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European Brands Attract Asian Investors 
 

Escada, Pal Zileri, Valextra, Cerruti, Eterna, Corum, Metz, Valensina, Club Med, Louvre Hotels, Folli film 

and Hauck & Aufhauser come from different industries but have a significant feature in common: 

these traditional European brands belong to Asian investors. A vast number of further acquisitions can 

be expected in the year of 2016, especially in the luxury brand sector. However, for this to succeed there 

are three crucial factors. 

For decades they have adorned the wrists of fashion-con-

scious men: the watches from Maurice Lacroix . How-

ever, the Swiss manufacturer of luxury chronographs 

suffers from currency effects. The economic develop-

ment in Asia, in combination with the intense global 

competition provides a lack of retail strength. According 

to media reports the holding company DKSH is therefore 

searching for a new owner for this traditional brand– 

there is an eminent chance that this new owner will be 

an Asian investor. 

Global positioning of brands after the acquisition 

Using their local competences and strengths, Asian in-

vestors of European luxury brands have been developing 

their domestic markets, including China, Korea and 

South-East Asia over the past five years. With the sharp 

decline in the Chinese luxury market it has become cru-

cial for the brand development to achieve a global and 

exclusive footprint. Today the acquired brands are faced 

with building and strengthening a sustainable market 

access in America, in the Middle East and in Europe. The 

exclusive accessories brand, Colombo Via della Spiga as 

one example - owned by a multinational Korean investor 

– is merely represented in Korea, Hong Kong, Paris and 

Milan. The traditional Italian sports brand Ellesse is cur-

rently only represented in Asia, Italy and Mexico hence it 

has not yet started to successfully expand into other rele-

vant geographical areas. This is the reason why the fol-

lowing success factors, including the search for luxury 

brands to optimize the existing portfolio, the function-

ing M&A processes and the successful management of 

the acquired brand should remain in the focus of Asian 

investors. 

Success Factor #1: Brand-Target Research 

When it comes to luxury brands, ranging from fashion to 

watches over yachts, especially Asian investors are ap-

proached by M&A advisors in a vast number of enter-

prise-sales processes. "If something appears on the 

market, Asian investors are usually contacted as well. 

But if something is not yet officially on the market, the 

information goes past them in many cases, "says Fabian 

Krone, former CEO of the German luxury watch manu-

facturer A. Lange & Söhne. In order to identify potential 

acquisitions in an early stage, it is thus vital for Asian in-

vestors to build a network in the European trade market 

or cooperate with well-connected advisors. 

 

"On the other hand working with scouts, helps to track 

brands, which are still relatively inexpensive yet promis-

ing high potential in their market" according to Krone, 

who built the Crownlake Management Consulting & In-

vestment Company. Jointly with Huckberg Corporate 

Services he created an investment and advisory platform 



  

 Info@Huckberg.com 2 

for European luxury brands, which supports local Euro-

pean premium manufacturers in building their brand 

globally, raising capital as well as executing and 

strengthening their international footprint, while offer-

ing investors access to attractive European brands. 

Success Factor #2: Brand Acquisition 

Once a brand is identified and for sale and the M&A pro-

cess has started, Asian investors usually encounter fur-

ther challenges: "On the one hand there are language 

barriers, which complicate the process. On the other 

there are also cultural differences and potential misun-

derstandings in the M&A process," explains industry ex-

pert Krone. In light of this, Asian investors would often 

not even be approached in confidential transactions. 

Thus, in addition to the necessity of identifying potential 

transactions, both sides must develop and achieve a 

well-organized and efficient binational project manage-

ment. 

Success Factor #3: Brand Management and Brand Equity 

Optimization 

Once the acquisition of a luxury brand has been success-

fully completed, the actual and often tedious work 

starts: the brand management. "It is crucial that the in-

vestor accompanies the brand on its path to interna-

tional success with a competent team. Developing the 

Brand DNA, the Brand Positioning and the execution of 

its global deployment, often proves to be a long path, 

which requires discipline and a rigorous approach from 

all stakeholders. Every Brand Touch Point, which is tan-

gible for the customer must be coordinated in order to 

generate an optimized brand equity and investment". 

Exactly this profound insight in junction with a long-

term development plan for the brand, is crucial for the 

successful investment in a European brand. Hence, both 

the owners of European brands and Asian investors are 

well guided to rely on professional support, says Krone. 
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