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€300M
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€500M
Above

€3,3bln

Approx. Approx.



based on pro forma FY23

North 
Americas

more 300

Europe
more 

7000

MEIA

more 50

Asia 
Pacific

more

2900

More than 10.500 
employees 





In the last 5 years, the Group invested*

more than €300 M€ to improve its 

products 
and innovation processes

Total Group ca. 2,4% on sales

based on pro forma FY23
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ROCE consistently
around 30%

*based on pro forma FY23





Coffee

Nutrition & FoodPreparation

Confort & Home Care & Others

Core business

based on pro forma FY23



Europe 75%

North 
America 
9%

Rest of 
the World 
17%

Italy 28%

Europe 60%

Americas 19%

Meia 5%

Asia Pacific 
16%

based on pro forma FY23
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First espresso coffee machine 
«carbon neutral»

Our machines focus on coffee 
valorisation by enabling
sustainable behaviour

Our appliances allow customers to 
reduce food waste and encourage 

the use of fresh products
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1st Wave: 

The traditional coffee

Coffee is known as 

commodity coffee and it 

was used as a morning 

drink to recharge batteries. 

Period: beginning to mid 
twentieth century

2nd Wave

A shift from commodity to 

branded chains

Coffee becomes a lifestyle 

product, with social 

aspects

Period: mid to end 
twentieth century

3rd Wave

A shift from branded 

chains to specialty coffee

Along with barista training 

and professionalism, 

coffee bean origin and 

quality became more 

important.

Period: beginning twenty-
one century

4th Wave 

The expansion from coffee 

to coffee beverages

Technology is used to take 

coffee experiences to the 

next level, variety of coffee 

and beyond (such as cold 

brew, myxology…)

Period: now
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60M pieces

Filter Espresso

The market for espresso makers has grown, as consumers have became more 
sophisticated and Espresso coffee expansion is outpacing total market growth





Source: internal analysis World Brand Equity Research, 2022



Coffee consumer tendencies have changed 
over time, generations and culture. 

Multi

Beverage

Personalized 

Approach

Coffee 

Beans

Coffee Variety

Different Beans and 
Roasts

Non-Dairy Beverages

Other personalization

Cold coffee

Espresso Cocktails 
and Mocktails





Full Auto

Single 
Serve

Pump with 
grinder

Drip with 
grinder

Pump

Moka

Drip

De’ Longhi is the only brand 
that covers all consumer needs 

and coffee segments







Coffee consumer tendencies have changed 
over time, generations and culture

Younger and Wider

Target Audience

Multiple Moments 

of use

Additional reason-why 

for purchase or trade up

Multi

Beverage

Personalized 

Approach

Coffee 

Beans



Multi

Beverage

Personalized 

Approach

Coffee 

Beans



Multi

Beverage

Personalized 

Approach

Coffee 

Beans



Innovation through the years
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Address emerging trends beyond the espresso 
category, introducing new technologies and 

solutions

Strengthen mid-to-high end leadership and increase 
premiuness position in the Fully-auto category

Leverage the Nespresso partnership, which is still 
driving espresso at home expansion

Strengthen our position in the pump segment 
trough the expansion of the “La Specialista range”

Capitalize on the low penetration of espresso, both 
in existing and emerging markets



EXPAND PENETRATION ACROSS ALL COFFEE 
SEGMENTS

FOCUS ON INNOVATION, CONSUMER EXPERIENCE 
AND EMERGING COFFEE CONSUMPTION TRENDS





Consumer approach
to nutrition is evolving



of all recipes social 
conversations were 
focussed on health

Linked to wellness 
goals, diets and 

weight loss programs

Health trigger even 
stronger for younger 

consumers

58%81% 55%

Health is the #1 reason
to cook at home 

82% 69% 77%

Source: survey greater than 5k respondents FRA, DE, IT, AU, UK, US. Social listening  

73%



Becoming more important

Sustainability
Biggest link to quality 66%
Kind to planet 64%
Freshness 50%

Control over quality & freshness

is the second biggest reason to 

cook at home

Top 3 concerns:
Hyper processed

Added sugars
Saturated fat



# of cuisines cooked at
home:
More than 4 cuisines  56%
Younger consumers 71%

Cooked at home  86%
Eat outside 36%
Delivery 21%
Ready to eat.        17%

Food is becoming
multicultural and ‘glo-cal’

Average number of 
cusiines cooked at home

Easy to manage preferences with 
cooking at home vs other options 

5.8 4.9

4.7 5.5

1.9





 















#1



Attract new consumers 

Expand current consumers

MORE than a hand blender 

Lead and grow 
the Category

UNLIMITED 
VERSATILITY 

world’s largest 
attachment system*,

for unlimited versatility





Simple

controls

Designed

to be moved Unlimited capacity

Easily stored

360॰
express serve

Calming & 

modern design

Wonderful giftCompact &

Light weight
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PLAY OUR BRAND PORTFOLIO WITH SHARP 
CATEGORY FOCUS 

FOCUS ON INNOVATION, MARKETING DATA 
DRIVEN AND NEW APPROACH TO THE CONSUMER 

EXPECTATIONS
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Total Coffee shops 
per M population

around

120

around

50 around

35

below

80

USA
Europe

China
East Asia 
(ex China)



The professional coffee market is expected to steadily expand

Expected High single 
digit expansion of 
number of coffee 
shops in Asia and a 
low single digit growth 
in Europe and the US 

Above 60% of 
industry leaders think 
there is plenty of 
opportunity for 
business expansion, 
so improving footfall 
and beverages

Consumers 
demanding higher 
quality and improved 
experiences as their 
knowledge and 
expectations increase

Filter coffee is still the 
most popular in the US, 
but younger customers 
prefer espresso-based 
beverages (as Iced-
coffee, Cappuccino).



Automatic coffee 
machines grind beans, 
portion coffee, and 
add milk foam.

Semi-automatic coffee 
machines separate
bean grinding, espresso 
brewing and milk
heating processes and 
thus need to be 
operated by a barista

Vending machines 
make coffee from 
beans, liquid, or 
powder, but they use 
milk powder and are 
less sophisticated

Machines use 
capsules/pods to brew 
coffees and espresso 
(milk can be added via 
separate appliance)

Filter coffee machines 
brew traditional black 
coffee from ground 
beans, using fine (e.g. 
paper) filters instead of
sieves



Source: internal analysis





% Spare parts & 
Service

Offices and 
Branded Resellers

Distributors

Operational
Footrpint

People
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Leva at Deutsches Museum Porsche Carrera CupLe Café Lacoste at KaDeWe Limited-edition RIMOWA



Source: reddit
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Exploit combined business opportunities, 
collaborating on partnerships and commercial 

propositions

Take advantage of the Group's size for achieving 
economies of scale in sourcing and supply chain

Joint technological know how for developing new 
innovative solutions, as the cold coffee trend

Riding the Home opportunity and exploring 
adjacent category potential 



COFFEE SHOP GROWTH AND EQUIPMENT 
IMPROVEMENT

SUPERIOR IN-CUP QUALITY, TECHNOLOGICAL 
EXPERTISE, ICONIC DESIGN 





Plan developed by regions,
brands and products 
categories

3 SPECIFIC WORKSTREAMS

6 STRATEGIC ENABLERS

YEARLY PLAN

Focus and investments on 
dedicated workstreams

Ensure long term vision and 
development strategy 

Beyond 3 years up to 5 years

Across 3 years

By year
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Ensure long term vision and 
development strategy 

Beyond 3 years up to 5 years

By year
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Focus and investments on 
dedicated workstreams

Across 3 years
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€3,222M €3,158M
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Home Coffee

Profess. Coffee
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Others



Professional CoffeeOthersNutritionHome Coffee
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Excerpt from Investor Day 2021
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193   

54   

127   

183   

364   
407   

-

436   

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026

Average (before DVD 

and M&A) expected to be 
in a range of 

per year
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Plan developed by regions,
brands and products 
categories

6 STRATEGIC ENABLERS

YEARLY PLAN

Ensure long term vision and 
development strategy 

Beyond 3 years up to 5 years

By year

3 SPECIFIC WORKSTREAMS

Focus and investments on 
dedicated workstreams

Across 3 years
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Over the years, 
we have 

increasingly 
adopted 

sustainable 
behaviors





Processes Partners

Products ProcessesPeople Partners

Products ProcessesPeople Partners

Products Processes Partners

Products Partners

Products Partners

Products People

People

People

Processes

Processes

People

Products Processes

Minimization of waste sent to landfill 

Submission of SBTi Targets and definition of a carbon reduction plan

Gender equality

Inclusive products guidelines

Reduction of products' environmental impact
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Talent development DE&ICompetences



Inspirational meeting with 
prof. Joseph Stiglitz

INSPIRING UPSKILLING

Group’s platform is designed 
to foster sustainability education 





+









This presentation might contain certain forward-looking statements that reflect the company’s current views with respect to future 
events and financial and operational performance of the company and its subsidiaries.
Forward looking statements are based on De' Longhi’s current expectations and projections about future events. The forward looking 
statements involve certain risks and uncertainties that could cause actual results to differ materially from those contained in the 
forward looking statements. Potential risks and uncertainties include such factors as general economic conditions, foreign exchange 
fluctuations, competitive product and pricing pressures and regulatory developments, many of which are beyond the ability of De’ 
Longhi to control or estimate. Consequently, De' Longhi S.p.A. cannot be held liable for potential material variance in any looking 
forward in this document.
Any forward-looking statement contained in this presentation speaks only as of the date of the document. Any reference to past 
performance or trends or activities of De’ Longhi S.p.A. shall not be taken as a representation or indication that such performance, 
trends or activities will continue in the future. De’ Longhi S.p.A. disclaims any obligation to provide any additional or updated 
information, whether as a result of a new information, future events or results or otherwise.
This presentation does not constitute a public offer under any applicable legislation or an offer to sell or solicitation of an offer to 
purchase or subscribe for securities or financial instruments or any advice or recommendation with respect to such securities or other 
financial instruments. 

These are published financial data which, given the extension of the analysis period, may not be entirely comparable as a result of
changes in the scope of consolidation or in the applicable accounting principles.



For additional information
please visit our website or contact us


