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Thispresentation might contain certain forward-looking statementsthat reflect the companyĐscurrent views with respect
to future eventsand financial and operationalperformanceof the companyand its subsidiaries.
Forward looking statements are based on De' LonghiĐscurrent expectations and projections about future events. The
forward looking statements involve certain risksand uncertaintiesthat could causeactual resultsto 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 DeĐLonghi to control or estimate. Consequently, De' Longhi
S.p.A. cannot be held liable for potential material variancein any looking forward in this document.
Any forward-looking statement contained in this presentation speaksonly as of the date of the document. Any reference
to past performance or trends or activitiesof DeĐLonghi S.p.A. shall not be taken as a representationor indication that
suchperformance, trends or activitieswill continue in the future. DeĐLonghi S.p.A. disclaimsany obligation to provide any
additional or updated information, whether asa result of a new information, future eventsor resultsor otherwise.
Thispresentation does not constitute a public offer under any applicablelegislationor an offer to sell or solicitation of an
offer to purchaseor subscribefor securitiesor financial instruments or any advice or recommendation with respect to
suchsecuritiesor other financial instruments.
The manager responsiblefor preparing the company's financial reports declares,pursuant to paragraph 2 of Article 154-
bis of LegislativeDecree no. 58 of February24 1988, that the accounting information contained in this presentation
correspondsto the resultsdocumented in the books, accountingand other recordsof the company.
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In this presentation:

ÅAdjustedstands for Ēbefore non recurring items and inputted costs of the stock 

option plansē 

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

variations and of hedging derivatives

ÅForExor FXstand for ForeignExchangeRates;

Å" Like-for-like" or " LFL" standsfor at constantperimeter;

ÅĒMēstandsfor million andĒbnēstandsfor billion;

ÅReportedstands for official data including (1) since Dec. 29, 2020 the consolidation 

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

consolidation of EversysGroup.

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

comparability of figures across the years.
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DEĐ LONGHI IN A NUTSHELL

MAIN DRIVERS OF THE BUSINESS

COFFEE

FOOD PREPARATION

HOME CARE & COMFORT

OPERATIONAL FOOTPRINT

MARKETING PLAN

CAPITAL ALLOCATION

ESG

ANNEX





6* FY 2020

Adj.Ebitda : 
366.5 M Ĝ* 

@ margin15.6% *

Net Cash
Position:
232 MĜ*

Expected Free Cash Flow
plan 2021-2023
ca.250 MĜ /year on average

Unparalleled commitment 
to investments in the industry:

Over the last 3years

750+ MĜ in A&P
210+ MĜ in CAPEX
150+ MĜ in R&D

Revenues : 

2,351 M Ĝ*

CAGR 2010-2020:
Mid to High single digit



Comfort
11.3%

Home care
4.5%

Others
5.0%

Kitchen Machines
10.3%

Hand Blenders
4.8%

Others Kitchen 
appliances

12.5%

Source: internal company analysis, 2020
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FullAuto
30.0%

Pump Machines
6.9%

Capsules 
machines

12.5%

Others coffee
2.3%

52% 
of Sales

28% 
of Sales

20% 
of Sales
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Source: internal company analysis, 2020
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Source: management accounting analysis
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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 M akers

Design and quality among 

the key success factors
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Widespread geographic 
distribution

Investments in communication, 
new capacity, new products



12



13
* Source:Independent Research Institute, Value Sales Leader, Full Year 2020 in 46 countries.

(Europe)
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2020
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16Source: internal company analysis, 2020

Italy
9.2%

Germany
13.9%

France
7.2%

others SW_EU
10.6%

UK
5.1%

Russia, Ukr. & CIS
7.9%

others NE-EU
15.6%

MEIA
5.2%

Americas
11.3%

Australia & NZ
4.7%

greater China
3.7%

Japan
3.9%

Others
1.8%

Revenues
FY '20
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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

Between 2016 and 2020, the Group invested Ĝ255 
million to improve its products and processesĎincluding 
Ĝ52 million in 2020 alone
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*Source: Independent research institute, value sales leader from Jan to Dec 2020 in 46 countries

FullAuto
30.0%

Pump Machines
6.9%

Capsules 
machines

12.5%

Others coffee
2.3%

**Source: management accounting analysis



0Ĝ 100Ĝ 400Ĝ 800Ĝ >2000Ĝ
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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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7% of 
Sales
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12% of 
Sales
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Espresso coffee makers world* (value)
EURmillion

*Source: Market value at constant perimeter of the producers of espresso coffee machines for domestic use (excluding US and China); internal data processing 2020
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Units
Espresso 

penetration (%)

(1) Internal company analysis
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Espresso + filter coffee West Europe (EU25) trend (units)(1)



Espresso makers
penetration (%)
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Espresso coffee sub-categories in West Europe (EU25) trend (units) (1)

(1) Internal company analysis
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excerpt from Medium Term Plan Đ21-Đ23
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*Source: Independent research institute, value sales leader from Jan to Dec 2020 in 46 countries

**Source: management accounting analysis
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0Ĝ 100Ĝ 400Ĝ 800Ĝ >1300Ĝ

Cooking Chef XL

MultiFry

K Mix Titanium Chef PatissierChef XL Titanium

HB MQ7Nutribullet Pure Juice Pro

CookEasy+Foodproc. MultiproKettle

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

5% of 
Sales
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13% of 
Sales
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