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Luxottica Group is a unique retailer and supplier of premium eyewear in this region. 

The brands we provide are without exception premium, and so are those of our competitors. 

So it is very much in our interest to offer maximum support for them. 
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Luxottica Group

No.1 sunglasses company

130 
countries 

>7,000
stores

€7.3 
Bn. net sales

>70,000
employees
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Without going into a corporate pitch, just one slide to put us into context
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Sunglass Hut –140 airport outlets 

Retailers – supplying 45 brands to travel 
retailers across the world

ME/Africa – 12 Sunglass Hut stores

Luxottica in Travel Retail
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We are also big in travel retail 

and our brands are sold in travel retailers throughout the Middle East and Africa
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Our brands

Group brands

Licensed brands
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We have some amazing brand names,

with sunglasses that meet every type of customer need. 

They can be high fashion statements, street cred fashion, performance and sport, and so on. 
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Could airports do more  for premium brands? 
For sunglasses the answer is yes 

and its worth it because it’s the fastest growing product category within fashion and accessories group. 

Growing more than twice as fast as overall global sales in travel retail
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Supporting our 
premium brands
Driving the total category
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What do we do… to help our premium brands?
We support the category

and we want all sunglasses brands to enjoy retailers’ support

Sharing workshops and issuing awards
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Sunglass Hut
Heathrow, Terminal 2

We create compelling stores

Ray-Ban Store
Hamburg Airport
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2. We create compelling stores, even single brand stores
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Sharing our category 
management expertise 
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3. We share our category management expertise with retailers 
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Could retailers do more 
for premium sunglasses 
brands?
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More category management

More multi-format sales points:

Yes!

Main store

Kiosks

Specialist stores

Pier stores
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Can airports in the MEADFA region do more? 
Yes.

To paraphrase JFK’s  statement,  “At Luxottica we don’t ask airports what they can do for us… we ask ourselves what we can do for them”

More sophistication in presenting product ranges�
More retail touch points around the airport

Above all, we make buying sunglasses fun 
It’s an incredibly engaging product 
and a great footfall driver




Do retailers do enough to support premium brands in Middle East and African airports?





	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11

