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A strong quarter, an unsettled allocation

Ralph Lauren Corporation entered the second year of its “Next Great Chapter: Drive” plan with
a striking set of results. In the first quarter of fiscal 2027, revenue rose 14.0% as reported and
13.4% in constant currency. Comparable sales grew 12% worldwide. Asia was the
fastest-growing region: revenue increased 25.3% in constant currency and retail comparable
sales rose 23%. Management also reported 1.5 million new direct-to-consumer (DTC)
consumers, 15% DTC average unit retail (AUR) growth, China revenue growth above 40% on a
reported basis, and 22 new owned or partnered store openings.[P2][P4]

Those numbers did not settle where the next increment of growth investment should go. Asia’s
momentum could justify deeper investment in Ralph Lauren’s own stores, digital channels,
clienteling and customer data. Selective wholesale and digital partners could extend reach with
a different balance of capital and customer control. A staged program might preserve both
options while the company learned more about repeat demand and channel economics.

The public filings did not report profit by channel, store-level payback, customer lifetime value,
or the incremental return on a particular market or format. The latest quarter therefore showed
where reported growth occurred, not which next investment would earn the highest return.

A global business with different regional profiles

Ralph Lauren reported fiscal 2026 revenue of $8.11 billion, up 14.6% as reported and 11.8% in
constant currency. Gross margin was 69.9%, up 130 basis points; operating income was $1.18
billion and reported operating margin was 14.5%. The company recorded $118.1 million of

restructuring and other charges in the year, so the GAAP margin included those expenses.[P1]

Asia had led regional growth in fiscal 2026. Its $2.10 billion of revenue represented about 26%
of the total and grew 21.5% in constant currency. North America accounted for 41% and grew
9.1%; Europe represented 31% and grew 8.7%. Fiscal 2026 Asia retail revenue increased
$392.6 million including currency effects, or $367.3 million in constant currency. Asia
comparable sales rose 20%, with digital comparables up 34% and store comparables up
18%.[P1]

The company attributed fiscal 2026 Asia retail growth to comparable sales, new stores and
currency. Growth could reflect sustained consumer demand, but also pricing, traffic, new
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locations, mix, tourism or market-specific effects. The disclosures did not isolate their causal
contributions or show store-level returns.

Routes to the customer

Ralph Lauren already combined direct and partner channels. At fiscal year-end 2026 it operated
594 retail stores and 644 concession-based shop-within-shops. Its footprint included 287 Ralph
Lauren stores (177 in Asia) and 307 outlet stores (87 in Asia). It had about 9,500 wholesale
doors and 110 third-party digital partners. In concessions, Ralph Lauren generally retained
inventory until a consumer sale and often supplied the salespeople.[P1]

In the first quarter of fiscal 2027, retail generated $1.369 billion, wholesale $554.7 million and
licensing $35.8 million. Those amounts were 69.9%, 28.3% and 1.8% of reported quarterly
revenue, respectively. “Retail” was not synonymous with a single owned-store model: it
included multiple formats, concessions and digital sales. The company did not disclose
channel-level operating profit.[P4]

Management said it sought to elevate wholesale through better in-store assortment and
presentation, improved full-price sell-through and a limited number of premier retailers for
luxury lines. Partners could add reach and local presence; they also controlled parts of the
end-customer experience and relationship. The three largest wholesale customers together
represented about 11% of fiscal 2026 revenue; around 70% of their sales were in North America
and 30% in Europe. This concentration figure did not identify any single customer or indicate a
current disruption.[P1][P4]

What did the latest growth contain?

First-quarter North American retail comparables increased 9% (digital +8%; stores +10%).
North American wholesale revenue rose 22% as reported, with management attributing about
15 percentage points to resumed shipments to one luxury wholesale account and shipment
timing. Europe retail comparables were up 1%; European wholesale revenue rose 11% as
reported and 8% in constant currency, with about five percentage points attributed to shipment
timing. The company noted that wholesale revenue depends on shipment timing.[P2][P4]

Asia retail comparables increased 23%, comprising digital growth of 32% and store growth of
22%. Management cited mid-teens AUR growth and higher traffic. New locations also
contributed to regional revenue. The company’s explanations were not an independent
decomposition of demand, price, traffic, or market-entry effects. China revenue growth above
40% was reported growth; Asia’s 25.3% figure was constant-currency regional growth. The two
measures describe different scopes and should not be compared as if they were the same
metric.[P2][P4]

Management expected fiscal 2027 constant-currency revenue growth centered at 5-6% on a
52-week comparable basis; the 53rd week was expected to add about one percentage point to
reported growth. It forecast 60-80 basis points of constant-currency operating-margin
expansion and capital expenditure of about 4-5% of revenue. Management expected stronger
margin expansion in the first half, reflecting marketing timing and a lower tariff rate. These
were company forecasts, not results or channel-specific investment budgets.[P2][P4]
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Three possible paths

Assume you are advising a hypothetical executive resource-allocation group as it plans the next
stage of the growth strategy. No disclosed internal debate or approved incremental budget
exists. The following are analytical choices for this case:

1. Prioritize owned, integrated Asia growth. Expand direct stores, digital capabilities and
clienteling selectively in markets where demand, fulfillment and customer-service
capabilities support the commitment. Greater control may improve the consistency of the
experience and customer data; stores and systems require investment, and recent growth
may not persist.

2. Use selective partners to extend reach. Favor wholesale and third-party digital
relationships where they add access or local presence, with standards for assortment,
presentation, pricing and replenishment. This can preserve flexibility and use partner reach;
it also limits direct customer ownership and exposes the company to partner priorities and
shipment timing.

3. Stage cross-channel tests. Fund a limited number of market and format tests alongside
shared customer and fulfillment capabilities, then scale, redirect or stop based on agreed
evidence. This keeps options open; it can also slow execution or spread attention across too
many small initiatives.

These paths can be combined by market, customer segment or product category. The filings do
not disclose a proposed channel budget, the incremental economics of a new store, or a
company plan to shift investment among these alternatives.

Your assignment

Recommend how Ralph Lauren should allocate its next increment of growth investment across
Asia direct/omnichannel expansion, selective partner-led reach and/or staged cross-channel
tests. State the assumptions behind your recommendation and identify what evidence would
change it. Address how the company could preserve its premium positioning while reaching
more customers, and distinguish reported growth from evidence of incremental returns.

Propose a small set of decision measures. Consider comparable sales separated by traffic and
AUR; full-price sell-through and markdowns; store or digital contribution after occupancy and
fulfillment; customer acquisition and repeat behavior; partner reorders, returns and
presentation; customer overlap across channels; and local CRM, inventory and fulfillment
readiness. The company does not publicly report many of these measures by channel or
market. Do not infer channel profitability from revenue growth or regional segment margins.
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Exhibit 1. Regional profile

Region FY2026 Share of
revenue FY2026
revenue
North America $3.330bn 41%
Europe $2.539bn 31%
Asia $2.104bn 26%
Other / licensing ~$0.143bn 2%

FY2026 consta
nt-currency
growth

+9.1%

+8.7%

+21.5%

Q1 FY2027 co
nstant-currenc
y growth

+12.8%

+4.6%

+25.3%

Q1 FY2027
segment
operating
margin
23.1%
26.4%

33.5%

Sources: FY2026 Form 10-K and Q1 FY2027 Form 10-Q.[P1][P4] Regional shares are rounded.
Segment operating margins combine activities within each region; they are not channel margins
or returns on new investment. “Other / licensing” is not directly comparable with the geographic

operating segments.

Exhibit 2. First-quarter fiscal 2027 channel revenue

Reported category

Retail

Wholesale

Licensing

Total

Revenue

$1.369bn

$554.7m

$35.8m

$1.960bn

Share of total

69.9%

28.3%

1.8%

100.0%

Source: Q1 FY2027 Form 10-Q, Note 4.[P4] Shares are derived from reported revenue and
rounded. Retail comprises stores, outlets, concessions and digital. Channel revenue is not

channel profit.

Exhibit 3. First-quarter comparable-sales and wholesale growth

Region / category

North America retail comparables

North America wholesale

Europe retail comparables

Europe wholesale

Asia retail comparables

Q1 FY2027 result

+9% (digital +8%; stores +10%)

+22% reported

+1%

+11% reported; +8% constant

currency

+23% (digital +32%; stores +22%)

Company explanation / scope

Comparable-sales growth

About 15 points from resumed
shipments to one luxury account and
timing, per management

Comparable-sales growth

management

About five points from timing, per

Management cited mid-teens AUR

growth and higher traffic

Sources: Q1 FY2027 earnings release and Form 10-Q MD&A.[P2][P4] Comparable sales cover
company-defined comparable locations and digital activity. Explanations are management
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attributions; they do not isolate causal effects.

Exhibit 4. Selected fiscal 2027 outlook

Measure

Revenue growth

Operating-margin expansion

Capital expenditure

Management outlook as of August 6,
2026

5-6% constant currency on 52-week
comparable basis

+60-80 bps constant currency

About 4-5% of revenue

Qualification

53rd week expected to add about 1
point to reported growth

Non-GAAP outlook excludes future
restructuring/other net charges;
stronger first-half expansion expected
due to marketing timing and lower
tariff rate

Companywide guidance, not an
incremental channel allocation

Source: Q1 FY2027 earnings release and Form 10-Q.[P2][P4] Forecasts are management

expectations, not realized results.

Sources

* [P1] Ralph Lauren Corporation, FY2026 Form 10-K, filed May 21, 2026. SEC filing, especially

pp. 8-10, 45-53.

» [P2] Ralph Lauren Corporation, Q1 FY2027 earnings release, August 6, 2026. SEC exhibit,

especially lines 15-90.

* [P4] Ralph Lauren Corporation, Q1 FY2027 Form 10-Q, filed August 7, 2026. SEC filing,
especially Note 4 and MD&A pp. 39-42.
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https://www.sec.gov/Archives/edgar/data/1037038/000162828026037074/rl-20260328.htm
https://www.sec.gov/Archives/edgar/data/1037038/000162828026053896/rl-20260627ex991xpressrele.htm
https://www.sec.gov/Archives/edgar/data/1037038/000162828026053992/rl-20260627.htm

