
certain tasks. Employees nearing retirement may
be offered flexible working time arrangements.
Céline offers support to those nearing the end of
their career, notably by encouraging requests to
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move to parttime working, and for
retirementrelated courses and workstation
adaptations. Givenchy has agreed on o§6s
working from home as part of theontrat de
génération Chaumet is making retirement
interviews witholder employees the norm, while
LVMH Fragrance Brasaffersemployees over 57
years oldthe option to work from home one day
a month, or to work partime with their social
security contributions maintained and pension
benefits calculated on a fulime basis.
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Thetransition toretirement can bechallengng to
prepare for. Hennessy, Hublot and LVMH
Fragrance Brands are good examples of how
Group companies prepare their employees for
this difficult step Retirement information
meetings (“retir omaiaed wo
at Hennessy and Louis Vuitton, adating
employees to best prepare for the switch from
workinglife to retirement.



4. SUPPORTING LOCAL COMMUNITIERERIONADEVELOPMENT

As some of the biggest employers timeir local labor markets (i K S

DNR dzLJQa Oz2°

committed todevelopingtheir businesses whiladdressing the specific social and economic needs of the
regions in which they operat&@heir contributions to regional development have includehy ties with
organizationghat helplocal communitieso find jobs formarginalizedndividuals bring aid topopulations

in need andcare for the ill.

Jobs and regional development

Helping people

Jobs for those with

Social
entrepreneurship

Jobsandregionaldevelopment

difficulties finding and
retaining employment

Helping
populations in need

4057" net | obs

Research and development spending:
€EPTY
i . e. of

an increase

the LVMH way u Many of the Group sompanies havébeen operatingin specific regions c
France and Europer a long timeand play a majorole in creating jobshere.

" created,

of which 3,687 o0on

22.8% in 2015 versus:c

LVMH follows a policy gfreserving and adding
jobs. Many of itscompanies have beeoperating

in specific regions of Franemd Europdor a long
time, and play a major role in creatirjgbsthere:
Parfums Christian Dior in Sailgan deBraye
(near Orléans), Veuve Clicquot and Moét &
Chandon in the Champagne region, and Hennessy
in the Cognac regionThis year a net total of
nearly3,700permanentjobs were added Layoffs
(terminations for business reasonsnrelated to
worker performance)accounted for just 4.3% of
all terminations

Thanks to the strong and consistent growth
achieved by its brands, many sales positions are

created in all countries where the Group is
present, particularlyas a result of the expansion
of t he brands’ own ret
regularly takes steps in favof local employment;

the company has stores throughout France and
two-thirds of the company's workforce is located
outside the Paris region.

In Italy,in March 2012, Berluti decided to base its
“Academy of Expertise”
EmiliaRomagna region, where unemployment is
notoriously high and which suffered badly from a
serious earthquake in May 2012. This as
demonstrationo f B edediretd tacklesalocal
development issue with social, ethical and

41



economicrepercussionsin partnership with the
local public sectar

Parfums Christian Diohas a longestablished
production facilityin Cosmetic Valley, and in this
respect is key to the del@oment of employment
in the Perfumes & Cosmeticgdustries with a
total of 1,676 permanent and fixedrm staff at
the SaintJean de Braysite at the end of 2015.
The site’s
have thus been central to a growth plamabling
the hiring of more than 430 new employees
between January 2011 and December 2015, with
200 net new jobs created in manufacturing,
packaging and logistics.

GIE LVMH Recherche is a magsearchhub in
Cosmetic Valley where it has achieved
state-of-the-art breakthroughs benefiting all of

t he LVMH group’s Per f
companies. Founded in 1981GIE LVMH
Recherchemakes it possible for Group companies
to independently develop future products in way
that does not harm either people or th@anet. In
2013, LVMH Recherche consolidated its presence
in Cosmetic Valley with the creation of Hélios, its
new research center at thd?arfums Christian
Dior site in SaintJean de Brayelts teams are
composed of 300 employees working in more
than 20 different fields, offering their
cutting-edge expertis in an open working
environment that facilitates sharing and
discussion. lItsultra-modern connectivity and
technological capacities are made available for
use by LVMH Recherche researchers as well as
various partner organizations, such as the
Cosmet’ up project, ef fe
to encourage sharing via an open innowati
process. Alongside public and private
organizations, LVMH' s
division contributes to an ongoing tradition of
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research

i nnovation. Cosmet’ up i ¢
t wo “mirror technol ogy
University of Orléans fofundamental research,
and the other at Hélios working on individual

support for concept validation.

Parfums Christiaior is involved in the Grasse
region, helping revitalize the area through the
cultivation of flowers for perfumenaking. It

manuf act ur i nentersaimogxclusivegartadrshipgs svith pradacers i

and purchases their entire harvest. Dior has
stepped up its ongoing involvement in the Grasse
region, setting upits fragrance lab L@@aboratoire
de Creation Parfumshere andrestoringLa Colle
Noire, the house wher#&lonsieur Dior lived.

Guerl ain’s new-uppraducioa r e
site in Chartres, calleda Ruchewas designed to
accommodatet he company’ s Qgocz¢
teohadtogicak  eRoellenoes t | quality and
sustainability. Since Guerlain opened its first
worksh@ in 1828 in Paris, all of its products have
been manufactured ifFrance La Rucherovides
double the manufacturing space compared to the
previous facility and is located at the heart of the
Cosmetic Vallegompetitiveness cluster, further
supporting Gudrai nMade “ i n
commitment. It covers the entire manufacturing
chain, from the receiving of raw materials to the
packaging of finished products, with no
interference between workflows.

Fr

The local supply sourcing criterion is a focus for
many Groupcompanies, in particular when it
comes to choosing services providers. For
example, in its purchasing policy, Hennessy
pripritizeseldcgl supphets,nesplectaltly for time warld 1
on its new packaging unit, for which 55% of
purchases will be made with local busases.

and devel opment


http://www.lvmh.fr/le-groupe/les-societes-et-les-marques/parfums-cosmetiques/parfums-christian-dior
http://www.lvmh.fr/le-groupe/les-societes-et-les-marques/parfums-cosmetiques/parfums-christian-dior

Supporting suppliers, solidarity and social entrepreneurship

with its partners, suppliers and subcontractors.

the LVMH wayu The LVMH group considers its relations with suppliers to be an essential
its value chain. As such, the Group places a priority on maintaining and promesiognsible relations

At the Group levell,027social and/or environmental audits were carried out in 264fore than
90% of which were by specialized external service providat877 of our suppliers

For 2015, suppliers and audits break down as follows, by region:

Europe | Asia North America Other
Breakdown of suppliers 64 18 9 9
(as %)
Breakdown of audit&) (as%) 48 48 2 2

(a) Of which 2% preliminary audits, 56% initial audits, and 426tfailb audits.

Driven by the desire to interact closely with its
suppliers, the Group helps them implement and
comply with social and environmental best
practices, while raising awareness and providing
training on the sustainable development and
regponsible purchasing issues specific to their
business. It is also important to s& awareness
among internal staff who are directly or indirectly
involved in relations with suppliers (buyers,
production teams, etc.). To improve its supply
chai n’ s nce dor fier rlnmsappliers and
beyond, in 2014 the Group decided to join Sedex.
Sedex is a noprofit organization that aims to
promote responsible, ethical improvements to
current practices in supply chains. Its approach is
based on two main objectives: fosuppliers,
lightening the administrative load related to the
proliferation of requests for audits, certifications,
etc.; for the Group, pooling supplier audits and
assessments, not only among Group companies
but also with other Sedex members. As of
end-2015, more than 800 supplier sites had
joined the Sedex platform.

On March 5, 2015, the Group celebrated the
second year of LVMH RISERésuls In Social
Entrepreneurship an ambitious new
development program that connects budding
talent at LVMH with socialentrepreneurs,
providing our employees with additional tools to

expand their skillsets. Founded with the aim of
fostering a mutually beneficial, enriching
experience for all participants, RISE gives social
entrepreneurs the chance to getperiodic
targeted support from an LVMH group
professional. LVMH employees in turn benefit
from this personalized career development
opportunity, which lets them explore a different
world and inspires them to think outside the box
to find the best solutions for their social
entrepreneur partners. At the end of the program
the two-person teams spent a day sharing the
tangible results obtained over the course of a
unique, enriching year. By instilling a genuine
spirit of entrepreneurship in participants, helping
them gain a wde range of skills, preparing them
to deal with uncertainty and expanding their
horizons, the program is a winin experience for
everyone involved.

Amongvariouslocal initiatives, on November 24,
2015 Veuve Clicquot once again celebrated
women entrepeneurs by awarding its 2015
Women in Business award (the 44th such award)
to Stéphanie Wismer Cassin. Stéphanie Wismer
Cassirentered the world of entrepreneurship at
the age of23 and isnow Chairman and CEO of
Jador. She demonstrated a major commitmeémnt
corporate social responsibility in a new project
called Biilink a sociaimedia platformpromoting
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women' s i Biilink has t even ensved
beyond the digital realm, becoming genuine
consulting and services agency.

Jobs for those with difficulies finding and retaining employment

the LVMH way u LVMH encourages its companies to support the causes it feels are
important, which include ensuring access to education for young people and promoting the
inclusion and employment gfeople whohave been marginalized on the job mark&he Group is awar
of education’”s role in improving | ivi n.dghevaues
of excellence and skills transfer promoted by the Grawg a good catalyst for such imgvement The
Group's companies have developed partnerships with local authorities aneprdih organizationsto

Nos Quartiers ont des Talents

menteeswere still participating

Jobstylesessions:

support the social inclusion and workforce integration of the most disadvantaged people.

122 experienced maagers have mentored more that00young people At the end of 20%, 117

Since 2007397young people have found jobs after being mentored by a Group employee.

In 2015,14 sessions were held and moreaih200 people participated.

The same focus on excellence that has enabled (Sciences Pan Paris by offeringroung people

the Group’ s compani es
efforts to provide educational opportunities for
young people. Groupompanies have developed
numerous partnerships with schoolsckted near
their sites. Louis Vuitton, for example, has set up
partnership  arrangements  between its
production facilities in the French departments of
Ardeche and Dréme and local schools to provide
vocational training that leads to a CAP diploma in
leather work and a BTS Production Technician
diploma. Likewise, a partnership has been
initiated between its Paris boutiques and a
vocational high school in SewSaintDenis. The
partnership may also include support to improve

the living conditions of disadvargad students,
as i s t he case wi t h
“Project WeCan"

To promote the employment and social inclusion
of young people through education regardless of
their environment and background, LVMH
suppor ts ¥ BdecatidnPAgreaemenitst
program run by thel nst i t ut
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d’ Et u drarce, Rhel Group gha®e sforged a

tsaholaships @and reemtorintiyrGrouparanagers. r

Theemployabilityof personswith disabilities also
depends on what they were originaltyained to

do. LVMH chairs the ARPEJEH charity (supporting
the educational goals of students with
disabilities), an organization with some 60
member companies involved in training young
people with disabilities. Group employees have
spent time and energy arking on five specific
actions led by the ARPEJEH to benefit these
young people.

Institut des Métiers
(1 ME) i S

Launched in 2014, the
d" Excell ence

P gnogrammepecificCth LMM$1 tthat ehelps tBei Graup s
i ni ti at iensere ithe s$locasgful Ktiamsgission afs

expertise by encouraging younger generations to
pursue professions in the fields of craftsmanship,
design and sales.

LVMH actively supports access to employment. In
lasting
partnership with the charityNos Quartiers ont



des Talentsand joined its boardNos Quartiers the Cognac area, which it managed until
ont des Talentsworks to improve access to mid-2015.
employment for young graduates from difficult
neighborhoods or disadvantaged communities. It Mo ét & Chandon is a “ref
offers them the chance to be mentored by a local public jobs office of Epernay (SPEL) and
working manager. In 2015, 12@ f t he Gr olialporates orlocal Jobs and Skills Management
managers mentored more than 100 young people (GTEC) actions in the areaamaged by the
At the end of 2015 117 mentees were still Epernay employment center. Moét & Chandon
participating Since 2007, 397 young people have also participates in the authorization committee
found jobs after being mentored by a Group of the "Initiative Marne Pays de Champagne"
employee. project, in charge of promoting the creation of
micro-businesses. Moét & Chandon is a major
Kanye West gave a series of concerts at the partner to locd organizations that promote
Fondation Louis Vuitton from March 7 to 10, employment and social inclusion; the
2015. The funds raised thanks to this exceptional secondbiggest local investor in educational
concert series were donated to two projects after the city of Epernay; a partner in the

youth-oriented charitable organizations:Nos work discovery week for students initiative
Quartiers ont des dentsand 52 Y Rl Q& | u@ni®ed by the local chapter of MEDEF, the
Each organization received more th&20,000 French empl oyer s’ associ a
to expand their support. 52 Y Rl Q& | AXzAB association that connects young people
promotes art education for young people to and businesses, which awarded the company its
foster their creative development and w4iking. “AJE | abel” for its enc
The association was founded in honor of Kanye promote learning through entrepreneurship.
West ' s mot her, Dr . Donda West, who was a
professor and doctor of educatio Lastly, since 2010 LVMH daformed a
partnership with Montfermeil, which was
To improve access to employment, LVMiths extended to ClichygousBois in 2014. These are

Jobstyle (employment coaching) sessions two adjoining cosmopolitan towns in the suburbs
involving recruiters from Group companies and of Paris. Driven by a common desire for
beauticians from Make Up For Ever and Sephora. excellence, this partnership helps facilitate the
The goal is to give job candidates all the social cohesion andnclusion of young people
resources they need to fully prepe for a job from underprivileged areas. A wide range of
interview and thus develop their setbnfidence. actions are taken on behalf of young people:
The program is aimed at groups that are “company discovery’ i nt
underrepresented in the labor market, supported  junior high school students in 2015, tours of
by our partners who aredive in the fields of Group companies, preparation of pupils
education, disability and integration. In 2015, 14  attending vocational colleges, and help with job
sessons were held and more than 200 people hunting. On February 7, 2015, the Group
were able to participate. sponsored the Cultures et Créatiorshow, a
participative event focused on creativity and
Similarly, since 2013, Parfums Christian Dior has sharing that is helping change attitudes about
been one of t he 000 enmplois, t e Hower-imdomet unban ate2s and highlightinocal
2000 sourires” (2,000 | creaive talentd QVMH soravidese ywyng peopleu |

Held on April 23, 2015 in Cosmetic Vial{Erance), with upstream training in the form of master
this forum aims to make it easier for D% classes and holds meetings with Group designers
yearolds to get their first job by offering human and craftspeople, including at Guerlain in 2015.
contact and putting jobseekers into directcontact L VMH awards a “Young Ta
with recruiters from local firms. giving young peple who are passionate about,

but remote from, the world of fashion, the
Hennessy also parti ci pathanse tocometirtoethe”lildight Theh 2005c e s
100 E mpOD chanses, 10 Jjobs) program in  Jeune Talent winner, Audiane Cojean, got to
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exhibit designs at Greenshowrogma trade fair
dedicated to environmentally responsible fashion
that was held during Fashion Week in Berlin from
July 7 to 10. Since the program was launched,
four young people have had the opportunity to

Supportingvulnerable populations

Independently of its conventional sponsorship
initiatives, the LVMH group also devotes
attention to the needs of lowncome populations

in the areas where it operates. Support from
Group companies may come in the form of
empl oy e eunity emmgagemment, and may

join  Group companies under a
workeducati on
school.

lobeym

program at

99 stores participated and supported 87 different
non-profit organzations. With the assistance of
local partners, over€4 million was collected.

Sephora’s store
f QS @y teBing a special item through its
boutique network (particularly in France, Spain
and the Middle East), the proceeds of which go to

nreutesvad r k

also involve donations of funds or other needed
resources.

the organization during the endf-year holiday
season. Founded in 2005 by Tina Kieffentes a
f QS @ AatnGaprofit that promotes higHevel
Among the many charitable practices diie education for young girls in emerging economies.
Group sompanies, the following are examples
of multifacetedinitiatives in support of jobs and

the community.

Benefit Cosmetics started a program callgdid

is Beautifulin four countries (the United States
the United Kingdom, France and Australia), the
dbpkativee n of swhiehd is cta traise nfunds for
organizations that seek to empower women,
promote their selconfidence and develop their
potenti al The company’
in raising$2.9 million for loal charities and they

Bvlgariisspporting young chi
worldwide through Save The ChildrenBvlgari
celebrated this initiative with the publication of
Stop Think Give, a book by Fabrizio Ferri that
presents a collection of portraits of 250
international celebrities who haveontributed to also were able to volunteer their services to such
the success of this global partnership since its organizations aBress For Succesarl Develop Jt
creati on I n edhD dnatioB of | g &Girls Ing Step Up Belle et Bien and Force
€500,000 to the organization to support its Femmes

humanitarian response to the earthquake in
Nepal shows that this partnership is still going
strong.

In November 2015, for the third year running,
Guerlain pledged its commitmén t o men’ s
issues by supportindlovember a good cause
with a sense of humor embraced by the Perfumes
& Cosmetics business group. Every November,
Movember encourages men to let their
mustaches grow to raise awareness and raise
money for medical ressch. Since 2003, millions

of people have joined the movement and helped
the organization fund 1
health-oriented research programs, especially for
prostate cancer research. Guerlain employees
once again took part in supporting this caus

In Japan, Louis Vuitton works closely with Kokkyo
naki Kodomotachi— a nonprofit organization
that supports children from Iwat&en, a town
that was destroyed by the earthquake and
tsunami of March 11, 2014 by helping to make
sure that children who livén temporary housing
get extra educatioral support organizing
Christmas festivities for nearly 500 children, and
working with the local community on various
solidarity and environmental projects.

In the United States, th&ephora Values Inside
Out program started its last year at the beginning
of 2015. Sephora stores in the United States were
invited to choose local charities to support by
collecting funds and volunteering. Over the year,
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All of these partnership and initiatives were
celebrated at the Engaged Maisons Dinner, held
on November 26, 2015 and attended by Antonio
Belloni, Group Managing Director, and Chantal
Gaemperl e, t he Group’ s



Resources and SynergieseB year since 2013,
this event has brought together internal
stakeholders who play an active role in social
responsibility and the external partners of Group
companies and the Group as a whole. Held for
the third time, this event was &nded by more
than 330 people, including 11 company
Presidents and three Executive Committee
members, as well as numerous partners, opinion

leaders, and heads of NGOs and other 4poofit
organizations. On this occasion, LVMH made
donations of€100,000 to the sickkeell anemia
center of the Robert Debré hospital in Paris and
€30,000 to Kelina, a neprofit founded by Flora
Coquerel (Miss France 2014) for the construction
of a maternity ward in the town of Akarade, in
north-western Benin.
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Main reporting methodologies

A As indicated in the introduction, this 20Bo c i a | Responsibility Repor t
52015Reference Document and only uses certain socig
| responsbility pillars. ,

Training and organizationSince 2010, all staff members involved in Grawgykforce reporting have had access to

an elearning module. The purpose of this online training tool is to familiarize users with the objectiweskbbrce
reporting, and deepen understanding of key indicators and the calculation methodology used. Control procedure:
have also been reinforced within each organizational entity. To ensure the quality of theregaieted, Group
compani es’ Di Resaurtces appoint@ fepoHar foreeach company under their responsibility, who is in
charge of collecting and declaring all employetated data, as well as a reviewer who is responsible for checking
the data declared by the reporter and certifying that it is ae¢e by providing an electronic signature during the
validation phase of the questionnaire completed online. Following these two preliminary validation stages, the
Group company’ s Rd3durces,dhe supervisdr, previdesdiin or her final atitich by signing a letter

of representation.

Protocol: The reconciliationof organizational and legal entities ensures consistency between the workforce and
financial reporting systems. Accordingly, the scope of workforce reporting covers all staff echfgyGroup
companies consolidated on a full or proportional basis, but does not include eapgbunted entities.

For each of the social responsibility metrics, a description states its relevance, defines the data, and sets out tl
procedure to be applié to collect the data and the various checks made when entering the data. Furthermore,
computer checks are implemented throughout the reportitygleto confirm the reliability and consistency of the
data entered.

Group reporting on employeeelated issuedncludes a survey of corporate social responsibility practices and actions,
called CSR reporting. This survey, which is run on all Group companies, covers the most common social responsik
issues: respect for human rights, diversity and preventingridisnation, skills development, working conditions,
listening to and dialoging with employees, and engaging with local communities. For each of tiiesette survey

form includes references to the conventions and recommendations of the Internatiabat IOrganization.

Scope:The headcounts published in the report relate to all consolidated companies as of Decgéiliecluding
LVMH s share i n | oi n-telatedéndicators wese.calcUldted éora seopemil 626yory@nizational
entities covering more than 99% of the global workforce and encompass all staff employed during the fiscal yea
including those employed by joint ventures. When some metrics have been calculated solely for entities in Franc
this is explicitly stated, dependiran the data and metrics examined.

LVMH' s employees in China are included in the numb

December 31, 2015). Although Chinese law limits the duration of employment contracts, which become permaner
only after several years, the LVMH group considers employees working under such contracts as permanent, giv
the nature of Chinese labor legislation.

Verification:Si nce fi scal year 2007, a selection ofepoméasr i c
been verified by one of th8tatutory AuditorsFor the 2015 fiscal year, company data was verified by Ernst & Young,
in accordance with ®icle R.225105-2 of the French Commercial Code. This includes the verification of the presence
of socialand workforce responsibility information in accordance with the provisions of the order of May 13, 2013.
Findings are presented in the 2015 Reference Document (p. 103).
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GRI (version G4) indicators used:

2015  Socia 2015 2015 Socia| 2015
Responsibility| Reference Responsibility Reference
Report Document Report Document
Employment: Local, economic and social impact:
9 LAl pp.15and | pp.70-74 and EC7 SO1l| pp.41-47 pp.87-89
10 LA12 33-40 77-80 EC8 SO2
51 - pp. 5861 HR8
Relationships with stakeholders:
Health and safety: 16 27 | pp.11-13,30 | pp.84-89
LAS LA7 pp. 25-32 pp. 83 and 84 24 37 and 4147
LAG LAS 25 EC7
26
Training:
LA9 pp. 18-25 pp. 81-82 Sibcontractors and suppliers:
LA10 12 HR9 pp.43-44 pp. 85-86
LAll LA14 HR10
LA15 HR11
Equality of treatment: EN33 SO9
LA3 pp.33-40 pp. 7780 HR5 SO10
LA12 HR6 EN32
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Summary report of social responsibility data

Subject areas and indicator 24,20R2¢Qmrendlglpnce’ s ¢

2015 Social 2015 Reference
Responsibility Report Document
Workforce data:
a] Employment:
total headcount and breakdown by age group, gender pp. 15 and 3485 pp. 7072
and region
hiringand dismissals - pp. 7274
remuneration and changes p. 22 pp. 7677
b] Organizatiorof work:
working time arrangements pp. 2829 p. 75
absence rate p. 28 p. 76
c] Labor relations:
organizationof social dialogue, in particular staff
information and consultation procedures, and for pp. 30-32 p. 84
negotiations with employees
overview of collective agreements pp. 30-32 p. 84

d] Health and safety:
occupational health and safety conditions pp. 2528 p. 83
workplace accidents, especially frequency and severit
plus occupational illnesses
review of agrements signed with trade unions or
employee representatives in regards to occupational pp.30-31 p. 84
health and safety conditions

p. 25 p. 83

e] Training:
training policies implemented pp. 1822 and 2324 pp. 8182
total number oftraining hours p. 18 p. 81

f] Equality of treatment:

measures taken to improve mafemale equality pp. 3436 pp. 77 and 7§79
measures taken in favor of the employment and 3638 pp. 77, 80 and
integration of people with disabilities Pp- 88-89
anti-discrimination policies pp. 7273, 7+380
pp. 3234 and 3438 and 8789
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g] Promoting and complying with the fundamental ILO conventions:

respegt for freec'jo'm of association and the right to op. 9 and30-31 op. 77 and 89
collective bargaining
elimination of discriminationvith respect to pp. 910, 3334 and pp. 7273, 7780
employment and occupation 34-38 and 8789
elimination of forced or compulsory labo 0.9 pp. 7273, 77 and
' 89
effective abolition of child lalo 9 pp. 7273, 77 and
P- 89
Data on corporate commitments in favor of saigability:
a | mpact of the company’ s operations |l ocally,
in respect to employment and regional development pp. 4143 pp. 8589
on neighbaing or local populations pp. 4447 pp. 8789

b] Relationships maintained with persen or or gani zations affected by
particular in the field of social or workplace integration, educational establishments, environmental
protection agencies, consumer associations and neighboring populations:

state of dialogue witlsuch persons oorganizations pp. 1313 pp. 8489
partnership or patronage activities pp. 12 and 4317 pp. 8489

c] Subcontractors and suppliers:

inclusion of social and environmental issues in
procurement policy pp. 4344
significance of@bcontracting and inclusion of their pp. 8586
social and environmental responsibility in dealings wit
suppliers and subcontractors

d] Ethical practices:

anti-corruption initiatives pp. 77, 8586 and
89
| measures implemented to promote consumer health and safe | p. 102 |
| e] Other human rights initiatives under 3° | pp. 7780 and 89 |
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