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Armand Thiéry 

“Our stores  
represent our  
best sales tool” 

 

   
  

	 ur ambition for 2012 is to maintain 
	 the number of new stores that we open
	 every year in France and the Benelux 
countries,” says Rodolphe Deveaux, CEO 
of Armand Thiéry since September 2009. 
Established in 1841, the specialist ladies’ 
and gentlemens’ brand is characterised by 
development and dynamism, which can 
also be seen in its 34-year old boss. For the 
latter, the key to development lies in stores, 
which are “our best sales  tool and source of 
advertising,” he emphases before adding: “my 
objective is to ensure that customers walking into 
our stores find complete satisfaction. Obviously, 
this includes product quality and prices, on which 
we place high demands.”
When the Deveaux family - the great 
textile dynasty from Roanne in the south-
east of France - bought the brand in 
1995, it immediately set about preparing 
for its relaunch. It opened new points of 
sale, including its 400th store in 2009. In 
particular, it established own brands as a way 
of cutting prices. The Armand Thiéry brand 
collections, which stand for high quality at 
low prices, rapidly won over customers. 

Specialising in ladies’ and 
gentlemens’ clothing, Armand 
Thiéry reports healthy growth 
and opens around forty new 
stores per year. Its strengths 
include strategic locations  
and own brands.

The story of a brand  
• �1841: Opening of the first Thiéry Frères brand store, in Saint Ghislain, 

Belgium, which sold bed linen and clothing.

• �1963: Birth of the Armand Thiéry brand.

• �1995: Brand sold to the Deveaux family, which had been involved in 
textiles for 3 generations in the Rhône-Alpes region.

• 1996: Opening of the first two Ladies Armand Thiéry stores.

• 2007: Creation of “Toscane” for larger ladies.

• �Septembre 2009: Rodolphe Deveaux becomes CEO of the brand.      




