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HIGHLIGHTS
MORE THAN A GOOSE PADDED-JACKET With a market cap of € 6.7bn 
and more than €1bn of revenue, Moncler SpA (MONC) is the one of the most famous 
luxury padded-jacket manufacturer, which is the main market the company focuses. 
Uniqueness, heritage and never-ending fashion are features that led MONC to reach 
in FY2016 a best-in-class TSR of 29.2%, about ten points above the luxury industry 
mean (20.4%). Founded in 1952 in a small French village called Monestier-de-Cler-
mont, MONC has been reorganized and relaunched by Remo Ruffini, who took over 
the company in 2003. 
RESTYLING OF A BRAND Nouvelle ideas, evolution of distributive channels 
and, sure, high quality human capital brought to a true rebirth of Brand’s concept 
and awareness. Since the company have been listed in 2013 4Q, sales have been 
increasing from € 580.6ml in FY2013 until reaching the € 1bn barrier in FY2016 
(+21.46% CAGR, +19.3% CER CAGR). Other main results due to the restyling are 
the change-of-pace in Free Cash Flow (that started from € 58.4ml in FY2013 to be-
came € 210.6ml in FY2016, CAGR +53.35%) and the debt annihilation at the end of 
FY2016 (positive NFP of € 105.8ml).
GETTING OUT OLD CONTINENT Since Remo Ruffini joined the ownership 
in 2003, the Brand has switched gradually to become a global-oriented firm, con-
solidating in its historical markets (Italy, Europe and Japan) and expanding towards 
new opportunities (especially in Asia and North America). Today company operates 
in about 70 different countries by means of both wholesale and retail channels. If 
in FY2010 Italy and EMEA accounted for 76% of total sales, while currently the 
company is well diversified with a sales share of 40% from Asia & Rest of World 
(+29.91% CAGR 2012-16 CER) and 17% from Americas (+34.76% CAGR 2012-
16 CER). Geographic diversification has been mainly driven by the organic growth 
of Retail channel both in Americas and in Asia & RoW. In the latter, DOS increased 
from 12 units up to 93 units in 2010-16, while in the former units increased from 3 
up to 23 in the same period. Italy and EMEA showed a +2.98% and +17.86% CAGR 
2012-16 CER, respectively.
FROM WHOLESALER TO RETAILER € 428.7mln sales in 2010 accounted 
only 23.08% for retail segment, while 9M 2017 € 736.8ml sales account 73.5% for 
DOS and on-line store. Since 2010 the company has been engaging on the orga-
nic expansion of retail channel (above an average of +3400 selling sqm each year). 
The Retail-Wholesale trade-off consists in accepting lower operating margin to keep 
operating leverage less aggressive, or vice-versa. MONC chose the latter and thank 
to its ability of earning premium-prices can keep average DOS prices 30% higher 
than the wholesale segment stores. Channel shift has been gradually realized with 
also the support and know-how of some specialised Private Equity Investors as 
Carlyle, Eurazeo and recently Temasek.
STRONG SALES DENSITY Historically MONC has shown an increasing sales 
density (FY2010-2016 +13.46% CAGR) driven by an organic growth of Retail seg-
ment revenue (+28.93% CER CAGR in 2013-2016). Luxury companies have started 
to make selling surfaces re-optimization, switching on e-tailing and e-commerce 
segment to better manage high rental expense. These choices should be intended 
to increase sales-density, which is the primary industry metrics. Sales density achie-
ved by MONC is one of the highest in the luxury industry, above other peers such 
Burberry (about €15k per sqm). We believe that MONC’s target is to reach in 2027 
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a sales density of €40k, in line with the best-performer peer LVMH (above €40k per 
sqm in 2017).

BUSINESS DESCRIPTION 
Moncler is a fashion-luxury company, specialized in down jackets that represents the 
85% of sales, operating in the luxury industry worldwide which account of 250 billion 
(MONC market share is 0,42%). The remaining 15% is ascribed to complementary 
categories, united by Moncler DNA, such as knitwear, shoes and eyewear, which 
sales are currently double-digit increasing. The company was founded in 1952 by 
René Ramillon and André Vincent in Monestier-de-Clermont, a mountain village near 
Grenoble. Since its first steps, Moncler produced quilted sleeping bags and tents. 
The first down jackets were created in 1954 and only in 1980 Moncler entered onto 
the city padded jackets. In 2003, MONC was bought by the Italian entrepreneur 
Remo Ruffini (current President and CEO) who drove the company to success (in 
2016 revenues exceeded the threshold of one billion euros, + 23% CAGR 2003-16) 
receiving in 2017 the EY award for Italian Entrepreneur of the Year. Moncler has listed 
on the Milan Stock Exchange in 2013 and as of 2014 is part of the FTSE MIB index 
with a market cap of € 6.7bn. MONC’s headquarter is in Milan but the company is 
operating in 70 countries allocated among 4 geographical areas: Italy, EMEA, Ame-
ricas, Asia & Rest of the World.
BUSINESS MODEL The business model assumed by MONC is integrated and 
flexible as the company wants to directly control the production phases characteri-
zed by greater added value. Therefore, MONC directly manages the creative phase, 
the purchase of raw materials, the development of prototypes, while those pha-
ses related to the cutting and packaging of products are carried out partly inter-
nally and partly using independent third parties and façonists (about 20). Due to 
the continuous search for the best know-how related to the product offered, since 
2015 production has been largely moved to Romania where 900 employees work. 
The company constantly pays high attention to the quality of the raw materials, for 
example each lot of feathers is subjected to a double check both of compliance with 
international regulations and of the requirements demanded by the company itself.
COLLECTIONS MONC offers to its customers 5 different clothing collections. 
Moncler Main is the brand’s most important collection and embraces not only iconic 
products inspired by the historical tradition but also innovative models coherent with 
the company DNA. Moncler Gamme Bleu and Moncler Gamme Rouge are hau-
te-couture and tailor-made collections characterized by craftsmanship, exclusivity 
and selected distribution. Spring-Summer 2018 season is going to be the last for the 
Gammes’ lines, because the company seems to be more interested in strengthening 
the relationship with customers rather than the timing of traditional production chain, 
since Gammes were included in the calendars of Paris and Milan fashion weeks. 
Grenoble is a sporty and technical collection inspired by ski world and is connected 
to MONC’s origins. Enfant is the baby and junior interpretations of the adult lines. 
MONC core business refers to down jackets which represent the 85% of sales. The 
remaining 15% is ascribed to complementary categories, united by Moncler DNA, 
such as knitwear, shoes and eyewear, which sales are currently double-digit incre-
asing.
TWO DIFFERENT DISTRIBUTIVE CHANNELS Distribution is fundamental 
to maintain the Brand awareness and sentiment. MONC operates in two main seg-
ments that correspond to its two distributive channels: Retail and Wholesale. Retail 
segment (which represents 65% of total sales in 9M2017, +31.84% 2012-16 CAGR) 
includes 201 DOS (Directly operated stores) at the end of FY2017, which are mo-
no-Brand stores, and the retail on-line store Moncler.com. Wholesale segment (9M 
2017 35% of total revenues) refers instead to both 48 Shop-in-Shops (mono-brand 
wholesale spaces located on the premises of department stores) and multi-brand 
stores. Additionally, there are two other channels – digital and travel retail – which 
can be included in both retail and wholesale channel.
STRATEGY UNTIL NOW Since 2003, when Remo Ruffini took over the com-
pany, Moncler has reached successful results such as € 1bn of revenues in 2016 
thanks to its strategy based on:
1. BRAND DEVELOPMENT & DIFFERENTIATION MONC has concentrated its 

energies to create a strong brand and for positioning itself in the luxury market, 
where luxury means having a high-quality garment that lasts over time. Com-
pany has continuously looked for innovation in its products to communicate 
uniqueness to international market. 

2. BEING SELECTIVE MONC has operated applying very restrictive order limita-
tion for wholesalers, (from 2172 in 2010 to 1500 in 2017). DOS often runs out of 
products, especially on the on-line store and end-of-season sales or any other 
discount are forbidden in the retail channel. Retail expansion is also the result of 
a careful and selective path, with a precise positioning approach, that is halfway 
between the luxury boutiques and the winter apparel stores. Selection has af-
fected also the choice of collaborations with international artists and designers 
who have the purpose of interpreting and representing MONC’s essence.

3. FROM WHOLESALER TO RETAILER € 428.7mln sales in 2010 accounted only 
23.08% for retail segment, while 9M 2017 € 736.8ml sales account 73.5% for 
DOS and on-line store. Since 2010 the company has been engaging on the or-
ganic expansion of retail channel (above an average of +3400 selling sqm each 
year). The Retail-Wholesale trade-off consists in accepting lower operating mar-
gin to keep operating leverage less aggressive, or vice-versa. MONC chose the 
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latter and thank to its ability of earning premium-prices can keep average DOS 
prices 30% higher than the wholesale segment stores. Channel shift has been 
gradually realized with also the support and know-how of some specialised Pri-
vate Equity Investors as Carlyle, Eurazeo and recently Temasek. 

4. SUSTAINABILITY As the increasing modern society awareness about environ-
mental themes, MONC has worked hard to develop its business in a sustainable 
way: in fact, since 2015 has drawn up a Sustainability Report and since 2016 
has committed to use only feather that has been awarded the DIST certification 
(Down Integrity System & Traceability) consisting of a protocol on feather tra-
ceability and animal welfare and developed a unit whose task is to control raw 
material production in the Eastern Europe.

5. RETAIL EXCELLENCE Project launched in 2016 aimed at strengthening the 
corporate retail culture (retail revenues increased by 20% in 9M and in Q3 2017, 
while wholesale ones by 9%). (i) The first key word is client experience which 
means to improve the sensational experience of the client in his interaction with 
the brand both in-store and digital, to develop a strong, personal and unfilte-
red relationship. (ii) Subsequently MONC focused on client advisors’ skills and 
their involvement within the company. The company has modified the incentives 
connected to their variable remuneration, focusing not only on sales but also 
on data collection objectives rewarding both teamwork and individual work. (iii) 
Finally, MONC has optimized the operational efficiency of mono-brand stores by 
reorganizing the back of house on functionality with respect to the alphabetical 
order of the products and identifying the ideal assortment for the various clusters 
(city, ski resort, etc).

6. GETTING OUT OLD CONTINENT Since Remo Ruffini joined the ownership 
in 2003, the Brand has switched gradually to become a global-oriented firm, 
consolidating in its historical markets (Italy, Europe and Japan) and expanding 
towards new opportunities (especially in Asia and North America). Today com-
pany operates in about 70 different countries by means of both wholesale and 
retail channels. If in FY2010 Italy and EMEA accounted for 76% of total sales, 
while currently the company is well diversified with a sales share of 40% from 
Asia & Rest of World (+29.91% CAGR 2012-16 CER) and 17% from Americas 
(+34.76% CAGR 2012-16 CER). Geographic diversification has been mainly 
driven by the organic growth of Retail channel both in Americas and in Asia & 
RoW. In the latter, DOS increased from 12 units up to 93 units in 2010-16, while 
in the former units increased from 3 up to 23 in the same period. Italy and EMEA 
showed a +2.98% and +17.86% CAGR 2012-16 CER, respectively.

FUTURE STRATEGY MONC focuses on a sustainable and responsible develop-
ment of its Brand in the global luxury goods sector, in line with the uniqueness of 
its heritage. Consequently, MONC’s future strategy is going to include not only the 
drivers of the past but also the following actions and guidelines:
1. IMPROVING MONO-BRAND DISTRIBUTION MONC wants to strengthen retail 

and wholesale distribution channels in all regions, exploiting growth opportuni-
ties in Northern Europe, Dubai, Russia, Mexico and Brazil. In addition to con-
solidating the presence of the flagship stores in the major cities of the world, 
regarding the already existing stores, in the next 2-3 years a program of at least 
15 relocations in the main luxury streets and expansion of the selling surface 
is planned (in order of reaching at least 200 square meters). Mo is one of the 
few companies that are planning new openings, in contrast with the sector that 
between July 2016 and July 2017 registered a net negative total in store openin-
gs (-1.3%). (Source: Proprietary Bernstein Store Count database). 

2. TRAVEL RETAIL Company wants to concentrate on travel retail (mainly in Eu-
rope) that concerns the opening of new stores at airports or ski resorts, it is 
fundamental for the customer’s perception of the Brand. This strategy is in line 
with the trend of the luxury-fashion sector that is focusing heavily on travel retail, 
as an international place like an airport increases the symbolic value linked to the 
shopping experience. Moreover, the journey can be a metaphor for an exclusive 
dream that can be accompanied by the purchase of a luxury item.

3. BETTING ON DIGITAL The digital channel is considered fundamental for 
MONC’s future development. It is a marketing and communication tool at 360 
degrees on the web, social media and mobile. At the same time constitutes a 
sales channel both retail (Moncler.com is the Digital Flagship Store operating in 
35 countries) and wholesale (when uses online portals such as mytheresa, Yoox, 
Mr Porter) which accounts for 7% of turnover and has a double-digit growth 
rate. The choice of digital derived from the need for keeping a strong marketing 
positioning also on the web and for securing customer loyalty. MONC must 
innovate as consumers’ desires and habits evolve. Millennials and Generation Z 
will represent about half of the customers of the future and since they are very 
technological, MONC must find a means of communication that meets their 
needs and allows to communicate as fast as possible.

4. MONO-LABELED PORTFOLIO Spring-Summer season will be the last for lu-
xury Moncler Gamme Rouge and Moncler Gamme Bleu top-lines. Not only will 
the company focus on down jackets core-business, but also it will get involved 
in selecting complementary categories such as knitwear, scarves and winter 
caps, which sales are currently double-digit increasing. Quality is a feature that 
permeates all MONC’ lines. In addition, the company will innovate to create ti-
meless, functional and contemporary collections. Company intention is to drop 
fashionable runways while getting closer to a prêt-à-porter fast fashion model, 
showing off new collections in flagship stores.
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CORPORATE GOVERNANCE AND REMUNERATION SCHEME
ONE MAN FIRM In order to analyse more detailed MONC’s Business is useful 
to pay attention on its system of corporate governance. As we know in 2003 the 
famous Brand was bought out by Italian entrepreneur Remo Ruffini, who had the 
idea to create a global down jacket.  It is important to note the centrality of the en-
trepreneur within the corporate governance system: since 2003 he has held the role 
of President, Chief Executive Officer, Creative Director and Chairman of the strategic 
committee. Under the By-laws currently in force, MONC is organized on the basis of 
a traditional management and control organisational model with: (A) Shareholders’ 
Meeting Auditors (B)Board of Directors (3 executive, 8 non-executive whose 6 inde-
pendent) that manages the Company and defines Group guidelines (C)Board of Sta-
tutory (D) The external audit firm that carries out the statutory auditing of accounts.  
Alongside these organs, MONC has an effective system of Internal Controls and Risk 
Management. (Appendix 8). 
REMUNERATION POLICY Regarding the remuneration policy, MONC imple-
ments two different remuneration schemes fixed and variable: Non-executive and 
independent directors have a fixed remuneration while Executive Directors and Ma-
nagers with strategic responsibilities have a fixed and variable remuneration part. Va-
riable component is related to short term managerial objectives (MBO). Furthermore, 
MONC has a lot of Incentive plans based on financial instruments: 2014-2018 Stock 
Option Plan, 2016-2018 Performance Shares Plan and 2015 Performance Stock 
Option Plan. At the end of 2016, all 250.231.976 issued shares were ordinary.
DEALING WITH PE After the IPO in 2013, company’s ownership is composed 
as follows: 35,13% of shares is held by insiders including Ruffini Partecipazioni 
with 26,27% and the European Fund ECIP-M with 5,31%. The remaining free float 
(64.9%) is held in part by institutional investors (33.99%) and the remaining part by 
the market.  In order of facing new markets and new business areas, MONC creates 
special partnerships with economic entities (PE funds) specialized in that segment, 
exploiting the best skills and knowledge on the market.
TAKING CARE OF ANIMALS AND ENVIRONMENT As we know, Product 
quality is an important value driver for the company. Product’s quality means animals 
and environment product respecting. MONC has always been very attentive to these 
aspects and in 2015 established a Sustainability Unit which is responsible for super-
vising and ensuring that the product is produced responsibly. The Sustainability Unit 
also consults with a Technical Sustainability Committee, i.e. some “Ambassadors” 
who are responsible for raising awareness of social and environmental issues wi-
thin their own areas and with a Control, Risks and Sustainability Committee (part of 
BoD). Every year the company also prepares a Sustainability Plan which contains the 
continuous objectives that the Group intends to achieve and a Sustainability Report 
containing the main results achieved.

INDUSTRY OVERVIEW
STARTING FROM CUSTOMER’S FEELINGS Luxury industry is characteri-
zed for its high margin deriving from premium prices, high sensitivity to the overall 
economic cycle and a significant volatility depending on social attitudes and habits. 
Luxury is a € 250bn industry that accounts 0,3133% of global GDP. This industry 
showed a +5,5% CAGR (1996-2015). In recent times the industry has declined in 
two periods: in 2003 due to SARS virus and currency issues and in 2008-2009 due 
to the global financial crisis. Within this industry, the specific “apparel & fashion” seg-
ment contributed for €61bn in 2016. 2015/2016 has been a period of soft growth, 
moreover a study by Goldman Sachs estimates that luxury sales will grow at 1-4 % 
in the short-to-midterm. “The average for the sector will be flat, but within the sector 
there will be winners and losers, because it has become a mature market and there 
is a battle for market share” said Marco Bizzarri, Gucci Chief Executive. To succeed 
in winning this battle it will be necessary to focus on innovation in order of being able 
to meet the customers’ ever-changing wishes and needs.
A PROCYCLICAL INDUSTRY The most important demand key driver is raising 
per capita income, being luxury industry strongly pro-cyclical. The Chinese demand 
represents about one-third of the global demand and its increasing middle-class 
(350ml of people in 2017) has been the true driver of the growth in the latest years. 
Historically, industry-growth has been about 2.8x the annual GDP. Since the industry 
is becoming matured, it is expected a GDP multiplier of 1.3x over the next years. 
IMF’s 2018 projections are 6.5% for Chinese real GDP growth and 2.4% for Chinese 
inflation. MONC looks carefully at these figures as it is undeniably affected by the 
“Chinese Boost”. Company can take advantage of Chinese luxury demand that is 
solid and growing but must pay attention to a greater sophistication trend, which 
can be defined as a sort of Chinese customer “maturity”. Thus, store presence and 
store space have been rationalized and now brands are no longer managing stores 
in China as a showcase while waiting for consumption to happen overseas.
HOT & COLD CLIMATES MONC is going to expand its own DOS network 
to Russia and Northern Europe. According to IMF’s projections Russian real GDP 
growth rate will be stably increasing 1.6% by the end of the year, while the Sweden 
one about 2.4%. Considering the low temperatures and the still short presence of 
MONC, these areas are targeted to make account higher sales, keeping on registe-
ring the high-double-digit like-for-like growth that we saw in 9M2017. Other destina-
tions that probably company will take are Brazil, Mexico and Emirates: even though 
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these economies are very different, they show opposite fundamentals and they do 
not have an appropriate climate, being both very strategic from the Travel Retail point 
of view.

DRIVERS
FUTURE GENERATIONS Future generations will be the luxury customers of the 
next years (about 50% in 2025), so it is fundamental to understand their interests 
and their habits to put in place a winning strategy. Millennials (born between 1980 
and 1999) are cosmopolitan, hyper-connected and very attentive on issues such as 
transparency, sustainability and quality. Their turnover in 2017 almost reached 40% 
of the total. People belonging to the so-called Generation Z (born between 1997 
and 2010) are more willing to spend compared to Millennials, because they have 
not experienced directly the years of the economic crisis. They could be crucial for 
the luxury sector as it is estimated that they will become the age group with more 
spending power globally.
FOCUS ON HNWI It is proven that billionaires are increasing in number and in 
worth. In 2017, we saw the biggest increase in the number of billionaires in history 
(source: Forbes), one more every two days. There are now 2,043 dollar-billionaires 
worldwide. In 12 months, the wealth of this elite group has increased by $762bn. 
Top-luxury goods are typically purchased by the high and medium-high classes, that 
can pay off a premium price to satisfy their need of differentiation and identity. This 
consists in an advantage to MONC that is focused in the high-luxury segment and 
company could maintain its strong pricing power, as its potential clientele is less 
sensitive to price increases.
STRONG RETAIL NETWORK MONC reached best-performer margins (47.6% 
FY2016 EBITDAR Margin) thank to the development of an effective and profitable 
Retail channel. This process has improved the Brand loyalty and by the other hand 
has allowed to increase the product average price by an estimated 30%. Indeed, 
gross margins differ significantly from Retail channel (80%) to Wholesale channel 
(60%). Today company Retail sales-density per square meter is about €30k. Ma-
naging directly stores allows company to get in touch with customers and get fee-
dback from them, which is very important to set the business strategy. 
BRAND AWARENESS “Heritage” refers to the great and unique history of the 
Brand and its collections. In the luxury industry, the value proposition aims to offer a 
scarce and prestigious product, such that people can be related to a specific social 
category or a social class wearing or owning it. The product must be consistent with 
Brand. The latter must be a guarantee of top-quality and top-ranked product, while 
the former cannot disappoint high customer expectations. Today people think in 
term of Brand even more of product and keeping a strong Brand awareness is a key 
driver that management must always consider in choosing future strategies.
MADE IN ITALY is a strong key driver for luxury goods manufacturers. Today Ita-
lian quality and Italian lifestyle is highly valued by consumers all over the world and 
it is increasing. According to a survey (BCG/AltaGamma: True Global Luxury Con-
sumer Insight) 29% of respondents admitted checking the Made-in-Italy for luxury 
goods purchase. Second place goes to Made-in-France that registered 23%. Pre-
vious 2014 statistics registered both 18%. With an Italo-French historical nationality 
MONC has got all features needed to success in the luxury segment, but, of course, 
this show how much Italy’s image and reliability are important to achieve it.
TRAVEL RETAIL Defined as the “sixth continent to be conquered” (by 2025, this 
sector will quantify about $109 billion in turnover), this new market, together with the 
digital one, is becoming the protagonist of a high growth (CAGR 1995-2015: + 6%) 
(sales growth in $: +85ml in 2015 and +109ml expected in 2020). Asia has a lead 
role on this phenomenon: by 2020, +120ml Chinese travelers are expected. In addi-
tion to that, a series of incentives to support this phenomenon are being introduced 
(opening of new maxi-airports in cities like Chengdu and Singapore; progressive 
adoption of an accommodating legislation to make the in-airport and in-port tax-
free for foreign tourists). The fashion sector contributes for the 15% (2015) to these 
figures and it is expected will grow to 17% in 2020.
DIGITAL Technology has a major impact on companies and this translates into four 
areas. (i) Brand management and communication. 90% of fashion brands have a 
profile on social networks implying changes in communication and in the approach 
with the customer. The average investment of companies in communication is 3-5% 
of turnover. By breaking this item, from 2012 to 2016, we note a changing in the re-
lative weights of the components (press from 67 to 46%, social campaigns from 0 to 
12% and display advertising from 1 to 11%). (ii) Product offer. The product is strongly 
dependent on social updates and to keep up with them requires the presentation 
of new products with close frequencies. From 2012 to 2017 the outputs for each 
single collection increased on average from 3 to 5. (iii) Sales channel. The share of 
the retail channel increased, also including the e-commerce channel, compared to 
the wholesale channel. Large companies develop over 80% of their turnover through 
the retail channel. (iv) Organization. The importance of CRM (Customer Relationship 
Management) is growing (79 companies have adopted such systems). Furthermore, 
the develop of digital technology has created new professional figures including fa-
shion content creator, digital merchandiser, digital marketing specialist.

TRENDS
MACRO TRENDS
GLOBAL AGEING linked to the decrease in the birth rate in several countries 
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and to the increase in life expectancy: while in 2012 the only country that showed 
a percentage of over-60s greater than or equal to 30% was Japan, by 2050 this 
proportion will be reality in many countries (Europe, North America, China, Russia 
among all) (source: World Health Organization)
GDP INCREASE On average, we expect the 2017-2021 GDP growth will be 
non-homogeneous among the different geographical areas: while in developed are-
as the growth will be around 1.9%, in emerging markets it will be more noticeable, 
with a +4,5% for sub-Saharan Africa, + 5% for the Asian area and + 2.7% for Latin 
America (source: IMF)
URBANIZATION In 2016, 512 cities in the world had at least 1 million inhabitants. 
By 2030, these will increase to 662. The “megacities” (> 30 million inhabitants) will 
surge from 31 to 41 in these 14 years by 2030, 1 person out of 5 will live in a (at least) 
1 million household city. Countries that will see a greater development of megacities 
will be placed in Asia (India, Thailand, Vietnam, China) South Africa (Angola, Tanza-
nia) and South America (Colombia) (source: United Nations)
INFLATION Similar inflation trend for US (2016: 2%), EU (2016: 1.4%) and China 
(2016: 2%). About 3-4% in South American countries and 0.7% in Japan (source: 
IMF)
FOREX In 2016, Dollar had a strong trend (in December 2016 the € / $ exchange 
rate reached the annual minimum of 1.0350). € and Yuan recovered (especially the 
euro) in 2017.
INCREASING UNCERTAINITY All the risks linked to terrorism, Brexit, US-North 
Korea international conflict will increase the volatility and uncertainty of the global 
economy
NEW CUSTOMER BEHAVIOURS “from belonging to being”: we moved from 
fashion as an instrument of communication between people with a shared status to 
a means between subjects with shared values. Also, today shop is an experience 
(from the store sign to the purchase moment) and must be made unique. 
TECHNOLOGY digitization is developing pervasively in this industry. The e-fashion 
sector turnover is € 23 billion (CAGR 13-16: + 25%, CAGR 16-17E: + 24%), of which 
the 26% is attributable to the clothing sector. Of the total, about half of online pur-
chases (47%) are completed in the US.
COMPETITIVE POSITIONING Even though the probability of succeeding in 
the luxury industry are low enough, it is a dynamic sector that benefits of favourable 
competitive environment, given the opportunities that premium-price strategies of-
fer. The real challenge is to self-distinguish from the others, and to transmit identity 
feelings by means of the Brand. MONC perfectly understood that. Today, MONC’s 
down jackets are recognized as the most prestigious all over the world due to their 
specific features, conferring MONC a strong bargaining power with both customers 
and suppliers. Since the distributive policy have shifted, the larger Retail presence 
has increased the Brand awareness and today MONC is associated with the chicest 
manufacturers such as PRADA, LOUIS VUITTON, GUCCI. For this reason, company 
benefits of a strong competitive positioning, because there are not any other manu-
facturers that produce padded jackets with the same luxury appeal. We interviewed 
a made-in-Italy fashion Brand manager, and he agreed with us on the MONC’s 
strong competitive advantage which consists fundamentally on its uniqueness and 
the absence of perfect-close competitors. We interviewed also some company who-
lesale customers and they told both that another competitive advantage consists in 
the consumer age-range. Instead of any other down jacket Brands, MONC has not 
a specific target age and very different categories of people buy its products. “When 
I see a skate-boy close to a mature Lady in our store, I feel very happy, because this is 
the meaning of our strategy” said President Remo Ruffini in an interview (Appendix 10).

INVESTMENT SUMMARY
INVESTMENT THESIS We issue a BUY recommendation on Moncler SpA (MI-
B:MONC) with a target price  of €35.31 per share, representing a potential +35.7% 
upside from closing price of €26.02 per share of February 2nd, 2018. Our target 
price is based on a mix of the Discounted Free Cash Flow to Firm Entity-Side Mo-
del and EV/EBIT multiples, attributing 75% and 25% weighting respectively to each 
methodology. The key drivers for our recommendation are:

KEY POTENTIAL DRIVERS
STRONG SALES DENSITY Historically MONC has shown an increasing sales 
density (FY2010-2016 +13.46% CAGR) driven by an organic growth of Retail seg-
ment revenue (+28.93% CER CAGR in 2013-2016). Luxury companies have started 
to make selling surfaces re-optimization, switching on e-tailing and e-commerce 
segment to better manage high rental expense. These choices should be intended 
to increase sales-density, which is the primary industry metrics. Sales density achie-
ved by MONC is one of the highest in the luxury industry, above other peers such 
Burberry (about €15k per sqm). We believe that MONC’s target is to reach in 2027 
a sales density of €40k, in line with the best-performer peer LVMH (above €40k per 
sqm in 2017).
HIGH BRAND LOYALTY & PRICING POWER Generally luxury companies 
have high pricing power due to the strong status symbol that their products can 
pass. Average MONC’s down jackets price has increased by an estimated 30% 
starting from the 2013 “Retail-boom” (+21% selling square-meters CAGR 2013-16), 
followed also by a growth in volumes. These factors prove high customers’ loyalty in 
MONC-branded products, which have a recognisable and unique appeal. Thus, the 

0,00
1,00
2,00
3,00
4,00
5,00

Intensity of Internal
Rivalry

Threat  of New Entrants

Presence of Substitute
Products

Bargaining Power of
Suppliers

Bargaining Power of
Payer

Porter's 5 forces analysis

Source: Team Analysis

S W

O T

Weaknesses
• High dependence from key-man;
• Seasonal product;
• So far, still a low product-portfolio 
diversification;

• Very Expensive rents. 

Threaths
• Change of customer’s preferences;
• Climate Change and Global warming;
• Terrorism and political riots across the 
world:

• Counterfeiting and fake goods available 
especially on-line;

• More rational and mature Chinese 
customers.

Strenghts
• Uniqueness, reliability and awareness of 

the Brand, that consist in the Heritage;
• Customer Relationship Management to 

know evolving habits;
• Only on the market, nobody manufactures 

such padded-jackets as MONC;
• High specialization and know-how of the 
product;

• Product quality not-stop improvement;
• Strong and wide Retail channel, that earns 

highest sales-density among peer;
• Skilled and experienced management;
• Customer needs in the spotlight;
• Focus on the purchase experiential value;
• Really a multi-generational product.

Opportunities
• Riding the wave of digital and social 

media expansion;
• New Millenials generation that 

changes market perspectives;
• HNWI growth all over the world;
• Accessories and complementary 
products;

• Individualism growth and ego’s 
relevance among society.

Source: Team Analysis

Source: Team Analysis
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main task management has is to keeping Brand reliability to maintain pricing power. 
As said by President Remo Ruffini, luxury companies work primarily on the Brand 
and in the Digital-Era we are watching an evolution of communication channels to 
capture Millenials & Generation Z attention, which is the new real industry challenge.
TOP EBITDAR MARGIN PLAYER In an industry characterized by “Giants” & 
“Dwarfs”, EBITDAR (Earnings Before Interest, Taxes, Depreciation & Amortization 
and Rental Expenses) consists in an interesting metric to compare different sized 
companies. Industry moved from wholesale to retail channel to improve margins, as 
customers’ availability to pay off higher premium prices purchasing in self-Branded 
luxury and chic boutiques rather than in multi-brand apparel stores. MONC achieved 
successful margins thank to its record-profitable retail segment, reaching a 45.48% 
historical average EBITDAR margin for the period 2013-16, against the historical 
peer-group average of 33.59%.
WORKING CAPITAL MANAGEMENT Through the Digital-Age, modern so-
cieties habits suddenly change and social-status ideologies are constantly transfor-
ming. Today fashion companies must issue new collections more frequently during 
the same year and this is valid also for luxury ones. Life runs very fast and habits get 
older very quickly. So, manufacturers should start from an efficient Inventories and 
Working Capital Management. MONC has been able to reduce Net Working Capital 
from €110.9ml (13% of Sales) in FY2015 to €108.1ml (10% of Sales) In FY2016, 
thanks to more efficient inventories’ management and tight credit control.

FINANCIAL ANALYSIS 
REVENUE MONC revenues have shown a consistent growth from €580ml in 2013 
to €1.04ml in 2016 (+21.5% CAGR, +19.3% CER CAGR). Due to an increase in the 
number of retail stores from 39 to 190, the selling surface (from 5.525 to 26.025 
sqm). At the same time, the strengthening of the Brand increased sales density, 
which reached above €30k /sqm in 2017E. Wholesale revenues, on the other hand, 
remained almost constant in the amount (from € 206m in 2010 to € 276m in 2016), 
while their incidence on sales has been decreasing to 26.54% in 2016. The number 
of Doors has diminished from 2172 in 2010 to 1576 in 2016. Our forecast for retail 
revenues is based on an annual 3750mq2 increase in the sales surfaces, which 
contemplates 15 new openings of 180sqm and 15 existing store re-expansions of 
70sqm, and a growth in the sales density. With this process in 2027 MONC retail 
stores will be 351, less than the competitor current one, but we have to keep in mind 
that nowadays and in the next years we will see a reduction in retail outlets due to the 
strengthening of alternative channels such as the Digital one. Wholesale revenues 
we estimate the closing of 33 doors per year up to 1300 in 2023 and the profitability 
per Door will grow at decreasing rates, because MONC will keep contacts only with 
the most efficient doors.
MARGINS Historical gross margin trend goes hand in hand with the development 
of retail sales channel, in fact it increased from 54.93% in 2010 to 75.75% in 2016. 
This increase is supported by the fact that the MONC’s retail segment GM% (81%) 
is higher than the wholesale one (62%). We foresee this trend will continue in the 
future (GM above 78% from 2020) because of a reduction of COGS incidence on 
revenues also due to CapEx in IT system improvements and production/distribution 
efficiency. MONC last four years average EBITDAR Margin has been the highest 
among its peers: 45,5% against an average peer-group of 33,6% (Appendix 7). 
This historically spread is mainly due to the absence of properly competitors on the 
down-jacket market. We forecasted COGS keeping constant our estimated of two 
different segment COGS margins (38% wholesale, 19% Retail), as we believe that 
MONC has pricing power and it could translate eventual change in cost of raw mate-
rial to customers. Then, we estimated a coefficient, decreasing during the forecasted 
period, that multiplied by the average CapEx of latest 2 years enable us to compute 
the efficiency-discount spread that we applied to COGS on revenue. 
RENTAL EXPENSES are driven by selling surface development and increased 
due to the retail segment expansion. The rent-per-sqm indicator has increased from 
€4.22m in 2013 to €6.51m in 2017E, as MONC opened stores in the cities and in 
the most iconic world luxury streets. Our forecast proposes a growth in the rent-
per-sqm with a decreasing YoY% rate, meaning that in the coming years there will 
also be openings in secondary cities where the main-street rent/sqm is slightly lower 
(Appendix 7).
PERSONNEL EXPENSES are driven by PersEx-per-FTE and FTE. Luxury indu-
stry is labour intensive, both for manufacturing and selling phases. However, the two 
different phases imply different average salaries. MONC’s PersEx/FTE decreased 
from €51.3k in 2013 to €43.1k in 2016, since the new 600 FTE plant opening in Ro-
mania. Kering’s PersEx/FTE indicator is €54.3k at the end of 2016, while the Prada’s 
one is €53.9k. Historically, MONC has shown a multiple of 12x FTE-per-sqm. Thus, 
we foresee FTE amount keeping constant this multiple and adding an estimated 
average of 30 FTE each year in the manufacturing phase. To forecast PersEx/FTE, 
we estimated a cost of labour about one half less for manufacturing FTE respect the 
others, then we increase both the indicator by 2% YoY (Apendix 7).
CAPITAL EXPENDITURE has been historically focused on the retail segment 
development and DOS channel expansion for MONC. However, in the next future, 
the company will need to improve also the corporate one, which refers mainly to 
IT-structure needed for digital segment and the one needed for logistic efficiency 
improvement. CapEx is driven by previous year sales and we estimated a MONC 
target of about 10%. Our forecast derives from MONC’s need for keeping Brand 

Last 4 years Avg EBITDAR/Revenues
MONCLER – 48,28%

PRADA – 42,44%

CUCINELLI – 41,01%

FERRAGAMO – 35,04%

LVMH – 32,32%

KERING – 28,10%

BURBERRY – 28,04%

Source: FACTSET

Source: Team Analysis

Source: Team Analysis

Source: Team Analysis



8

appeal and the launch of new project of 2018. Our expectations are consistent 
also with Brunello Cucinelli’s CapEx target, which investment features are like to the 
MONC’s one.
OPERATING EFFICIENCY IMPROVEMENT As said before, in the next futu-
re corporate segment CapEx will be used for IT-structure and operating efficiency 
improvement. To consider this process in our model we estimated a coefficient, de-
creasing during the forecasted period, that multiplied by the average CapEx of latest 
2 years enable us to compute the efficiency-discount rate that we applied to COGS 
and to SG&A. As the SG&A and COGS historical trend of MONC and the peer-group 
shows that these items are generally decreasing respect to revenue. 
WORKING CAPITAL is a key driver and industry companies are improving the 
Inventories efficiency. MONC’s DIO was 195 at the end of 2016, about 5 days more 
than Brunello Cucinelli and 5 less than Prada. Since CapEx are meant to be spent 
also on logistic improvement, we foresee that Receivables will increase at the whole-
sale segment revenue growth rate, while both Inventories and payables will increase 
at the CoGS growth rate. Being GM% increasing, this assumption implies DIO im-
provement of about one week in 2020.
CASH GENERATION Being luxury stores generally self-managed, the industry is 
characterized by strong cash generation and often peer-group companies present 
positive NFP (Salvatore Ferragamo €95ml, Brunello Cucinelli €51ml at the end of 
2016).  In 2016, for the first time, MONC registered a positive net financial position 
of €105.8ml against a negative one the previous year of €49.6ml and this shows 
MONC’s transformation from wholesaler to retailer. Luxury companies maintain great 
cash amount because it is useful to last-minute opportunities and key-money. Thus, 
cash will behave in a similar way, increasing hand in hand with retail segment.
OPERATING LEASES AND CAPITAL STRUCTURE Operating leasing deri-
ving from rental commitments are key funding sources in the industry, because they 
are liabilities on which companies generally do not pay interests. in 2019 IAS 16 will 
be in force and it will require companies to enter operating leases on the financial sta-
tements. MONC’s adjusted leverage (Debt+Op.leases/Tot.Equity) was 0.74 in 2016, 
consistently with the peer-group average of 0.83. We foresee MONC’s Operating 
leases as an historical average multiple of 3x rental expenses. This imply an adjusted 
leverage of 1.2 in 2027, as the historical average was before 2016.

VALUATION 

Our valuation arrives at a €35.31 target price, driven by 75% of our DCF model 
price of €37.91 and 25% of EV/EBIT multiple analysis price of €27.48. The selected 
weights are a consequence of the Bayesian inference applied to the two sources of 
information: market data (multiples) and our expectations and hypotheses (DCF). 
Combining these two sources of information we believe that the market information 
would be adjusted with our views. We assigned a weight of 25% to multiple related 
price and 75% to DCF related price. (Appendix 12, 13 and 15).
INTRINSIC VALUATION: FREE CASH FLOW TO FIRM we selected FCFF 
due to the unusual net financial position and to the reference sector. We perform a 
three-stage DCF resulting in a fair value of €37.91. Stage I - 2017-2022: it considers 
FCF generated up to 2022 based on our forecasts and hypotheses. Stage II - 2023-
2027: this phase is characterized by a slight slowdown in growth. Some elements of 
FCFF (sqm, sales density, COGS) are calculated analytically on the basis of forecasts 
as in stage I, while others (A&P cost, salaries et al.) are synthetically estimated with a 
growth rate we have hypothesized. This is because in the first 5 years growth is lar-
gely attributed to the new projects presented by MONC, while in this second phase 
we expect a growth of lower intensity.
Stage III - Terminal Value: we calculate the terminal value as a perpetuity formula 
considering WACC and FCFF terminal growth equals to 2% (expected inflation). 
WACC COMPUTATION is a weighted average of the cost of equity and the 
cost of debt. We obtained a cost of capital of 7%. COST OF EQUITY was calcula-
ted through the Capital Asset Pricing Model adjusted to country risk premium. The 
10-years Italy Government bond rate is used as risk-free rate, estimated at 2,016%. 
We determined company’s beta by using four years daily prices vs MSCI index in a 
regression analysis, resulting in a 0,9494 beta.  According to Blume’s method we 
have adjusted MONC’s Beta, resulting in a 0,97 (appendix 13). The expected market 
risk premium in Italy was defined to be 7,27% (Damodaran). Since MONC has a 
remarkable risk exposure to economies in Asia, EMEA, North and South America, 
we considered appropriate to exclude the Country Risk Premium of -1,752%. We 
obtained a cost of equity of 7,29%. COST OF DEBT was calculated as the weighted 
average of the return on cash and cost of gross debt with the weighting for cash 
(appendix 13). We obtained a cost of net debt of 3,48%. 
RELATIVE VALUATION: PEER ANALYSIS. We used EV/EBIT as the baseline 
multiple because EBIT is a better measure of “free” (post-maintenance capital spen-
ding) cash flow than EBTDA and is more comparable where capital intensities differ. 
To assess our relative valuation we proceeded through some stages, first we chose 
the baseline peer-group (Appendice 11). After that we calculated the 2017 average 
expected weighted EV/EBIT of the comps, which turns out to be 19.62x and we 
used this result to calculate MONC’s EV. Then we obtained MONC’s Equity value, so 
it was easy to compute the price per share (€27.48).

DCF VALUATION
PV FCFF 2.736.641

PV Terminal Value 6.503.970

Enterprise Value 9.240.611

Net Financial Position 237.622

Price 37,91 € 
Weight of DCF Valuation 75%

RELATIVE VALUATION
Avg. 2017E EV/EBIT Comps 19,62x

2017E EBIT Moncler 338.071

Enterprise Value 6.632.954

Price 27,48 € 
Weight of Relative Valuation 25%

TARGET PRICE 35,31 €

VALUE

Risk-Free Italy 2,02%

ERP Italy 7,27%

Beta 0,95

Beta adj. 0,97

Cost of Equity Italy 9,04%

Country Risk Premium -1,75%

Cost of Equity 7,29%

2017E

Equity 826,115

Net Financing Position adj. -369.541

Cost of net Debt 3,48%

Cost of Equity 7,29%

Cost of Cash 0,33%

Tax Rate 27,00%

WACC 7,02%

Source: Team Analysis

Source: Team Analysis

Source: Team Analysis
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INVESTMENT RISKS 
MARKET RISK
1. GEO-POLITICAL RISK AND TERRORISM 
PROBABILITY: LIKELY 
IMPACT: MODERATE 
Geopolitical uncertainty is really a key risk. Since latest terrorist attacks, air-travel-
ling often decreases. Recent terrorist attacks in Europe have reduced travel flows, 
especially in France, and nowadays terrorist risk remains high in Europe and US. 
This could cause a slowdown in travel-retail segment. However, we observe globally 
an international traveller growth of 8.9% in 1H2017 (source: DB). This datum shows 
that in any way overall trend is favourable and this justifies the judgement. Political 
risk concerns also changes in the free movement of people globally (e.g. change 
in visa policies), which can furthermore affect travel-retail segment. We remark that 
customers of the luxury industry are typically people associated with higher social 
classes. If political uncertainty leads to riot and other uprising movements, weal-
thier-class-pauperization is a risk. 
MITIGATION: MONC’s next purpose to diversify globally, could keep this risk under 
control.
2. CLIMATE CHANGE & GLOBAL WARMING 
PROBABILITY: LIKELY 
IMPACT: MINOR
Nowadays climate change has become a reality. 2016 has been the hottest year 
since 1880. During the same year, glaciers shrunk globally of about 830mm (sour-
ce: BofA-ML). MONC’s Brand and products are closely related to winter and cooler 
temperatures, from which derives its seasonality of business. Even though such 
changes take a long time and refer mainly to long-term matters, we cannot ignore 
that they could affect badly MONC’s business, especially if they affect specific leisure 
habits relevant for MONC (i.e. skiing, trekking, etc.). 
MITIGATION: However, MONC has demonstrated to be able to adapt its collections 
to new landscape, for instance when the down jacket became urban-style in 80’s. 
In the latest years, MONC is engaged in manufacturing lighter jackets (for example 
100gr jackets) and expanding product portfolio.
3. INFLATION    
PROBABILITY: POSSIBLE 
IMPACT: MINOR
Despite strong growth and tight (or tightening) labour markets, a developed markets 
inflation has remained low in recent years. However, nowadays there are increasing 
signs that inflation will continue to rise in 2018. Global (Market Exchange Rates) in-
flation will reach a 2.4% value in 2020-2024, while Global (PPP) inflation will be 2.8% 
(source: pwc). A faster pick-up could surprise markets and lead to sharp repricing 
of central bank rate rise expectations, which could thin MONC’s margins in the short 
term. 
MITIGATION. Due to its strong pricing power, in case of inflation, MONC will not have 
problems to re-adjust prices translating inflation costs on customers.

FINANCIAL RISKS
4-FOREX RISK    
PROBABILITY: UNLIKELY
IMPACT: NOT SIGNIFICANT
Main foreign currencies related to MONC are Yen, U.S. Dollar, Renminbi and Hong 
Kong Dollar, in fact 2016 revenues can be divided as follows: 14% Italy, 16% Ame-
ricas, 31% EMEA, 39% Asia & RoW. Forex risk can be divided in two parts: tran-
sactional and translational. The former refers to exchange rate fluctuations, on the 
contrary the latter refers to the risk arising from the translation in Euro of financial 
statements of foreign companies denominated in local currency. MONC’s strategy 
hedges partially the first one, but not the latter.  
MITIGATION: MONC hedges against forex risk with derivative contracts, in particu-
lar: Currency Forward Contract and Currency Option Contract. In FY2016, company 
registered € 2,89ml on exchange rate swap contracts.

OPERATING & BUSINESS RISKS
5-BRAND DETERIORATION  
PROBABILITY: UNLIKELY 
IMPACT: SEVERE
If we wanted to summarize a luxury company in one word that would be: Brand. It is 
the fundamental “engine” of companies and it is the actual demand key driver. Brand 
deterioration refers to any event or phenomenon that could make less attractive 
wearing MONC’s clothing. It is all about Brand appeal and customer perceptions. 
These are typical risks in the luxury industry and derive from fashion volatility. 
MITIGATION: Even after the 2014 scandal arisen in Italian TV program “Report” con-
cerning goose torture, sales and new openings did not slow down, this is a signal 
that MONC managed correctly the situation. In that case MONC developed quickly 
the DIST Protocol, which consists of a specific unit that is engaged in controlling 
and verifying the down supply chain. This shows MONC’s ability to understand new 
competitive schemes and its reactivity in managing sudden threats.
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VALUE

Cash & Cash Equivalents 378.234 

Gross Financial Debt 140.612 

Operating Leasing 555.377 

Total Adjusted Debt 695.989 

Interest Expense 2.812 

Net Financial Position - 317.755 

Cost of Cash 0,33%

Cost of Debt 2,00%

Cost of net Debt 4,0%

Source: Team Analysis
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6-COUNTERFEITED PRODUCTS 
PROBABILITY: CERTAIN 
IMPACT: MINOR
The internet-boom have allowed a large development of fake goods. This is particu-
larly true for luxury products, being them very expensive. Most counterfeit products 
are produced in China and distributed via e-commerce, such as Alibaba and eBay. 
A high level of counterfeit products can affect negatively MONC’s image and can 
reduce customer’s interest in original products. The false market is very developed 
and in 2016 it was worth 1.7 trillion dollars, a value that will increase by 70% in the 
next 5 years. 
MITIGATION: MONC has made significant corporate investments that allow to track 
products along the entire value chain to mitigate the effects of counterfeiting and 
protect its rights.
7-HIGH OPERATING LEVERAGE 
PROBABILITY: UNLIKELY 
IMPACT:MAJOR
A low incidence of COGS on turnover in the retail segment means higher degree 
of operating leverage in which fixed costs (i.e. Rents) represent the main compo-
nent of total costs.  Over the years, MONC has maintained operating leverage (GM/
EBIT) around 2x. In 2016 it has reached the value of 2.51x and a slight reduction is 
expected only in the long term. Thus, a modest decline in sales will have a multiplier 
effect on income, which will decrease rapidly. Factors that may influence the ope-
rating leverage are of external (general economic trend, variability of demand, etc.) 
or internal origin (e.g.: control of purchase prices, cost structure, etc.). The leverage 
effect works in both directions, so, in case of a corporate growth, MONC will benefit 
from a strong multiplier and its operating income will grow rapidly. MITIGATION. To 
hedge this risk, a significant share of total rental expense is not fixed and there are 
covenants on the revenue. Also, MONC is going to open new stores and expand 
existing ones, but this careful and selective process takes place through stringent 
metrics that evaluate their convenience.
8-FLOP NEW PROJECT  
PROBABILITY: POSSIBLE
IMPACT: MODERATE
Moncler Genius, the new MONC project, will represent a significant evolution in the 
company’s strategy. It will be accompanied by the closure of the two luxury lines 
Moncler Gamme Rouge and Moncler Gamme Bleu, providing, in return, 8 collabora-
tions with exceptional creatives and the presentation of new collections on a monthly 
basis. There is the risk that the new project will not bring the expected revenues (at 
least in the short to medium term) and that the customers will no longer perceive 
MONC as a luxury brand, not understanding its evolutionary process. MITIGATION. 
The new project will be implemented after a careful analysis of consumer preferen-
ces and the evolution of the competitive environment. In addition, it will always main-
tain a strong link with the company’s DNA in which target customers can continue 
to recognize.
9-KEY-MAN DEPENDENCE
PROBABILITY: UNLIKELY
IMPACT: MODERATE
Since the re-birth in 2003, MONC’s success has mainly resulted from the person of 
President Remo Ruffini. He had re-thought and re-styled the company, creating a 
new Brand concept. Thanks to him, company developed a strong global Retail di-
stributive channel and switched progressively from apparel to luxury. He also played 
a fundamental role in fundraising with Eurazeo, Temasek, Carlyle and TIP. Even tou-
gh business continuity could be possible without Ruffini, there are no doubt that 
the company would be very different and there is no certainty that it would be as 
successful as it is nowadays.
MITIGATION: So far, this risk is not explicitly mitigated. 
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APPENDIX 1
GLOSSARY
DOS - DIRECTLY OPERATED STORES Directly Operated Store, it is a shop directly managed by MONC. It refers to the 
company retail segment and this definition includes Free Standing Stores, Travel Retail Stores in airports, Concessions and Out-
lets that are managed by the company without support of any other company. In DOS’ MONC sell directly to final customers.

DOORS Multi-brand and mono-brand shops that refers to the wholesale segment. These stores are not directly managed by 
MONC, thus MONC sell to other retailers the goods that will be after purchased by final customers.

FAÇON MANUFACTURERS Independent garment manufacturers engaged exclusively for the manufacture of garments and 
clothing, according to the so-called industrialized method.

FLAGSHIP STORE A mono-brand retail store which by its size or location conveys the philosophy and image of the brand. 
There are currently 8 MONC’s flagship store in the main street of prestigious cities over the world.

KEY MONEY An amount of money paid by the assignee to the assignor of lease agreements in retail properties, representing 
the goodwill connected to the prestige of a specific location.

SHOP-IN-SHOP Mono-brand wholesale space located on the premises of a department store. They are managed directly by 
the department store. 

TRAVEL RETAIL STORE Point of sale located in places where there is a high flow of potential customers, such as airports 
and train stations.

INDUSTRY METRICS
CAGR CER- CONSTANT EXCHANGE RATE Indicator for profit and sales growth of a company which sells in a foreign 
currency. It prevents that that underlying trends in sales and profits can be obscured by foreign currency movements. 

EBITDAR MARGIN Earnings before interest, taxes, depreciation, amortization, and restructuring or rent costs. The margin is 
obtained from EBITDAR incidence on revenue and it is an indicator of a company’s financial performance which doesn’t take rent 
or restructuring into account because seeks to measure a company’s operational performance. It is useful to minimize differences 
that are characteristic of each company and is frequently used when comparing similar companies across a single industry.

FCFF – FREE CASH FLOW TO FIRM Free cash cash flow generated by firm operating business and it is available to be 
distributed among all the securities holders of a corporate entity.

PERS.EX-PER-FTE Indicator of cost efficiency computed with the proportion of personnel expenses on FTE. An FTE of 1 
means that the person is equivalent to a full-time worker. It is important when labour costs are a significant portion of operational 
costs and the company’s goal is to reduce this indicator. 

RENT-PER-SQM Rent per square meter captures the cost the company must support to have a square meter of sales area. 

SALES DENSITY A measure of performance related to retail self-managed stores. It represents the revenues generated by a 
given area of sales space (for example a squared meter).

SALES-PER-DOOR Indicator of efficiency of a Door calculated by dividing the wholesale turnover by the number of Doors. 
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APPENDIX 2
STORYLINE

• 1952. The company is founded by René Ramillon and Andrè Vincent. Moncler is the abbreviation of Monestier-de-Clermont, 
a mountain village near Grenoble. At the beginning Moncler produces quilted sleeping bags, a single model of a lined hooded 
cape and tents with a telescopic structure. 

• 1954. The first down jackets are created to protect workers from cold. The duvets are noticed by the French alpinist Lionel 
Terray, thus born the specialist line “Moncler puor Lionel Terray” (down jackets, salopettes, gloves and sleeping bags for the 
most extreme climates). Moncler down jackets are chosen to equip the Italian expedition on K2.

• 1955. Moncler down jackets are included in the French expedition on Macalù.
• 1964. Moncler is the official supplier of Alaska expeditions organized by Lionel Terray.
• 1968. Moncler is the official supplier of the French Alpine skiing team at the Grenoble Winter Olympic Games.
• 1980. Moncler enters the city duvets. Collaboration with the stylist Chantal Thomass up to 1989.
• 2003. Moncler is bought by Italian entrepreneur Remo Ruffini (current President and CEO).
• 2006. The Haute Couture Moncler Gamme Rouge collection is launched (first designed by Alessandra Facchinetti and then, 

until today, by Giambattista Valli).
• 2007. Moncler opens its first store in Paris.
• 2009. Moncler Gamme Bleu, designed by the American designer Thom Browne, is presented.
• 2010. The Moncler Grenoble men’s and women’s collection debuts in New York.
• 2012. Moncler celebrates 60 years in Miami.
• 2013. In December Moncler is floated on the Telematic Shares Market (MTA) organised and managed by the Italian Stock 

Exchange of Milan.
• 2014. Moncer provides technical equipment for the “K2 - 60 Years Later” expedition team. The Moncler Pour Lionel Terray 

collection is inspired by the garments worn by climbers, which belong to Moncler Grenoble.
• 2015. Moncler draws up its first Sustainability Report and Sustainability Plan. A joint venture is established in Korea, thus 

achieving direct control in all the markets in which it operates. The acquisition of a first production site in Romania is per-
fected, with the aim of verticalising part of the production.

• 2016. In April, Moncler finalizes the process of setting up the production unit in Romania through the recruitment of 600 
additional employees. (Today there are about 900 employees). The Group’s turnover exceeds one billion euros.

• 2018. On the 20th of February, Moncler presents a new project: Moncler Genius. It involves multiple collaborations with 8 
artists.
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APPENDIX 3
INCOME STATEMENT

2013 2014 2015 2016

REVENUE 580.577 € 694.189 € 880.393 € 1.040.311 € 

CoGS 166.520 € 192.524 € 225.495 € 252.303 € 

GROSS MARGIN 414.057 € 501.665 € 654.898 € 788.008 € 

A&P 35.985 € 46.072 € 57.847 € 68.143 € 

PERSONNEL EXP 58.114 € 70.021 € 87.538 € 116.223 € 

SG&A & Other 72.374 € 73.746 € 97.575 € 108.826 € 

EBITDAR 247.584 € 311.826 € 411.938 € 494.816 € 

EBITDAR margin 42,64% 44,92% 46,79% 47,56%

RENTS 62.000 € 84.000 € 123.300 € 155.500 € 

EBITDA 191.703 € 232.860 € 300.027 € 355.054 € 

EBITDA margin 33,02% 33,54% 34,08% 34,13%

YoY% 21,47% 28,84% 18,34%

D&A 19.185 € 26.276 € 35.959 € 41.635 € 

EBIT (net of non-operating) 166.399 € 201.550 € 252.679 € 297.681 € 

Interest Exp 19.132 € 12.164 € 5.975 € 3.233 € 

Interest Inc 627 € 318 € 284 € 492 € 

Forex - 2.648 € 5.782 € 3.983 € - 1.851 € 

EbT 145.246 € 195.486 € 250.971 € 293.089 € 

Tax 50.816 € 65.377 € 83.061 € 96.767 € 

Minorities 2.314 € - 229 € 47 € 279 € 

Adjustment 16.044 € - € - € - € 

NET INCOME 76072 130338 167863 196043

2017 2018 2019 2020 2021 2022

REVENUE 1.172.185 € 1.359.359 € 1.549.034 € 1.736.635 € 1.917.290 € 2.102.877 € 

CoGS 275.760 € 311.438 € 346.371 € 380.981 € 415.795 € 450.670 € 

GROSS MARGIN 896.425 € 1.047.921 € 1.202.663 € 1.355.654 € 1.501.495 € 1.652.208 € 

A&P 77.364 € 95.155 € 108.432 € 121.564 € 134.210 € 147.201 € 

PERSONNEL EXP 132.574 € 151.984 € 172.045 € 192.766 € 214.155 € 236.297 € 

SG&A & Other 128.291 € 147.692 € 166.578 € 184.745 € 202.032 € 219.717 € 

EBITDAR 558.197 € 653.090 € 755.607 € 856.579 € 951.097 € 1.048.992 € 

EBITDAR margin 47,62% 48,04% 48,78% 49,32% 49,61% 49,88%

RENTS 185.126 € 226.312 € 270.377 € 316.517 € 363.755 € 410.974 € 

EBITDA 373.071 € 426.777 € 485.229 € 540.062 € 587.343 € 638.018 € 

EBITDA margin 31,83% 31,40% 31,32% 31,10% 30,63% 30,34%

YoY% 5,07% 14,40% 13,70% 11,30% 8,75% 8,63%

D&A 35.000 € 64.470 € 81.562 € 100.687 € 121.564 € 143.797 € 

EBIT (net of non-operating) 338.071 € 362.307 € 403.668 € 439.375 € 465.778 € 494.221 € 

Interest Exp 2.812 € 3.515 € 4.218 € 4.921 € 5.624 € 6.328 € 

Interest Inc 803 € 1.248 € 1.603 € 1.950 € 2.254 € 2.534 € 

Forex 0 0 0 0 0 0

EbT 336.062 € 360.040 € 401.052 € 436.404 € 462.408 € 490.428 € 

Tax 90.737 € 100.811 € 116.305 € 144.013 € 152.595 € 161.841 € 

Minorities 0 0 0 0 0 0

Adjustment 0 0 0 0 0 0

NET INCOME 245325,27 259228,82 284747,27 292390,51 309813,34 328586,87

Source: Team Analysis

Source: Team Analysis
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2023 2024 2025 2026 2027

REVENUE 2.292.692 € 2.500.687 € 2.717.087 € 2.942.215 € 3.176.407 € 

CoGS 485.462 € 525.316 € 566.555 € 609.121 € 652.805 € 

GROSS MARGIN 1.807.230 € 1.975.371 € 2.150.532 € 2.333.094 € 2.523.603 € 

A&P 160.488 € 175.048 € 190.196 € 205.955 € 222.349 € 

PERSONNEL EXP 259.213 € 282.985 € 307.594 € 333.066 € 359.428 € 

SG&A & Other 237.833 € 257.890 € 278.885 € 300.813 € 323.591 € 

EBITDAR 1.149.696 € 1.259.448 € 1.373.856 € 1.493.259 € 1.618.236 € 

EBITDAR margin 50,15% 50,36% 50,56% 50,75% 50,95%

RENTS 456.952 € 500.413 € 545.429 € 592.046 € 640.310 € 

EBITDA 692.744 € 759.035 € 828.427 € 901.213 € 977.926 € 

EBITDA margin 30,22% 30,35% 30,49% 30,63% 30,79%

YoY% 8,58% 9,57% 9,14% 8,79% 8,51%

D&A 168.230 € 194.879 € 225.062 € 258.123 € 294.221 € 

EBIT (net of non-operating) 524.514 € 564.157 € 603.365 € 643.090 € 683.704 € 

Interest Exp 7.031 € 7.031 € 7.031 € 7.031 € 7.031 € 

Interest Inc 2.792 € 3.028 € 3.228 € 3.401 € 3.542 € 

Forex - € - € - € - € - € 

EbT 520.275 € 560.153 € 599.563 € 639.460 € 680.216 € 

Tax 171.691 € 184.851 € 197.856 € 211.022 € 224.471 € 

Minorities - € - € - € - € - € 

Adjustment - € - € - € - € - € 

NET INCOME 348584,3263 375302,8205 401707,0448 428438,1436 455744,3896

APPENDIX 4
CASH FLOW STATEMENT

2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027

EBITDA 373.071  426.777  485.229  540.062  587.343  638.018  692.744  759.035  828.427  901.213  977.926  

ΔWC -4.604  -8.202  -8.107  -7.925  -7.654  -7.283  -6.577  -11.170  -11.933  -12.748  -13.617  

Net Cash Flow From Operations 368.467  418.575  477.123  532.137  579.688  630.735  686.167  747.866  816.494  888.465  964.309  

Net Finanacial Income -2.009  -2.267  -2.615  -2.971  -3.370  -3.793  -4.239  -4.003  -3.802  -3.630  -3.489  

Net Income Tax -90.737  -100.811  -116.305  -144.013  -152.595  -161.841  -171.691  -184.851  -197.856  -211.022  -224.471  

Net Cash Flow from Operating 
Activities 275.721  315.497  358.202  385.153  423.723  465.100  510.237  559.012  614.836  673.813  736.349  

CapEx 70.000  117.219  135.936  154.903  173.664  191.729  210.288  229.269  250.069  271.709  294.221  

Net Cash Flow from Investment -70.000  -117.219  -135.936  -154.903  -173.664  -191.729  -210.288  -229.269  -250.069  -271.709  -294.221  

Capital Increase 0  0  0  0  0  0  0  0  0  0  0  

Δ Debt 0  0  0  0  0  0  0  0  0  0  0  

Payout ratio 28,89% 35,00% 41,11% 47,22% 53,33% 59,45% 65,56% 71,67% 77,78% 83,89% 90,00%

Dividens 70.877  90.735  117.067  138.077  165.238  195.330  228.519  268.969  312.440  359.413  410.170  

Net Cash Flow from financing 
activities -70.877  -90.735  -117.067  -138.077  -165.238  -195.330  -228.519  -268.969  -312.440  -359.413  -410.170  

Δ CASH & CASH EQUIVALENTS 134.845  107.543  105.199  92.172  84.822  78.041  71.430  60.774  52.326  42.691  31.958  

CASH at BEGINNING 243.389  378.234  485.777  590.976  683.148  767.970  846.011  917.442  978.215  1.030.542  1.073.233  

CASH at the END 378.234  485.777  590.976  683.148  767.970  846.011  917.442  978.215  1.030.542  1.073.233  1.105.191  

Source: Team Analysis

Source: Team Analysis
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APPENDIX 5
BALANCE SHEET

2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027

Receivables 76.521 € 86.593 € 89.782 € 104.864 € 109.164 € 116.905 € 124.560 € 132.038 € 139.242 € 146.074 € 152.202 €

Inventories 77.224 € 122.821 € 134.063 € 135.849 € 148.479 € 167.689 € 186.499 € 205.134 € 223.879 € 242.657 € 261.390 €

Payables 106.800 € 112.300 € 112.969 € 132.586 € 144.913 € 163.662 € 182.019 € 200.207 € 218.502 € 236.828 € 255.112 €

Working Capital 46.945 € 97.114 € 110.876 € 108.127 € 112.731 € 120.933 € 129.040 € 136.965 € 144.619 € 151.903 € 158.480 €

Goodwill 155.582 € 155.582 € 155.582 € 155.582 € 155.582 € 155.582 € 155.582 € 155.582 € 155.582 € 155.582 € 155.582 €

Intangibles 252.739 € 258.771 € 268.014 € 266.882 € 276.001 € 291.728 € 306.124 € 320.884 € 335.310 € 348.686 € 360.495 €

Property, Plant & Equipment 58.248 € 77.254 € 102.234 € 123.925 € 149.806 € 186.827 € 226.806 € 266.262 € 303.935 € 338.491 € 368.740 €

Deferred Tax & fiscal assets 46.483 € 51.906 € 70.125 € 80.242 € 80.242 € 80.242 € 80.242 € 80.242 € 80.242 € 80.242 € 80.242 €

Cash & Cash Equivalents 105.300 € 123.419 € 148.603 € 243.389 € 378.234 € 485.777 € 590.976 € 683.148 € 767.970 € 846.011 € 917.442 €

Other Current Assets 53.528 € 50.798 € 43.661 € 41.066 € 41.066 € 41.066 € 41.066 € 41.066 € 41.066 € 41.066 € 41.066 €

Operating Leasing 143.085 € 269.552 € 511.913 € 381.694 € 555.377 € 678.937 € 811.132 € 949.550 € 1.091.264 € 1.232.921 € 1.370.856 €

Net invested Capital (adjusted) 861.910 € 1.084.396 € 1.411.008 € 1.400.907 € 1.749.039 € 2.041.093 € 2.340.968 € 2.633.698 € 2.919.989 € 3.194.903 € 3.452.902 €

Total Assets (adjusted) 968.710 € 1.196.696 € 1.523.977 € 1.533.493 € 1.893.951 € 2.204.755 € 2.522.987 € 2.833.905 € 3.138.490 € 3.431.731 € 3.708.014 €

Total Assets 825.625 € 927.144 € 1.012.064 € 1.151.799 € 1.338.574 € 1.525.817 € 1.711.855 € 1.884.356 € 2.047.226 € 2.198.810 € 2.337.158 €

Financial Debt 276.360 € 234.574 € 198.198 € 140.612 € 140.612 € 140.612 € 140.612 € 140.612 € 140.612 € 140.612 € 140.612 €

Operating Debt 143.085 € 269.552 € 511.913 € 381.694 € 555.377 € 678.937 € 811.132 € 949.550 € 1.091.264 € 1.232.921 € 1.370.856 €

Deferred tax liabilities 86.481 € 117.992 € 105.366 € 95.530 € 95.530 € 95.530 € 95.530 € 95.530 € 95.530 € 95.530 € 95.530 €

Other Current Liabilities 33.645 € 29.970 € 32.210 € 50.319 € 50.319 € 50.319 € 50.319 € 50.319 € 50.319 € 50.319 € 50.319 €

Other Non-Current Liabilities 11.477 € 11.711 € 16.514 € 29.181 € 29.181 € 29.181 € 29.181 € 29.181 € 29.181 € 29.181 € 29.181 €

Equity 50.000 € 50.000 € 50.025 € 50.043 € 50.043 € 50.043 € 50.043 € 50.043 € 50.043 € 50.043 € 50.043 €

Reserves 181.423 € 239.165 € 328.270 € 457.366 € 582.532 € 737.123 € 879.284 € 1.025.954 € 1.153.107 € 1.267.590 € 1.367.658 €

Net Income 76.072 € 130.338 € 167.863 € 196.043 € 245.325 € 259.229 € 284.747 € 292.391 € 309.813 € 328.587 € 348.584 €

Total Equity 307.495 € 419.503 € 546.158 € 703.452 € 877.901 € 1.046.395 € 1.214.074 € 1.368.388 € 1.512.963 € 1.646.220 € 1.766.285 €

Minorities Equity 3.090 € 1.071 € 649 € 119 € 119 € 119 € 119 € 119 € 119 € 119 € 119 €

Total Liabilities (adj) 968.433 € 1.196.673 € 1.523.977 € 1.533.493 € 1.893.951 € 2.204.755 € 2.522.987 € 2.833.905 € 3.138.490 € 3.431.731 € 3.708.014 €

Total Liabilities 825.348 € 927.121 € 1.012.064 € 1.151.799 € 1.338.574 € 1.525.817 € 1.711.855 € 1.884.356 € 2.047.226 € 2.198.810 € 2.337.158 €

Source: Team Analysis
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APPENDIX 6
RATIO ANALYSIS

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

SALES-per-DOS (€/000) 5425,953 5180,515 5088,977 5475,321 5831,767 6293,33 6705,774 7059,492 7345,938 7619,121 7878,668

avg. peer group 6436,408 6286,612 6702,747 6705,083

EBITDAR margin 42,64% 44,92% 46,79% 47,56% 47,62% 48,04% 48,78% 49,32% 49,61% 49,88% 50,15%

avg. peer group 33,88% 32,78% 34,28% 33,43%

PERSONNEL Exp / FTE 51,33746 49,76617 48,68632 43,04556 44,20341 45,34214 46,47515 47,61204 48,75952 49,90953 51,06627

avg. peer group 51,27992 50,19445 54,59135 55,1548

ROIC ex-Goodwill 0,12903 0,173385 0,109499 0,151023 0,146392 0,130664 0,123757 0,1117 0,106149 0,102444 0,100216

avg. peer group 25,19% 17,12% 15,77% 14,52%

D&A / CapEx 55,93% 52,55% 54,33% 66,84% 50,00% 55,00% 60,00% 65,00% 70,00% 75,00% 80,00%

avg. peer group 38,58% 51,85% 67,28% 77,82%

Debt+Op.Leases / Equity 1,364 1,202 1,300 0,742 0,793 0,783 0,784 0,797 0,814 0,834 0,856

avg. peer group 0,760 0,798 0,859 0,838

Cash-on-Total Assets adj. 10,87% 10,31% 9,75% 15,87% 19,97% 22,03% 23,42% 24,11% 24,47% 24,65% 24,74%

avg. peer group 10,62% 10,97% 10,86% 10,12%

Days-Inventories-on-Hand 150 190 208 195 188 185 187 188 188 189 189

avg. peer group 180 192 204 207

Days-Sales-Outstanding 46 43 37 34 33 30 28 27 26 25 24

avg. peer group 42 43 43 45

Days-Payables-Outstanding 200 168 174 176 176 170 173 175 176 177 178

avg. peer group 90 89 90 89

Effective Tax Rate 34,99% 33,44% 33,10% 33,02% 27,00% 28,00% 29,00% 33,00% 33,00% 33,00% 33,00%

avg. peer group 30,79% 30,28% 26,82% 26,07%

Cash Tax Rate 45,23% 20,10% 45,60% 36,82% 31,00% 32,00% 33,00% 37,00% 37,00% 37,00% 37,00%

avg. peer group 31,22% 37,24% 33,92% 33,65%

ROE 24,74% 31,07% 30,74% 27,87% 27,94% 24,77% 23,45% 21,37% 20,48% 19,96% 19,74%

Source: Team Analysis
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APPENDIX 7
ASSUMPTION

I stage (end 2017-2022) II stage (2023-2027)

Selling Surface SQM +3750 sqm each year +3750 sqm each year

Sales density 6% YoY decreasing one point each year. Constant YoY at 2%

Doors -33 doors each year starting from 1500 1300 constant

Sales per Door +10% YoY decreasing linearly of 0.5% 
each year Constant YoY at 7% 

COGS COGS% on Sales constant, improving 
with CapEx

COGS% constant on Sales, improving 
with CapEx

Rent-per-sqm 8% YoY decreasing one point each year Constant YoY at 2%

A&P 7% of Revenue 7% of Revenue 

Full Time Equivalent 12x FTE per selling sqm, plus +30 
manufacturing FTE each year

12x FTE per selling sqm, plus +30 
manufacturing FTE each year

PersonnelEx-per-FTE +2% YoY both manufacturing and others +2% YoY both manufacturing and others

SG&A 11% of Revenue, improving with CapEx 11% Revenue, improving with Capex 

CapEx 10% of previous FY sales 10% of previous FY sales

Receivables Wholesale Revenue YoY growth rate Wholesale Revenue YoY growth rate

Inventories Growth equal to COGS YoY growth rate Growth equal to COGS YoY growth rate

Operating Leasing 3x of each year rental expenses 3x of each year rental expenses

APPENDIX 8
GOVERNANCE
BOARD OF DIRECTOR Office Executive No Executive Independent Other Charges Attendance 

Ruffini Remo Chairman X 4 9/9

Buongiovanni Sergio Director X 2 9/9

Morgon Virginie Director X 12 8/9

Phair Stephanie Director X X 1 7/8

Torres Carretero
Juan Carlos Director X 12 2/2

Santel Luciano Director 2 8/8

De Benedetti Marco Director X X 12 7/9

Moriani Diva Director X X 9 7/9

Pianaroli Guido Director X X 0 7/8

Alessandri Nerio Director X X 10 7/9

Galateri di Genola 
Gabriele Director X X 12 6/9

Source: Team Analysis

Source: Team Analysis
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Office Period Fixed 
Compensation

Compensation 
for serving on 
Committees

Non Equity 
variable 

compensation

Non  
monetary 
benefits

Total Fair Value

Remo Ruffini Chairman 2016 1.527.574 1.500.000 5.953 3.033.527 2.639.353

Virginia Morgon Deputy Chairman 2016 17.574 13.484 31.057

Sergio Bongiovanni Executive Director 2016 323.585 190.400 12.978 526.962 904.485

Stephanie Hair Independent Director From 
20.04.2016 27.869 27.869

Torres Carrettero
Juan Carlos Director

From 
08.11.2016 2.896 2.896

Santel Luciano Executive Director From 
20.04.2016 448.770 256.728 6.182 711.680 1.093.555

De Benedetti Marco Independent Director 2016 31.508 37.418 68.926

Moriani Diva Independent Director 2016 31.508 26.967 58.475

Pianaroli Guido Independent Director From 
20.04.2016 27.869 12.623 40.492

Alessandri Nerio Independent Director 2016 36.967 6.066 43.033

Galateri Di Genola
Gabriele Independent Director 2016 36.967 16.516 53.484

APPENDIX 9
SWOT ANALYSIS

S W

O T

Weaknesses
• High dependence from key-man;
• Seasonal product;
• So far, still a low product-portfolio 
diversification;

• Very Expensive rents. 

Threaths
• Change of customer’s preferences;
• Climate Change and Global warming;
• Terrorism and political riots across the 
world:

• Counterfeiting and fake goods available 
especially on-line;

• More rational and mature Chinese 
customers.

Strenghts
• Uniqueness, reliability and awareness of 

the Brand, that consist in the Heritage;
• Customer Relationship Management to 

know evolving habits;
• Only on the market, nobody manufactures 

such padded-jackets as MONC;
• High specialization and know-how of the 
product;

• Product quality not-stop improvement;
• Strong and wide Retail channel, that earns 

highest sales-density among peer;
• Skilled and experienced management;
• Customer needs in the spotlight;
• Focus on the purchase experiential value;
• Really a multi-generational product.

Opportunities
• Riding the wave of digital and social 

media expansion;
• New Millenials generation that 

changes market perspectives;
• HNWI growth all over the world;
• Accessories and complementary 
products;

• Individualism growth and ego’s 
relevance among society.

Source: Team Analysis

Source: Team Analysis

COMPENSATION 
BoD
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APPENDIX 10
PORTER’S 5 FORCES ANALYSIS

THREAT OF NEW ENTRANTS    LOW
The overall threat of new entrants in the industry is low because a luxury Brand needs a lot of time to become popular and be 
considered “luxury”. The industry is moderately concentrated, with the top 10 companies that accounts about 48% of total sales 
(source: Deloitte). High specialized skills are not required, except for creativeness that is a key resource and it is not cheap. Even 
if there are economies of scale concerning manufacturing, these are not really exploited as the luxury goods shall be scarce and 
rare. Luxury Brands must own self-branded store to be truly reliable, and this consist in high entry barriers. We estimate about 
€ 30ml that are needed to open a new MONC’s DOS. Even though these entry barriers are lower in the wholesale segment, the 
probabilities of succeeding remain low anyway and that justifies our judgement.

BARGAINING POWER OF CUSTOMERS   LOW
There are two types of buyers: customers and storekeepers, both have low bargaining power. The latter refers to the wholesale 
segment and cannot obtain more favourable prices, because MONC narrowly select them and give them precise limits about 
minimum and maximum quantity that can be purchased. Since the business model has switched to the Retail segment, Doors 
(Multi-Brand store not self-managed) decreased from 2000 in 2010 to 1500 at the end of 2017. The other customer type refers 
to the Retail segment i.e. those people who buy directly in the self-branded MONC’s shops.  They fundamentally are looking for 
MONC’s products and they are focused mainly on Brand. Since they are ready to pay a premium price to purchase a product that 
can distinguish them and get them identity, we believe MONC has pricing power. Nevertheless, if MONC entry price decreased, 
people would not recognize anymore the product as a luxury goods and so could be dangerous for the Brand.

BARGAINING POWER OF SUPPLIERS   MEDIUM-LOW
We must distinguish between goose down suppliers and the others. The formers are few and highly specialized and MONC has 
established a close relationship with them. MONC uses high quality feathers also to differentiate its own products. Thus, the-
se suppliers are critical and can rely on a medium-high bargaining power.  In the latest years, this raw material has not created 
problems at all, thanks to low inflation. However, an increase in goose down price could be certainly translated to the customers, 
given the high pricing power of luxury companies, especially of MONC. Obviously, this would have anyway decrease margins. 
Concerning other suppliers, there are not any relevant threats. In fabrics and accessories market, there are plenty of suppliers and 
there are low required human skills. Furthermore, cost of changing would be low in these cases.

RIVALRY AMONG INCUMBENTS    LOW
MONC’s competitive positioning is very peculiar and as such the company does not have true competitors at all. Historically, the 
Brand has developed a unique product and market segment, halfway between apparel and luxury. Even if there are many other 
goose down padded-jacket manufacturers, none of them has improved Brand-loyalty as MONC. This is shown also by the record 
first-price (item minimum price) that MONC can rely on. Other company (such as HERNO, ROSSIGNOL and SAVETHEDUCK) 
indeed manufacture similar products, but their price range is about 30-40% lower than MONC and they generally do not own a 
successful retail distributive channel.

THREAT OF SUBSTITUTES     LOW
In the luxury goods industry, companies try to differentiate their own products in order to gain premium prices. The products must 
be very recognizable to be highly exclusive, but once given that it can rely on a proper identity. MONC’s product has become so 
famous that today people talk about “Moncler” instead of “goose down padded jacket”. So, the manufacturer’s name has sub-
stituted the product’s name and it is of course a proof of the great MONC’s success. Thus, today it is very unlikely the threat of 
substitutes because MONC has developed a strong Brand identity and awareness among its customers that allow the company 
to be the only one. 
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Source: Team Analysis
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APPENDIX 11
PEER GROUP

LVMH: A European multinational luxury
goods conglomerate. Key brands are Louis Vuitton,
Dior, Moet&Chandon and Bulgari.

Kering: An International luxury group that owns
various brands including Gucci, Balenciaga, Bottega
Veneta, and Yves Saint Laurent

Prada: Italian luxury fashion house specializing
.in leather handsbag, travel accessories, shoes, ready-
to-wear and perfumes.

Cucinelli: Italian fashion brand which sells
menswear, women’s wear and accessories in countries.

Ferragamo: Italian luxury goods company
specializing in shoes, leather goods, swiss-made
timepieces and ready-to-wear.

Burberry: British luxury fashion house. It’s main
fashion house focuses on trench coats (for which it is
most famous).

APPENDIX 12
RELATIVE VALUATION
To assess our Relative Valuation, we proceeded through some stages.
First, we chose the baseline peer group. To do this, we relied on various factors:
• Sales
• CAGR Sales (2016-2019 Exp.)
• Number of retail point of sales
• Market Cap (31/12/2016)
• The main countries where the firm operates
• Debt/Equity ratio (31/12/2016)
• 2 Multiples: Equity side (P/E) and Entity side (EV/EBITDA)
• Personal similarity: it’s an indicator (whose value is between 1 and 5) that we assigned to every comps and based our 

personal likeness about their business (e.g. “Have the Firm X a down jacket in its product line? What other products does it 
include? Are they similar to Moncler ones?”)

Our starting peer group was composed of 9 firms: Burberry, Brunello Cucinelli, Ferragamo, Boss, Kering, LVMH, Prada, Ralph 
Lauren, Canada Goose.
The average weight attributable to each business would be 11,1 (= 1/9). Considering that, we used a 7-to-15 range of “grades” 
to evaluate every comparable company.
After having assigned these grades, we wanted to exclude 3 firms from our peer group:

Peers Included

Burberry

Brunello Cucinelli

Ferragamo

Kering

LVMH

Prada

Peers not included
Peers Differences

Ralph Lauren

• Geographical area of 
operation

• Target customers
• Low first price
• Low CAGR

Hugo Boss

• Geographical area of 
operation

• Target customers
• Low first price
• Low CAGR

Canada Goose • Poor Track Record

Source: Team Analysis

Source: Team Analysis
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It’s desirable to state that we excluded Canada Goose because of the insufficient track record, meanwhile Ralph Lauren and 
Hugo Boss were two very different firms, compared to Moncler.
For each included comp, we then assigned a percental weight, relying on the previously described factors and grades.
We used EV/EBIT as the baseline multiple.
Basically, we chose it EBIT is a better measure of ‘free’ (post-maintenance capital spending) cash flow than EBITDA, and is more 
comparable where capital intensities differ.
Values are the following:

EV (€/Mln) 2013 2014 2015 2016 2017E

Burberry 7.045 9.948 6.836 7.822 5.731 

Brunello Cucinelli 1.777 1.311 1.197 1.445 1.860 

Ferragamo 4.719 3.530 3.748 3.819 3.675 

Kering 23.344 25.059 25.224 31.878 52.273 

LVMH 72.225 72.206 78.320 95.778 132.127 

Prada 13.332 12.236 7.137 10.377 8.163 

EBIT (€/Mln) 2013 2014 2015 2016 2017E

Burberry 536 568 588 558 509 

Brunello Cucinelli 47 51 54 61 64 

Ferragamo 210 235 251 263 180 

Kering 1.750 1.664 1.646 1.772 2.948 

LVMH 6.021 5.696 6.618 6.999 8.269 

Prada 944 706 513 441 364 

EV/EBIT 2013 2014 2015 2016 2017E Weights

Burberry 13,15 17,51 11,63 14,01 11,26 19,08%

Brunello Cucinelli 37,69 25,90 22,21 23,60 29,19 16,03%

Ferragamo 22,53 15,00 14,94 14,53 20,42 19,85%

Kering 13,34 15,06 15,32 17,99 17,73 12,21%

LVMH 12,00 12,68 11,83 13,68 15,98 12,21%

Prada 14,12 17,34 13,92 23,51 22,42 20,61%

Weighted Average 19,03 17,43 14,93 18,06 19,62 100%

P/E 2013 2014 2015 2016 Weights

Burberry 18,95 22,68 19,50 26,40 19,08%

Brunello Cucinelli 57,63 38,11 33,29 38,00 16,03%

Ferragamo 30,96 21,95 21,24 18,74 19,85%

Kering 341,44 35,05 31,15 32,56 12,21%

LVMH 19,30 11,73 20,38 22,90 12,21%

Prada 22,40 25,48 20,49 34,91 20,61%

Weighted Average 67,68 25,76 23,79 22,73 100%

2017E

EV/EBIT Comps 19,62

EBIT 338.071 

EV CPA Multiple 6.632.954 

Equity 6.870.576 
PRICE 27.48

Source: Team Analysis
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APPENDIX 13
WACC COMPUTATION

VALUE

Risk-Free Italy 2,02%

ERP Italy 7,27%

Beta 0,95

Beta adj. 0,97

Cost of Equity Italy 9,04%

Country Risk Premium -1,75%

Cost of Equity 7,29%

VALUE

Cash & Cash Equivalents 378.234 

Gross Financial Debt 140.612 

Operating Leasing 555.377 

Total Adjusted Debt 695.989 

Interest Expense 2.812 

Net Financial Position - 317.755 

Cost of Cash 0,33%

Cost of Debt 2,00%

Cost of net Debt 4,0%

2017E

Equity 826,115

Net Financing Position 
adj. -369.541

Cost of net Debt 3,48%

Cost of Equity 7,29%

Cost of Cash 0,33%

Tax Rate 27,00%

WACC 7,02%

COUNTRY Country Risk 
Premium

CRP Respect
Italy

Wheights

Italy 2,19% 0,00% 13,80%

EMEA
(Germany) 0,00% -2,19% 29,20%

USA 0,00% -2,19% 40,20%

ASIA
(Japan) 0,81% -1,38% 16,80%

CRP -1,75% 100,00%

We have estimated cost of equity (coe) using the Capital Asset Pricing Model (CAPM) adjusted to country risk premium. CAPM is 
composed by Risk-Free, Equity Risk Premium and Beta’s title.

RISK FREE RATE
The 10-years Italy Government bond rate is used as risk-free rate, estimated at 2,016%.

BETA
We determined Moncler’s beta by using four years daily prices vs MSCI index in a regression analysis, resulting in a 0,9494 beta. 
We used the daily logarithmic returns in a time window from 1/01/2014 to 12/31/2017. We believe that the MSCI world index is 
the most suitable for our estimate because is a global stock market index that includes 1612 stocks of the main developed coun-
tries. The Beta appears to be close to a unity as we expected because it is a decidedly pro-cyclical sector. 
We adjusted Beta with Blume method.

EQUITY RISK PREMIUM 
The expected market risk premium in Italy was defined to be 7,27% (Damodaran). 

COUNTRY RISK PREMIUM
Since Moncler has a remarkable risk exposure to economies in Asia, Emea, North and South America, we considered appropriate 
to exclude the Country Risk Premium of -1,752%. In particular, the Countries we analized (Japan, Germany and US) have shown 
a lower risk compared to Italy. 
This country risk premium is a weighted average premium of countries where Moncler has business exposure. The risk premium 
for Japan, Germany and US are obtained from NYU Damodaran.

COST OF DEBT
In order to calculate the cost of debt, is necessary to adjust the debts by adding the leases provided for the following years, in 
order to define the company’s net financial position.
First, we have discounted the leases required by the financial statements at the cost of debt calculated as Financial Charges on 
Borrwings.
After we calculated the cost of net debt as the weighted average of the return on cash and cost of gross debt with the weighting 
for cash being negative.

Source: Team Analysis Source: Team Analysis
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APPENDIX 14 
DISCOUNT CASH FLOW

2018 2019 2020 2021 2022 2023 2024 2025 2026 2027

EBIT 426.777 € 485.229 € 540.062 € 587.343 € 638.018 € 692.744 € 759.035 € 828.427 € 901.213 € 977.926 € 

Tax Effective 28% 29% 33% 33% 33% 33% 33% 33% 33% 33%

NOPAT 307.280 € 344.513 € 361.842 € 393.519 € 427.472 € 464.139 € 508.554 € 555.046 € 603.813 € 655.210 € 

D&A 64.470 € 81.562 € 100.687 € 121.564 € 143.797 € 168.230 € 194.879 € 225.062 € 258.123 € 294.221 € 

Capex 117.219 € 135.936 € 154.903 € 173.664 € 191.729 € 210.288 € 229.269 € 250.069 € 271.709 € 294.221 € 

ΔCCN 8.202 € 8.107 € 7.925 € 7.654 € 7.283 € 6.577 € 11.170 € 11.933 € 12.748 € 13.617 € 

FCFF 246.329 € 282.032 € 299.700 € 333.766 € 372.257 € 415.504 € 462.994 € 518.106 € 577.479 € 641.594 € 

WACC 7%

Discount rate 0,93 0,87 0,81 0,76 0,71 0,66 0,62 0,58 0,54 0,50

PV FCFF 230.047 € 245.979 € 244.111 € 253.888 € 264.450 € 275.661 € 286.864 € 299.792 € 312.060 € 323.789 € 

Σ PV FCFF 2.736.641 € 

Terminal growth 2,00%

TV 12.887.738 € 

PV TV 6.503.970 € 

EV 9.240.611 € 

NFP2017 237.622 € 

Total 9.478.233 € 

Price DCF 37,91 € 

Peso Multipli 25%

EV/EBIT Sector 19,62

EBIT 338.071 € 

Price 27,48 € 

FINAL PRICE 35,31 € 

Source: Team Analysis
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APPENDIX 15 
PRICE BAYESIAN ADJUSTMENT

To estimate our final price we used the Bayesian approach, using 2 sources of information:
• Prior information: market data, represented by Comps historical multiples;
• Our personal views, represented by our assumptions, used in the DCF Model.

By the combination of these two pieces of information, we obtained the probability distribution of the Posterior, from which we 
derived the weights to be used in the determination of the Final Price.

PRIOR (WEIGHTS: 50% ; 50%)
We used the 2016 average multiples (EV/EBIT) of our peer group (appendix …), which value is 19,62x. We assessed a price of 
27,48€ per share.

VIEWS (WEIGHTS: 25% ; -25%)
Considering our DCF assumptions, the DCF price is 38,14€ per share. This is the result of our better than market expectations 
regarding the revenues growth and the general Moncler better efficiency.

We could interpret this difference between the DCF-related Price and the Multiple-related Price as a minor Moncler growth in the 
long run

POSTERIOR (WEIGHTS: 75% ; 25%)
Combining these 2 sources of information, we believe that the market information would be adjusted with our views. So, we as-
signed a weight of 25% to Multiple-related Price and 75% to DCF-related Price. This is the consequence of various reasons. First 
of all, our peer-group is not very homogeneous because, as already mentioned, the business carried out by moncler is a niche 
business and is difficult to compare with the more other ones diversified activities; indeed, if we look at the luxury companies mul-
tiple (with less diversified businesses in terms of products) such as Hermes, Cucinelli and Canada Goose, they will have decidedly 
higher indexes than the sector average ones.

EV/EBIT 2016
Brunello Cucinelli 23,60

Hermes 25,88
Canada Goose 32,8

Moncler 13,49
Avg. Selected Peer Group (ex Brunello Cucinelli) 14,27

P/E 2016
Brunello Cucinelli 38

Hermes 37,04
Canada Goose 103,37

Moncler 20,92
Avg. Selected Peer Group (ex Brunello Cucinelli) 22,72

Source: Team Analysis
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APPENDIX 16
RISK

PR
O

BA
BI

LI
TY

IMPACT

Very High
High

M
edium

Low
Very Low

Very HighHighMediumLowVery Low

2

6

4

3

79 5

8

1

1: Geo-political and Terrorism Risk
2: Climate Change and Global Warning
3: Inflation
4: Forex
5: Brand Deterioration
6: Counterfsited Products
7: High Operastion Leverage
8: Flop New Project
9: Key-Man Dependence

Source: Team Analysis
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APPENDIX 17
SENSITIVITY ANALYSIS

Inflation RIsk

Political Risk

Source: Team Analysis

Source: Team Analysis

Source: Team Analysis

Source: Team Analysis

Source: Team Analysis
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APPENDIX 18   
M&A SCENARIO
In an industry characterized by “Giants” and “Dwarfs”, the M&A scenario presents peculiarity that distinguish luxury industry from 
any other sector. First, luxury companies present generally positive NFP, since they started often to develop self-managed retail di-
stributive channel. These are great cash generator, which could be indeed an incentive to Mergers and Acquisition. However, often 
company such as Moncler, Brunello Cucinelli and Salvatore Ferragamo prefer to maintain great amount of cash, without valuing 
acquisition opportunities.
Even though a positive €130ml NFP at the end of 2017H1, MONC’s management has openly declared that there are not acquisition 
target so far and cash amount accumulated will be maintained, especially because it could become useful in order of new openings 
and key-money needed. This hypothesis is consistent with our view and so we agree with management. 
However, in the luxury industry M&A are particularly cyclical and may happen suddenly. For example, we saw recently Yoox-Net-à-
Porter acquisition by Richemont. The latter issued a €38 per share target price, that imply a premium of about 25%. Even though 
this is not an acquisition that should be taken into account, being a slightly different business than MONC, we believe that MONC 
could be target of an eventual acquisition.
Industry M&A Leaders are currently LVMH and Kering, whose growth strategy is strongly focused on the acquisition of companies 
that performed an historical good organic growth strategy. Due to the astonishing revenue increase of latest year, MONC has all 
right credential of being taken into consideration these two companies. Once more, Remo Ruffini’s choices will be determinant to 
determine MONC’s destiny, as this scenario could happen only with entrepreneur’s willingness to sell out company.
We performed some simulation to understand how much might be offered by the two companies to take over MONC in the future. 
In order of assessing the OPA target price, we considered two Acquisitions that are consistent with MONC’s business and size: 
Bulgari and Loro Piana acquired both by LVMH. For each one, we considered two multiples.

OPA Target Price

Acquisition Multiples 2018 2019 2020 2021 2022

BULGARI
EV / EBITDA 23x 39,3 € 44,6 € 49,7 € 54,0 € 58,7 € 

EV / Net Income 40x 41,5 € 45,6 € 46,8 € 49,6 € 52,6 € 

LORO PIANA
EV / EBITDA 35x 59,7 € 67,9 € 75,6 € 82,2 € 89,3 € 

EV / Net Income 18x 18,7 € 20,5 € 21,1 € 22,3 € 23,7 € 
Source: Team Analysis
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