
The Group at a glance*

* on the basis of FY2021 results
and market data.
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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.
The manager responsible for preparing the company's financial reports declares, pursuant to paragraph 2 of Article 154-
bis of Legislative Decree no. 58 of February 24 1988, that the accounting information contained in this presentation
corresponds to the results documented in the books, accounting and other records of the company.
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In this presentation:

• Adjusted stands for “before non recurring items and inputted costs of the stock 

option plans” 

• "At constant exchange rates" means excluding the effects of exchange rates' 

variations and of hedging derivatives

• ForEx or FX stand for Foreign Exchange Rates;

• "Like-for-like" or "LFL" stands for at constant perimeter;

• “M” stands for million and “bn” stands for billion;

• Reported stands for official data including (1) since Dec. 29, 2020 the consolidation 

of Capital Brands Holdings Inc. and its subsidiaries and (2) since April 1st, 2021, the 

consolidation of Eversys Group.

In some cases, the mandatory adoption of new accounting standards can affect the 

comparability of figures across the years.
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6* FY 2021

Adj.Ebitda: 
515 M€* 

@ margin 16%*

Net Cash
Position:
425 M€*

Over the last 3years

877 M€ of Free Cash Flow

(before dividends and M&A)

Unparalleled commitment 
to investments in the industry:

Over the last 3years

900+ M€ in A&P
280+ M€ in CAPEX
160+ M€ in R&D

Revenues: 

3,222 M€*

CAGR 10y 2011-2021:

High single digit



FY 2021 reported consolidated total Group
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12% 
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Source: internal company analysis, 2021
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Reported consolidated results.
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The Group has several product R&D 
hubs across the world

The Group comprises a 
portfolio of iconic brands

Brands have become global 
leaders in their respective 

segments

Manufacturing excellence

The Everyday Makers

Design and quality among the key 

success factors
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Widespread geographic distribution

Investments in communication, new 
capacity, new products
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* Source: Independent Research Institute, Value Sales, Full Year 2021, 46 countries (ex. USA and China);
internal data processing
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Italy
8,7%

Germany
12,8%

France
7,4%

others SW_EU
8,9%

UK
5,0%

Russia, Ukr. & CIS
7,2%

others NE-EU
14,3%

MEIA
5,7%

Americas
17,5%

Australia & NZ
4,5%

greater China
3,2%Japan

2,9%

others Asia 
Pacific
1,7%
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Revenues
FY '21
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
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1

2

3

In Italy, several teams are fully dedicated to the NPD (New 
Product Development) process, in order to continuously 
feed the innovation 

The Group has several product R&D hubs located around the world: 
Italy, Germany, UK, as well as cross-brand structures dedicated to 
specific business segments

In the last 5 years, the Group invested ca. €270 M€ to 
improve its products and innovation processes, of which 
€ 65 M in 2021 only.
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Source: management accounts
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(FY 2021 reported consolidated total Group)

(FY 2021 old perimeter, ex. Capital Brands and Eversys; 
management accounts)

IN PUMP TRAD. 
NO-GRINDER CM

Source: Independent Research Institute, Value Sales, Full Year 2021, 46 countries (ex. USA and China); 
internal data processing

IN ESPRESSO 
FULLAUTOMATIC

IN SINGLE SERVE 
ESPRESSO



0€ 100€ 400€ 800€ >2000€

21

La Specialista MaestroLa Specialista PrestigioDedicaIcona

Maestosa

La Specialista Arte

MaestosaPrima Donna SoulDinamicaMagnifica EvoMagnifica Eletta

Prices are indicative only
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30% of 
Sales
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8% of 
Sales



24

11% of 
Sales
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Espresso coffee makers world* (value M€)
EUR million

*Source: Market value at constant perimeter of the producers of espresso coffee machines for domestic use (excluding US and China); internal data processing 2021
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Million Units
Espresso 

penetration

* 2008-2011: 41 countries panel / 2012-2021 47 countries panel
(1) Internal company analysis
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Espresso + Filter coffee: World* trend (units) (1)
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Million Units
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Espresso coffee machines sub-categories: World* trend (units) (1)

* 2016-2017 world 47 countries panel / 2018-2021 world 46 countries panel – USA & China excluded
(1) Internal company analysis
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31Internal company analysis

Coffee makers market size EUR M 
(filter + espresso)

% Espresso units sold LY

% Filter units sold LY
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excerpt from Medium Term Plan ’21-’23
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(FY 2021 reported consolidated total Group)

(FY 2021 old perimeter, ex. Capital Brands and Eversys; 
management accounts)

Source: Independent Research Institute, Value Sales, Full Year 2021, 46 countries (ex. USA and China); 
internal data processing.

IN KITCHEN 
MACHINES

IN HAND 
BLENDERS

IN PERSONAL 
BLENDERS
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0€ 100€ 400€ 800€ >1300€

Cooking Chef XL

MultiFry

K Mix Titanium Chef PatissierChef XL Titanium

HB MQ7Nutribullet Pure Juice Pro

CookEasy+Food proc. MultiproKettle

Prices are indicative only
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10% of 
Sales
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hand blenders                                       power blenders                               personal blenders           power blenders 

12% of 
Sales
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10% of 
Sales
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The size of the market has doubled in the 
seven years from 2009 to 2015.
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After so many years of 
growth the market has 
experienced some 
weakness before bouncing 
back from the bottom.

*Source: Market value at constant perimeter of the “Kitchen without coffee” segment 
(excluding US and China); internal data processing 2021

EUR million

Kitchen without coffee segment: market world (excluding US and China)* (value M€)
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excerpt from Medium Term Plan ’21-’23

(CAGR calculated including the effect of the 
acquisition of Capital Brands)
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(FY 2021 reported consolidated total Group)

(FY 2021 old perimeter, ex. Capital Brands and Eversys;
management accounts)

Ironing portable
air conditioning
and treatment

portable
heaters
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portable heaters                          portable air conditioners                          fan heaters                     air purifiers

9% of 
Sales
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irons and ironing systems                                                                     vacuum cleaners

3% of 
Sales
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excerpt from Medium Term Plan ’21-’23
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Converted in 2007 for the 
production of fully automatic coffee 
machines, it is located in Mignagola
di Carbonera, not far from Treviso.
Product category:
• De’ Longhi fully automatic 
machines
• Capsule coffee machines
Certifications
• ISO 14001
• ISO 9001

Acquired in 2013 
and located in the 
city of Cluj, in 
Romania.
Product category:
• De’ Longhi fully 
automatic machines
• Braun brand 
kitchen products
• Capsule coffee 
machines
Certifications
• ISO 14001
• ISO 9001

Located near the city of Dongsheng
Town, a
southern Chinese city in Zhongshan
prefecture.
Product category:
• Cooking
• Comfort
Certifications
• ISO 9001

Joined the Group in 2001, with the 
acquisition of Kenwood, it is located 
in Qinxi Town, in Dongguan 
prefecture in southern China.
Product category:
• Kenwood brand food preparation
• De’ Longhi brand cooking
• Traditional coffee machines
• Home care brand Braun
• Manual built-in manual machines
Certifications
• ISO 9001

Acquired in 2020 and 
located near the city of 
Salonta (Romania).
Product category:
• Braun kitchen products
Certifications
• ISO 14001 
• ISO 9001  

Acquired in 2022 
and located near 
the city of Satu 
Mare (Romania).
Product category:
• coffee machines
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In order to step up competitiveness, the    
De’ Longhi Treviso plant invested in digital 
and analytics to become: 
 more agile (reducing minimum order 

quantity and lead time), 
 more productive,
 achieving high standard quality (obtaining 

Food and Beverage industry certification)

The G.L.N. is a project of the World 
Economic Forum in collaboration with 
McKinsey & Co, a community of world 
leading manufacturers, driving the Fourth 
Industrial Revolution identified by: agility and 
customer centricity, supply chain resilience, 
speed and productivity and eco-efficiency. 
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Chef Oldani
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(2): 2019 Cash Flow calculation excluding IFRS-16 impact (comparable with 2018)

+193

+54
+127

+364(1)

+407(1)

+182(2)

+105(1)

(1): 2019 and following years'  figures include the effects of the application of IFRS 16



 Global #1 in personal blending
with NUTRIBULLET brand

 ca. 290 M$ revenues 2020

 adj. Ebitda margin 2020 > 17%

 present in over 100 countries

 Enterprise Value ca. 420 M$ *

* Enterprise Value at which the acquisition deal was consummated



 First step into the professional
coffee machines business

 leading innovative technology
in fullauto machines

 ca. 65M CHF 2020 revenues

 ca. 12M CHF 2020 adj.Ebitda

 Enterprise Value ca. 150 MCHF *

* Enterprise Value at which the acquisition deal was consummated
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Over the last years De'Longhi
has constantly strengthened 
its efforts on sustainability, 
implementing targets and 
KPIs to undertake the ESG 
journey.

Following the first steps last years, 
a turning point in the journey is 
represented by the inclusion of 
Sustainability in the MTP 2021-
2023 as key enabler of our 
sustainable success. 
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De’Longhi wants to be a
facilitator of conscious
choices and an enabler of
responsible behaviour
among consumers.
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3 Focus Groups: 
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Products with a purpose

People are our power

Processes are value in 
progress
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2021 2020 2019 2018 2017 2016 2015
Notes (2) (2) (2) (1) (1) (1)

Revenues M€ 3,221.6         2,351.3      2,101.1      2,078.4      1,972.8      1,845.4      1,891.1      

Change yoy % 37.0% 11.9% 1.1% 5.4% 6.8% -2.4% 9.5%

Net industrial margin M€ 1,600.3         1,157.1      990.2         990.7         967.3         905.8         904.6         

% of revenues 49.7% 49.2% 47.1% 47.7% 49.0% 49.1% 47.8%

adjusted Ebitda M€ 515.0            366.5         295.3         312.8         309.5         295.4         287.8         

% of revenues 16.0% 15.6% 14.1% 15.1% 15.7% 16.0% 15.2%

Ebitda M€ 480.6            343.0         289.2         304.5         303.7         292.0         285.2         

% of revenues 14.9% 14.6% 13.8% 14.7% 15.4% 15.8% 15.1%

Ebit M€ 386.9            262.0         210.9         242.9         245.4         239.0         232.7         

% of revenues 12.0% 11.1% 10.0% 11.7% 12.4% 13.0% 12.3%

 Profit (loss) pertaining to the 

Group M€ 

311.1            200.1         161.0         183.9         179.7         167.4         149.5         

Total net equity M€ 1,570.6         1,267.4      1,190.5      1,065.9      1,023.3      1,014.0      905.9         

Net financial position M€ 425.1            232.0         277.8         228.1         250.6         307.6         188.9         

Notes

(1): Only continuing operations are considered.

(2): 2019 and following years'  figures include the effects of the application of IFRS 16 and the reclassification of financial discounts
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Contacts:
Investor Relations
Fabrizio Micheli / Samuele Chiodetto
T: +39 0422 4131
investor.relations@delonghigroup.com


