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FUTURE CATALYSTS 
Moncler Genius Project. On February 20th, Moncler will unveil the Moncler Genius Building starting 
a new creative project: expectations are high and brand momentum, as well as sales, could be 
positively helped. 
IFRS 16. In January 2019, IAS17 will be replaced by IFRS16. Most of the leases will then appear on 
balance sheet: retailers will seem to be more indebted and key financial metrics will be affected but 
there will be no impact on cash generation and target price. 

 

 

MAIN SHAREHOLDERS 
Ruffini Partecip Srl 26.3% 
ECIP M S.A. 5.3% 
Own Shares 0.8% 
Free Floating 67.6% 

Source: Consob (Italian Watchdog) 

 

DATA PRICED AT 09.02.2018 
Market Cap (€m) 6,553 
EV (€m) 6,302 
Shares O/S (m) 254 
52-w avg. daily vol.(k) 918 
52-week range (€) 17.69 - 27.08 
Bloomberg MONC IM 

Source: Bloomberg 

PAST PERFORMANCE 
 1m 3m 12m 

Absolute -1.5% 12.8% 44.7% 
Relative* -1.8% 14.4% 25.5% 
   *relative to FTSE MIB 

Target Price: €31.84 
Current Price: €25.72 
Upside: 23.8% 
Dividend Yield: 1.00% 
TSR 12 months: 24.8% 
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 2016A 2017E 2018E 2019E 2020E 
Revenues (€m) 1,040 1,202 1,311 1,455 1,581 
Growth (%) 18.2 15.6 9.1 11.0 8.6 
EBITDA (€m) 339.3 390.8 433.3 493.0 540.6 
Net Income (€m) 196.0 249.3 264.3 302.3 313.1 
EPS (€) 0.79 0.98 1.04 1.19 1.23 
DPS (€) 0.18 0.22 0.26 0.30 0.43 
Net Debt / (Cash) (€m) -105.7 -250.8 -428.3 -634.1 -822.2 
ROE (%) 31.4 31.2 26.5 25.0 22.0 
ROIC (%) 37.3 43.8 42.8 46.4 45.9 

 

Consumer goods | Textiles/Apparel Clothing 
 Milan Stock Exchange 

Initiation of Coverage 
Valuation Date - Feb. 9th, 2018 

BUY 

2018 FORECAST CONS. TEAM 
ESTIMATES 

Revenues(€m) 1,307 1,311 
EBITDA(€m) 441 433 
EPS (€) 1.05 1.04 
DPS (€) 0.28 0.26 
FCFF (€m) 247 239 
NetDebt/(Cash)(€m)   (452)        (428) 

    Sources: Bloomberg and Team Estimates 

MULTIPLE 2018E 2019E 
P/E 26.24x 23.50x 
EV/Sales 5.36x   4.83x 
EV/EBITDA 16.13x 14.39x 
Source: Bloomberg 

HIGHLIGHTS 
We initiate the coverage of Moncler with a BUY recommendation and a 12-month target price of 
€31.84 per common share, offering a 23.8% upside and a 24.8% Total Shareholders Return (TSR).  
Our recommendation is primarily driven by: 

a) Reshoring of Chinese luxury purchases. The capillary network in the main Chinese fashion 
districts and the high appeal of the Moncler brand towards Chinese millennials will help the 
Company to sustain growth in volume in the short-term (1-2 years). 

b) Geographical and Digital expansion. We see potential mid-term growth (3-5 years) in the 
planned geographical expansion and in digital investments. New stores openings will add ca. 15 
shops per year, while the digital channel will grow at an 18.5% CAGR (2017E-2022E). 

c) Product diversification and innovation. Ongoing product innovation and diversification together 
with the launch of capsule collections will be fundamental to capture customer expectations and 
to sustain a sales accretive brand momentum. We forecast that complementary product 
categories will increase from 22% in 2017E to 32% in 2022E. In our opinion, this will help Moncler 
to maintain a Comparable Same Store Growth (CSSG) of ca. 7% until 2022E.  

d) Unique positioning against competitors. Materials, quality, design and heritage enable Moncler 
to distinguish itself from other luxury brands gaining a unique positioning in the luxury-down 
jacket sector, where no competitor offers such a variety and quality of outerwear products. This 
competitive advantage gives the company the possibility to maintain high margins by charging a 
high price that customers are willing to pay. (EBITDA Margin will grow to 34.7% in 2022E from 
32.5% in 2017E). 

e) Strong governance and visionary CEO.  A relevant part of the value associated to Moncler 
depends on the CEO Remo Ruffini, a visionary entrepreneur who is able to anticipate market 
trends before they become mainstream. In last years, the Company has strengthened the 
management with the entry of R. Eggs and L. Santel, who have a long experience in the industry. 

Hence, we believe that Moncler will be able to defend its unique positioning against competitors. In 
addition, the healthy financial structure and the high cash generation could help to add value in the 
long-term (>5 years): we forecast potential higher dividend distributions and investments in new 
projects. 

Valuation. We evaluated Moncler’s intrinsic value with a 3-stage DCF analysis, then confirmed by a 
multiple valuation. Our method leads to a target price of €31.84 per share as a target for next 12 
months. The upside reflects all the previous mentioned opportunities that the firm can exploit in the 
short and mid-term. In addition, it includes the sustained growth in the long run, that in our opinion 
the market is not discounting.  

Main risks. The main risk for Moncler is the fashion risk (i.e. unsuccessful collection launches) that 
would cause a decrease in revenues. Another risk is related to general economic conditions and to 
the GDP growth, by which luxury consumption is partially affected. Other risks come from exchange 
rate fluctuations and from animal-friendly trends that might affect a Company using goose down as 
main raw material. 
 

 

MONC IM designs, produces and distributes luxury clothing for men, women and children under 
the Moncler brand name. 
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BUSINESS DESCRIPTION 
Moncler was founded in Monestier-de-Clermont near Grenoble, France in 1952 and it is currently 
headquartered in Milan, Italy. It started its business as a padded sleeping bags and tents producer. Then, 
thanks to the intuition of Lionel Terray, it moved towards the production of technical down jackets for 
mountain usage. In the ‘80s, Moncler’s down jackets reached the city, becoming one of the most fashionable 
products of those years. Then a sudden lack of consolidation in brand positioning brought the Company close 
to bankruptcy. In 2003, the Italian entrepreneur Remo Ruffini acquired the Company: with the title of CEO 
and Chairman, Ruffini repositioned the brand in the absolute luxury down jacket segment, listing the Company 
in December 2013 on the Milan Stock Exchange. Currently, Moncler is the global leader in the luxury down 
jacket segment, with a worldwide network of 195 Directly Operated Stores (DOS) as of Q3 2017 and revenues 
of €1.2bn in 17E.  
THE STRATEGY. Moncler’s objective is to pursue a sustainable and responsible development of its brand in 
the global luxury goods sector, in harmony with the uniqueness of its heritage. Its strategy is based on: a) the 
continuous innovation and enlargement of the product range; b) the establishment of a direct control on the 
value chain; c) the enlargement of the distribution network with specific focus on digital; d) the consolidation 
and expansion of its geographical presence. e) the creation of a direct relationship with customers: latest 
actions made by the Company suggest the willingness of the Group to move closer to Millennial customers in 
a more dynamic way. 
PRODUCTS INNOVATION. Since 2003, Ruffini led Moncler through a repositioning journey moving from the 
technical mono-product offer (i.e. the classic winter down jacket) to a multi-functions/multi-product offer 
that includes outerwear, knitwear, leather and accessories. This process is helping the Company to increase 
the unit per transaction (UPT) and to avoid an excessive Autumn/Winter dependence. In particular, Moncler’s 
products are distributed under different collections: Gamme Rouge (2006) and Gamme Bleu (2009) that 
together weight ca 7% of sales, Grenoble (2010) ca 8% and the Main & Enfant ca 85%. The two Haute-Couture 
collections, designed respectively by Gianbattista Valli (Gamme Rouge) and Thom Browne (Gamme Bleu), 
were fundamental to promote Moncler’s image and style in the most important worldwide fashion weeks. 
Their planned discontinuation after Spring/Summer 2018 coincides with the partial accomplishment of the 
re-positioning process and with the willingness to meet new customer needs and to follow markets evolution. 
As of today, Moncler most sought products are down jackets, that are the core component of the outerwear 
offer (ca 80% of sales). Complementary product categories (ca 20%) are gaining in importance with knitwear 
representing ca 2/3 of them and shoes accounting for 1/3. Recently, Moncler started to introduce capsule 
collections that are spot collaborations with stylists who design limited number of products distributed only 
in selected flagship stores. These capsule collections are strategically important to increase the perceived 
exclusivity and image of Moncler’s brand, meeting the desires of younger and more sophisticated customers 
and increasing the dialogue with them. This can increase brand momentum and positively affect revenues 
growth. Some successful capsules are Kith X Moncler, Greg Lauren capsule “Collide” and Craig Costello 
“Green” capsule released at the Honk Kong’s flagship store opening event. 
CONTROL OVER THE VALUE CHAIN. Moncler adopts an integrated and flexible business model, having direct 
control on the phases where the greatest value is added (Appendix 3). The creative product design, the 
developing of prototypes as well as the procurement of raw materials are all managed internally. Instead, the 
“cut-make-trim” phase is partially outsourced and partially internally managed in two owned production 
plants located in Romania that were acquired in 2015 and in 2016. These investments in facilities are part of 
a wider industrial project that aims to increase Moncler’s production capacity and efficiency. This will help to 
exploit further the possibility to deliver collections at a higher pace following the sector fast-changing trends. 
Quality is another key value driver for the Group: Moncler ensures that all suppliers comply with the highest 
quality standards regarding down (mainly acquired in Eastern Europe and Asia), textiles and garments (mainly 
from Japan and Italy), and all other raw materials and finished products not internally produced. The main 
distribution center is in Piacenza (Italy) while 5 other regional distribution centers are in New York, Honk Kong, 
Shanghai, Seoul and Tokyo.  
DISTRIBUTION & DIGITAL. The Company delivers its products through 3 channels: retail, wholesale and e-
commerce that represents respectively the 69.6%, 23.7% and 6.7% of 17E revenues net of Forex. The Group 
avoids any kind of franchising or licencing to keep under direct control the distribution channel. The retail 
network consists of 195 DOS (Sept. 17) and it was the main driver of growth since 2003, with a revenues CAGR 
of 20% (13-17E). The DOS opening process is slowing down but there are still untapped geographical areas 
for future expansion. The retail strategy is fundamental to establish a more dedicated customer relationship 
and to communicate properly the brand’s image: this positively affects customers’ conversion rate, increasing 
revenues. The wholesale channel consists of Shop in Shop stores (SiS), and Multibrand Doors. Over the years, 
the Group introduced a highly selective policy to reduce the number of Doors (ca 3000 in 2006 to 1500 in 
17E): the aim is to have a better control over clients’ order quantities. The SiS network counts 48 stores (Sept. 
17) and it will increase in the future as the Company plans to open new SiS in locations where doors registered 
high sales performances. The wholesale presence is strategically important since it enables the Group to test 
markets’ preferences before opening DOS in unexplored cities or before launching new product collections. 
Moncler is gradually exploiting the travel retail sector by being present in main airports such as Milan, Hong 
Kong and Rome. Regarding the e-commerce (46.4% CAGR 13-17E), Moncler delivers its products through Net-
a-Porter, Mr Porter and mytheresa. The e-retail part is covered with moncler.com where the Company decides 
which products and quantities to offer, while outsources the management of technical aspects to YNAP, which 
powers the website. The improving of the e-commerce experience, the strengthening of the Customer 
Relationship Management (CRM) and the investment in digital innovation within DOS are setting the basis for 
a more complete omnichannel offer.  
COMMUNICATION STRATEGY. Moncler’s communication strategy aims at granting visibility, building brand 
reputation and at conveying Company’s values. Consolidating brand momentum among its customers is 

“Visionary management that is diversifying 
from the classic winter down jacket, without 

losing brand identity” 
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fundamental for the Company to keep high appeal and performances. This strategy is pursued thanks to the 
DOS furniture style and thanks to a digital approach that focuses on exploiting social networks presence. The 
Company is active on platforms such as Facebook, Twitter, Instagram, YouTube, We-Chat and Weibo. As 
shown in Graph 3 Moncler has less Instagram followers if compared to other luxury and fashion brands. The 
Company is showing good revenue generation without a bold presence on social networks: this is positive 
because it means that the Company still has digital potentials to exploit (Appendix 4). 
GEOGRAPHICAL POSITIONING. Moncler is present worldwide. Asia is the biggest macro-area in which the 
Company operates. It is the main source of revenues in 17E, reaching 40.2% of the total amount. In growth 
terms, it had high performances with a CAGR of 27.7% in 13-17E. It counts 95 DOS at Q3 17 that represent 
48.7% of total retail stores. EMEA (excluding Italy) is the second market for revenues contribution in 17E 
reaching 29.2% and the third one in terms of growth, with a revenue CAGR of 15% in 13-17E. The 58 DOS (Q3 
17) are spread mainly in Europe, covering all the most famous fashion luxury cities. They account for 29.7% 
on total retail stores. Wholesale is very important for EMEA with more than 20 SiS and ca 600 doors in 2017E. 
Italy has 18 DOS (Q3 17) and revenues that account for 13.8% of the total amount in 17E, with a CAGR of 6% 
in 13-17E. The Americas area accounted for 16.8% of Moncler’s revenues in 17E, with CAGR of 31.5% in 13-
17E. Moncler operates in this market with 24 DOS, few SiS and ca 200 multi-brand doors (Q3). Currently, 
Moncler has stores in the most important US cities for luxury consumption but we believe that a further 
expansion is possible due to market width and relevance. 
SHAREHOLDER STRUCTURE & BUSINESS DEVELOPMENT OPPORTUNITY. To keep on growing globally, in July 
2016, Remo Ruffini has made some agreements with two strategic long-term oriented partners. The first one 
is Temasek (Venezio Investments PTE. LTD), a Singaporean fund that will help the Company to further expand 
its business in the Asian region. The second partner is Juan Carlos Torres (Acamar S.r.l.), shareholder and 
Chairman of Dufry, a travel retail group, who will help Moncler to expand in the travel retail sector. They both 
invested in “Ruffini Partecipazioni S.r.l.”, becoming indirect Moncler shareholders. 
MONCLER GENIUS PROJECT. We think that Moncler’s strategic update at the end of February 2018 will focus 
on further investments in digital and on the development of the capsule format. These initiatives could help 
in answering to customers and market trends and to the replacement of the 2 Gammes. Moreover, we also 
expect the possible presentation of a more defined strategy for the use of excess cash, likely to be used for 
higher dividend payments to shareholders or for the development of niche market projects. 
 
CORPORATE GOVERNANCE AND CORPORATE SOCIAL RESPONSIBILITY 
Corporate Governance (CG) and Corporate Social Responsibility (CSR) can improve the long-term value of a 
Firm. Hence, we decided to analyze Moncler considering these two perspectives. 
CORPORATE GOVERNANCE. Remo Ruffini, CEO and Chairman of the Company, has been leading Moncler’s 
growth since its acquisition in 2003. To strengthen the governance structure, a key step was hiring two top 
managers, L. Santel (2013) and R. Eggs (2015), both with a long experience in the fashion and luxury industry. 
Their introduction can be seen also as a way for Ruffini to delegate some managerial duties and to focus more 
on the product design and development. As regards remuneration policy, Moncler adopts a fixed component 
and a variable one (annual incentives or stock options) for key managers. Since 2013, Moncler follows the 
“Codice di Autodisciplina”, the Italian Code that suggests CG best practices for listed companies, and every 
year it publishes the “Report on Corporate Governance”. There are some principles in which Moncler complies 
with the Code and others in which it does not, as shown in Table 1. 
 
 
 
 
 
 
 
 
 
 
CORPORATE SOCIAL RESPONSIBILITY. CSR is an important aspect for Moncler, particularly after the geese 
live-plucking scandal that affected the Company at the end of 2014. In response to the scandal, Moncler 
enhanced the role of the “Control and Risks Committee” turning it into a “Control, Risks and Sustainability 
Committee”. The Company also developed the proprietary DIST Protocol (Down Integrity System and 
Traceability) that aims at setting regulations on down production and to which all down suppliers need to 
comply. In addition, all the suppliers need to respect a Supplier Code of Conduct that defines social 
responsibility principles in the areas of human rights, environment, safety and animal welfare. Differently, all 
Moncler’s employees need to follow a Code of Ethics that expresses the principles that should govern the 
conduct towards all the stakeholders. Since 2015, Moncler publishes a Sustainability Report following the 
GRI-G4 guidelines: the report shows that Moncler has undertaken a Sustainability Plan to better align the 
Company’s operations with sustainability strategies in the fields of People, Products, Supply Chain, Client, 
Environment, Community and Corporate Governance. 
SASB MATERIALITY MAP. We performed a SASB Materiality Map on the luxury industry considering the most 
impactful issues within the 2 most relevant categories: a) Business Model and Innovation = the integration of 
environmental and social factors in the value creation process, including resource efficiency, as well as the 
design, use-phase and disposal of products; b) "Leadership and Governance” = in addition to corporate 
governance, this category includes regulatory compliance, lobbying, and political contributions, as well as a 
Company’s supply chain management. We then identified KPIs for each issue and we evaluated them for 
Moncler and some peers (selected on availability of sustainability disclosure) on a scale from 0 (worst 
performing) to 6 (best performing). From the analysis, Moncler is performing better than the selected peers. 
(Appendix 11). 

Moncler Complies: Moncler Does Not Comply: 
A) Lead Independent Director: since CEO and Chairman are the same person, Moncler nominated 

Marco De Benedetti as Lead Independent Director A) Independent directors should meet at least once a year without other directors: 
during FY 2016, Moncler's independent directors deemed not necessary meeting in 
absence of other directors. B) Independence of directors: 6 out of 11 directors are independent (to be compliant should be 

at least more than 1/3). 
C) Committees: in the Board there are 3 committees (Nomination and remuneration 

committee; Control, risk and sustainability committee; Related Parties committee), all with a 
majority of independent members. 

B) Separation of CEO and Chairman: Remo Ruffini covers both the roles. 

D) Board of Statutory Auditors: the Chairman of the Board, Riccardo Losi, was appointed from 
the minority shareholders. C)   There is not a CEO succession plan. 

 

Source: Team Estimates 

Source: Consob (Italian Watchdog) 
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Source: Team Estimates 
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Key Actions 16-18 

 
 

PEOPLE 

Launch of the Job Posting 
program worldwide. 

 
Skills development 

assessment on 100% of 
worldwide employees 

ENVIRONMENT 
100% of electricity 

consumption in Italy 
from renewable sources. 

COMMUNITY Support scientific 
research. 
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Table 1 – Corporate Governance Analysis 

Table 2 – Sustainability plan 
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                                              INDUSTRY OVERVIEW & COMPETITIVE POSITIONING 

Moncler operates in the Fashion and Luxury Goods industry where value creation is related to exogenous and 
endogenous factors. The first are based on macroeconomics and industry trends. The second depends on 
companies’ strategic choices and positioning. The industry includes “soft luxury” products such as shoes, bags 
and apparel and “hard luxury” represented by watches and jewelry. Companies can be divided into 3 main 
luxury layers: absolute, aspirational and affordable luxury. We believe Moncler hedges between the first two 
as a “soft luxury” brand. In 2016, the industry was worth €249 bn entering a new normal era of 4-5% expected 
CAGR until 2020. This new era comes after the so-called Chinese Bulimia that let the industry grow from 
€153bn in ‘09 to €251bn in ‘15 with an 8.6% CAGR. The expansion was driven mainly by a retail rush boosted 
by the increase of the Chinese economy and the Chinese demand for luxury goods. 2017 signed good results 
for the personal luxury goods market that registered a 5% YoY growth to €262bn. 
MACROECONOMICS 
One of the main growth driver for the market is the volume consumption for luxury goods as its rise translates 
directly into an increase of sales. Volumes consumption is different among countries and it depends on 
tourism trends (mainly driven by price differential), economic wealth and customer propensity to luxury 
goods consumption. The sales growth of 5% in 2017 is mainly linked to the rising Chinese middle class and to 
the recovery of mature market consumers (Japan and Western countries). 
MAINLAND CHINA (8% of total luxury market) Renewed customer trust, increasing fashion-savvy and middle-
class acceleration boosted Chinese luxury sales by a remarkable 15% in 2017 (at current exchange rates), 
gaining a market size of €20bn, 8% of the total amount. Travelling purchases increased too, but Chinese tend 
to buy less abroad due to lower price differentials (ca 20/30 % vs 50/80 % historical Europe-China price dif.).  
Other ASIA and JAPAN (14% and 8%) A currency-driven boost in the second half of 2017 and a drop in tourism, 
especially from China, led Japan to 4% growth in current exchange rates to €22bn in 2017. The remaining part 
of Asia (excluding Mainland China and Japan) had a strong increase of 6% as well. A recovery in Hong Kong 
and Macau helped to push growth into positive territory with market size of €36bn.  
EUROPE (33%) European 6% growth was driven mainly by tourists’ flows in UK, Spain and France, and by a 
strengthened internal consumption. The region now accounts for €87bn representing 33% of the total market. 
The recent Visa release process easing from China to Europe will expectedly give a boost to the tourism inflow 
from the Mainland (currently only the 10% of all Chinese travelers land in Europe). 
AMERICAS (32%) In both North and South America, some trends are affecting the luxury market: tourism 
downturn, department store’s decline and political uncertainty are among the most important. This lead to a 
limited 2% growth in turnover, for a market that still represents a relevant stake of the whole personal luxury 
industry: €84bn in 2017. 
RoW (5%) Middle East results to be flat facing a slowdown of locals except for Dubai. Australia is diluted by 
reduced Chinese tourism. Africa is not yet realizing its value. Total RoW growth is of 1% to €13bn. 
INDUSTRY TRENDS 
The Fashion and Luxury goods industry is rapidly evolving: brands have fewer opportunities for store 
expansion as their average profitability is decreasing and consumers are changing their approach to luxury 
purchase. In this scenario, digital investments, with special focus on China, and a very detailed understanding 
of millennials, will be critical success factors to increase margins and create value.  
END OF RETAIL RUSH. Geographical expansion and internationalization strategies allowed companies to 
capture growth opportunity. From 2004 to 2015 luxury brands have progressively turned into retailers, 
opening stores worldwide at 7% CAGR with the objective to capture higher absolute returns and to strengthen 
the control over product positioning. This phenomenon has been mainly an Asian and Chinese matter. In 2015 
and 2016, Western markets reached a high saturation level and the Chinese luxury consumption decreased, 
affecting negatively the Comparable Store Sales Growth (CSSG). This forced luxury brands to turn to a 
“consolidation mode” as more moderate space growth is suitable in response to a slower market growth. In 
fact, the ROIC drives the Total Shareholder Return (TSR) and it further depends on the CSSG. As the CSSG 
decreases, new store openings increase the IC and it reduces the shareholders’ value. Focusing on the 
research of drivers to increase retail profitability will be a critical issue in the next future.  
FAST-EXSCLUSIVE FASHION. To pursue a consistent appeal among millennials, many brands are taking as 
reference the model proposed by companies such as Zara, Supreme, Adidas or Kith whose ability is to launch 
on the market new pop and fashionable products at a high pace rate. These spot limited collections are able 
to stimulate customers’ interest and excitement, while giving brands the possibility to become independent 
from collections’ seasonality. This solution is reached through frequent new partnerships, as the one signed 
by Louis Vuitton with Supreme that strongly increase brands exclusivity and appeal while boosting revenues 
and prices. 
DIGITAL OPPORTUNITY. 2017 registered a 24% growth in online sales, reaching €23bn (9% of total luxury 
goods market), with a previous 13-16 CAGR of 25%. All luxury brands are adopting digital solutions as they 
can lead to three main benefits for companies: a) increased in-store conversion rates; b) improved visibility 
and customer engagement; c) increased marginal revenues contribution while keeping the same Invested 
Capital base. Therefore, brands are investing in e-commerce and omni-channel solutions (worldwide online 
luxury purchases will grow from 9% to 25% of sales until 2025). Particularly, the challenge for the e-commerce 
will be to create “online flagship stores” consistent with the brand identity to catch higher opportunity of 
sales. Concerning the omni-channel, it will be crucial to match the online and offline customer experience in 
a broader way. In addition, influencers are becoming increasingly relevant when coming to luxury firm’s digital 
presence, with social medias like Instagram, Weibo and WeChat driving thousands of users on firm’s pages. A 
succesful example can be the Gucci one. The brand implemented a WeChat gift cards mini-program that 
combines two highly shareable functions (a photo editor and e-gift cards) creating a very personalized 
experience for the client. 
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RISING MILLENNIALS. Today Baby-Boomer and Generation X hold the majority of the stake in absolute and 
aspirational luxury segments. Millennials account for 30% and will grow to 40% in the next 5 years. Product 
innovation, exclusivity and the right digital strategy are key drivers to influence Millennials purchasing 
behavior. Among them, 40.2% prefer buying online and having products delivered at home, 52.2% still choose 
an instore purchase experience and a small percentage 7.6% buys online and collects in store. This shows two 
important insights: a) the physical presence will be still crucial for luxury brands; b) developing a consistent 
omnichannel strategy will be necessary for those firms willing to gain millennials’ taste. Brands that are 
winning over millennial are showing exceptional organic growth. In 2017, Gucci reported sales from 
millennials above 50% while Yves Saint Laurent above 65%.  
AFFORDABLE AND ASPIRATIONAL LUXURY ACCELERATION. The two lower tiers of luxury markets were worth 
€101bn in 2016 (4.4% CAGR in 2012-2017 period, against 2.8% for absolute Luxury). This trend can be 
explained through four main reasons: a) middle class dimension is expected to increase by 1.1bn within next 
15 years, reaching 5.5bn by 2030. Developing countries (China and India) are leading the growth with a 35% 
increase in their urban population. b) A steep increase in luxury price index (3x from 2010 to 2016) is opening 
opportunities for those brands in the aspirational market level whose price range is between €500 and €1,500. 
c) There is a growing mix and match trend mainly led by millennials: customers tend to combine brands of 
different price range. d) The "casualization" movement, which includes products like sneakers (+10% 
revenues growth YoY 16-17E) and down jackets (+15% revenues growth YoY 16-17E), is creating also a large 
opportunity also in lower priced segments.  
ROLE OF CHINA FOR THE LUXURY INDUSTRY  
Even if China is the fifth Region in terms of market size (8% of the total amount in 2017), Chinese consumers 
represented the 32% of the total amount of fashion and luxury goods purchases in the same year. Indeed, 
Chinese are the most important nationality, Americans follow with 22% of the stake, then Europeans with 
18%, Asians 11% & RoW 7% while Japanese 10%. Hence, we decided to deeper analyze future trends for the 
Chinese region. 
RESHORING OF LUXURY EXPENSES. One of the most relevant trend is related to the Chinese internal 
consumption that shows an increase of about 15% in 2017. 4 main reasons drove the re-shoring of Chinese 
luxury consumption: a) Increasing government control on limits for abroad shopping. b) Decreasing price 
differential applied for internal consumption (from Dec 1st, 2017 a new policy was introduced for hefty cuts 
on tariffs on 187 imported consumer categories, including fashion). c) Increase of Chinese disposable income 
by 2030. d) Terrorism fear reduced the Chinese people propensity to travel, especially in Europe.  
HANDLE WITH DIGITAL EXPANSION IN CHINA. Chinese are not only the most important nationality for luxury 
goods consumption, but also the most digitally advanced in the world. Recent studies set at 50% of total sales 
the percentage of luxury goods purchased online. Millennials are the driving force of digital expansion in China 
(see Graph 14), with Weibo and WeChat used daily by the largest part of them, especially as a source of latest 
information and insights. Currently, luxury firms are not fully exploiting the Chinese digital opportunity. 
Penetration of digital luxury sales is in line with world average, but underwhelming when compared with 
digital penetration of other product categories in China. Indeed, Chinese digital orientation is mobile driven 
with high logistic complexity and local strong e-trailers. Direct e-commerce presence is challenging for 
Western luxury brands.  
WECHAT AND E-COMMERCE GIANTS ROLE. For luxury brands, the main challenge will be to create a digital 
experience that is closer to the retail environment, for example through pop-up sales, limited editions and 
marketing techniques. To do so, an integrated online and offline strategy needs to be built and one of the 
main tool is WeChat. On WeChat, brands can exploit a multichannel selling approach, for example, by making 
customers schedule in-store appointments. E-commerce role will be crucial too: both JD.com and Alibaba just 
opened dedicated section for luxury brands on their websites (namely, Top Life for JD and Luxury Pavilion for 
Alibaba). For Western brands that already own a physical store network in China, being on these show 
windows means: a) visibility to millions of users; b) improve inventories management, aligning online needs 
to local stores ones; c) access to very high delivery performances, otherwise difficult to reach by brands alone. 
POSITIONING 
Few large conglomerates (LVMH, Kering) and many small brands characterize the luxury goods market. These 
incumbents compete mainly in terms of brand positioning (identifying themselves as affordable, aspirational 
or absolute brands) and in terms of product category. 
MONCLER HEDGES BETWEEN THE “ABSOLUTE AND “ASPIRATIONAL” LUXURY. The most relevant drivers for 
brand positioning are Brand and heritage, Design & Innovation, Quality, and Price. These drivers together 
identify the brand uniqueness and exclusivity: the higher it is, the closer the position to the absolute luxury 
layer.  
Brand and Heritage: the meaning incorporated in the Brand and Heritage of a company plays a crucial role 
for customers who want to identify themselves in what they are wearing. Luxury firms build brands that are 
recognizable and that have a clear identity to convey to customers. 
Design & Innovation: product design and innovation are other variables that can add value to the core 
product base increasing the brand momentum: this is essential to drive sales growth.   
Quality: customers seek high quality in luxury brands. Supply chain certification and traceability and 
production process are important too, especially nowadays with the increase of customers’ attention towards 
sustainability issues. 
Price: for luxury goods, price is not a classical competition driver since high prices work as accretive of 
exclusivity and as status symbol identification. However, millennial customers pay more attention to luxury 
goods prices: they have to be in line with the experience communicated by the brand and with the message 
conveyed.  
We believe that Moncler hedges between absolute luxury and aspirational luxury, positioning itself in the 
middle (Figure 3). Moncler heritage is strong and contributes to sustain the Company uniqueness and style. 
The placement in the graph is also justified by the attention to Design and Innovation and by the continuous 
objective to deliver high tech quality products. Main, Enfant and Grenoble collections are designed with the 
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intentions to find the best fit for every moment of Moncler customer’s life, from a sky resort to a night at la 
Scala in Milan. Prices are high but still accessible (starting from ca €800).  Moreover, the Gammes, together 
with more recent capsule collections, aim at further increasing brand exclusivity, appeal and desirability 
thanks to limited numbers of products, characterised by high quality, and the signature of famous 
international designers.   
MONCLER RUNS THE DOWN JACKET NICHE SEGMENT. Product category is the second most important driver 
for competition. Successful companies compete offering a clear product base, trying to further expand their 
product range to different collections, when reaching maturity. If Hermès is known for its leather bags, 
Burberry for its coats and Ferrari for its supercars, Moncler differentiates itself within the outerwear sector 
with its premium down jackets.  
Core product offer: Moncler’s down jackets offer ranges from high tech sportswear, to elegant and 
contemporary items, up to tailored couture, competing successfully both in Brand reputation and uniqueness 
with the leading global luxury brands. Moreover, it takes advantages over more technical companies thanks 
to its stronger heritage. Considering volume and quality, it is clear how Moncler operates in a niche market. 
Companies like Colmar, Patagonia and The North Face deliver a huge offer of jackets in terms of volume but 
the quality (Colmar) or style (Patagonia, TNF) are lower if compared with Moncler’s products. Few companies, 
such as Moorer and Herno provide luxury jackets but their size and retail expansion is low. Higher end peers 
like Fay, Brunello Cucinelli, or Burberry, come forward with high quality down premium jackets but in limited 
varieties if compared with Moncler ones. Recently, the market identified Canada Goose as the major 
competitor for Moncler in terms of products sold. Canada Goose’s strategy is based on higher volumes and 
lower prices, without the presence of top couture collections: so, we believe it is not a huge threat for 
Moncler’s business. 
OUTSTANDING PAST PERFORMANCES. thanks to previous mentioned facts, Moncler benefits of a strong 
Brand momentum. This allowed the group to register performances above the average if compared to peers, 
showing a superior track record in terms of: a) CSSG, which reached 7% in 2017E with an average of 8% in the 
last 4 years, higher than peers average of 6%; b) Retail expansion, adding 11% space in 2017E well above the 
sector average. These two drivers combined bring to a double digit sales growth versus a high single digit of 
the sector in 14-17E. Despite these exceptional results, we still see margins of improvements in the digital 
and communication strategy, where LV and Gucci show best results as reported in Graph 17. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
FINANCIAL ANALYSIS 
REVENUES GENERATION 
We expect Moncler revenues to reach €1.2bn in 17E, more than the double of the IPO (December ‘13) year’s 
revenues (ca €580mln), with a CAGR of 20.0% (13-17E). The retail channel (including digital) was the main 
growth driver, with revenues weighting 73.3% in 17E on the total and with a CAGR (13-17E) of 27.5%. This 
expansion was driven by the CSSG that reached 7% in 17E (Graph 20), and by the constant space growth (7.9% 
17E) due to new openings. We expect these two trends to occur even in the next future leading to retail 
revenues of €982.1m in 18E. The wholesale CAGR (13-17E) was 6.8%, weighting 26.7% of total revenues and 
confirming the Company’s strategy to focus more on the retail channel. Multi-brand doors will be reduced in 
next five years, while new SiS will be opened. This will determine a moderate growth, reaching €289.3m of 
wholesale revenues in 18E, and a dilution of wholesale revenues on sales. Digital income will continue to grow 
at a double-digit rate, counting 6.8% of total revenues in 18E with a CAGR (13-17E) of 47.1%.  
RETURNS & MARGINS   
ROIC (computed as NOPAT over average invested capital) increased since 2013 reaching 43.8% in 17E, 
highlighting the effectiveness of the expansive investment policy. The YoY average IC had a constant growth 
in 13-17E with a CAGR of 8.7%, while the NOPAT CAGR was 23.5% in the same period. We expect a ROIC of 
42.8% in 18E, slightly decreasing from 17E. 
ROE was 31.2% in 17E, increased by ca 300bps since 2013. Net income reached €249.3m in 17E, with a CAGR 
of 34.5% in 13-17E. In 18E the ROE will reach 26.5%. 
EBITDA margin in 13-17E, was on average 32.3%. We forecast a margin expansion of 2.4% in 22E (34.7%), 
with operating costs increasing less than revenues.  
COSTS CONTRIBUTION  
The main expense sources in Moncler’s income statement are selling expenses, counting 30.6% of revenues 
in 17E, and costs of goods sold (COGS), 24.3% of revenues in 17E. Advertising and promotion costs are 6.5% 
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of revenues in 17E, with and expected CAGR of 9.1% in 17E-22E: in relative terms, Moncler invests more than 
peers in advertising because it is in a growing phase and it wants to increase the brand awareness. (Appendix 
13). 
RENTS & IFRS16 
The majority of Moncler’s DOS are managed through a rent policy, which is composed of two parts in most of 
cases. The first is the key money, a fixed amount paid at the signing of the contract, which is accounted as an 
intangible asset. The second is the operating leasing, a variable part of the rent that, overall, accounts for 
€183.7m in 17E, roughly 50% of selling expenses. 
Moncler’s rent policy will be affected by the introduction of IFRS16, a new accounting principle that will be 
effective from January 2019, replacing IAS17. IFRS16 will change the way leases are managed, abolishing the 
difference between financial and operating lease for the Lessee. Company’s balance sheet will grow, capital 
ratios will decrease and the gap between EBITDA and EBIT will increase, making the latter more relevant in 
valuation methodologies. (Appendix 14). 
DEBT & LIQUIDITY  
Moncler is expected to be net cash in 17E, resulting in a net financial position (computed as financial debt 
minus cash items) of -€250.8m. The Company had debt until ‘15 because of the leverage generated by the 
Group acquisition and the private equity investments. The NFP is expected to be negative in the future and 
we believe that the excess cash will be used to exploit investment opportunities. Indeed, a re-leveraging 
scenario is excluded. 
Indeed, Moncler generates most of its revenues through DOS with immediate cash inflows. Hence, with high 
probability, new investment projects that will be announced by the CEO Remo Ruffini by February 2018 will 
not require a re-leverage of the Company. We believe cash and cash equivalents (€337.5m in 18E) will fully 
cover future investments. 
NET WORKING CAPITAL 
NWC reached €120.2m in 17E, equivalent to 10.4% of the revenues. It shows an improvement from past years, 
when NWC/Revenues was 12.6% in ‘15 and 13.9% in ‘14. This good result is due to a better inventory 
management in last years as shown by inventories growing less than retail revenues in relative terms. 
CAPITAL EXPENDITURE 
CapEx mainly relates to the retail expansion with the opening of flagship stores and important relocations. In 
last years, the capex ratio (computed as Free Cash Flow to Firm on Capex) was constantly higher than 1x, 
which means that the Company generated more cash from its operations than what it invested to keep 
expanding them. CapEx is expected to increase in absolute terms while reducing its relevance on Company 
revenues in next years. 
PATENT BOX AND TAXES 
The Patent Box is a policy tool introduced by the Italian Government that allows a 5 years’ tax exemption for 
incomes coming from the use of intellectual property rights (IPRs). Moncler signed this agreement in 
December 17 for the period 15-19: all the benefits will be reflected in 17-19. In the same date, the Company 
settled the pending tax claim related to transfer pricing that result in a cost of €24.5m. The cumulative effect 
of both the patent box and the tax claim accounts per €14.5m in 17, net of existing provisions. Moreover, it 
generates a temporary reduction of the corporate tax rate in 17-19, as shown in the Table 4. 
 

 
 
 
 
 
 
 
 
 
 
 

 
 
 
INVESTMENT SUMMARY 
We initiate the coverage of Moncler with a BUY recommendation and a 12-month target price of €31.84 per 
common share, offering a 23.8% upside and a 24.8% TSR. Moncler has been one of the most successful luxury 
companies in recent years, with a sales CAGR of 20.0% from 2013 to 2017E and revenues above €1 bn in FY17. 
In our opinion, the Company benefits from a unique positioning against competitors and from a visionary and 
committed entrepreneur, Remo Ruffini, which was able to anticipate trends before they became mainstream. 
Our investment thesis is supported by the following themes: 
 
• The capillary retail network in main Chinese fashion districts and the high appeal of Moncler Brand among 

Chinese millennials will allow the Company to exploit benefits from the increasing luxury consumption and 
from the reshoring of luxury purchases inside the country, in the short term. 

• Strong geographical expansion: we believe Moncler will continue to be one of the fastest growing 
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Table 4 - Patent Box 

  Tax  Historical  Savings 
2017E 26% 33% €23.8m 
2018E 29% 33% €15.0m 
2019E 29% 33% €17.1m 
2020E 33% 33% €0m 

 Source: Team Estimates 

Table 3 - Income Statement 

€/m 2013 2014 2015 2016 2017E 2018E 2019E 2020E 2021E 2022E 
Revenues 580 694 880 1,040 1,202 1,311 1,455 1,581 1,717 1,859 

Gross Profit 414 501 654 788 910 999 1,111 1,213 1,322 1,434 
EBIT 166 201 252 297 340 375 428 469 514 563 
EBT 145 195 250 293 337 372 426 467 513 562 

Net Income 76 130 167 196 249 264 302 313 343 376 
EPS (€/sh) 0.30 0.52 0.67 0.79 0.98 1.04 1.19 1.23 1.35 1.48 
DPS (€/sh) 0.10 0.12 0.14 0.18 0.22 0.26 0.30 0.43 0.61 0.74 

 Sources: Company Data and Team Estimates 

“We see potential short-term 
growth in the exploitation of 

Chinese luxury purchases 
reshoring”  
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companies within the luxury sector. Indeed, the Group has the opportunity to: a) enlarge the DOS base 
adding ca 15 shops a year for next 5 years. b) Accelerate the travel retail expansion c) Transform the most 
important wholesale doors into SiS format reaching 84 SiS in 22E (7.9% CAGR of SiS Revenues in 18E-22E).  
d) Relocate and restyle some already existing DOS. We forecast an increase in average square meter per 
DOS reaching 175sqm in year 22E (35% raise from 16). In our opinion, space for future expansion can be 
seen in Scandinavian Countries, Middle East and in Australia. 

• Ongoing product innovation and diversification: Moncler will continue the expansion of its product base 
with the aim of reducing the A/W dependence, pushing on complementary products categories such as 
knitwear, shoes and accessories. We forecast outerwear will weight 68% by 22E, knitwear 21.3%, shoes 
5.4% and accessories 5.3%. We also estimate that the Company will innovate the product base with the 
launch of more frequent capsule collections in collaboration with stylists close to the millennials world. The 
aim is to increase the exclusivity of collections and to strengthen the current brand momentum, which is 
CSSG accretive. In our opinion, product diversification and innovation will help the Company to defend sale 
density figures, which will remain above peers’ average (€30k/sqm vs €26k/sqm), despite strong expansion. 

• Further exploitation of digital solutions for online sales, advertising and customer engagement: this will be 
particularly important in the Chinese market were people are used to buy luxury goods online. Our digital 
forecast target for 22E is €183.3m with a weight of 9.9% on net revenues. 

• The healthy financial structure and the high cash generation could help to add value in the long-term: we 
forecast potential higher dividends distribution or investments in new successful projects. 

 
According to our estimations, FCFFs are expected to grow from 18E to 22E supporting the business 
development and future projects. The NFP is expected to remain net cash, reaching -€1,174.5m in 22E. EBITDA 
margin is expected to growth to 34.7% in 2022E, slightly increasing from past performances. It is worth saying 
that Moncler EBITDA margin are aligned with most exclusive luxury brands like Hermes, Brunello Cucinelli and 
Ferrari. 
Our target price is based on a Discounted Cash Flows methodology, performed with a 3 stages approach. It 
considers a fast growth in the forecasted year 18E-22E, a smoothing phase (22E-28E) and a terminal stable 
growth in perpetuity. Finally, we cross-checked the valuation with EV/EBITDA and P/E multiples, considering 
two group of peers (absolute luxury firms and aspirational luxury firms). 
Main risks for Moncler are both endogenous and exogenous. The first group mainly relates to the fashion risk 
that can have a negative impact on revenues generation. The second is more related to general economic 
conditions and, in particularly, to the GDP growth, which partially affects luxury consumption. 
The impact of these risks is assessed through a Monte Carlo simulation and a sensitivity analysis. 

 
VALUATION 
We evaluate Moncler's intrinsic value with a 3-stage Discounted Cash Flow (DCF) model discounting future 
expected FCFFs. This methodology enables to consider the Company's long-term growth opportunity. We also 
performed a Relative Valuation to cross-check whether the DCF output is coherent with the market valuation.  
DCF MODEL 
3-STAGE TIME HORIZON. We adopt a 3-stage forecast horizon because we believe Moncler is enjoying a high 
growth rate in NOPAT if compared to peers and we believe that it will be able to defend this rate until 22E. 
The high growth period will be followed by a transition period during which the growth rate will linearly 
decline until 28E, reaching a long term growth rate equal to 4.2%. 
REVENUES ESTIMATION. We estimate revenues from 17E to 22E for each of the three distribution channels.  
Retail Revenues are computed considering as a driver of growth: a) CSSG, which we assume at 7% for next 
years. b) New DOS Openings, ca 15 per year. They are included considering only 6 months of operations 
because not all new stores will open in January. c) Average store square meters for the retail network, which 
will increase considering relocations and new flagship openings. We forecast figures will reach 175sqm in 22E 
(up from 150sqm in18E). These elements affect the Sales Density, which we expect will remain constant at 
€30k/sqm. As a result, we believe retail revenues to reach €949.1m in 18E and a CAGR of 9.5% until 22E.  
Digital Revenues increase their relevance, resulting in €92.9m in 18E, 6.8% of total revenues. We expect them 
to align with the best soft luxury market peers figures, reaching 9.9% in 22E with a CAGR of 18.5% (18E-22E).  
Wholesale Revenues are computed as the sum of Multibrand and SiS revenues considering that a SiS revenue 
is ca 10x a door revenue (Team Estimates). We also consider Moncler’s policy to close low performing existing 
doors (from 1400 in 18E to 1300 in 22E) in favour of new SiS openings (from 10 per year in 18E to 4 in 22E). 
For 18E, we expect €296.7m wholesale revenues net of FX impact, with a CAGR of 1.5% until 22E.  
Forex are expected to impact -2.1% in 18E. We expect exchange rates to stay at the average values of January 
‘18. Hence, Net Revenues will reach €1.31bn in 18E and €1.86bn in 22E, with a mid-high single digit CAGR of 
9.1% until 22E.  
COST OF CAPITAL. In the DCF model, FCFFs are discounted using the Cost of Equity Capital (Ke) because we 
expect Moncler to be both net cash and risk free for the future. We estimated Ke from 17E to 22E using the 
Capital Asset Pricing Model with the following assumptions. a) We suppose the Beta (β) constant at 0.79, 
computed using weekly data of Moncler shares and the EUROSTOXX 600 in 13-17, chosen among different 
alternatives (See Appendix 16). b) The risk-free rate 18E is computed as the weighted average risk-free rate 
using the geographical revenues composition (17E) to properly consider spot risk-free rates (10y treasury 
bonds). From 19E to 22E, we suppose the risk-free rate will come back to the weighted average yield of the 
past 10 years. c) The market risk premium is calculated as the sum of the implied market return (Source 
Damodaran, at 01/01/18) and of the Country risk premium (Source Damodaran, at 01/01/18) weighted on 
Company’s geographical revenues breakdown. (Table 5).  
TERMINAL GROWTH. We forecast a long-term growth rate of 4.2% that is the sum of: a) the projected global 
GDP growth for 28E, resulting in 2.25%. b) A premium of 1.35%, which reflects industry characteristics: we 
found evidence through a linear regression that the personal luxury goods sector has a historical growth rate 

“We forecast future long-term upside 
opportunities”   

Source: Team Estimates 

Risk Free Weighted 2.26% 

Implied Market Return 5.69% 

Country Risk Premium 
Weighted 1.05% 

β 0.795 

Cost of Equity 18E 7.63% 
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(net of inflation) higher than the one of the global GDP of 1.6x on average. Personal luxury sector grows more 
than the GDP because of two peculiarities: the low sensitivity to price changes, and the over-proportion 
between the increase in personal wealth and the growth in consumption for luxury goods. (See appendix 16) 
c) A premium of 0.6% that reflects the Company’s future long-term upside opportunities. This premium is 
explained by potential investment possibilities that could be undertaken by the Company thanks to the high 
cash generation and the optimal Net Financial Position. In our opinion, these projects could add a +0.6% on 
the terminal growth rate, bringing it from 3.6% to 4.2%. Further analysis in section: “Potential Upsides”. 
IMPLIED MULTIPLE VALUATION 
In this section, we compare Moncler multiples, derived from our DCF estimation, with market multiples of 
companies in the luxury industry. 
PEERS. We believe that Moncler does not have direct comparable companies since there are not listed firms 
with the same high exposure in the luxury down jacket industry and the same brand heritage and positioning. 
Therefore, we compare Moncler with two groups: a) absolute luxury firms (Hermes, Cucinelli, Kering, Prada, 
Ferrari and LVMH), which represent brands with a high exclusivity perceived by customers. b) aspirational 
luxury firms (Burberry, Hugo Boss, Ralph Lauren, Tapestry, Michael Kors, Tod’s), which represent firms that 
approach the luxury industry with lower prices and a lower exclusivity perception from the customer side. 
MULTIPLES. In our analysis, we consider two multiples: a) EV/EBITDA: it is a good proxy for cash generation 
and it is not influenced by different D&A accounting policies used by companies. b) P/E: it gives an idea of 
whether the company can offer a good return and it is a fundamental benchmark to consider the market 
equity value of companies. (See appendix 17). 
RESULTS. When looking at Moncler’s target EV/EBITDA and P/E multiples for 18E, two main conclusions can 
be drawn: a) Moncler multiples are traded well above the median of the aspirational luxury peers group. This 
is justified by the different positioning that Moncler has in respect to those Brands. Indeed, Investors discount 
the possibility for the Company to charge higher premium prices on its products; b) Moncler’s multiples are 
aligned with the median of the absolute luxury peers group. In our opinion, this outcome is related to 
unexplored future potential upsides and to consistent growth paths that we see in the realization of new 
projects. However, Company multiples are below industry top performers ones (Hermes, Brunello Cucinelli 
and Ferrari), which represent three best in class in the luxury world. This last result highlights space for further 
multiples expansion. 
 
 
 
 
 
 

 
POTENTIAL UPSIDES 
Bearing on the healthy financial structure and on the sound cash generation expected for next years, we 
believe that the long-term growth for Moncler could benefits from new projects. Differently, the pursuing of 
an M&A scenario is less likely to happen.  
PROJECTS. Analyzing the Company strategy and its possible synergies, we came out with some feasible 
examples: the launch of a new collection to address the sailing market; a dedicated capsule for the Beijing 
2022 Olympic Winter Games; a technical collection dedicated to surf practitioners. Taking the sailing project 
as a reference, we provide an estimation of the value embedded in the three collections: the valuation is 
reported below. Evidences supporting the sailing project are: a) In June 2016, the CEO Remo Ruffini stated: “I 
want to also talk to people who love the sea, I’d like to make a specific product for them”. b) Some Moncler’s 
products (light jackets) can be used also on boats, given their waterproof and windproof characteristics. c) 
Luxury companies as Prada, Louis Vuitton, Rolex and Herno already tied their brand to sailing. To evaluate the 
project, we forecast revenues and costs. 
• REVENUES: we assumed that Moncler will develop a technical collection to address the sailing market, as 
made with Grenoble for the skiing world. Hence, we estimated revenues taking as reference the Grenoble 
collection and applying the same growth rate in sales that the Grenoble experienced in the past.  
• COSTS: costs are related to operational expenses and to fixed investments in the form of start-up costs and 
sponsorship costs to promote the collection. We computed OPEX taking as reference Moncler P&L considering 
an EBIT margin of ca 30%. Start-up costs were estimated looking at the initial investment undertaken by OCPE 
II Master L.P for the acquisition of North Sails Europe while sponsorship costs looking at the investments done 
by Prada and Audi into regattas.  
• RESULTS: the Company NOPAT increases by 0.2% on average in the long run. This outcome can be taken as 
a proxy even for the value added by the other two projects. If everything holds, we forecast a +0.6% 
contribution on the terminal growth rate. (See Appendix 19). 
M&A. We analysed M&A scenarios both in the perspective of acquisitions performed by Moncler as well as 
the sale of the Company. The Company management clearly expressed the commitment in pursuing the 
development of Moncler brand without the acquisition of others. In addition, the complexity behind M&A 
activities within the luxury industry with specific reference to the Italian market, make more effective to focus 
on Company growing opportunities rather than looking for hot acquisition targets. 
On the other side, a potential sale of Moncler can occur only if an interesting offer comes or if top 
shareholders and management decide to divest the business. In our opinion, this last scenario is unlikely to 
happen. However, possible buyers for Moncler can be identified in French luxury conglomerates (LVMH or 
Kering). A potential multiple for the transaction, derived from past industry deals, is EV/EBITDA of 15,6x but 
we cannot exclude a higher multiple given the growth profile of Moncler. 

 

Table 7 – Absolute Peers VS Moncler  

Sources: Bloomberg and Team Estimates 

Source: Google 

 

 

Figure 7 

Source: Company products  

Figure 8 

Company EV/EBITDA 18 P/E 18 

Hermes 19.90x 36.80x 

Brunello Cucinelli 18.50x 35.60x 

Kering 13.40x 21.20x 

Prada 12.70x 30.50x 

Ferrari 23.40x 33.80x 

LVMH 11.60x 22.10x 

Median 15.95x 32.15x 

Moncler (target price) 18.14x 30.67x 

Moncler (current price) 16.13x 26.24x 
 

Company EV/EBITDA 18 P/E 18 

Burberry Group  9.80x 19.50x 

Hugo Boss 10.10x 19.90x 

Ralph Lauren  8.10x 17.80x 

Tapestry  9.50x 19.30x 

Michael Kors 9.80x 14.30x 

Tod’s 11.70x 24.70x 

Median 9.80x 19.40x 

Moncler (target price) 18.14x 30.67x 

Moncler (current price) 16.13x 26.24x 

 

Table 6 – Aspirational Peers VS Moncler  

“The answer is that digital and retail channels still offer space for a further 
expansion. New product categories and capsule collections will sustain the 
brand momentum. High cash generation will allow to exploit future upsides”   
 

Sources: Bloomberg and Team Estimates 

 
Source: Google 

Figure 9 
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INVESTMENT RISKS 
FINANCIAL RISKS 
a. EXCHANGE RATE RISK. Moncler is exposed to exchange rate fluctuations because of its internationalization. 
It is mostly affected by the volatility of the U.S. Dollar (16.8% of revenues are in the Americas in 16), of the 
Japanese Yen, of the Chinese Renminbi and of the Hong Kong Dollar (indeed, 40% of revenues come from 
Asian region in 16). Due to further expansion in Asia and in the U.S., this risk will become even more relevant. 
An increase of 10% in the USD could lower revenues by 1.6%. To hedge such a risk, the Company adopts 
derivatives contracts such as currency forward contracts and currency option contracts.  
MACRO RISKS 
b. ECONOMIC CONDITIONS. Luxury sales are influenced by the economic growth, wealth and stability of 
demand generating markets. Future crisis affecting consumption may erode Company’s sales and 
consequently margins. The internationalization path followed by Moncler reduces the dependence on a 
unique geographical area, mitigating this kind of risk. 
STRATEGIC RISKS 
c. FASHION RISK. If Moncler will launch unsuccessful collections or if it will not be able to maintain its current 
positioning in customers minds, its business could suffer consistent losses. Quality and product design 
together with a selective distribution channel sustain the brand in the luxury industry. Moreover, fast 
changing customers’ needs are assessed by capsule collections and partnerships. 
d. ANIMAL-FRIENDLY TRENDS. Some fashion luxury brands are moving towards an animal-free policy and 
animal welfare activists are carrying out campaigns to sensitize customers. Therefore, the usage of goose 
down can represent a problem for Moncler. This aspect is mitigated thank to the DIST protocol used by the 
Company to guarantee that the down used in production is a by-product of the food chain and that live-
plucking is not practiced. 
OPERATIONAL RISK 
e. DOS NETWORK EXPANSION. Despite the ability demonstrated so far, problems may arise from finding 
prestigious locations for DOS due to an increasing competition. Furthermore, keeping the actual level of sales 
density may be difficult with the opening of new stores. The existing brand awareness, the customer loyalty, 
the social media presence and the Company’s ability to organize distinctive and artistic store openings are all 
ways to protect the market share and profitability by driving customers into new stores. 
f. PRODUCT COUNTERFEITING. It could negatively affect the brand image and reduce sales. Almost 500k 
Moncler counterfeits finished products were seized in 16. In the same year, Moncler introduced an anti-
counterfeiting system based on the NFC (Near Field Communication) technology. Additionally, since 
December ‘17, luxury brands have the possibility to prohibit its authorized distributors from selling their 
products on third-party internet platforms, which are one of the main sources of counterfeits goods.  
RISKS IMPACT ON TARGET PRICE  
SENSITIVITY ANALYSIS. We performed a sensitivity analysis to show the impact of variations of the discount 
rate Ke and of the Terminal Growth Rate (g) on the DCF target price. The range of variations of the cost of 
equity capital is limited to +/- 1.5%. Conversely, terminal growth has a larger range: it varies between 0.9% 
and 5.4%. This is justified by the fact that our DCF analysis discounts a high premium related to the forecasted 
value for future growth (g). The current price of €25.72 discounts a 2.9% long term growth (or a 8.6% Ke), 
values which we consider to low given Company’s positioning and opportunities. 
MONTE CARLO SIMULATION. We used this analysis to test the assumptions that led to the DCF target price. 
We considered the Real GDP Growth Rate (lognormal distribution), the CSSG (normal distribution) and the 
ROIC (normal distribution). The first one considers the variability of real GDP growth rate forecasts, estimated 
starting from World Bank historical data. The second one uses the sales growth of the luxury sector in 1989-
2017 to approximate Moncler’s CSSG standard deviation. Lastly, the luxury sector ROIC 1989-2017 is used to 
compute the ROIC standard deviation. The latter is the variable that mostly affects the target price. We have 
at least 10% upside in 67% cases, while a 10% downside is shown in 15.4% cases (Appendix 22). This confirms 
our BUY recommendation on Moncler’s stock.  

 
 

Table 9 - Target Price Sensitivity Analysis 
Ke (%) 

 9.1 8.6 8.1 7.8 7.6 7.3 7.1 6.6 6.1 

5.4 25,86 28,92 32,95 35,48 38,48 42,10 46,57 59,55 83,85 

5.2 25,40 28,27 31,98 34,28 36,98 40,20 44,10 55,06 74,14 

4.9 24,79 27,40 30,73 32,75 35,09 37,84 41,10 49,90 64,02 

4.6 24,25 26,65 29,66 31,47 33,54 35,92 38,72 46,00 57,02 

4.4 23,92 26,21 29,04 30,73 32,64 34,84 37,38 43,90 53,44 

4.2 23,62 25,80 28,47 30,05 31,84 33,87 36,20 42,09 50,48 

4.0 23,34 25,42 27,96 29,44 31,11 33,00 35,16 40,52 47,98 

3.8 23,08 25,07 27,48 28,89 30,46 32,22 34,22 39,14 45,84 

3.5 22,72 24,60 26,85 28,14 29,58 31,19 33,00 37,37 43,17 

3.2 22,40 24,17 26,28 27,49 28,82 30,29 31,94 35,87 40,97 

3.0 22,20 23,91 25,94 27,09 28,36 29,76 31,31 35,00 39,72 

2.9 22,11 23,79 25,77 26,90 28,14 29,51 31,02 34,59 39,14 

1.9 21,29 22,74 24,42 25,35 26,36 27,46 28,66 31,40 34,74 

0.9 20,67 21,95 23,41 24,22 25,08 26,01 27,01 29,25 31,90 

Source: Team Estimates 
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Graph 28 - Monte Carlo Simulation 

 
Sources: Company estimates 
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GLOSSARY 
 
Ø ABSOLUTE LUXURY BRANDS: characterized by elitism, heritage and uniqueness. This segment includes brands historically associated with luxury 

and manufacturers of precious products that traditionally drove the market. (Source: Altagamma) 
Ø ASPIRATIONAL LUXURY BRANDS: achieve their status by being recognizable and distinctive. (Source: Altagamma) 
Ø AFFORDABLE LUXURY BRANDS: more accessible than their Aspirational “relatives”. A very large number of consumers can purchase these brands 

and they typically buy these in order to show the ownership of a status symbol or to feel they belong to the class. (Source: Altagamma) 
Ø CAPSULE COLLECTION: collection made up of few elements that are the results of collaborations between luxury brands and stylists, designers 

or other brands. 
Ø COMPANY / GROUP / MONCLER: refers to Moncler S.p.A.  
Ø CSSG (Comparable store sales growth) / LFL (Like for like) / SSSG (Same-store sales growth): Sales growth in DOS that have been open for at 

least 52 weeks; the calculation excludes both outlets and stores that have been extended and/or relocated. 
Ø BRAND AWARENESS: Degree of recognition and diffusion of a particular brand among consumers. 
Ø BRAND MOMENTUM: refers to the quality of a brand’s market position, to its ability to consistently beat competitors and to be appealing to 

customers. 
Ø DEPARTMENT STORE: Large retail establishment with an extensive assortment of goods, which is organized into separate departments.  
Ø DIST PROTOCOL (Down Integrity System and Traceability): The Protocol regulates the breeding and respect of the animal, the traceability and 

the technical quality of the feather. 
Ø DOS: Directly operated stores, which include freestanding stores, travel retail stores, concessions and outlets.  
Ø DOORS: Multi-brand and mono-brand wholesale stores. 
Ø FASHION WEEKS: Fashion industry event that lasts approximately one week. Stylists, brands and fashion houses show their new collections, 

allowing buyers and media to observe the latest trends.  
Ø FLAGSHIP STORE: a mono-brand retail store which by its size and/or its location conveys the philosophy and image of the brand. 
Ø HARD LUXURY: describes products such as watches, jewellery and pens.  
Ø SOFT LUXURY: describes high-end apparel and leather goods. 
Ø 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.  
Ø MILLENIALS: The new millennium generation, also called Y generation, composed by all those born between 1980 and 2000.  
Ø MONOBRAND STORE: A shop that exclusively sells clothing, accessories and products of a specific brand.  
Ø MULTIBRAND STORE: shop that sells clothes, accessories and products of different brands. 
Ø OMNICHANNEL: A multichannel approach to sales provides the customer with a seamless shopping experience whether the customer is shopping 

online from a desktop or mobile device, by telephone or in a physical store. 
Ø ORGANIC GROWTH: growth rate a company can achieve without considering takeovers, acquisitions or mergers.  
Ø OUTLET: A shop that sells products and collections from previous years and seasons at discount prices.  
Ø RETAIL CHANNEL: distribution channel directly managed by Moncler through DOS or its own e-commerce website. 
Ø SALES DENSITY: revenue generated for a given area of sales space. 
Ø SHOP-IN-SHOP: mono-brand wholesale sales space located within a department store. 
Ø SHOWROOM: A space used to display a company’s products, particularly to wholesale customers.  
Ø TRAVEL RETAIL STORE: Point of sale located in potential-customers intense flow areas such as airports or railway stations. 
Ø UPT (Unit per Transactions): measures the average number of items that customers purchase in any given transaction. 
Ø WHOLESALE: The third-party distribution channel through which the group sells its products. This channel consists of both mono-brand (SiS) and 

multi-brand stores (doors). They buy products from Moncler and resell them to their final clients. 

 
END NOTES 
 
Ø Moncler, Moncler Annual Reports, Moncler Sustainability Reports, Moncler Capital Markets Day 
Ø Prospectus related to the initial public offer of sale and admission to trading on the electronic stock market organized and managed by the 

Italian stock exchange S.p.a. of the ordinary shares of Moncler S.p.a., November 2013 
Ø “How to win in an Omnichannel world“, David R. Bell, Santiago Gallino and Antonio More 
Ø “Luxury Retail Evolution 2017, Altagamma Presentation“, February 2017, Luca Solca, Melania Grippo and Guido Lucarelli 
Ø “IFRS 16, Il nuovo standard per il lease accounting“, May 2017, Giorgio Acunzo and Diego Dominijanni, Senior Managers EY 
Ø “IFRS 16: The leases standard is changing“,  September 2016, PWC 
Ø “Mix and match the industry, the luxury and cosmetics financial fact book 2017 edition”, EY 
Ø “Global Powers of Luxury Goods 2017“, “The new luxury consumer“, Deloitte 
Ø “2017 China Luxury Report, Chinese luxury consumers: The 1 trillion renminbi opportunity“, May 2017, McKinsey&Company 
Ø “Altagamma 2016 worldwide luxury market monitor“, October 2016, Claudia D’Arpizio, Bain&Company 
Ø “Altagamma worldwide luxury market monitor, 2017 Spring Update“, May 2017, Claudia D’Arpizio, Bain&Company 
Ø “Fashion & Luxury Private Equity and Investors Survey 2017 - Global report“, Deloitte 
Ø “Digital Competitive Map 2017, si va verso il superamento della storica fattura tra ecommerce e store“, April 2017, Contactlab 
Ø “La rivoluzione digitale e l’impatto sulle aziende“, November 2017, David Pambianco, Pambianco Strategie di Impresa 
Ø “Il futuro della moda in Italia, Opportunità da cogliere e risorse da valorizzare“, November 2017, Deutsche Bank 
Ø “Il futuro del branding, Dai valori intangibili alla gestione della complessità tangibilie“, November 2017, EY 
Ø “Pambianco – Fashion and Luxury“, November 2017, Premier Tax Free 
Ø “The Future of Italian Fashion“, November 2017, Winston Cheng, JD.com  
Ø “Altagamma Retail Presentation“ - January 2015  
Ø "Supply chain strategy for companies in the luxury-fashion market", International Journal of Retail & Distribution Management, Cecilia Maria 

Castelli, Andrea Sianesi (2015) 
Ø Supply chain management in the luxury industry: A first classification of companies and their strategies, Federico Caniato, Maria Caridi, Cecilia 

Castelli, Ruggero Golin. 
Ø Moody’s rating methodologies, February 2018, Moody’s Rating Agency 
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APPENDIX 1 - STATEMENTS AND KEY FINANCIALS 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

  

Income Statement 
€/000 2013 2014 2015 2016 2017E 2018E 2019E 2020E 2021E 2022E 

Net Revenues 580,577 694,189 880,393 1,040,311 1,202,353 1,311,855 1,455,735 1,581,412 1,717,951 1,859,493 
%growth 18.7% 19.6% 26.8% 18.2% 15.6% 9.1% 11.0% 8.6% 8.6% 8.2% 

Net Retail Revenues 333,553 430,683 619,680 764,173 881,080 982,130 1,100,699 1,215,201 1,333,138 1,453,532 
%growth 32.6% 29.1% 43.9% 23.3% 15.3% 11.5% 12.1% 10.4% 9.7% 9.0% 

%Revenues 57.5% 62.0% 70.4% 73.5% 73.3% 74.9% 75.6% 76.8% 77.6% 78.2% 
Net Wholesale Revenues 247,024 263,506 260,713 276,138 321,273 329,725 355,036 366,211 384,814 405,961 

%growth 3.9% 6.7% -1.1% 5.9% 16.3% 2.6% 7.7% 3.1% 5.1% 5.5% 
%Revenues 42.5% 38.0% 29.6% 26.5% 26.7% 25.1% 24.4% 23.2% 22.4% 21.8% 

Cost of Goods Sold 166,520 192,524 225,495 252,303 292,227 312,721 343,827 367,783 395,709 425,206 
%growth 12.3% 15.6% 17.1% 11.9% 15.8% 7.0% 9.9% 7.0% 7.6% 7.5% 

%Revenues 28.7% 27.7% 25.6% 24.3% 24.3% 23.8% 23.6% 23.3% 23.0% 22.9% 
Gross Profit 414,057 501,665 654,898 788,008 910,126 999,134 1,111,907 1,213,629 1,322,243 1,434,287 

%growth 21.5% 21.2% 30.5% 20.3% 15.5% 9.8% 11.3% 9.1% 8.9% 8.5% 
Margin 71.3% 72.3% 74.4% 75.7% 75.7% 76.2% 76.4% 76.7% 77.0% 77.1% 

Selling Expenses 147,643 182,966 253,448 312,353 367,729 406,405 451,031 492,089 533,983 575,924 
%growth 28.3% 23.9% 38.5% 23.2% 17.7% 10.5% 11.0% 9.1% 8.5% 7.9% 

%Revenues 25.4% 26.4% 28.8% 30.0% 30.6% 31.0% 31.0% 31.1% 31.1% 31.0% 
G+A 57,911 66,043 79,535 94,093 108,212 118,067 131,016 142,327 154,616 167,354 

%growth 13.2% 14.0% 20.4% 18.3% 15.0% 9.1% 11.0% 8.6% 8.6% 8.2% 
%Revenues 10.0% 9.5% 9.0% 9.0% 9.0% 9.0% 9.0% 9.0% 9.0% 9.0% 

Advertising/Promotion 35,985 46,072 57,847 68,143 78,153 85,271 94,623 102,792 111,667 120,867 
%growth 24.3% 28.0% 25.6% 17.8% 14.7% 9.1% 11.0% 8.6% 8.6% 8.2% 

%Revenues 6.2% 6.6% 6.6% 6.6% 6.5% 6.5% 6.5% 6.5% 6.5% 6.5% 
Stock Options Expenses 6,119 5,034 11,389 15,738 15,700 14,200 7,000 7,000 7,000 7,000 

%growth - -17.7% 126.2% 38.2% -0.2% -9.6% -50.7% 0.0% 0.0% 0.0% 
%Revenues 1.1% 0.7% 1.3% 1.5% 1.3% 1.1% 0.5% 0.4% 0.4% 0.4% 

EBIT 166,399 201,550 252,679 297,681 340,332 375,191 428,238 469,422 514,977 563,142 
%growth 14.2% 21.1% 25.4% 17.8% 14.3% 10.2% 14.1% 9.6% 9.7% 9.4% 

Margin 28.7% 29.0% 28.7% 28.6% 28.3% 28.6% 29.4% 29.7% 30.0% 30.3% 
Net Financial Result (21,153) (6,064) (1,708) (4,592) (2,992) (2,456) (1,998) (1,607) (1,271) (983) 

%growth 23.5% -71.3% -71.8% 168.9% -34.9% -17.9% -18.6% -19.6% -20.9% -22.7% 
EBT 145,246 195,486 250,971 293,089 337,340 372,735 426,240 467,815 513,706 562,159 

%growth 12.9% 34.6% 28.4% 16.8% 15.1% 10.5% 14.4% 9.8% 9.8% 9.4% 
Income taxes 50,816 65,377 83,061 96,767 87,708 108,093 123,609 154,379 169,523 185,513 

%growth 15.6% 28.7% 27.0% 16.5% -9.4% 23.2% 14.4% 24.9% 9.8% 9.4% 
Net Income From Continuing 
Operations 94,430 130,109 167,910 196,322 249,632 264,642 302,630 313,436 344,183 376,647 

%growth 11.5% 37.8% 29.1% 16.9% 27.2% 6.0% 14.4% 3.6% 9.8% 9.4% 
Net result from discontinued 
operations 

-            
16,044 - - - - - - - - - 

%growth -70.0% - - - - - - - - - 
Consolidated Net Income, 
including minorities 78,386 130,109 167,910 196,322 249,632 264,642 302,630 313,436 344,183 376,647 

%growth 151.9% 66.0% 29.1% 16.9% 27.2% 6.0% 14.4% 3.6% 9.8% 9.4% 
Minority Result 2,314 (229) 47 279 279 279 279 279 279 279 

%growth 1.5% -109.9% -120.5% 493.6% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 
Net income, group share 76,072 130,338 167,863 196,043 249,353 264,363 302,351 313,157 343,904 376,368 

%growth 163.7% 71.3% 28.8% 16.8% 27.2% 6.0% 14.4% 3.6% 9.8% 9.4% 

 

 
Income Statement H1 2017 

€/000 H1 2017 
Net Revenues 407.6 

%growth 18% 
Cost of Goods Sold 99.3 
Gross Profit 308.3 
Selling Expenses 154 
G+A 51.1 
Advertising/Promotion 29.9 
Stock Options Expenses 10 
EBIT 63.3 
Net Financial Result 2.9 
EBT 60.3 

Taxes 18.4 
Tax Rate 30.5% 
Net Income, including 
Non-controlling interests 41.9 

Non-controlling interests 0.1 
Net Income, Group share 41.8 

%growth 25% 

 
 

 

Key Ratios 
€/000 2013 2014 2015 2016 2017E 2018E 2019E 2020E 2021E 2022E 

ROCE (NOPAT/CE) 19.1% 21.7% 24.8% 28.6% 33.0% 33.6% 36.8% 36.8% 39.1% 41.6% 
ROIC (NOPAT/avgIC) 26.3% 30.8% 34.2% 37.3% 43.8% 42.8% 46.4% 45.9% 48.4% 51.1% 
EBITDA margin 32.0% 32.8% 32.8% 32.6% 32.5% 33.0% 33.9% 34.2% 34.5% 34.7% 
Capital Turnover (Rev/CE) 102.6% 112.4% 129.2% 149.1% 157.8% 165.4% 176.0% 185.0% 194.9% 205.1% 
ROE 27.9% 35.9% 34.8% 31.4% 31.2% 26.5% 25.0% 22.0% 21.2% 20.8% 
Tax rate 35.0% 33.4% 33.1% 33.0% 26.0% 29.0% 29.0% 33.0% 33.0% 33.0% 
Asset Turnover (Rev/IC) 1.4 1.5 1.7 1.9 2.0 2.1 2.2 2.3 2.4 2.5 
Capex/D&A 1.8 1.9 1.8 1.5 1.4 1.3 1.2 1.2 1.2 1.1 
Net Debt/Equity 55.6% 26.5% 9.1% -15.0% -28.0% -39.1% -48.0% -53.9% -58.2% -61.8% 
Net Debt/EBITDA 92.2% 48.8% 17.2% -31.2% -64.2% -98.8% -128.6% -152.1% -168.6% -182.0% 
Interest Coverage Ratio 7.64 16.57 42.29 58.55 97.40 126.32 169.63 218.75 282.33 363.22 
Operating Leverage 55.6% 26.5% 9.1% - - - - - - - 
Pay-out Ratio 33.3% 23.1% 20.9% 22.8% 22.5% 25.0% 25.3% 35.0% 45.0% 50.0% 
Goodwill/CE 27.5% 25.2% 22.8% 22.3% 20.4% 19.6% 18.8% 18.2% 17.6% 17.2% 
Sales Growth 18.7% 19.6% 26.8% 18.2% 15.6% 9.1% 11.0% 8.6% 8.6% 8.2% 
EBITDA Growth 14.9% 22.8% 26.7% 17.6% 15.2% 10.9% 13.8% 9.6% 9.5% 9.0% 
EBIT Growth 14.2% 21.1% 25.4% 17.8% 14.3% 10.2% 14.1% 9.6% 9.7% 9.4% 
EBT Growth 12.9% 34.6% 28.4% 16.8% 15.1% 10.5% 14.4% 9.8% 9.8% 9.4% 
Net Income Growth 163.7% 71.3% 28.8% 16.8% 27.2% 6.0% 14.4% 3.6% 9.8% 9.4% 

 

 

Source: Team Estimates 

 

Source: Team Estimates 

 

Source: Company’s Statement 
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Balance Sheet 
€/000 2013 2014 2015 2016 2017E 2018E 2019E 2020E 2021E 2022E 

Inventories and WIP 77,224 122,821 134,063 135,849 156,306 170,541 189,246 205,584 223,334 241,734 
%Growth -20.1% 59.0% 9.2% 1.3% 15.1% 9.1% 11.0% 8.6% 8.6% 8.2% 

%Revenues 13.3% 17.7% 15.2% 13.1% 13.0% 13.0% 13.0% 13.0% 13.0% 13.0% 
Trade Account Receivables 76,521 86,593 89,782 104,864 120,235 131,185 145,573 158,141 171,795 185,949 

%Growth -29.3% 13.2% 3.7% 16.8% 14.7% 9.1% 11.0% 8.6% 8.6% 8.2% 
%Revenues 13.2% 12.5% 10.2% 10.1% 10.0% 10.0% 10.0% 10.0% 10.0% 10.0% 

Trade account payables 107,077 112,323 112,969 132,586 156,306 170,541 189,246 205,584 223,334 241,734 
%Growth -14.4% 4.9% 0.6% 17.4% 17.9% 9.1% 11.0% 8.6% 8.6% 8.2% 

%Revenues 18.4% 16.2% 12.8% 12.7% 13.0% 13.0% 13.0% 13.0% 13.0% 13.0% 
Net Working Capital 46,668 97,091 110,876 108,127 120,235 131,185 145,573 158,141 171,795 185,949 

%Growth -41.5% 108.0% 14.2% -2.5% 11.2% 9.1% 11.0% 8.6% 8.6% 8.2% 
%Revenues 8.0% 14.0% 12.6% 10.4% 10.0% 10.0% 10.0% 10.0% 10.0% 10.0% 

Other Current Asset 168,515 162,904 173,743 265,324 275,362 257,515 257,840 242,815 216,878 216,321 
%Growth 35.4% -3.3% 6.7% 52.7% 3.8% -6.5% 0.1% -5.8% -10.7% -0.3% 

Other Current Liabilities 152,875 196,945 217,426 321,304 336,468 438,241 508,093 569,345 595,590 660,424 
%Growth 6.1% 28.8% 10.4% 47.8% 4.7% 30.2% 15.9% 12.1% 4.6% 10.9% 

Working Capital 62,308 63,050 67,193 52,147 59,129 (49,541) (104,679) (168,388) (206,917) (258,154) 
%Growth 3.6% 1.2% 6.6% -22.4% 13.4% -183.8% 111.3% 60.9% 22.9% 24.8% 

Fixed Assets 58,248 77,254 102,234 123,925 142,820 159,237 174,904 189,179 202,222 214,038 
%Growth 12.4% 32.6% 32.3% 21.2% 15.2% 11.5% 9.8% 8.2% 6.9% 5.8% 

Other Long Term Assets 445,117 477,572 512,242 521,837 560,231 683,433 757,050 834,018 886,191 950,735 
%Growth -2.4% 7.3% 7.3% 1.9% 7.4% 22.0% 10.8% 10.2% 6.3% 7.3% 

Capital Employed 565,673 617,876 681,669 697,909 762,180 793,129 827,274 854,809 881,497 906,619 
%Growth -0.4% 9.2% 10.3% 2.4% 9.2% 4.1% 4.3% 3.3% 3.1% 2.8% 

Goodwill 155,582 155,582 155,582 155,582 155,582 155,582 155,582 155,582 155,582 155,582 
%Growth 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 

Capital Invested 410,091 462,294 526,087 542,327 606,598 637,547 671,692 699,227 725,915 751,037 
%Growth -0.6% 12.7% 13.8% 3.1% 11.9% 5.1% 5.4% 4.1% 3.8% 3.5% 

           
Other Long Term Liabilities 84,028 86,147 85,267 100,134 116,090 126,467 140,446 152,512 165,712 179,348 

%Growth -13.4% 2.5% -1.0% 17.4% 15.9% 8.9% 11.1% 8.6% 8.7% 8.2% 
Equity, Group Share 307,495 419,503 546,158 703,452 896,771 1,094,912 1,320,853 1,524,405 1,713,552 1,901,736 

%Growth 28.9% 36.4% 30.2% 28.8% 27.5% 22.1% 20.6% 15.4% 12.4% 11.0% 
Minorities 3,090 1,071 649 119 119 119 119 119 119 119 

%Growth 21.5% -65.3% -39.4% -81.7% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 
NFP 171,060 111,155 49,595 (105,796) (250,800) (428,369) (634,144) (822,228) (997,887) (1,174,584) 

%Growth -25.6% -35.0% -55.4% -313.3% 137.1% 70.8% 48.0% 29.7% 21.4% 17.7% 
Capital Employed 565,673 617,876 681,669 697,909 762,180 793,129 827,274 854,809 881,497 906,619 

%Growth -0.4% 9.2% 10.3% 2.4% 9.2% 4.1% 4.3% 3.3% 3.1% 2.8% 

 

Average Multiples 
 2013 2014 2015 2016 2017E 2018E 2019E 2020E 2021E 2022E 

Price (€/share) 15.80 11.12 12.92 16.53 26.08 31.84 31.84 31.84 31.84 31.84 
Total shares outstanding (m) 250.0 250.0 250.1 251.3 254,700 254,700 254,700 254,700 254,700 254,700 
Mkt Cap (€m) 3,950 2,780 3,231 4,154 6,642 8,109 8,109 8,109 8,109 8,109 
Net Debt (€m) 171 111 49 (105) (250) (428) (634) (822) (997) (1,174) 
EV (€m) 4,121 2,891 3,280 4,048 6,391 7,680 7,474 7,286 7,111 6,934 
EPS (€/share) 0.30 0.52 0.67 0.79 0.98 1.04 1.19 1.23 1.35 1.48 
EV/CE 7.29x 4.68x 4.81x 5.80x 8.39x 9.68x 9.04x 8.52x 8.07x 7.65x 
EV/Sales 7.10x 4.16x 3.73x 3.89x 5.32x 5.85x 5.13x 4.61x 4.14x 3.73x 
EV/EBIT 24.77x 14.34x 12.98x 13.60x 18.78x 20.47x 17.45x 15.52x 13.81x 12.31x 
EV/EBITDA 22.21x 12.69x 11.55x 12.13x 16.36x 17.72x 15.16x 13.48x 12.01x 10.74x 
EV/NOPAT 38.09x 21.55x 19.41x 20.31x 25.38x 28.83x 24.58x 23.17x 20.61x 18.38x 
P/E 52.67x 21.38x 19.28x 20.92x 26.64x 30.67x 26.82x 25.89x 23.58x 21.55x 
Dividend Yield 0.6% 1.1% 1.1% 1.1% 1.0% 1.0% 1.2% 1.7% 2.4% 2.9% 
P/Book Value 12.85x 6.63x 5.92x 5.91x 7.41x 7.41x 6.14x 5.32x 4.73x 4.26x 
FCFF per share (€/share) 0.51 0.24 0.50 0.72 0.87 0.94 1.08 1.13 1.25 1.38 
FCFF Yield 3.2% 2.2% 3.9% 4.4% 3.3% 3.6% 4.2% 4.4% 4.9% 5.4% 

 Source: Team Estimates 

Statement of Net Financial Position 
€/000 2013 2014 2015 2016 2017E 2018E 2019E 2020E 2021E 2022E 

Liquidity 105,300 123,419 148,603 243,389 347,615 510,209 703,255 880,250 1,046,982 1,215,862 
%growth 11.2% 17.2% 20.4% 63.8% 42.8% 46.8% 37.8% 25.2% 18.9% 16.1% 

%Rev 18.1% 17.8% 16.9% 23.4% 28.9% 38.9% 48.3% 55.7% 60.9% 65.4% 
Current financial assets - - - 3,019 3,019 3,019 3,019 3,019 3,019 3,019 

%growth 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 
Current financial debt 116,244 80,331 71,182 64,777 49,917 42,430 36,065 30,655 26,057 22,149 

%growth 20.3% -30.9% -11.4% -9.0% -22.9% -15.0% -15.0% -15.0% -15.0% -15.0% 
Non-current fin debt 160,116 154,243 127,016 75,835 49,917 42,430 36,065 30,655 26,057 22,149 

%growth -29.8% -3.7% -17.7% -40.3% -34.2% -15.0% -15.0% -15.0% -15.0% -15.0% 
Net financial debt 171,060 111,155 49,595 (105,796) (250,800) (428,369) (634,144) (822,228) (997,887) (1,174,584) 

 Source: Team Estimates 

 

Source: Team Estimates 
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APPENDIX 2 - COMPANY HISTORY 
 

 
 
 

 
 
 

APPENDIX 3 - SUPPLIERS 
 

 

 

 
Moncler’s supply chain is mainly vertically integrated and it includes various entities.  
Particularly, focusing on suppliers, there are:  
• Raw material suppliers: they provide fabrics, down, leathers, components and furs. 

Fabrics are sourced primarily from Japan and Italy, while suppliers of accessory 
components are almost exclusively located in Italy. Furs come mainly from Europe, while 
down is purchased from European and North American suppliers with supply chains in 
both Europe and Asia. 

• Façon manufacturers: they carry out the “cut-make-trim” phase. Moncler supplies them 
with raw materials and it outsources them the manufacture of final products. Most of 
these suppliers are in Eastern Europe, where a there is a long manufacturing tradition 
that allows to have high technical expertise and production capacity. 

• Finished product suppliers: they manufacture products on behalf of Moncler based on 
guidelines received. They produce t-shirts, polo shirts, hats, scarves, gloves, footwear 
and handbags. Down, nylon, and logoed materials are provided directly by Moncler 
while suppliers themselves source other raw materials. The majority of them is located 
in Europe, while the remaining part in Turkey. 

• Service suppliers: they assist Moncler in pattern making and quality control processes. 
They are located near the Company. 

The majority of Moncler’s suppliers (about 95%) is in EMEA, primarily in Italy. To obtain a 
higher control over supply and to exploit synergies with best suppliers, Moncler reduced 
their number over last years, retaining those that are more in line with the Company’s 
vision, also in terms of environmental and social standards.  

APPENDIX 4 - SOCIAL NETWORK 

In recent years, internet came to play an increasingly important role for brands that want to improve their sales. Particularly, social networks are 
crucial to communicate brand’s identity and to win over new customers. This trend affected even the luxury sector, traditionally less inclined to 
innovative communicative solution. The adoption of social media by luxury firms is driven mainly by changes in customers' purchasing behaviour. 
Millennials increasing importance in luxury revenue generation lead luxury brands to exploit the impact of influencers and of social media on their 
purchasing decisions.  
We analysed the presence of luxury brands on three main social media platforms: Instagram, Facebook and Weibo. 
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Poor managerial 
performances lead 

Moncler close to 
bankruptcy 

Remo Ruffini 
acquires 
Moncler 

Thom Browne 
launches the 
Gamme Bleu  

Moncler 
launches the 
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Moncler is 
listed on the 
Milan Stock 

Exchange 

Moncler’s 
revenues reach 

€ 1 billion  

Moncler 
releases new 

collections and 
partnerships 

2017201620132010200920062003200019801952
The company is 

founded in 
Monastier-de-

Grenoble, 
France 

Gianbattista Valli 
releases the first 

Haute-Couture 
collection, Gamme 

Rouge 

Moncler lands 
to the city 

Design and 
Development 

Raw Material 
sourcing Production Quality 

Control Distribution

 Orders by 
Geographical Area 

Suppliers by 
Geographical Area 

Italy 51% 75.4% 
EMEA (no 
Italy) 39% 19.5% 

Americas 2% 0.5% 
Asia and Row 8% 4.6% 

 
 

Suppliers by Category (2016) 
Raw materials 67% 
Finished products 16% 
Facon manufacturers 16% 
Services 1% 

 
 

Number Of Supply Chain Audits 
 2016 2015 2014 
Social and Ethical Audits 41 45 25 
Animal welfare audits 119 120 0 
Environmental audits 14 0 0 
Total 174 165 25 

Source: Company data 

 

Source: Company Data 

 

Source: Company Data 

 

Source: Company Data 

 

Source: Company Data 
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Key findings: 
1) Instagram is the most important social network for luxury brands to measure brand momentum; 
2) Facebook and Instagram show a correlation between sales and followers; 
3) Moncler has far less Facebook and Instagram followers than other fashion brands. Indeed, it is below the correlation line. It means that, for the 
same level of followers, it has higher sales than what average competitors’ do. Moncler has a good revenue generation without a strong presence 
on social networks: this is positive because it means that it has already some potential to be exploited in the digital field. 
 
APPENDIX 5 - GOOGLE SEARCHES 

Google Weekly searches performed on the word "Moncler" display the rising interest on the brand among people in EMEA and Americas (Chinese 
data not available).  

Sources: Google Trends 
It is possible to observe that “Moncler” searches have a seasonality that depends on the nature of the product. They increased in the last year with 
the peak in November 17th 2017, 33.3% higher than the previous year. 
With respect to competitors, “Louis Vuitton” and “Gucci” searches are at top levels: this shows that Moncler has still a lot of gap that needs to fill to 
become worldwide popular. Hence, a potential increase in Moncler “searches” can boost sales. 
 
APPENDIX 6 - PRIVATE EQUITY ANALYSIS 
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DOS: 235 (2016) 

End of royalties 
and licenses 
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retail business 

Retail expansion 
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Rev (€m):  6.9 to 259 (2007) 
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Rev (€m): 489 (2012) 
 

Retail weight: 51.4% (2012)  
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Ongoing growth 
 

TEMASEK 

Source: Team Estimates 

Source: Instagram, Facebook, Weibo and Team estimates 
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APPENDIX 7 - SWOT ANALYSIS 
 

Strengths Weaknesses 
• Market leader in a luxury niche. 
• Geographical revenues diversification: Moncler’s revenues do not 

depend on one region only. 
• Brand has a recognizable style, design and heritage. 
• Presence in most of premium locations. 
• Visionary management, able to anticipate and set trends. 
• Italian shareholders’ structure and top management evoke idea of 

“Made in Italy”, even though not all products are made in Italy. 
• Efficient time to market and collections to follow changes in 

customers preferences. 
• Among the highest EBITDA margin in the luxury industry. 
• Sales density and CSSG above peers’ average. 

• Low product diversification: about 80% of revenues comes down 
jackets. 

• Not all products are “Made in Italy”. Some of them are produced in 
Eastern Europe. 

 

Opportunities Threats 
• Diversification with complementary products categories (knitwear, 

shoes, accessories). 
• Expansion of the DOS channel: there are still geographical areas 

where to expand. 
• Expansion in the travel retail. Currently, the presence in airports is 

quite low. 
• Growth in the digital channel, with exploitation of the omni-channel 

approach.  
• Excess cash usable to open larger flagship stores, to further improve 

the brand image and to finance new projects. 
• 2022 Beijing Winter Olympic Games will bring new Chinese skiers.  

• Animal-friendly trends: customers may become eco-friendlier and 
avoid jackets with real animals’ down. 

• Counterfeit products may damage the brand reputation. 
• Compliance of Eastern Europe suppliers with sustainability best 

practices. 
• Global overheating may need to a lower need for luxury down 

jackets, even though on the very long run. 

Source: Team Estimates 

APPENDIX 8 - PORTER’S FIVE FORCES ANALYSIS 

THREAT OF ENTRY à 2/5 
Many players characterize the luxury fashion industry. Therefore, a new entrant, to be successful, should be able to differentiate itself. One of the 
main drivers that fosters sales is “brand power”, which requires efforts and time to be created: therefore, customers will not immediately consider 
a new entrant as a valid alternative. A strong barrier to entry is represented by the capital that needs to be invested to access the industry: 
investments are needed to open stores, develop a distribution channel and for marketing purposes. The latter, is an investment required to build 
the brand identity and it is mostly sunk. Since the industry has some growth opportunities for the future, yet not so strong, incumbents are likely to 
retaliate in case of a new entry. 
BARGAINING POWER OF SUPPLIERS à 1/5 
Main suppliers for the industry are textile companies, which manufacture for luxury fashion brands and raw materials producers. 
Textile companies mostly supply few brands simultaneously and are small and medium sized. They bear investments for special equipment required 
to supply their customers and they cannot integrate forward since they lack a strong brand, a relevant fashion history and a distribution channel. 
Moreover, luxury fashion companies are for these suppliers the most important client, as they represent their main source of revenues. Hence, 
suppliers cannot charge too high prices in order to do not lose the client. To change suppliers, fashion brands have almost no switching costs. 
Moreover, fashion brands can decide to backward integrate themselves (for example, Moncler opened of a production site in Romania). For raw 
materials suppliers, the reasoning made before holds: they are small-medium size companies with a low bargaining power. The majority of these 
suppliers are located in Middle-East Europe, in countries where wages are low and, even in this case, luxury companies represent for them the main 
clients. 
BARGAINING POWER OF CUSTOMERS à 3/5 
The power of retail customers on the fashion luxury market is low because buyers are mostly individual. They only choose the brand and the item to 
buy and there is no room for price negotiation. Noteworthy, bargaining power of customers is further reduced by the low-price sensitivity that 
characterizes the luxury industry consumption. On the other hand, the rising of more sophisticated customers – with new social, cultural and 
psychological tastes, forces companies to follow new trends by leveraging on marketing and advertising efforts as well as product innovation. Despite 
this, the bargaining power of retail customers remains low. 
THREAT OF SUBSITUTES à 2/5 
Starting from the definition of luxury goods, for which no substitutes exist, we identified some possible substitution threat sources, which are linked 
on the one side to the product itself and on the other to the status attached to it. Lower level clothes manufacturing companies (Woolrich, Colmar) 
can offer the same high-end elegance and style of luxury brands, but at a lower price. Furthermore, down jackets manufacturers are more focused 
on the technical aspect (The North Face, Patagonia) can threat the Company business. 
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RIVALRY AMONG EXISTING COMPETITORS à 3/5 
The fashion luxury market is characterized by a large number of brands with partially overlapping product offers (in terms of features and not of 
“brand meaning/identity”). The market concentration is low, even though there are some large luxury conglomerates (LVMH, Kering). Luxury brands 
do not usually compete on price because customers are usually price insensitive and because a competition based on price-cutting could be 
ineffective, since clients might perceive the brand as less valuable and less exclusive. Indeed, the competition is mostly fought at an intangible level, 
in terms of desirability, design, feelings evoked, customer experience, and meaning of the brand. The market is expected to grow at a moderate rate 
in the future, which means that competitors, on one side, will be able to reach untapped market shares but, on the other side, will still need to fight 
to keep their market share. Distribution is another key point for the competition. Fashion luxury brands need to control their image and in-store 
service; therefore, the DOS are usually preferred to licensing or franchising. This can lead to a competition to find the best spot in prestigious luxury 
streets. For what concerns the wholesale channel, luxury brands usually access only main upscale multi-brand stores to attract high-end consumers. 
 
APPENDIX 10 - M-SCORE ANALYSIS 

In October 2015, the Italian tax authority started a tax audit on Moncler’s subsidiary Industries S.p.A. The objections set forth in the tax audit report 
are mainly related to transfer pricing matters connected with the transfer of goods and provisions of services to foreign affiliates. It all ended in 
December 2017 when Moncler signed an agreement with the Italian authority for a cost of €24.5 million. Because of the previous mentioned event, 
we decided it could worth to run a M-Score analysis to better understand the goodness of Moncler financial report with specific reference to earnings. 
The Beneish M-Score analysis is a model developed by Professor Messod Beneish (1999) to verify if a company manipulated its earnings: thanks to 
the analysis of a sample of earnings manipulators, Beneish identified some general behaviours and modelled them.  Particularly, the model uses 8 
financial ratios that are calculated using 13 input variables coming from the company financial statements. Then, the 8 financial ratios are combined 
as follows:  
M-Score = −4.84 + 0.92 × DSRI + 0.528 × GMI + 0.404 × AQI + 0.892 × SGI + 0.115 × DEPI −0.172 × SGAI + 4.679 × TATA − 0.327 × LVGI 
If the M-Score is lower than -2.22, the company is unlikely to be a manipulator. 
We applied the model to Moncler financial results: 

Input Variables 
(€/000) 2012A 2013A 2014A 2015A 2016A 
Net Receivables 108.169 76.521 86.593 89.782 104.864 
Sales 489.183 580.577 694.189 880.393 1.040.311 
COGS 148.260 166.520 192.524 225.495 252.303 
Current Assets 329.276 322.260 372.318 397.588 506.037 
PPE 51.816 58.248 77.254 102.234 123.925 
Securities 0 0 0 0 0 
Total Assets 837.304 825.625 927.144 1.012.064 1.151.799 
Depreciation 15.708 19.185 26.276 31.300 36.200 
Sales, General & Administrative Expense 166.204 205.554 249.009 332.983 406.446 
Current Liabilities 271.113 270.896 266.180 252.974 272.259 
Total Long-Term Debt 228.088 160.116 154.243 127.016 75.835 
Income from Continuing Operations 84.690 94.430 130.109 167.910 196.322 
Cash flows from Operations 88.552 90.414 141.695 181.887 277.451 

Financial Ratios 
DSRI = Day Sales in Receivables Index - 0.60 0.95 0.82 0.99 
GMI = Gross Margin Index - 0.98 0.99 0.97 0.98 
AQI = Asset Quality Index - 0.99 0.96 0.98 0.90 
SGI = Sales Growth Index - 1.19 1.20 1.27 1.18 
DEPI = Depreciation Index - 0.94 0.98 1.08 1.04 
SGAI = Sales, General & Administrative Expenses Index - 1.04 1.01 1.05 1.03 
LVGI = Leverage Index - 0.88 0.87 0.83 0.80 
TATA = Total Accruals to Total Assets - 0.00 -0.01 -0.01 -0.07 
M-Score - -2.65 -2.40 -2.44 -2.65 

Source: Team Estimates 
The output is that Moncler is not likely to manipulate its earnings results. However, it should be noted that the M-Score is a probabilistic model: it 
does not have a 100% accuracy. 
 
APPENDIX 11 - CORPORATE GOVERNANCE AND CSR 

BOARD OF DIRECTORS 
All members of the BoD are in charge until the approval of the Financial Statement of Year 2018. From the following table it is possible to see that 
Moncler’s BoD has 11 members, of which six are independent. We believe that the composition of Moncler’s BoD can be a strength since members 
have different backgrounds: there are directors who have been within Moncler for many years, former managers of clothing companies and directors 
with experience in the luxury industry and representatives of the financial and private equity sector. According to us, it is meaningful to highlight the 
presence of two members: Nerio Alessandri and Stephanie Phair. The first is the founder of Technogym, who managed to turn gyms into something 
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fashionable and suitable for everyone. Differently, Stephanie Phair has a remarkable experience in the digital fashion luxury sector since, in 2009, 
she co-founded TheOutnet.com, a business under the Net-A-Porter Group and she became Chief Strategy Officer in 2016 of Farfetch, an online 
fashion retail platform on which Moncler is selling its items. Therefore, these two members can help Moncler to keep on build a strong brand meaning 
and to expand in the digital channel. 

           Committees 

Name Title List Independent Exec. Other 
charges 

Attendance 
to BoD: 

First 
appointment: 

In charge 
as of: Birth M/F 

Nomination 
& 

remuneration  

Control, risk 
and 

sustainability 

Related 
parties 

Remo Ruffini Chairman 
and CEO M NO YES 4 100% 01/10/2013 20/04/2016 1961 M     

Juan Carlos Torres 
Carretero Director M NO NO 6 100% 08/11/2016 08/11/2016 1949 M     

Virginie Sarah 
Sandrine Morgon Director M NO NO 12 89% 01/10/2013 20/04/2016 1969 F YES    

Sergio Buongiovanni Executive 
Director M NO YES 2 100% 01/10/2013 20/04/2016 1962 M     

Luciano Santel Executive 
Director M NO YES 2 100% 20/04/2016 20/04/2016 1956 M     

Nerio Alessandri Independent 
Director M YES NO 10 78% 04/11/2013 20/04/2016 1961 M     

Stephanie Phair Independent 
Director M YES NO 1 88% 20/04/2016 20/04/2016 1978 F     

Gabriele Galateri di 
Genola 

Independent 
Director M YES NO 12 67% 07/07/2014 20/04/2016 1947 M  YES  

(Chairman)   

Diva Moriani Independent 
Director M YES NO 9 78% 15/12/2014 20/04/2016 1968 F YES  

(Chairman) 
 YES 

Guido Pianaroli Independent 
Director M YES NO 0 88% 20/04/2016 20/04/2016 1952 M  YES YES 

Marco Diego De 
Benedetti 

Lead 
Independent 

Director 
M YES NO 12 78% 01/10/2013 20/04/2016 1962 M YES YES YES  

(Chairman) 

 
STATUTORY AUDITORS 
The Board of Statutory Auditors was appointed on April 20th, 2017 and it will remain in charge until the approval of the Financial Statement of Year 
2019. The Statutory Auditors was elected from two different lists: “Lista 1”, proposed by “Ruffini Partecipazioni S.r.l.”, and “Lista 2”, proposed by 
some asset management firms and other investors. Noteworthy, the Chairman has been elected from Lista 2.  

 
  

REMUNERATION POLICY 
Moncler adopts a compensation plan based on a fixed part and on a variable one with the aim to attract and retain the most skilled professionals. 
Moreover, in compliance with the “Codice di Autodisciplina”, Moncler’s remuneration features parachute agreements in case of early termination 
of the employment relationship of key managers, claw back and malus clauses and, under specific conditions, bonuses. In particular, Moncler has 
two remuneration policies: 
• Non-executive Directors and Independent Directors: their remuneration is fixed and proportional to the commitment required. Their 

remuneration is not linked to economic results or specific objectives and they do not benefit of stock options. 
• Managing Directors, Executive Directors and Key Manager: the remuneration is balanced to ensure consistency between short-term growth and 

sustainability of value creation on medium-long run for Shareholders. Particularly, they have: 
o Fixed component, represented by the annual salary and coherent with the level of internal authority in the Company. 
o Variable component: 

§ Annual incentives, represented by a bonus that depends on the accomplishment of predetermined objectives (MBO). It usually varies from 
20% to 40% of annual fixed component. 

§ Long-term incentive plans, represented by stock option plans. 
Concerning stock options, it is relevant to focus on the “2016-2018 Performance Shares Plan”, approved by the Shareholders’ Meeting of April 20th, 
2016. The beneficiaries of the plan are Ruffini (420.000 Moncler Rights), Buongiovanni (120.000 M.R.), Santel (180.000 M.R.), 3 key managers 
(420.000 M.R. in total) and 86 key people (1.698.000 M.R. in total). The vesting period is of 3 years, from 2016 to 2018 and the performance target 
to determine the allocation of the Moncler Rights is the Cumulative EPS. 
 
 
 

BOARD OF STATUTORY AUDITORS 

Name List Role In charge since In charge until: Annual remuneration 

Riccardo Losi Lista 2 Chairman 20/04/2017 SH mtg. approval FS 19 € 60,000 

Antonella Suffriti Lista 1 Standing Auditor 21/04/2017 SH mtg. approval FS 19 € 41,000 

Mario Valenti Lista 1 Standing Auditor 22/04/2017 SH mtg. approval FS 19 € 41,000 

Lorenzo Mauro Banfi Lista 1 Alternate Auditor 23/04/2017 SH mtg. approval FS 19 - 

Federica Albizzati Lista 2 Alternate Auditor 24/04/2017 SH mtg. approval FS 19 - 

Source: Company Data 

 

Source: Company Data 
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Name Office Fixed 
Remuneration 

Compensation 
for serving on 
committees 

Bonus and 
incentives 

Non-monetary 
benefits Total 

Fair value of 
equity 

compensation 
Remo Ruffini Chairman € 1,527,574 - € 1,500,000 € 5,953 € 3,033,527 € 2,639,353 

Juan Carlos Torres Carretero Director € 2,896 - - - € 2,896 - 

Virginie Sarah Sandrine Morgon Deputy Chairman € 17,574 € 13,484 - - € 31,058 - 

Sergio Buongiovanni Executive Director € 323,585 - € 190,400 € 12,978 € 526,963 € 904,485 

Luciano Santel Executive Director € 448,770 - € 256,728 € 6,182 € 711,680 € 1,093,555 

Nerio Alessandri Independent Director € 36,967 € 6,066 - - € 43,033 - 

Stephanie Phair Independent Director € 27,869 - - - € 27,869 - 

Gabriele Galateri di Genola Independent Director € 36,967 € 16,516 - - € 53,483 - 

Diva Moriani Independent Director € 31,508 € 26,967 - - € 58,475 - 

Guido Pianaroli Independent Director € 27,869 € 12,623 - - € 40,492 - 

Marco Diego De Benedetti Independent Director € 31,508 € 37,418 - - € 68,926 - 

 Source: Company Data 
ENVIRONMENT 
In terms of attention towards the environment, Moncler is undertaking different actions to reduce the impact of its activities. Remarkably, in 2016 
it signed a supply contract for renewable energy with the aim of using only renewable energy sources in Italy. The company also discloses its energy 
consumption and its CO2 emissions.  

 
The indirect energy consumption increased by far from 2015 to 2016 because Moncler expanded the scope of monitoring, including almost all stores 
and offices of the Company. Differently, the CO2 emissions per employees seem to be more stable: this because the company constantly tries to 
mitigate the energy consumption and the CO2 emissions. According to the Sustainability Plan, in 2018, Moncler wants to achieve the ISO 14001 
certification for its Italian corporate offices and wants to start the monitoring of CO2 emissions from raw-material transport from the Italian logistic 
hub (in Piacenza), with the aim of reaching the full monitoring coverage in 2019. 
COMMUNITY 
Moncler supports local communities and charitable organizations both at national and international level. Among these initiatives, in January 2018, 
Moncler launched a charity project in collaboration with UNICEF: “Warmly Moncler for UNICEF”. Moncler commits itself to provide kits (thermal 
blankets hats, gloves, scarves, socks, shoes and fuel to warm up schools) to children who live in conditions of extreme poverty around the world. 
BENCHMARK 
We performed a benchmark analysis to compare Moncler BoD with some peers: the results are that Moncler has a higher percentage of independent 
members while it has a lower percentage of Women representatives in the BoD.  
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ENERGY CONSUMPTION (kWh)  
2014 2015 2016 

Direct Energy Consumption 2,744,864 2,184,123 5,545,428 

Indirect Energy Consumption 5,167,804 8,273,354 18,437,766 

Total Energy Consumption 7,912,668 10,457,477 23,983,194 

Total Energy Consumption / Number of 
Employees 

6,240.3 7,085.0 7,949.4 

 

CO2 EMISSIONS (Tons CO2) 
 

2014 2015 2016 

Direct emissions 506.7 403.0 1,437.7 

Indirect emissions 2,645.9 3,944.6 7,092.8 

Total emissions 3,152.6 4,347.6 8,530.5 

Total emissions / Number of employees 2.49 2.95 2.83 

 
Source: Company Data 

 

Source: Team Estimates 
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SUSTAINABILITY ACCOUNTING STANDARDS BOARD MATERIALITY MAP 

The following reasons lead us to assign Moncler and Peers marks. 
• Description of processes to maintain compliance with restricted substances regulations:  
Moncler (5) and its suppliers comply with a Restricted Substances List (RSL). The proper implementation of the list is verified with independent 
laboratory tests. However, results about tests are not disclosed. For the same reasons we assign (5) also to Gucci and Ferragamo. 
Instead, Prada (2) and Hermes (2) lack of Restricted Substances List (RSL) disclosure. 
• Description of processes to assess and manage risks associated with chemicals in products: 
Moncler (4) frequently tests materials to identify the chemical composition and it requires that suppliers comply with international regulations about 
hazardous chemical substances (European Union’s REACH1 regulation, China’s GB2 standards, and the JIS3). However, they do not disclose results 
about tests. Gucci (6) pledged to ensure that all hazardous chemicals would be eliminated from the production by 2020. Prada (5) limit the use of 
chemicals according to CNMI guidelines, but does not report any result. Ferragamo (5) complies with the European chemical safety framework, 
based on Regulation (EU) No.1907/2006 (REACH Regulation), which bans the use of hazardous substances in manufacturing processes. Hermes (0) 
did not publish any commitment to eliminate chemicals materials from the products life cycle. 
• Top five raw materials used in products, by weight:  
Moncler (1) does not disclose any information about the top five used raw materials as Ferragamo (1), Hermes (1) and Gucci (1).  
Only Prada (5) discloses entirely main raw materials used in products. 
• Percentage of raw materials third party certified to an environmental or social sustainability standard, by standard: 
Moncler (6) controls the 100% of purchased down according to the DIST protocol. In 2016, independent auditors that verifies the compliance with 
the protocol performed 119 audits. Prada (5) ensures that 78% of 1100 suppliers are compliant with Convention on International Trade in Endangered 
Species (CITES) and RSL. Ferragamo (2) provides some information about controls performed over suppliers, even if it does not have a certificated 
standard from third parties. On the contrary, Hermes (1) and Gucci (1) do not communicate concrete results on environmentally preferred raw 
materials certified and processed. 
• Percentage of tier 1 suppliers and suppliers beyond tier 1 that have been audited to a labour code of conduct, percentage conducted by a third-

party auditor: 
Moncler (5) since 2016 ensures that its suppliers follow a Code of Suppliers Conduct. Moncler performs audits to verify that suppliers are compliant 
with the Code and with applicable laws. In 2016, 55 audits (referring to social, ethical, and environmental aspects) were performed, covering 31% of 
Moncler’s total value of orders. We believe that 31% is a percentage that can still be improved. Ferragamo (4) appoints an independent specialist to 
implement a long-term audit plan in order to ensure manufacturers comply with existing laws concerning occupational health, safety, and hygiene. 
Prada (3), Hermes (3) and Gucci (3) claim that they have a Code of Conduct and Ethics that sets minimum standards regarding the rights of employees 
and working conditions, however it is not published.  
• Discussion of greatest labour and environmental, health and safety risks in the supply chain:  
Moncler (5) adopts a proactive approach towards all stakeholders. It interacts with them continuously, promoting an ongoing dialogue. In addition, 
Prada, Ferragamo, Hermes and Gucci (5) adopt policies in order to safeguard employees’ health and safety in each workplace in compliance with 
local and international regulations. Injury rate is falling year over year for all the aforementioned companies. 
•  Percentage of tier 1 supplier facilities and suppliers’ facilities beyond tier 1 with wastewater discharge meeting or exceeding legal requirements: 
Moncler (2) started carrying out tests on wastewater only in 2016. It reports that, in the same year, it performed three tests: a value that we believe 
can be improved. Gucci, Ferragamo and Hermes (0) does not communicate any policy related to wastewater issues. Only Prada (1) provides 
information about a water purification plant recently established. 
• Percentage of tier 1 suppliers and suppliers beyond tier 1 who have completed the Sustainable Apparel Coalition's Higg Index Facility Module 

assessment or equivalent in data collection:  
Moncler (6) does not implement the SAC’s Higg Index Facility Module but it discloses information about gas, diesel, fuel and electricity consumption 
as well as the CO2 emissions. Prada (6) implements several measures to reduce energy consumption, including the replacement of heating and air 
conditioning equipment in factories. It has also launched a project to replace lights with low-consumption LEDs and to move towards the use of 100% 
renewable energies. Ferragamo, Hermes and Gucci (5) are committed to protect and safeguard the environment through continuous improvement 
in energy consumption, gas emissions and by promoting the use of renewable sources. 

Issue Category Issue Naming Key Performance Indicator Moncler Prada Ferragamo Hermes Gucci 

Business Model and Innovation 
Product quality and safety Description of processes to maintain compliance with restricted 

substances regulations 5 2 5 2 5 

Product quality and safety Description of processes to assess and manage risks associated with 
chemicals in products 4 5 5 0 6 

Leadership and Governance 

Raw materials sourcing and innovation Top five raw materials used in products, by weight 1 5 1 1 1 

Raw materials sourcing and innovation Percentage of raw materials third-party certified to an environmental or 
social sustainability standard, by standard 6 5 2 1 1 

Labour conditions in the supply chain 
Percentage of tier 1 suppliers and suppliers beyond tier 1 that have been 

audited to a labour code of conduct, percentage conducted by a third-
party auditor 

5 3 4 3 3 

Labour conditions in the supply chain Discussion of greatest labour and environmental, health and safety risks 
in the supply chain 5 5 5 5 5 

Environmental impacts in the supply chain Percentage of tier 1 supplier facilities and suppliers facilities beyond tier 
1 with wastewater discharge meeting or exceeding legal requirements 2 1 0 0 2 

Environmental impacts in the supply chain 
Percentage of tier 1 suppliers and suppliers beyond tier 1 who have 

completed the sustainable apparel coalition's Higg Index Facility Module 
assessment or equivalent in data collection 

6 6 5 5 5 

  Total 34 32 27 17 28 

Source: Team Estimates 
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APPENDIX 12 - GEOGRAPHICAL EXPANSION 
 

 
 
 
 

 

 

 

 

 

 

 

 

Source: Team Estimates 

  Source: Team Estimates 

APPENDIX 13 – PRODUCT DIVERSIFICATION 

Americas: new 
expansion in South 

America and market 
consolidation in North 

America. 

Australia: recently 
approached, important 

expansion source. 

Middle East: luxury hub, 
further expansion in next 

years, mostly with 
complementary products 

categories. 

Scandinavian Countries: 
important market mostly not 

covered yet. 

14% 11% 11% 11% 11% 11%

29% 33% 33% 32% 32% 32%

40% 43% 44% 45% 44% 43%

17% 13% 12% 12% 13% 14%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

2017E 2018E 2019E 2020E 2021E 2022E

Revenues by Geographical Area 

Italy EMEA Asia & RoW Americas

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

2022E

2021E

2020E

2019E

2018E

2017E

Outerwear Knitwear Shoes Accessories

Source: Company Data 

 



CFA Institute Research Challenge                                                                                                                                                                                                    February 2018 

12 
 

APPENDIX 14 - ADVERTISING EXPENSES COMPARATIVE ANALYSIS 
 
 
In 2016, Moncler’ advertising expenditure amounts to €68.1m, which equals 6.5% of 
annual revenues. In relative terms, Moncler’s expenditure is higher than those of the 
peers and this helps keeping a revenue growth higher above the sector. 
Moreover, the advertising expense is a key element to build a strong brand 
awareness, to make the Moncler brand worldwide famous and to drive people in 
stores. 
 

 
 
 
 

 

APPENDIX 15 - IFRS 16 

In January 2019, IFRS16 will become effective setting new lease accounting standards. The retail industry is likely to be one of the most affected 
since retail companies significantly use rented locations for their retail stores. Usually, such leases are accounted as operating lease: therefore, they 
do not have any impact on the balance sheet. However, the new accounting principle will require lessees to recognize almost all leases on the balance 
sheet (with the only exception of those with a duration lower than 12 months and with a low value).  
Accounting changes for the lessee:  
• Balance sheet: the lessee will recognize a lease-liability at the present value of future lease payments and the right-of-use of the underlying asset.  
• Profit and loss statement: the lessee will recognize an interest on the lease liability (higher in the first years) and a straight-line depreciation of the 

right-of-use asset instead than a simple rent expense.  
Impact on the lessee:  
• Net debt: it increases. 
• EBITDA: it increases because rental expenses are replaced by depreciation and financial interest. 
• Net Assets (Total assets – Total liabilities): it will decrease because the right of use will be amortized in straight line while the liability will be reduced 

slower.  
• Total expense (lease + depreciation): it will be front-loaded, even though cash rentals are the same. 
• Earnings: they will be lower in the first years of a lease but unchanged if aggregately considered over the whole duration of the lease. 
• Cash generation will not be affected. 
According to a PWC’s study, these might be the median impact on the debt and EBITDA for retailers: 

Impact on Moncler: since Moncler is planning to open ca. 15 new DOS in the next years, it may be penalized more than other brands that are in a 
lower expansionary phase.  
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APPENDIX 16 - DISCOUNTED CASH FLOW ANALYSIS 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Revenues estimation 
  2017E 2018E 2019E 2020E 2021E 2022E 

CSSG  7.0% 7.0% 6.8% 6.9% 6.9% 6.9% 
New Retail Openings 15 18 14 13 10 7 
Average Square Meters 140 150 160 165 170 175 
Sales Density (€/000) 30 30 30 30 30 30 
Retail Revenues (€m) 849.1 949.1 1,046.7 1,151.5 1,256.7 1,361.8 
%growth 11.1% 11.7% 10.3% 10.0% 9.1% 8.4% 
New SiS Openings 10 10 8 6 4 4 
Multibrand Doors 1450 1400 1350 1300 1300 1300 
SiS Revenues (€m) 76.3 91.0 102.8 111.6 117.5 123.4 
%growth 23.8% 19.2% 12.9% 8.6% 5.3% 5.0% 
Doors Revenues (€m) 212.9 205.6 198.2 190.9 190.9 190.9 
%growth -3.3% -3.4% -3.6% -3.7% 0.0% 0.0% 
Wholesale Revenues (€m) 289.3 296.7 301.1 302.5 308.4 314.3 
%growth 4.8% 2.5% 1.5% 0.5% 1.9% 1.9% 
Revenues Digital (€m) 81.5 92.9 107.8 127.3 152.7 183.2 
%Total Revenues 6.8% 7.1% 7.4% 8.0% 8.9% 9.9% 
%growth 12.0% 14.0% 16.0% 18.0% 20.0% 20.0% 
Gross Total Revenues (€m) 1,220.1 1,338.8 1,455.7 1,581.4 1,717.9 1,859.5 
%growth 17.6% 9.7% 8.7% 8.6% 8.6% 8.2% 
Forex impact -1.5% -2.1% 0.0% 0.0% 0.0% 0.0% 
Net Total Revenues (€m) 1,202.3 1,311.8 1,455.7 1,581.4 1,717.9 1,859.5 
%growth 15.6% 9.1% 11.0% 8.6% 8.6% 8.2% 
Of which Retail 73.3% 74.9% 75.6% 76.8% 77.6% 78.2% 
Of which Wholesale 26.7% 25.1% 24.4% 23.2% 22.4% 21.8% 

Source: Team Estimates 

 

Costs estimation 
 2017E 2018E 2019E 2020E 2021E 2022E 

COGS (€m) 292.2 312.7 343.8 367.7 395.7 425.2 
%growth 15.8% 7.0% 9.9% 7.0% 7.6% 7.5% 
%revenues 24.3% 23.8% 23.6% 23.3% 23.0% 22.9% 
Selling Expenses (€m) 367.7 406.4 451.0 492.0 533.9 575.9 
%growth 17.7% 10.5% 11.0% 9.1% 8.5% 7.9% 
%revenues 30.6% 31.0% 31.0% 31.1% 31.1% 31.0% 
Of which D&A (€m) 50.4 58.1 64.7 71.1 76.8 81.9 
%growth 39.4% 15.2% 11.4% 9.8% 8.0% 6.7% 
%revenues 4.2% 4.4% 4.5% 4.5% 4.5% 4.5% 
Of which Personnel (€m) 132.2 141.9 155.0 165.6 176.9 188.3 
%growth 13.8% 7.4% 9.2% 6.9% 6.8% 6.4% 
%revenues 11.0% 10.8% 10.6% 10.5% 10.3% 10.1% 
Of which Others (€m) 185.0 206.2 231.1 255.1 279.9 305.2 
%growth 15.7% 11.5% 12.1% 10.4% 9.7% 9.0% 
%revenues 15.4% 15.7% 15.9% 16.1% 16.3% 16.4% 
G+A (€m) 108.2 118.0 131.0 142.3 154.6 167.3 
%growth 15.0% 9.1% 11.0% 8.6% 8.6% 8.2% 
%revenues 9.0% 9.0% 9.0% 9.0% 9.0% 9.0% 
Advertisement & Promotion (€m) 78.1 85.2 94.6 102.7 111.6 120.8 
%growth 14.7% 9.1% 11.0% 8.6% 8.6% 8.2% 
%revenues 6.5% 6.5% 6.5% 6.5% 6.5% 6.5% 
Stock Options Expenses (€m) 15.7 14.2 7.0 7.0 7.0 7.0 
%growth -0.2% -9.5% -50.7% 0.0% 0.0% 0.0% 
%revenues 1.3% 1.1% 0.5% 0.4% 0.4% 0.4% 

Source: Team Estimates 

 FCFE estimation 
 2017E 2018E 2019E 2020E 2021E 2022E 

EBIT (€m) 340.3 375.1 428.2 469.4 514.9 563.1 
%growth 14.3% 10.2% 14.1% 9.6% 9.7% 9.3% 
%revenues 28.3% 28.6% 29.4% 29.7% 30.0% 30.3% 
Tax Rate 26.0% 29.0% 29.0% 33.0% 33.0% 33.0% 
Taxes (€m) 88.4 108.8 124.1 154.9 169.9 185.8 
NOPAT (€m) 251.8 266.3 304.0 314.5 345.0 377.3 
%growth 26.3% 5.8% 14.1% 3.4% 9.7% 9.4% 
%revenues 20.9% 20.3% 20.9% 19.9% 20.1% 20.3% 
D&A (€m) 50.4 58.1 64.7 71.1 76.8 81.9 
%growth 39.4% 15.2% 11.4% 9.8% 8.0% 6.7% 
%revenues 4.2% 4.4% 4.5% 4.5% 4.5% 4.5% 
Inventories (€m) 156.3 170.5 189.2 205.5 223.3 241.7 
%growth 15.1% 9.1% 10.9% 8.6% 8.6% 8.2% 
%revenues 13.0% 13.0% 13.0% 13.0% 13.0% 13.0% 
Receivables (€m) 120.2 131.1 145.5 158.1 171.7 185.9 
%growth 14.7% 9.1% 10.9% 8.6% 8.6% 8.2% 
%revenues 10.0% 10.0% 10.0% 10.0% 10.0% 10.0% 
Payables (€m) 156.3 170.5 189.2 205.5 223.3 241.7 
%growth 17.9% 9.1% 10.9% 8.6% 8.6% 8.2% 
%revenues 13.0% 13.0% 13.0% 13.0% 13.0% 13.0% 
Net Working Capital (€m) 120.2 131.1 145.5 158.1 171.7 185.9 
%growth 10.0% 10.0% 10.0% 10.0% 10.0% 10.0% 
%revenues 11.2% 9.1% 10.9% 8.6% 8.6% 8.2% 
∆NWC (€m) 12.1 10.9 14.3 12.5 13.6 14.1 
Capital Expenditures (€m)  69.4 74.6 80.5 85.5 90.0 94.1 
%growth 11.4% 7.5% 7.9% 6.2% 5.4% 4.5% 
%revenues 5.8% 5.7% 5.5% 5.4% 5.2% 5.1% 
Free Cash Flow to Firm (€m)  220.8 239.0 273.9 287.6 318.3 351.3 
%growth 21.7% 8.2% 14.6% 5.0% 10.7% 10.4% 
%revenues 18.4% 18.2% 18.8% 18.2% 18.5% 18.9% 
Net fin Income (Expenses) (€m) (2.2) (1.7) (1.4) (1.1) (0.8) (0.6) 
Dividends Paid (€m) (56.0) (66.2) (76.4) (109.6) (154.7) (188.1) 
Pay-out Ratio  22.5% 25.0% 25.3% 35.0% 45.0% 50.0% 
Free Cash Flow to Equity (€m) 145.0 177.5 205.7 188.0 175.6 176.6 

Source: Team Estimates 

 

Target Price estimation 
DCF Stage 1 (18E-22E) (€m) 1,251.7 
DCF Stage 2 (23E-27E) (€m) 1,288.2 
Terminal Value (€m) 5,320.7 
Enterprise Value (18E) (€m) 7,860.6 
Net Financial Position (17E) (€m) (250.8) 
Minorities (€m) 0.1 
Pensions (€m) 2.3 
Equity Value (18E) (€m) 8,109.0 
Outstanding Shares (m) 254.7 
Target Price (€/share) 31.84 
Dividends (€/share) 0.26 
Total Return (€/share) 32.10 

Source: Team Estimates 

 

DCF Stage 1 (18E-22E) 
 2018E 2019E 2020E 2021E 2022E 
FCFF (€m) 239.0 273.9 287.6 318.3 351.3 
%growth 8.2% 14.6% 5.0% 10.7% 10.4% 
Ke  7.6% 7.7% 7.8% 7.9% 8.0% 
Stage 1 (18E) (€m) 1,251.7     

Source: Team Estimates 

 

DCF Stage 2 (23E-27E) 
 2023E 2024E 2025E 2026E 2027E 
FCFF (€m) 383.7 414.6 445.5 475.7 504.3 
%growth 9.2% 8.1% 7.4% 6.8% 6.0% 
Ke  8.0% 8.0% 8.0% 8.0% 8.0% 
Stage 2 (18E) (€m) 1,288.2     

Source: Team Estimates 
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Cost of Capital 
In our DCF model, we supposed that WACC would be equal to the Cost of Equity (Ke) since we forecast a negative NFP from 17E to 22E and we 
estimated a rating of Aaa, computed with Moody’s tables. 
Risk-free rate 
Considering that Moncler operates in different geographical areas, we computed the risk-free rate as a weighted average of 10Y government bond 
yields using the geographical revenues composition (year 2017) as a proxy of the weights. Particularly, we considered 3 macro areas: a) EMEA, 
considering Germany 10Y Bonds; b) America, considering US 10Y Bonds; c) Asia considering by China 10Y Bonds. 
For 2018, we weighted the spot yields of the previously mentioned 10Y bonds. For the following years, from 19E to 22E, we supposed that the risk-
free rate would move back to the weighted average yield of the past 10 years. 

                              Source: Bloomberg                                                             Sources: Bloomberg, Moody’s and Team Estimates 
Country risk premium 
The country risk premium used in the Ke formula is a weighted average of different geographical risk premiums that were weighted considering 
Moncler’s geographical sales distribution.  
The main source of the geographical risk premiums is NYU Damodaran. He computes the geographical risk premium considering the countries’ risk 
premiums that are based on the countries’ default spread (based on Moody’s ratings) adjusted by the relative equity market volatility. The risk 
premiums of the different countries of each geographical area than were summed weighting them with the World Bank GDP. 
 

 
 
 
 
 

Sources: Damodaran, Company Data 
Implied market return 
The value of the implied market return (5.69%) was taken from NYU Damodaran tables. 
Beta 
We estimated the Beta with a linear regression made on weekly returns of Moncler’s share with weekly returns of the STOXX Europe 600, the FTSE 
MIB and the S&P500. The time horizon considered starts from the week following Moncler’s IPO, December 22nd, 2013 until the end of 2017. 
The following table displays the results of our analysis: 
 
 
 

 
 Source: Team Estimates 

We decided to use the Beta coming from the regression with the STOXX Europe 600 because it has a higher r-squared and because it is more relevant 
since the most important luxury companies are listed in Europe and are included in this index (Hermes, Ferrari, LVMH, Rolls-Royce, Burberry, Hugo 
Boss, Kering and Moncler as well).  

Geographical Area Sales Weight Damodaran Geographical Area Country Risk Premium 
EMEA 43.0% Western Europe 1.12% 
Americas 17.0% North America 0.00% 
Asia  40.0% Asia 1.43% 

Country Risk Premium 1.056% 
 

Index Beta R^2 Correlation 
STOXX Europe 600 0.7953 0.170 0.41 
FTSE MIB 0.5547 0.149 0.39 
S&P 500 0.3019 0.091 0.30 
 

y = 0,7953x + 0,0026
R² = 0,1704
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Source: Team Estimates 

 

Geo Area Sales Weight Bond Spot Yield Avg Past 10Y Yield 

EMEA 43.0% Ger 10-Year Bond Yield 0.427% 1.75% 

Americas 17.0% US 10-Year Bond Yield 2.405% 2.78% 

Asia  40.0% China 10-Year Bond Yield 3.915% 3.63% 

Risk-Free Rate 2.161% 2.676% 

 

Rating Assessment 

 Aaa 2016 2017E 2018E 2019E 2020E 2021E 2022E 

FFO/Net Debt ≥125% 173.4% 290.7% 369.8% 491.5% 608.8% 783.9% 1005.6% 

EBITDA/Int Exp ≥20x 66.5x 111.7x 149.4x 197.2x 257.4x 328.9x 430.3x 

Debt/EBITDA <0.5x 0.4x 0.3x 0.2x 0.1x 0.1x 0.1x 0.1x 
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Terminal Growth Rate 
We computed the expected long-term growth rate (g) as the sum of the projected global real GDP growth rate for 2028E, an industry premium and 
a company premium. 1) Projected global GDP Growth. We first computed the average real GDP growth rate of the regions in which the company 
operates for the years 2014-2017E using the World Bank data. Then, we weighted those projections for each region using the 2022E Company 
geographical revenues breakdown. In this way, we obtained the projected global GDP growth of 2.25% that we assumed constant until 2028E. 2) 
Industry premium. Nevertheless, we found evidence through a regression model that the personal luxury goods sector (source: Bain) has an historical 
growth rate net of inflation higher than the one of the global GDP (source: World Bank) of 1.6x on average, referring to 2004-2016. This is because 
of two intrinsic characteristics of the personal and luxury goods industry: a) low sensitivity to price variations; b) over-proportion between increase 
in personal wealth and growth in consumption for luxury goods. Hence, we forecast a premium of +1.35%. 3) Moncler premium. We believe there 
are still potential investment possibilities that could be developed by the Company thanks to its visionary management and to the use of the excess 
cash. This additional value will be reflected in an excess CAGR on Company’s NOPAT in the long-term of +0.6% (See Appendix 19). The latter is 
included directly in the long-term growth rate. 

 

APPENDIX 17 – IMPLIED MULTIPLE VALUATION 

As a cross check to our DCF valuation, we performed an Implied Multiple Valuation. We focused on different brands, all with a high-name recognition, 
but clustered into two different groups according to the level of luxury perception: the Aspirational and Absolute luxury sectors. Then we compared 
those multiples with the ones computed for Moncler using our DCF estimation. By looking at numbers, it is clear that Moncler’s multiples are well 
above those of the 2nd group: we believe that this happens because Moncler is at a superior level of luxury and, therefore, it needs to be compared 
with Absolute luxury brands. Indeed, considering the 1st group of peers, the computation of 1st and 3rd quartiles, makes possible to identify a range 
where Moncler fits in. Moreover, from the P/E and EV/EBITDA, it is possible to see that both Hermes and Brunello Cucinelli trade at higher multiples. 
This is a further proof that, if compared with the right absolute luxury brands, Moncler has a fair multiple that leaves space for a potential further 
growth.  

 

 

 

 

 

 

 

 

 

 

  

 

 

  

 %Revenues 22E GDP Growth GDP Weight 

Italy 11% 1.2% 0.13% 
EMEA 32% 1.7% 0.55% 
Asia and RoW 43% 2.9% 1.25% 
Americas 14% 2.2% 0.32% 
Projected global GDP 
growth   2.25% 

Industry Premium   1.35% 
Moncler Premium   0.60% 
Long-Term Growth Rate   4.2% 

 
Sources: Bloomberg, Bain, World Bank and Team Estimates 

1st Group: Absolute Luxury Firms 
Company EV/EBITDA 2018 P/E 2018 
Hermes 19.90x 36.80x 
Brunello Cucinelli 18.50x 35.60x 
Kering 13.40x 21.20x 
Prada 12.70x 30.50x 
LVMH 11.60x 22.10x 
Ferrari 23.40x 33.80x 
Moncler 18.14x 30.67x 
MEDIAN 15.95x 32.15x 
1°QUARTILE 12.88x 24.20x 
3°QUARTILE 19.55x 35.15x 

 2nd Group: Aspirational Luxury Firms 
Company EV/EBITDA 2018 P/E 2018 
Burberry Group 9.80x 19.50x 
Hugo Boss 10.10x 19.90x 
Ralph Lauren 8.10x 17.80x 
Tapestry 9.50x 19.30x 
Michael Kors 9.80x 14.30x 
Tod’s 11.70x 24.70x 
Moncler 18.14x 30.67x 
MEDIAN 9.80x 19.40x 
1°QUARTILE 9.58x 18.18x 
3°QUARTILE 10.03x 19.80x 

 

 

 

Source: Bloomberg Sources: Bloomberg, Team Estimates 

y = 2,9239x - 0,0504
R² = 0,5869
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APPENDIX 18 - PRESENT VALUE OF GROWTH OPPORTUNITY ANALYSIS 

In order to analyze the present value of growth opportunities for Moncler and its direct competitors, we calculated PVGO as a percentage of the 
current trading price. The whole luxury sector shows a strong growth attitude. The PVGO for all the selected peers is higher than the 50% of the 
actual price of the stock, meaning that the stock price will increase if the company reinvests some of its earnings for further growth. Moncler is in 
line with this trend being a Growth Stock (PVGO > 50% of Actual Price), supported even by the strong reinvestments made in last years by the 
company and planned for the future, to sustain and keep its position as absolute luxury brand. 

APPENDIX 19 – POTENTIAL UPSIDES 

We identify three potential sources of value that Moncler could exploit in the long term: a) A sailing project later analysed in detail; b) a dedicated 
capsule for the Beijing 2022 Olympic Winter Games; c) a technical collection dedicated to surf practitioners, that could be created starting from the 
success of the Hawaiian summer-oriented collection. We believe that since Moncler is expected to be net cash in next years, the previous mentioned 
projects could be feasible. To evaluate their impact on Moncler long-term returns, we computed the excess CAGR 2029E-2079E that the NOPAT of 
the Sailing Project adds on the Company one (as a proxy of FCFF): the result is an additional +0.2% growth contribution. This value can be used also 
to assess the impact of the two other projects on the long-term Company 
growth. If everything holds, we expect an increase of the base terminal 
growth rate of +0.6%. Here we explain in detail the Sailing Project:  
a) According to an interview to the CEO Remo Ruffini (June 2016), 
expanding the business in the sailing apparel market could be an interesting 
opportunity for Moncler: “I really want to consolidate winter but I think in 
the near future I want to also talk to people who love the sea, who love to 
race. I’d like to make a specific product for them.” b) in 2013, Moncler 
already sponsored the Perini Navi Cup in Porto Cervo, providing all the 
participants with clothes from the Grenoble collection. c) Some luxury 
companies, also from the apparel industry (Louis Vuitton, Prada, Herno, 
Hugo Boss, Rolex, Panerai), have already tied their brand to sailing. d) Some 
Moncler’s products (light jackets) can be used also on boats, given their 
waterproof and windproof characteristic. We believe that the Company can 
exploit such an opportunity through the internal development of a new 
“Sailing Collection”, promoted with the sponsorship of some prestigious regattas.  
Some affinities with the current Moncler’s business were identified. Production: skiing and sailing technical requirements are similar:  waterproof, 
windproof and lightness. Products: Moncler already produces high-end clothing, with technical features and high qualitative materials and design. 
Equally, the sailing world requires such characteristics. Brand: Moncler reflects prestige, quality and elegance. In the same way the world of sailing 
is elitist, young and always looking for technical and design improvements.  
Valuation. To compute the additional value coming from the development of a sail oriented collection, we took the Grenoble line as reference. 
Indeed, the Grenoble is the most technical collection among Moncler’s products. The Grenoble was launched in 2010 (3% estimated) reaching on 
17E ca 8% of the total Moncler revenues.  Hence, we replicated this path for the Sailing collection, considering a weight of 6% for the first year. A 3% 
premium was added to consider that the customer base, the DOS network and the image of Moncler increased since 2011. Operating expenses were 
computed considering an EBIT margin of ca 30%, aligned with Moncler’s value. In addition, yearly sponsorship costs of €10m were included 
considering Prada and Audi’s investments into regattas. Start-up costs of €40m were defined looking at the initial investment undertaken by OCPE II 
Master L.P for the acquisition of North Sails Europe, which valued the target at an EV of €30m (revenues of €56m). A tax rate of 33% constant was 
considered, coherent with historical taxes values. Considering the already announced February 2018 project, we believe this project will be launched 
in the future with a 7 years maturity. Using a cost of capital of ca 8% constant over time, we obtained a net present value for the sailing collection of 
€144.9.  
  

PVGO Analysis 
 Actual Price EPS FY2018 (€/share) Ke (Cost of equity) PVGO % on Price 
Canada Goose € 25.38 0.56 12.4% € 20.86 82% 
Tod's € 58.45 2.5 11.1% € 35.93 61% 
Brunello Cucinelli € 25.50 0.74 9.1% € 17.37 68% 
Prada  € 3.27 0.11 7.7% € 1.84 56% 
LVMH € 234.90 10.88 9.6% € 121.57 52% 
Ferrari € 97.80 3.03 10.3% € 68.38 70% 
Hermes € 422.90 12.14 7.0% € 249.47 59% 
Kering € 366.90 18.16 10.0% € 185.30 51% 
Salvatore Ferragamo € 21.43 0.87 10.4% € 13.06 61% 
Burberry Group € 16.89 0.93 17.5% € 11.58 69% 
Moncler € 25.72 1.04 8.1% € 12.88 50% 

Sources: Bloomberg and Team Estimates 

 

 

 

Sailing Project (SP) Valuation 
 0 1 2 3 4 5 6 7 

Net Sales (€m) 1,717.9 1,859.4 2,010.2 2,167.8 2,323.3 2,468.3 2,589.5 2,698.2 
% SP  6.0% 7.0% 8.0% 9.0% 10.0% 10.5% 11.0% 
SP Sales (€m) - 111.5 140.7 173.4 209.0 246.8 271.9 296.8 
Opex (€m) - 78.0 98.5 121.3 146.3 172.7 190.3 207.7 
Sponsorship Costs 
(€m) - 10 10 10 10 10 10 10 
Start-up Costs (€m) 40        
EBIT (€m) (40) 23.4 32.2 42.0 52.7 64.0 71.5 79.0 
Tax Rate 33.0% 33.0% 33.0% 33.0% 33.0% 33.0% 33.0% 33.0% 
NOPAT (€m) (26.8) 15.7 21.5 28.1 35.3 42.9 47.9 52.9 
Cost of Capital 8.0% 8.0% 8.0% 8.0% 8.0% 8.0% 8.0% 8.0% 
Disc NOPAT (€m) (26.8) 14.5 18.5 22.3 25.9 29.2 30.2 30.9 
NPV (€M) 144.9        

 
 NOPAT 2029E NOPAT 2079E CAGR 

Base Case (€m) 564.2 3,306.9 3.6% 
Base Case + Sailing Project (€m) 579.9 3,557.9 3.8% 
Delta   0.2% 

Source: Team Estimates 
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APPENDIX 20 - RISK ANALYSIS 
 

 Risks Impact-Probability Risk Mitigated 

M
ac

ro
 R

isk
s 

Economic conditions: economy and wealth levels influence luxury goods 
sales. 
Mitigation strategy: diversification to decrease the exposure towards a 
specific geographical area. 

Impact 
Probability 

 
 

 

U.S. and North Korea conflict: revenues in these areas may decrease if a 
conflict will break out. 
Mitigation strategy: none now. 

Impact 
Probability 

 
 

 

Italian political instability post-election: stocks performances listed at 
the Italian Stock Exchange may suffer in the short-term, including 
Moncler’s ones.  
Mitigation strategy: none now. 

Impact 
Probability 

 
 

 

Fi
na

nc
ia

l R
isk

s 

Exchange rate risk: internationalization implies the exposure of the 
business to such a risk. 
Mitigation strategy: use of derivatives contracts. 

Impact 
Probability 

 
 

 

Interest rate risk: the Company has outstanding debt with a floating 
interest rate. 
Mitigation strategy: none now. 

Impact 
Probability 

 
 

 

Liquidity risk: even though Moncler’s business is affected by seasonality, 
it is unlikely that the Company will suffer in terms of liquidity. 
Mitigation strategy: centralized NFP management and budgeting. 

Impact 
Probability 

 
 

 

St
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c R
isk
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Fashion risk: fast changing customers’ needs could negatively mine 
Moncler’s business, reducing the Company’s visibility ad a luxury brand. 
Mitigation strategy: quality, design and distribution, jointly with capsule 
collections and partnerships. 

Impact 
Probability 

 
 

 

Animal-friendly trends: some luxury brands are moving towards non-
animal products to meet some recent customers’ needs. 
Mitigation strategy: guaranteed sustainability of both processes and raw 
materials through the DIST certification. 

Impact 
Probability 

 
 

 

Brand overexposure: fast growing may lead Moncler to lose exclusivity, 
being over-exposed in the mind of customers. 
Mitigation strategy: distribution channel development and well 
established luxury down-jacket image. 

Impact 
Probability 

 
 

 

New Competitors: the entrance of new competitors, a higher re-
positioning of Canada Goose and the possibility that established fashion 
brands start designing collections of down jackets could reduce 
Moncler’s market share. 
Mitigation strategy: being the leader of a niche market, the Company is 
recognised globally as the inventor of the luxury down-jacket. 

Impact 
Probability 

 
 

 

O
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s 

DOS network expansion: difficulties in finding new proper locations for 
new DOS openings, could mine the business. Moreover, new openings 
could decrease the sales density. 
Mitigation strategy: customer’s loyalty, social media presence and 
artistic store openings. 

Impact 
Probability 

 
 

 

Product counterfeiting: the counterfeits markets negatively affects 
Company’s revenues. 
Mitigation strategy: anti-counterfeiting system and policies to take 
under control this market. 

Impact 
Probability 

 
 

 

Change of CEO: the exit of Remo Ruffini from the business could affect 
negatively both corporate governance and company visibility. 
Mitigation strategy: Moncler is constantly hiring talents and experienced 
professionals, including top executives (i.e. Mr Santel and Mr Eggs) to be 
ready in case of such a scenario. 

Impact 
Probability 

 
 

 

Raw materials costs: potential increases in raw materials costs could 
increase the COGS. Particularly, goose down which accounts for the 20% 
of COGS of luxury down jackets. 
Mitigation strategy: bargaining power towards suppliers makes easy 
contracts renegotiation to limit the impact on COGS. 

Impact 
Probability 
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Down regulations: new laws banning animal-goods production could 
negatively affect both Moncler and competitors’ businesses. 
Mitigation strategy: none now. 

Impact 
Probability 

 
 

 

Trading laws: protectionist policies could decrease the efficiency of 
Company’s distribution channels, increasing costs and time to market. 
Mitigation strategy: none now. 

Impact 
Probability 

 
 

 

 

 

Source: Team Estimates 
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APPENDIX 21 - SENSITIVITY ANALYSIS 

We performed a Sensitivity Analysis on the DCF target price and on the TV included in the DCF model. To do so, we considered variations of the 
Terminal Growth Rate (g) and of the 18E Cost of Equity Capital (Ke). 
The range of variations of the Cost of Equity Capital is limited to +/- 1.5%, because a greater variation in the short term is unreal. Conversely, Terminal 
Growth has a larger range: it varies between a maximum of +1.2% and a minimum of -4.3%. The latter, has higher downside variation to balance the 
high premium we included in its value. The following table shows the variations we considered for the Ke and the g. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 

Target Price 
 €/share Ke 18E 
 9.130% 8.630% 8.130% 7.880% 7.630% 7.380% 7.130% 6.630% 6.130% 

Te
rm

in
al

 g
ro

w
th

 ra
te

 

5.40% 25.86 28.92 32.95 35.48 38.48 42.10 46.57 59.55 83.85 
5.20% 25.40 28.27 31.98 34.28 36.98 40.20 44.10 55.06 74.14 
4.90% 24.79 27.40 30.73 32.75 35.09 37.84 41.10 49.90 64.02 
4.60% 24.25 26.65 29.66 31.47 33.54 35.92 38.72 46.00 57.02 
4.40% 23.92 26.21 29.04 30.73 32.64 34.84 37.38 43.90 53.44 
4.20% 23.62 25.80 28.47 30.05 31.84 33.87 36.20 42.09 50.48 
4.00% 23.34 25.42 27.96 29.44 31.11 33.00 35.16 40.52 47.98 
3.80% 23.08 25.07 27.48 28.89 30.46 32.22 34.22 39.14 45.84 
3.50% 22.72 24.60 26.85 28.14 29.58 31.19 33.00 37.37 43.17 
3.20% 22.40 24.17 26.28 27.49 28.82 30.29 31.94 35.87 40.97 
3.00% 22.20 23.91 25.94 27.09 28.36 29.76 31.31 35.00 39.72 
2.90% 22.11 23.79 25.77 26.90 28.14 29.51 31.02 34.59 39.14 
1.90% 21.29 22.74 24.42 25.35 26.36 27.46 28.66 31.40 34.74 
0.90% 20.67 21.95 23.41 24.22 25.08 26.01 27.01 29.25 31.90 

Sources: Team Estimates 

 

Terminal Value 

 €/000 Ke 22E 

 9.542% 9.042% 8.542% 8.292% 8.042% 7.792% 7.542% 7.042% 6.542% 

Te
rm
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w
th

 ra
te

 

5.40% 3,950,701 4,681,971 5,656,267 6,274,123 7,012,210 7,908,325 9,017,911 12,268,138 18,399,556 

5.20% 3,833,695 4,514,755 5,409,438 5,969,446 6,631,100 7,423,900 8,389,949 11,124,511 15,927,020 

4.90% 3,677,092 4,294,210 5,090,026 5,579,802 6,150,411 6,822,900 7,626,283 9,809,534 13,347,699 

4.60% 3,539,502 4,103,457 4,819,234 5,253,483 5,753,519 6,334,876 7,018,370 8,817,672 11,565,359 

4.40% 3,456,695 3,989,986 4,660,499 5,063,886 5,525,252 6,057,488 6,677,592 8,281,579 10,654,521 

4.20% 3,380,088 3,885,889 4,516,388 4,892,824 5,320,751 5,810,991 6,377,604 7,820,944 9,899,260 

4.00% 3,309,011 3,790,051 4,384,969 4,737,704 5,136,489 5,590,497 6,111,495 7,420,883 9,262,853 

3.80% 3,242,886 3,701,527 4,264,635 4,596,398 4,969,602 5,392,097 5,873,833 7,070,185 8,719,291 

3.50% 3,151,906 3,580,720 4,102,036 4,406,556 4,746,831 5,129,169 5,561,441 6,618,399 8,037,970 

3.20% 3,069,534 3,472,322 3,957,700 4,239,085 4,551,666 4,900,596 5,292,219 6,237,172 7,478,975 

3.00% 3,018,816 3,406,036 3,870,157 4,137,986 4,434,458 4,764,115 5,132,496 6,014,461 7,158,921 

2.90% 2,994,603 3,374,513 3,828,713 4,090,249 4,379,274 4,700,059 5,057,796 5,911,171 7,012,077 

1.90% 2,787,323 3,107,828 3,482,914 3,695,033 3,926,266 4,179,094 4,456,441 5,099,242 5,891,618 

0.90% 2,628,015 2,906,654 3,227,617 3,406,751 3,600,118 3,809,312 4,036,167 4,551,707 5,168,357 
Source: Team Estimates 

 

Variable                                                                             Variations 

Ke +1.5% +1.0% +0.5% +0.2% +0.0% -0.2% -0.5% -1.0% -1.5%       

g +1.2% +1.0% +0.7% +0.4% +0.2% +0.0% -0.2% -0.4% -0.7% -1.0% -1.2% -1.3% -2.3% -3.3% -4.3% 

Source: Team Estimates 

1 
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APPENDIX 22 - MONTE CARLO SIMULATION 
 

We performed a Monte Carlo Simulation to assess our estimates on the DCF target price. In particular, we took into account three main sources of 
variations: return on invested capital (ROIC), comparable sales stores growth (CSSG) and the Real GDP. We focused our analysis only on risks that 
could be modelled with a certain confidence. The following table shows distribution functions associated to each parameter, together with the 
assumptions made on related statistical parameters. 
 
 
 
 
 
 
 

 
 

Real GDP is the sum of World Bank GDPs of countries in which Moncler operates considering United States, European Union, Italy, China, Korea and 
Japan as a proxy. These forecasts are made with the average of last three available years of real GDP data (2014-2016) as a proxy for future growth 
until 2030. Then logarithms of growth rates were analysed using the Stata MP 13 software to obtain the best fitting distribution function. Hence, a 
lognormal distribution was chosen, considering acceptable skewness (0.45) and kurtosis (2.68) values. 
We noticed that the ROIC is the most significant variable, confirming the fact that, if the company will not be able to guarantee consistent returns 
on the invested capital, its growth will be no more sustainable and the stock price will probably fall. The ROIC and the CSSG variations are computed 
also to quantify the impact of the fashion risk, which is one of the most critical for Moncler’s business. 
Considering the upside lower bound at 10%, we obtained a distribution with 67% probability of BUY, 17.6% probability of HOLD and 15.4% probability 
of SELL.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Key Statistics 

Trials 1,000,000 

DCF Target Price (€/share) 31.84 

Mean (€/share) 31.03 

Standard Deviation (%) 17.29 

25% Percentile (€/share) 25 

Median (€/share) 30 

75% Percentile (€/share) 37 

Source: Team Estimates 

 

 
Source: Team Estimates 
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 Value Explanation  
ROIC    

Distribution Normal Distribution   
Mean 0.15 Value used in the estimation process  

Standard Deviation 0.05 Standard Deviation of Average Sector ROIC in 1989-2017  
CSSG    

Distribution Normal Distribution   
Mean 0.07 Value used in the estimation process  

Standard Deviation 0.12 Standard Deviation of Average Sector CSSG in 1989-2017  
Real GDP    

Distribution Lognormal Distribution   
Mean -3.4 Mean of the logarithm of team’s 2028 Real GDP growth rate estimation  

Standard Deviation 0.21 Standard Deviation of the logarithm of team’s 2028 Real GDP growth rate estimation  
Source: Team Estimates 

 



 

 

 

 

 

 

  
 

  

 

 

 

 

 

 

Disclosures: 
Ownership and material conflicts of interest: 

The author(s), or a member of their household, of this report does not hold a financial interest in the securities of this company. 
The author(s), or a member of their household, of this report does not know of the existence of any conflicts of interest that might bias 
the content or publication of this report.  
Receipt of compensation: 

Compensation of the author(s) of this report is not based on investment banking revenue. 
Position as a officer or director: 

The author(s), or a member of their household, does not serve as an officer, director or advisory board member of the subject 
company. 
Market making: 

The author(s) does not act as a market maker in the subject company’s securities. 
Disclaimer: 

The information set forth herein has been obtained or derived from sources generally available to the public and believed by the 
author(s) to be reliable, but the author(s) does not make any representation or warranty, express or implied, as to its accuracy or 
completeness. The information is not intended to be used as the basis of any investment decisions by any person or entity. This 
information does not constitute investment advice, nor is it an offer or a solicitation of an offer to buy or sell any security. This report 
should not be considered to be a recommendation by any individual affiliated with CFA Society Italy, CFA Institute or the CFA Institute 
Research Challenge with regard to this company’s stock. 
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