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Abstract 

 

The following equity research is being conducted with the goal of determining the value of Moncler S.p.a. 

The Discounted Cash Flow (DCF) approach was primarily used for this evaluation, along with a Multiple 

Assessment and a Market share analysis. The DCF analysis concludes that Moncler is undervalued, with 

target price of 87.65, which represents a 36.1% upside potential. The higher pricing may be explained by 

the company's capacity to enhance its market share in various geographical areas while keeping a leading 

position in the industry in the next years. As a result, the Moncler Equity Approval Recommendation is a 

BUY recommendation. 

 

We will discover the secrets of Moncler and the luxury fashion industry together. 
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This report is part of the Moncler Equty research report (annexed) and should be read has an integral part of it. 
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Figure 1: Revenues by Geographic 
Areas. (2020) 

1 Company overview 

1.1 Company presentation 

Moncler SpA is a fashion corporation with headquarters in Italy. The company creates, 

manufactures, and sells clothes and accessories through the Moncler brand. The company 

creates clothing for ladies, men, and children. Jackets, shoes, sweaters, trousers, purses, shirts, 

tops, gloves, caps, and sunglasses are among the items offered by the company, which focuses 

on sportswear, outerwear, knitwear, and skiwear. The goose down jacket is the company’s major 

product, and it is well-known all over the world. Moncler was founded in Monestier-de-Clermont 

near Grenoble, France, in 1952, and it is currently headquartered in Milan, Italy. Then, due to a 

lack of brand consolidation and the viral expansion of luxury brands, the company came 

dangerously near to bankruptcy. Remo Ruffini, an Italian entrepreneur, purchased the company 

in 2003, 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. 

Moncler went public on the Milan Stock Exchange on December 16, 2013, with an initial public 

offering (IPO) price of €10.20 per share. Moncler's share price finished at €14.97 at the end of 

the first day of trading, a 47% rise above the IPO price, making the fashion brand the most 

successful IPO in Europe in 2013. Moncler's repositioning journey began with Ruffini, guiding the 

company from a technical mono-product offering (i.e., the traditional winter down jacket) to a 

multi-functions/multi-product offering encompassing outerwear and knitwear, leather, and 

accessories. This procedure assists the Company in increasing the unit per transaction (UPT) 

and avoiding an over-reliance on the Autumn/Winter seasons. The growth of the business in 

recent years has taken place mainly through the development of the retail channel, which in 2020 

accounted for 76% of consolidated revenues. Nonetheless, the wholesale channel remains of 

fundamental strategic importance for the company. 

Currently, the company is a luxury fashion company with directly operated shops (DOS) 

worldwide and a significant presence in the European and Asian markets, with a revenue of 

€1.4billion in 2020. The CAGR of the business from 2003 to 2021 is 21%, which can be seen as 

an excellent compounded annual growth rate. 

 

 
1.2 Geographical positioning 

Moncler is present worldwide. The Company's largest macro-area of operation in Asia, in 2020 

the 49% of revenues are originated in Asia. It has also had significant growth in the number of  

retail stores present in Asia, accounting in 2020 for 47% of total stores. EMEA (excluding Italy) is 

the second-largest revenue contributor in 2020, contributing 26%. The 61 stores are primarily 

located in Europe, with locations in all the world's most recognised fashion and luxury capitals 

and account for 27% of all retail stores. Italy accounts for 8,5% of total revenues, decreasing 

through the Covid pandemic in the last two years. In the Americas, Moncler competes with 104 

stores in the most important cities in the US, and future development is conceivable owing to the 

market's size and significance in the most significant US cities for luxury consumption. 
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Figure 2: Shareholder Structure 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The Covid-19 
pandemic has caused 
a decline in the 
fashion industry. 

1.3 Shareholder structure 

Since December 16th, 2013, the Moncler share (MONC.MI - MONC: MI) has been listed on the 

Italian Equity (MTA) of Borsa Italiana. Moncler has been a member of the FTSE MIB since March 

2014, which is made up of the top 40 stocks on the Milan Stock Exchange. The number of shares 

on 28 October 2021 was equal to €273.7 million. The number of shares has risen in the last year, 

increasing from 253 million to 273.7 million, resulting from introducing a new shareholder such as 

the Rivetti family (owners of Stone Island). This has led to a reduction in the participation of other 

shareholders.The Rivetti family owns 3,9% of the shares due to the payment method chosen for 

the acquisition of Stone Island, which included a part of the payment in shares. CEO Remo Ruffini 

owns now 19.9 % of his company, a 3% reduction from 2020. 54,2% of the claims are considered 

free float and are in the market. The remaining shares are held by banks and institutions such as 

Blackrock and Morgan Stanley. 

2 Industry overview and competitive positioning 
Macroeconomic analysis 

Over the wave of Mainland China's recovery, Asia is predicted to see the most expenditure, 

followed by Europe, North America, South America, Africa, Australia, and Oceania. In recent 

years, there has been a significant movement in the geographic localisation of fashion luxury 

clients, with a gradual transfer from Western to Asian countries such as China, Japan, and South 

Korea and a boost from the steadily growing South American market. 

Covid-19 is the trigger for a worsening economic catastrophe, on top of a humanitarian disaster 

impacting billions of people. Like many other industries, the fashion business faces 

unprecedented difficulties, with sales and profits under pressure. With falling revenues, shifting 

customer behavior, and disrupted supply chains, the last year will go down in history as one of 

the most difficult for the fashion industry on record. This covid crisis has prompted many 

businesses to create and implement an online and omnichannel strategy. Market companies are 

gradually developing more competitive business models by executing their manufacturing 

processes to reduce time-to-market, serve consumers' demands as quickly as possible and 

anticipate their competitors' needs. 

 

 

 
Figure 3: Forecast luxury goods market 



 

 
 

 

 

 
Figure 4: Sales Online vs Offline (2021) 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Moncler will launch fully 
integrated e-commerce 
platform 

2.1 Industry Analysis 

The overall luxury fashion market, which includes both clothing and footwear, is predicted to grow 

at a CAGR of 4.8%, from US$106.8 billion in 2021 to US$128.9 billion in 2025.The luxury market 

allows consumers from all over the world to buy their products. Consumers who purchase luxury 

goods outside their home countries account for 20% to 30% of the industry's income. Asian 

consumers purchase luxury products outside of their home countries not just to take advantage 

of reduced pricing in Europe but also because shopping has become a significant factor of the 

trip experience: purchasing a brand in its native nation provides a sense of authenticity and 

excitement. With the current travel restrictions, a significant driver of luxury expenditure has come 

to a standstill. Even once the limitations are lifted, only a modest increase in overseas travel is 

expected. Digital, the internet channel for consumer purchases, significantly impacts luxury 

customers’ selection of brands and items. A typical luxury consumer's purchasing path is 

frequently a combination of online and physical channels. 

The fashion and luxury goods industries are rapidly changing. Firms have fewer chances for store 

development as average profitability declines and customers' attitudes about luxury purchases 

shift. 

 

 
2.2 Market trends 

• Omnichannel – luxury 4.0 model 
 

Going through a historical period of complete evolution from many points of view has forced them 

to change their strategy from multichannel to omnichannel to continue to communicate with the 

consumer and remain relevant in the market at the same time. In only eight months, ecommerce's 

share of global fashion sales nearly quadrupled, from 16% to 29%, representing a six-year leap 

in growth. Digital channels will continue to be the dominant driver of growth in the coming year. 

According to Bain research, the internet channel will account for 25% of the luxury market's value 

by 2025. Consumers prefer online platforms over store-based retail businesses. Hence e- 

commerce, or online retail stores, leads the luxury clothes industry. Many major companies in the 

luxury clothing industry are concentrating their marketing and sales efforts on their websites as 

well as those of chosen retail locations or pure luxury e-retailer partners in certain regions. 

Marketing methods such as influencer marketing are assisting important players in attracting 

more customers from various socioeconomic backgrounds. Following McKinsey Fashion 

Scenarios, China will lead the trend, followed by Europe and finally the United States, by around 

3%, respectively. Moncler has advanced its digital transformation by establishing a new corporate 

structure and declaring direct control of its e-commerce, which began with a successful migration 

in 2020. The company will launch a fully integrated omnichannel e-commerce platform in 2021, 

which will take an innovative approach towards the client and be technologically advanced. New 

potential for bridging the gap between physical and digital luxury purchasing emerges by focusing 

on an omnichannel approach and developing a complete omnichannel offering by shifting 

attention from traditional to social and digital marketing tactics. We think that Moncler’s strategic 

update will focus on further digital. This initiative could help in answering customers and market 

trends. 

This expectation of continuing to expand businesses as predicted by the forecast in the following 

chapters, as well as investing in digital, will almost definitely have a favourable impact on sales. 



Being able to intercept the consumer on touchpoints, both online and offline and through hybrid 

forms, is the key to winning over the new luxury consumer who expects to receive a specific type 

of information and interact with the brand. 

• Sustainable luxury 
 

 
 
 

Consumers’ rising 
awareness and concern 
for environmental 
issues has influenced 
their purchasing habits 
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Revenue: US$3.2B (2021) 
Market Cap: US$8.7B 
Number of stores: 415 (2021) 
Number of 

employees: 9,234 (2021) 

 
 
 

 

 
Revenue: US$3,9B (2020) 
Market Cap: US$15.53B (2021) 
Number of stores: 641 (2019) 
Number of 

employees: 13,331 (2020) 

The luxury business has been linked to excessive consumption and a general disregard for the 

environment in the past. The business is increasingly shifting towards ethical and sustainable 

products and experiences due to the growing influence of Millennials and Generation Z. These 

current market definers seek out culturally sensitive companies. Brands that are winning with 

millennials are growing organically at a rapid rate. In addition to this, proving positive changes in 

sustainability is especially vital in garnering the trust of younger fashion customers, as 43 % 

actively seek out brands with a strong sustainability profile (Mckinsey the-state-of-fashion-2021). 

Consumers' growing knowledge and focus on environmental issues has impacted their shopping 

habits. In fact, according to a 2020 McKinsey survey, "around 66% of the total respondents and 

75% of the millennial respondents agreed to consider sustainability before making a luxury 

purchase." Consumers and, increasingly, investors will reward businesses that treat their 

employees and the environment with respect, and the resulting closer connections will improve 

agility and accountability. Moncler is a leader in sustainability; for the third consecutive year, it is 

ranked number one in the Textiles, Apparel & Luxury Goods sector of the Dow Jones 

Sustainability (DJSI) World Indexes. The Dow Jones Sustainability Index is one of the most 

prestigious sustainability indexes, admitting only the best companies that manage their business 

according to economic, social, and environmental responsibility criteria. 

For the reasons explained above, our sales growth expectation is positively affected. The 

company, succeeding in impacting the environment, also impacts the consumer in terms of the 

customer’s excellent publicity, loyalty, and esteem. While impossible to define statistically, this 

effect strengthens Moncler's position and reputation in the industry. 

2.3 Competitive Landscape 

• Burberry 

Burberry is a luxury British fashion brand based in London, England. It now produces and sells 

ready-to-wear items such as trench coats, leather goods, footwear, fashion accessories, 

eyeglasses, perfumes, and cosmetics, among other things. Burberry was founded in 1856; since 

then, the company has expanded into the high fashion industry. The company is a component of 

the FTSE 100 Index and is listed on the London Stock Exchange. Burberry has shops in 59 

different countries. 

 

 
• Prada 

Prada SpA is a holding company specialising in the production and marketing of high-end goods. 

Leather goods, purses, footwear, clothes, accessories, eyewear, and perfumes are among the 

company's offerings. Miu Miu, Church's, Car Shoe, and Pasticceria Marchesi are among the 

company's brands. Mario Prada created the firm in 1913, and it is based in Milan, Italy. 

The Group's distribution network covers 70 countries. It includes 641 Directly Operated Stores, 

brand e-commerce, a selection of luxury department stores and multi-brand stores. Prada 

Spa placed 20% of its shares on the Hong Kong stock market on June 24, 2011. 



 

 
 

Revenue: US$7.6B (2020) 
Market Cap:US$166.48B 
(2021) 
Number of stores: 306(2020) 

Number of 
employees: 16,600 (2020) 

 
 

 

 

 
Revenue: US$54.8B (2020) 
Market Cap: US$360.7B 
(2021) 
Number of stores: 5003 
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Number of 
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Revenue: US$16.1B (2020) 
Market Cap: US$89.7B (2021) 
Number of stores: 143 (2020) 
Number of 
employees: 36646 (2020) 

 
 
 
 
 
 
 
 
 
 
 

Revenue: US$916M (2020) 
Market Cap: US$3.670B (2021) 
Number of stores: 395 (2020) 
Number of 

employees: 3885(2020) 

 
 

 

Revenue: US$637M(2020) 
Market Cap: US$1.690B 
(2021) 
Number of stores: 244 
(2020) 
Number of 
employees: 3100(2020) 

 
 

The acquisition of 
Stone Island was 
made to create value 
and strengthen to the 
Moncler Group 

• Hermès 

Hermès International is a luxury goods company that designs, manufactures, and sells high-end 

personal accessories and clothing. The corporation operates a chain of boutiques under the 

Hermès name that sells leather, scarves, men's apparel, ties, women's clothing, perfumes, 

watches, stationery, shoes, hats, gloves, and jewellery. Its most important categories are leather 

products and saddlery, which account for over half of its income; clothing and accessories for 

22% and silk and textiles for 7%. 

• LVMH 

The LVMH (Louis Vuitton Mot-Hennessy) group is a luxury goods manufacturer. Wines and 

spirits, fashion and leather products, fragrances and cosmetics, watches and jewellery, selective 

retailing, and other businesses are the company's six key segments. LVMH owns more than 70 

brands, including Marc Jacobs, Sephora, Fendi, DKNY, Hermès, and Tiffany & Co., bought in 

early 2021. With the launch of its website in May 2017, LVMH made its first push into E- 

commerce, investing in digitalisation. 

• Kering 

Alexander McQueen, Balenciaga, Bottega Veneta, Boucheron, Brioni, Gucci, and Yves Saint 

Laurent are among the brands owned by Kering. It is the world's second-largest luxury goods 

firm. Gucci is the company's flagship brand, accounting for 57% of revenue. This worldwide luxury 

goods conglomerate was founded in 1963 and was primarily involved in the wood trade before 

entering the luxury sector in 1999 to purchase a 42 percent stake in Gucci. Luxury, sports & 

leisure, and eyewear are the three business segments of Kering. In May 2018, the business spun 

out 70% of Puma to its shareholders to focus entirely on premium brands. 

• Salvatore Ferragamo 

 
Salvatore Ferragamo S.p.A. is an Italian luxury product firm headquartered in Florence, Italy. It 

is the Ferragamo Group's parent firm. It specialises in men's and women's shoes, leather 

products, Swiss-made timepieces, and ready-to-wear. The company sells eyewear and watches 

under license. Nonetheless, shoes remain at the heart of the Ferragamo empire. Ferragamo's 

sales are made through a global network of retailers, including most of the world's major 

department stores. The company's network of nearly 450 retail Ferragamo stores, approximately 

half of which are directly owned by Ferragamo 

• Tod’s 
 
TOD'S S.p.A. is a holding company. The company designs, manufacture, and sells footwear, 

leather goods, accessories, and clothes. Tod’s, Hogan, and Fay are the company's luxury brands, 

as well as the licensed brand Roger Vivier. It manufactures shoes and leather goods in-house, 

with certain work being outsourced to specialised workshops. Customers can purchase the 

company's items through a network of specialist outlets. More than half of the company's overall 

revenue comes from Europe, with Italy accounting for most sales. China and the Americas are 

two more critical markets. 

3 Value drivers and Forecasts 

We adopt a comprehensive bottom-up strategy to determine Moncler’s most critical revenue 

drivers in order to produce a credible revenue estimate. The three value drivers we consider 

important to analyse are the total number of stores, average revenue per store, and the Stone 



Island acquisition. Today, Moncler is pursuing a strategy of integrated development of its 

distribution channels, both physical and digital, an omnichannel strategy. Therefore, the strategy 

is to expand their network of stores further, increase their online presence, and quickly adapt to 

fashion industry innovations. The company accelerated its digital transformation in 2020 by 

defining a new corporate organisation and announcing the direct management of its e-commerce. 

 
 
 

 
Store expansion will be 
progressive and based 
on strong organic 
growth 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 5: Sales by Geographic Areas - Retail 

 
 
 
 
 
 
 
 
 
 
 
 

Figure 4: Revenues by Geographic Areas - 
Wholesale 

 
 
 
 

 

Figure7: Forecast growth in revenues 
 
 

 
 
 

In 2030, total global 
revenues will be €3.2 
billion 

Store expansion will be progressive and based on strong organic growth. Moncler will develop 

most stores in countries with the highest increase in luxury goods purchases. Asia and the 

Americas are at the top of this list. Based on Moncler's culture, openings will be strategic in the 

most renowned luxury streets and malls. Moncler appears to be aware of all the changes affecting 

the luxury business, particularly digitalisation and omnichannel platforms. We believe the firm is 

well-positioned to keep up with its competition and will not lose out on any significant areas of 

innovation. We see potential growth in the planned geographical expansion and digital 

investments. 

Revenue per store will remain stable at numbers close to pre-pandemic, even as new stores open 

in the geographic area; this stabilisation of revenue per store as new stores open will lead to 

revenue growth. Our latest driver, the acquisition of a company with high potentials, such as 

Stone Island, was made to create value and strengthen the Moncler S.p.A. group. 

 

 

3.1 Store Growth 

Moncler is present in all major markets, both via the retail channel and the online store, as well 

as through the wholesale channel (multi-brand doors, shop-in-shops in luxury department stores, 

airport sites, and online premium multi-brand retailers). The strategy focuses on gaining control 

of the distribution channel, including retail, wholesale, and digital, where it works as a direct 

company. 

In 2020, the Company opened 10 directly operated stores (DOS) in the world's most prestigious 

luxury streets and malls, including the Group's largest flagship in Paris (France) on the Champs 

Elysées, a famous luxury street in the city's centre. With these ten new openings, Moncler mono- 

brand stores worldwide reach 219. In addition to these retail stores, the network consists of 63 

wholesale outlets (shop-in-shops, SiS).The objective is to develop the brand worldwide through 

retail and factory houses to access countries with high and increasing GDP/capita. As a result, 

the firm has been using DTC to expand its presence in important areas such as EMEA, Asia- 

Pacific, and the Americas. The new store openings, between wholesale and retail, in these 10 

years of forecast are 267 stores, therefore, to have 88% more stores than in 2020. The average 

annual growth rate of store openings is 7.32 % during the predicted period. The forecast has been 

divided into two periods, the first ending in 2025 and possessing a more significant growth with 

an average growth rate of 9.8%. A second period is ending in 2030 with an average of 4.8%. 

These two different levels of growth are based on the two distinct periods in the forecast, with the 

first phase of solid development and important investments in the opening of stores and a second 

phase in which Moncler enters in a more fading stage to reach a steady terminal growth. 

Following this forecast, we arrive at total revenues worldwide of €3.2 billion by 2030, a positive 

figure and much higher than the €1.6 billion in 2019 or the €1.4 billion in 2020.The opening of 

new stores in various countries has increased sales per country, and therefore the total revenues, 

by practically 100%. This prediction shows how Moncler's growth is still in progress. We have 

divided the analysis of the stores in retail-wholesale and for a geographical area. 



 
 
 
 
 

 
 
 

Figure 5: Historical number of stores - Italy 

 
 
 
 
 
 
 
 

 
Figure 6: Forecast growth in revenues and 
stores - Italy 

 
 
 
 
 
 
 
 
 
 
 
 

 

 

Figure 7: Historical number of stores - EMEA 

 
 
 

 
Figure 8: Forecast growth in revenues and 
stores - EMEA 

• Italy 

Moncler, considered one of the largest and most historical companies of Italian luxury, and 

headquartered in Milan, intends to continue to develop its brand at home. Considering that Italy 

accounts with retail stores for 8.6% of Moncler's revenues and in 2019 with open tourism, the 

percentage was 11%, the company’s idea is to regain these numbers. In the next five years, 

Moncler would like to continue to grow these numbers by opening one store per year in various 

strategic locations in Italy, taking advantage of the return of tourism and clothing purchases in 

the founding countries of the brand. From 2025 to 2030, the growth will be slower. The 

openings will be more deferred with the opening of only one store, taking advantage of 

opportunities and strategic positions that the market will offer. During the first forecast period, 

turnover increased by 58%, from €92 million to €146 million, with a year-on-year growth rate of 

3.5%. In the second part of the forecast, revenues do not grow very significantly, given that only 

one store is open. The total revenues in Italy in 2030 are around €157 million. 

Our forecast predicts that revenues in Italy will rise over the next ten years from €92 to €157 

million, performing significantly better, with a growth rate of 70%. The new store additions will not 

only be in retail, but also in wholesale, where new points of sale will be opened in the next five 

years, with eight stores by the end of 2025. In 2020, wholesale sales, as well as retail sales were 

down, due to the pandemic, not only for Moncler but for the whole industry. Italian wholesale 

accounted for 8% of total sales in 2020 and 11% in 2019; these data show how Covid has caused 

sales to fall in Italy and how the figures of the pre-Covid years can be reached again in the next 

few years. Although one store was closed in 2020, the company's idea is to continue to grow in 

presence in the territory, opening three stores in the next five years. These stores will lead to an 

increase in sales, reaching €54 million in 2025, a growth of 81% from 2020 sales. By 2030, we 

expect ten wholesale stores to open in Italy, with two new openings in the second half of the 

forecast. In the final year of the forecast, wholesale revenues in Italy are expected to reach €62 

million, with €8 million more sales than in 2025. Adding together retail and wholesale, we reach 

€220 million in sales, €100 million more than in 2020 and 80% growth. 

 

• EMEA 

EMEA (excluding Italy) is the second-largest source of revenue. In Europe, there are 61 DOS, 

which cover all the most well-known fashion and luxury cities. They contribute approximately 27% 

of total retail shops and 26,35% of total retail sales. Despite the present market constraints, the 

management's long-term plan involves opening an estimated 22 new stores until 2025, giving the 

corporation a total of 83 stores at the end of 2025. Reaching €457 million sales in 2025, well 

above the €287 million in 2020. This leads to 59% growth in 5 years, a remarkable growth due to 

the 22 new stores. In the second phase of the forecast, there will be 21 more openings, bringing 

sales to €572 million, more than twice the 2020 level, a 99% growth over ten years. Continuity in 

store openings is essential for brand image and staying in touch with customers. Speaking instead 

of wholesale, the revenues from shops in shops in Europe are approximately 26% of the 

worldwide revenue from total wholesale sales. Openings will keep increasing at the rate 

established in previous years with eight new stores in the next ten years.The number of new 

stores will be more significant in the first five years, with seven openings, bringing the number of 

wholesale stores in Europe to 25. As a consequence of these openings, sales in Europe will also 

increase, with revenues in 2025 equal to €147 million. The second phase of the forecast has a 

lower rate of store openings, with only one new store. Wholesale sales will rise to €158 million 

with these eight additional locations, representing a 49% increase over 2020 revenues. 



 
 

 

 
Figure 10: Historical number of stores - 
Americas 

 
 
 
 
 

 
 

Figure 9:Forecast growth in revenues and stores 
- Americas 

 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 11: Historical number of stores - Asia 

 
 
 
 
 

 

Figure 12: Forecast growth in revenues and 

stores - Asia 

• Americas 

In 2020, the Americas area contributed 15,32% of Moncler's retail revenues and 16,22% in 2019. 

The company has 35 retail stores in the most major luxury-consumption locations in the United 

States, but we feel that additional development is potential given the market's size and 

significance. 

Based on previous shop openings and market potential, we estimate four retail store openings 

annually until 2030, leaving the firm with a total of 78 stores in this region. The expansion of retail 

stores will be a steady natural increase with higher store growth over the next 5/6 years and a 

slight decrease in the last two forecasted years. Sales in 2030 will reach €465 million, growth 

over the forecast period of 179%. Sales tripled from 2020 to 2030, thanks to 43 new store 

openings. The first forecast period has a 113% growth in sales, from €166 million to €356 million in 

revenues. The number of stores also increased from 35 to 59 in that period. Multibrand stores in 

this region are ten and account for 15,3% of wholesale revenues. In the long-term, the company 

plans to add more Shop in Shop stores to their network. The strategy of the next ten years is to 

expand with eight new openings to reach many other cities and increase the population of the 

brand in the area. Six additional outlets will open in the next five years, bringing sales up from 

€53 million to €102 million. The openings will continue but at a slower pace, having already 

increased the number of stores available. There will be two new wholesale stores reaching 18 

stores. These 18 outlets generate €117 million in sales, more than double revenues in 2020. 

Moncler's revenues in Europe will amount to €730 million euros by 2030, remaining the 

company's second most profitable geographical location. The predicted period saw a significant 

increase in sales, from €389 million to €730 million, a 92% increase. When you combine retail 

and wholesale income, you get a total of €582 million in sales, which is more than double the 

2020 sales of €220 million. We can confirm our hypothesis that America is where new projects 

may be developed, and investors can invest in various businesses. 

• Asia and the Rest of the world 

Asia is the biggest macro-area in which the Company operates. It is the primary revenue source 

for retail and wholesale, accounting for 49,5% of the total revenue. In terms of growth, it had a 

strong performance in the last years, and we expect this trend to continue in the years ahead. 

Starting from the retail stores, growth will be strong throughout the area, with approximately nine 

new retail stores per year until 2030. In the next ten years, revenues will increase by 102%, from 

€542 million to €1,097 million. The expansion will accelerate in the first phase of the projection, 

with 62 new stores and a 61 % sales increase. There will be fewer openings in the second half of 

the estimate, with 41 new stores. 

This kind of strategy is also adopted for wholesale, where the growth over the next ten years will 

be seven new stores every year for the duration of our forecast. Over the next ten years, revenue 

will increase from €175 million to €596 million, with a more than 200% growth rate. As previously 

stated, in the first five years of the projection, the businesses will outperform the second half of 

the forecast, with 40 new openings and a 130 % increase in revenue, going from €174 million to 

€410 million. Applying this aggressive approach to store openings will lead to a significant 

increase in the company's revenues. For this reason, higher investments in this area are the 

natural consequence of the high percentage of sales. 

4. Annex 
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x Our recommendation is to BUY Moncler S.p.a., based 

on our target price RI�¼�87.65, which represents a 

36.1% upside potential (expected dividend of ¼�0.41) 

RYHU�WKH�FXUUHQW�VKDUH�SULFH�RI�¼64.70. 

x We expect Moncler will continue to expand as a result 

of its global expansion strategy, which includes new 

store openings and the transition from multichannel to 

omnichannel. 

x Throughout 2003 and 2020, sales increased at a 

CAGR of around 23 %, exceeding the industry, for the 

fiscal year 2025, we estimated total revenues to reach 

¼������ELOOLRQ 

x The recent acquisition of Stone Island by MONC 

increases its mid-term growth potential. We expect 

that Stone Island will be able to more than double 

sales by 2025 by benefiting of worldwide expansion. 

Company description 
Moncler was founded in 1952 in Monestier-de-Clemont, 
France, and began producing sportswear for the 
mountains. In 2003, after a period of severe economic 
crisis, it was bought by Italian entrepreneur (and current 
CEO) Remo Ruffini, who brought it back to the forefront 
by re-branding it.  
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1. Company overview 
1.1 Company presentation 
 Moncler SpA is a fashion corporation with headquarters in Italy. The company 

creates, manufactures, and sells clothes and accessories through the Moncler 

brand. The company creates clothing for ladies, men, and children. Jackets, 

shoes, sweaters, trousers, purses, shirts, tops, gloves, caps, and sunglasses are 

among the items offered by the company, which focuses on sportswear, 

outerwear, knitwear, and skiwear. The goose down jacket is the company¶s major 

product, and it is well-known all over the world. Moncler was founded in Monestier-

de-Clermont near Grenoble, France, in 1952, and it is currently headquartered in 

Milan, Italy. Then, due to a lack of brand consolidation and the viral expansion of 

luxury brands, the company came dangerously near to bankruptcy. Remo Ruffini, 

an Italian entrepreneur, purchased the company in 2003, 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. 

Moncler went public on the Milan Stock Exchange on December 16, 2013, with 

an initial public offering (IPO) price of ¼10.20 per share. Moncler's share price 

finished at ¼14.97 at the end of the first day of trading, a 47% rise above the IPO 

price, making the fashion brand the most successful IPO in Europe in 2013. 

Moncler's repositioning journey began with Ruffini, guiding the company from a 

technical mono-product offering (i.e., the traditional winter down jacket) to a multi-

functions/multi-product offering encompassing outerwear and knitwear, leather, 

and accessories. This procedure assists the Company in increasing the unit per 

transaction (UPT) and avoiding an over-reliance on the Autumn/Winter seasons. 

The growth of the business in recent years has taken place mainly through the 

development of the retail channel, which in 2020 accounted for 76% of 

consolidated revenues. Nonetheless, the wholesale channel remains of 

fundamental strategic importance for the company. 

Currently, the company is a luxury fashion company with directly operated shops 

(DOS) worldwide and a significant presence in the European and Asian markets, 

 
 

 The 16 December 2013 the 
IPO price was set at Euro 
10.20 per share and 
finished first day of listing 
at 14,97 Euro. 
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with a revenue of ¼1.4billion in 2020. The CAGR of the business from 2003 to 

2021 is 21%, which can be seen as an excellent compounded annual growth rate. 

 

                                       1.2 Geographical positioning 
Moncler is present worldwide. The Company's largest macro-area of operation in 

Asia, in 2020 the 49% of revenues are originated in Asia. It has also had significant 

growth in the number of retail stores present in Asia, accounting in 2020 for 47% 

of total stores. EMEA (excluding Italy) is the second-largest revenue contributor 

in 2020, contributing 26%. The 61 stores are primarily located in Europe, with 

locations in all the world's most recognised fashion and luxury capitals and 

account for 27% of all retail stores. Italy accounts for 8,5% of total revenues, 

decreasing through the Covid pandemic in the last two years. In the Americas, 

Moncler competes with 104 stores in the most important cities in the US, and 

future development is conceivable owing to the market's size and significance in 

the most significant US cities for luxury consumption.  

 

                                      1.3 Shareholder structure 
Since December 16th, 2013, the Moncler share (MONC.MI - MONC: MI) has been 

listed on the Italian Equity (MTA) of Borsa Italiana. Moncler has been a member 

of the FTSE MIB since March 2014, which is made up of the top 40 stocks on the 

Milan Stock Exchange. The number of shares on 28 October 2021 was equal to 

¼273.7 million. The number of shares has risen in the last year, increasing from 

253 million to 273.7 million, resulting from introducing a new shareholder such as 

the Rivetti family (owners of Stone Island). This has led to a reduction in the 

participation of other shareholders.The Rivetti family owns 3,9% of the shares due 

to the payment method chosen for the acquisition of Stone Island, which included 

a part of the payment in shares. CEO Remo Ruffini owns now 19.9 % of his 

company, a 3% reduction from 2020. 54,2% of the claims are considered free float 

and are in the market. The remaining shares are held by banks and institutions 

 

 
Figure 1: Revenues by Geographic 
Areas. (2020) 
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such as Blackrock and Morgan Stanley. 

2. Industry overview and competitive positioning 
                                      2.1 Macroeconomic analysis  

Over the wave of Mainland China's recovery, Asia is predicted to see the most 

expenditure, followed by Europe, North America, South America, Africa, Australia, 

and Oceania. In recent years, there has been a significant movement in the 

geographic localisation of fashion luxury clients, with a gradual transfer from 

Western to Asian countries such as China, Japan, and South Korea and a boost 

from the steadily growing South American market.  

Covid-19 is the trigger for a worsening economic catastrophe, on top of a 

humanitarian disaster impacting billions of people. Like many other industries, the 

fashion business faces unprecedented difficulties, with sales and profits under 

pressure. With falling revenues, shifting customer behavior, and disrupted supply 

chains, the last year will go down in history as one of the most difficult for the 

fashion industry on record. This covid crisis has prompted many businesses to 

create and implement an online and omnichannel strategy.  Market companies 

are gradually developing more competitive business models by executing their 

manufacturing processes to reduce time-to-market, serve consumers' demands 

as quickly as possible and anticipate their competitors' needs. 

 
Figure 3: Forecast luxury goods market 

The Covid-19 
pandemic has caused 
a decline in the 
fashion industry. 
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                                      2.2 Industry Analysis  
The overall luxury fashion market, which includes both clothing and footwear, is 

predicted to grow at a CAGR of 4.8%, from US$106.8 billion in 2021 to US$128.9 

billion in 2025.The luxury market allows consumers from all over the world to buy 

their products. Consumers who purchase luxury goods outside their home 

countries account for 20% to 30% of the industry's income. Asian consumers 

purchase luxury products outside of their home countries not just to take 

advantage of reduced pricing in Europe but also because shopping has become 

a significant factor of the trip experience: purchasing a brand in its native nation 

provides a sense of authenticity and excitement. With the current travel 

restrictions, a significant driver of luxury expenditure has come to a standstill. 

Even once the limitations are lifted, only a modest increase in overseas travel is 

expected. Digital, the internet channel for consumer purchases, significantly 

impacts OX[XU\� FXVWRPHUV¶� VHOHFWLRQ� RI brands and items. A typical luxury 

consumer's purchasing path is frequently a combination of online and physical 

channels.  

The fashion and luxury goods industries are rapidly changing. Firms have fewer 

chances for store development as average profitability declines and customers' 

attitudes about luxury purchases shift.  

 

                               2.3 Market trends 
x Omnichannel ± luxury 4.0 model 

Going through a historical period of complete evolution from many points of view 

has forced them to change their strategy from multichannel to omnichannel to 

continue to communicate with the consumer and remain relevant in the market at 

the same time. In only eight months, e-commerce's share of global fashion sales 

nearly quadrupled, from 16% to 29%, representing a six-year leap in growth. 

Digital channels will continue to be the dominant driver of growth in the coming 

Figure 4: Sales Online vs Offline (2021)   
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year. According to Bain research, the internet channel will account for 25% of the 

luxury market's value by 2025. Consumers prefer online platforms over store-

based retail businesses. Hence e-commerce, or online retail stores, leads the 

luxury clothes industry. Many major companies in the luxury clothing industry are 

concentrating their marketing and sales efforts on their websites as well as those 

of chosen retail locations or pure luxury e-retailer partners in certain regions. 

Marketing methods such as influencer marketing are assisting important players 

in attracting more customers from various socioeconomic backgrounds. Following 

McKinsey Fashion Scenarios, China will lead the trend, followed by Europe and 

finally the United States, by around 3%, respectively. Moncler has advanced its 

digital transformation by establishing a new corporate structure and declaring 

direct control of its e-commerce, which began with a successful migration in 2020. 

The company will launch a fully integrated omnichannel e-commerce platform in 

2021, which will take an innovative approach towards the client and be 

technologically advanced.  New potential for bridging the gap between physical 

and digital luxury purchasing emerges by focusing on an omnichannel approach 

and developing a complete omnichannel offering by shifting attention from 

traditional to social and digital marketing tactics. :H�WKLQN�WKDW�0RQFOHU¶V�VWUDWHJLF�

update will focus on further digital. This initiative could help in answering 

customers and market trends.  

This expectation of continuing to expand businesses as predicted by the forecast 

in the following chapters, as well as investing in digital, will almost definitely have 

a favourable impact on sales. Being able to intercept the consumer on 

touchpoints, both online and offline and through hybrid forms, is the key to winning 

over the new luxury consumer who expects to receive a specific type of 

information and interact with the brand. 

x Sustainable luxury 

The luxury business has been linked to excessive consumption and a general 

disregard for the environment in the past. The business is increasingly shifting 

towards ethical and sustainable products and experiences due to the growing 

Moncler will launch fully 
integrated e-commerce 
platform 
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influence of Millennials and Generation Z. These current market definers seek out 

culturally sensitive companies. Brands that are winning with millennials are 

growing organically at a rapid rate. In addition to this, proving positive changes in 

sustainability is especially vital in garnering the trust of younger fashion 

customers, as 43 % actively seek out brands with a strong sustainability profile 

(Mckinsey the-state-of-fashion-2021). Consumers' growing knowledge and focus 

on environmental issues has impacted their shopping habits. In fact, according to 

a 2020 McKinsey survey, "around 66% of the total respondents and 75% of the 

millennial respondents agreed to consider sustainability before making a luxury 

purchase." Consumers and, increasingly, investors will reward businesses that 

treat their employees and the environment with respect, and the resulting closer 

connections will improve agility and accountability. Moncler is a leader in 

sustainability; for the third consecutive year, it is ranked number one in the 

Textiles, Apparel & Luxury Goods sector of the Dow Jones Sustainability (DJSI) 

World Indexes. The Dow Jones Sustainability Index is one of the most prestigious 

sustainability indexes, admitting only the best companies that manage their 

business according to economic, social, and environmental responsibility criteria. 

For the reasons explained above, our sales growth expectation is positively 

affected. The company, succeeding in impacting the environment, also impacts 

the consumer in terms of the FXVWRPHU¶V�H[FHOOHQW�SXEOLFLW\��OR\DOW\��DQG�HVWHHP. 

While impossible to define statistically, this effect strengthens Moncler's position 

and reputation in the industry.  

                              2.5 Competitive Landscape 
 

x Burberry 
Burberry is a luxury British fashion brand based in London, England. It now 

produces and sells ready-to-wear items such as trench coats, leather goods, 

footwear, fashion accessories, eyeglasses, perfumes, and cosmetics, among 

other things. Burberry was founded in 1856; since then, the company has 

expanded into the high fashion industry. The company is a component of the 

FTSE 100 Index and is listed on the London Stock Exchange. Burberry has shops 

Revenue: US$3.2B (2021) 
Market Cap: US$8.7B 
Number of stores: 415 (2021) 
Number of 
employees: 9,234 (2021) 

 

&RQVXPHUV¶�ULVLQJ�
awareness and concern 
for environmental 
issues has influenced 
their purchasing habits 

Moncler is ranked 
number one in the 
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in 59 different countries. 

 

x Prada 
Prada SpA is a holding company specialising in the production and marketing of 

high-end goods. Leather goods, purses, footwear, clothes, accessories, eyewear, 

and perfumes are among the company's offerings. Miu Miu, Church's, Car Shoe, 

and Pasticceria Marchesi are among the company's brands. Mario Prada created 

the firm in 1913, and it is based in Milan, Italy. The Group's distribution network 

covers 70 countries. It includes 641 Directly Operated Stores, brand e-commerce, 

a selection of luxury department stores and multi-brand stores. Prada Spa placed 

20% of its shares on the Hong Kong stock market on June 24, 2011. 

x Hermès 
Hermès International is a luxury goods company that designs, manufactures, and 

sells high-end personal accessories and clothing. The corporation operates a 

chain of boutiques under the Hermès name that sells leather, scarves, men's 

apparel, ties, women's clothing, perfumes, watches, stationery, shoes, hats, 

gloves, and jewellery. Its most important categories are leather products and 

saddlery, which account for over half of its income; clothing and accessories for 

22% and silk and textiles for 7%. 

x LVMH 
The LVMH (Louis Vuitton Mot-Hennessy) group is a luxury goods manufacturer. 

Wines and spirits, fashion and leather products, fragrances and cosmetics, 

watches and jewellery, selective retailing, and other businesses are the 

company's six key segments. LVMH owns more than 70 brands, including Marc 

Jacobs, Sephora, Fendi, DKNY, Hermès, and Tiffany & Co., bought in early 2021. 

With the launch of its website in May 2017, LVMH made its first push into E-

commerce, investing in digitalisation.  

x Kering 
Alexander McQueen, Balenciaga, Bottega Veneta, Boucheron, Brioni, Gucci, and 

Revenue: US$3,9B (2020) 
Market Cap: US$15.53B (2021) 
Number of stores: 641 (2019) 
Number of 
employees: 13,331 (2020) 

Revenue: US$7.6B (2020) 
Market Cap:US$166.48B 
(2021) 
Number of stores: 306(2020) 
Number of 
employees: 16,600 (2020) 

Revenue: US$54.8B (2020) 
Market Cap: US$360.7B 
(2021) 
Number of stores: 5003 
(2020) 
Number of 
employees: 16300 (2020) 
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Yves Saint Laurent are among the brands owned by Kering. It is the world's 

second-largest luxury goods firm. Gucci is the company's flagship brand, 

accounting for 57% of revenue. This worldwide luxury goods conglomerate was 

founded in 1963 and was primarily involved in the wood trade before entering the 

luxury sector in 1999 to purchase a 42 percent stake in Gucci. Luxury, sports & 

leisure, and eyewear are the three business segments of Kering. In May 2018, 

the business spun out 70% of Puma to its shareholders to focus entirely on 

premium brands. 

x Salvatore Ferragamo 

Salvatore Ferragamo S.p.A. is an Italian luxury product firm headquartered in 

Florence, Italy.  It is the Ferragamo Group's parent firm. It specialises in men's 

and women's shoes, leather products, Swiss-made timepieces, and ready-to-

wear. The company sells eyewear and watches under license. Nonetheless, 

shoes remain at the heart of the Ferragamo empire. Ferragamo's sales are made 

through a global network of retailers, including most of the world's major 

department stores. The company's network of nearly 450 retail Ferragamo stores, 

approximately half of which are directly owned by Ferragamo 

x 7RG¶V 

TOD'S S.p.A. is a holding company. The company designs, manufacture, and 

sells footwear, leather goods, accessories, and clothes. TRG¶V, Hogan, and Fay 

are the company's luxury brands, as well as the licensed brand Roger Vivier. It 

manufactures shoes and leather goods in-house, with certain work being 

outsourced to specialised workshops. Customers can purchase the company's 

items through a network of specialist outlets. More than half of the company's 

overall revenue comes from Europe, with Italy accounting for most sales. China 

and the Americas are two more critical markets.  

                              3. Value drivers and Forecasts 
We adopt a comprehensive bottom-XS� VWUDWHJ\� WR� GHWHUPLQH� 0RQFOHU¶V� PRVW�

critical revenue drivers in order to produce a credible revenue estimate. The three 

Revenue: US$916M (2020) 
Market Cap: US$3.670B (2021) 
Number of stores: 395 (2020) 
Number of 
employees: 3885(2020) 

Revenue: US$637M(2020) 
Market Cap: US$1.690B 
(2021) 
Number of stores: 244 
(2020) 
Number of  
employees: 3100(2020) 
 
 
 

Revenue: US$16.1B (2020) 
Market Cap: US$89.7B (2021) 
Number of stores: 143 (2020) 
Number of 
employees: 36646 (2020) 
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value drivers we consider important to analyse are the total number of stores, 

average revenue per store, and the Stone Island acquisition. Today, Moncler is 

pursuing a strategy of integrated development of its distribution channels, both 

physical and digital, an omnichannel strategy. Therefore, the strategy is to expand 

their network of stores further, increase their online presence, and quickly adapt 

to fashion industry innovations. The company accelerated its digital 

transformation in 2020 by defining a new corporate organisation and announcing 

the direct management of its e-commerce. 

Store expansion will be progressive and based on strong organic growth. Moncler 

will develop most stores in countries with the highest increase in luxury goods 

purchases. Asia and the Americas are at the top of this list. Based on Moncler's 

culture, openings will be strategic in the most renowned luxury streets and malls. 

Moncler appears to be aware of all the changes affecting the luxury business, 

particularly digitalisation and omnichannel platforms. We believe the firm is well-

positioned to keep up with its competition and will not lose out on any significant 

areas of innovation. We see potential growth in the planned geographical 

expansion and digital investments.  

Revenue per store will remain stable at numbers close to pre-pandemic, even as 

new stores open in the geographic area; this stabilisation of revenue per store as 

new stores open will lead to revenue growth. Our latest driver, the acquisition of 

a company with high potentials, such as Stone Island, was made to create value 

and strengthen the Moncler S.p.A. group. 

                                    3.1 Store Growth 
Moncler is present in all major markets, both via the retail channel and the online 

store, as well as through the wholesale channel (multi-brand doors, shop-in-shops 

in luxury department stores, airport sites, and online premium multi-brand 

retailers). The strategy focuses on gaining control of the distribution channel, 

including retail, wholesale, and digital, where it works as a direct company.  

In 2020, the Company opened 10 directly operated stores (DOS) in the world's 

most prestigious luxury streets and malls, including the Group's largest flagship 

 

Figure 5: Sales by Geographic Areas - Retail 
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in Paris (France) on the Champs Elyspes, a famous luxury street in the city's 

centre. With these ten new openings, Moncler mono-brand stores worldwide 

reach 219. In addition to these retail stores, the network consists of 63 wholesale 

outlets (shop-in-shops, SiS).The objective is to develop the brand worldwide 

through retail and factory houses to access countries with high and increasing 

GDP/capita. As a result, the firm has been using DTC to expand its presence in 

important areas such as EMEA, Asia-Pacific, and the Americas. The new store 

openings, between wholesale and retail, in these 10 years of forecast are 267 

stores, therefore, to have 88% more stores than in 2020. The average annual 

growth rate of store openings is 7.32 % during the predicted period. The forecast 

has been divided into two periods, the first ending in 2025 and possessing a more 

significant growth with an average growth rate of 9.8%. A second period is ending 

in 2030 with an average of 4.8%. These two different levels of growth are based 

on the two distinct periods in the forecast, with the first phase of solid development 

and important investments in the opening of stores and a second phase in which 

Moncler enters in a more fading stage to reach a steady terminal growth. 

Following this forecast, we arrive at total revenues worldwide of ¼3.2 billion by 

2030, a positive figure and much higher than the ¼1.6 billion in 2019 or the ¼1.4 

billion in 2020.The opening of new stores in various countries has increased sales 

per country, and therefore the total revenues, by practically 100%. This prediction 

shows how Moncler's growth is still in progress. We have divided the analysis of 

the stores in retail-wholesale and for a geographical area. 

x Italy 

Moncler, considered one of the largest and most historical companies of Italian 

luxury, and headquartered in Milan, intends to continue to develop its brand at 

home. Considering that Italy accounts with retail stores for 8.6% of Moncler's 

revenues and in 2019 with open tourism, the percentage was 11%, the 

FRPSDQ\¶V�LGHD is to regain these numbers. In the next five years, Moncler 

would like to continue to grow these numbers by opening one store per year in 

various strategic locations in Italy, taking advantage of the return of tourism and 

clothing purchases in the founding countries of the brand. From 2025 to 2030, 

 

 

 

Figure 5: Revenues by Geographic Areas - 
Wholesale 

Figure 6: Forecast growth in revenues 

Figure 7: Historical number of stores - Italy 
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the growth will be slower. The openings will be more deferred with the opening 

of only one store, taking advantage of opportunities and strategic positions that 

the market will offer. During the first forecast period, turnover increased by 58%, 

from ¼92 million to ¼146 million, with a year-on-year growth rate of 3.5%. In the 

second part of the forecast, revenues do not grow very significantly, given that 

only one store is open. The total revenues in Italy in 2030 are around ¼157 

million. 

Our forecast predicts that revenues in Italy will rise over the next ten years from 

¼92 to ¼157 million, performing significantly better, with a growth rate of 70%. The 

new store additions will not only be in retail, but also in wholesale, where new 

points of sale will be opened in the next five years, with eight stores by the end of 

2025. In 2020, wholesale sales, as well as retail sales were down, due to the 

pandemic, not only for Moncler but for the whole industry. Italian wholesale 

accounted for 8% of total sales in 2020 and 11% in 2019; these data show how 

Covid has caused sales to fall in Italy and how the figures of the pre-Covid years 

can be reached again in the next few years. Although one store was closed in 

2020, the company's idea is to continue to grow in presence in the territory, 

opening three stores in the next five years. These stores will lead to an increase 

in sales, reaching ¼54 million in 2025, a growth of 81% from 2020 sales. By 2030, 

we expect ten wholesale stores to open in Italy, with two new openings in the 

second half of the forecast. In the final year of the forecast, wholesale revenues 

in Italy are expected to reach ¼62 million, with ¼8 million more sales than in 2025. 

Adding together retail and wholesale, we reach ¼220 million in sales, ¼100 million 

more than in 2020 and 80% growth. 

x EMEA 

EMEA (excluding Italy) is the second-largest source of revenue. In Europe, there 

are 61 DOS, which cover all the most well-known fashion and luxury cities. They 

contribute approximately 27% of total retail shops and 26,35% of total retail sales. 

Despite the present market constraints, the management's long-term plan 

involves opening an estimated 22 new stores until 2025, giving the corporation a 

total of 83 stores at the end of 2025. Reaching ¼457 million sales in 2025, well 

 

 

Figure 8: Forecast growth in revenues and 
stores - Italy 

Figure 9: Historical number of stores - EMEA 
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above the ¼287 million in 2020. This leads to 59% growth in 5 years, a remarkable 

growth due to the 22 new stores. In the second phase of the forecast, there will 

be 21 more openings, bringing sales to ¼572 million, more than twice the 2020 

level, a 99% growth over ten years. Continuity in store openings is essential for 

brand image and staying in touch with customers. Speaking instead of wholesale, 

the revenues from shops in shops in Europe are approximately 26% of the 

worldwide revenue from total wholesale sales. Openings will keep increasing at 

the rate established in previous years with eight new stores in the next ten 

years.The number of new stores will be more significant in the first five years, with 

seven openings, bringing the number of wholesale stores in Europe to 25. As a 

consequence of these openings, sales in Europe will also increase, with revenues 

in 2025 equal to ¼147 million. The second phase of the forecast has a lower rate 

of store openings, with only one new store. Wholesale sales will rise to ¼158 

million with these eight additional locations, representing a 49% increase over 

2020 revenues. 

x Americas  

In 2020, the Americas area contributed 15,32% of Moncler's retail revenues and 

16,22% in 2019. The company has 35 retail stores in the most major luxury-

consumption locations in the United States, but we feel that additional 

development is potential given the market's size and significance.  

Based on previous shop openings and market potential, we estimate four retail 

store openings annually until 2030, leaving the firm with a total of 78 stores in this 

region. The expansion of retail stores will be a steady natural increase with higher 

store growth over the next 5/6 years and a slight decrease in the last two 

forecasted years. Sales in 2030 will reach ¼465 million, growth over the forecast 

period of 179%. Sales tripled from 2020 to 2030, thanks to 43 new store openings. 

The first forecast period has a 113% growth in sales, from ¼166 million to ¼356 

million in revenues. The number of stores also increased from 35 to 59 in that 

period. Multibrand stores in this region are ten and account for 15,3% of wholesale 

revenues. In the long-term, the company plans to add more Shop in Shop stores 

to their network. The strategy of the next ten years is to expand with eight new 

 

 

Figure 10: Forecast growth in revenues and 
stores - EMEA 

Figure 11: Historical number of stores - 
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openings to reach many other cities and increase the population of the brand in 

the area. Six additional outlets will open in the next five years, bringing sales up 

from ¼53 million to ¼102 million. The openings will continue but at a slower pace, 

having already increased the number of stores available. There will be two new 

wholesale stores reaching 18 stores. These 18 outlets generate ¼117 million in 

sales, more than double revenues in 2020. Moncler's revenues in Europe will 

amount to ¼730 million euros by 2030, remaining the company's second most 

profitable geographical location. The predicted period saw a significant increase 

in sales, from ¼389 million to ¼730 million, a 92% increase. When you combine 

retail and wholesale income, you get a total of ¼582 million in sales, which is more 

than double the 2020 sales of ¼220 million. We can confirm our hypothesis that 

America is where new projects may be developed, and investors can invest in 

various businesses. 

x Asia and the Rest of the world 

Asia is the biggest macro-area in which the Company operates. It is the primary 

revenue source for retail and wholesale, accounting for 49,5% of the total 

revenue. In terms of growth, it had a strong performance in the last years, and we 

expect this trend to continue in the years ahead. Starting from the retail stores, 

growth will be strong throughout the area, with approximately nine new retail 

stores per year until 2030. In the next ten years, revenues will increase by 102%, 

from ¼542 million to ¼1,097 million. The expansion will accelerate in the first phase 

of the projection, with 62 new stores and a 61 % sales increase. There will be 

fewer openings in the second half of the estimate, with 41 new stores. 

This kind of strategy is also adopted for wholesale, where the growth over the next 

ten years will be seven new stores every year for the duration of our forecast. 

Over the next ten years, revenue will increase from ¼175 million to ¼596 million, 

with a more than 200% growth rate. As previously stated, in the first five years of 

the projection, the businesses will outperform the second half of the forecast, with 

40 new openings and a 130 % increase in revenue, going from ¼174 million to 

¼410 million. Applying this aggressive approach to store openings will lead to a 

significant increase in the company's revenues. For this reason, higher 

 

 

 

Figure 12:Forecast growth in revenues and 
stores - Americas 

Figure 13: Historical number of stores - Asia 

Figure 14: Forecast growth in revenues and 
stores - Asia 
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investments in this area are the natural consequence of the high percentage of 

sales.  

 
                                  3.2 Revenue per store  

From our analysis, you can see that revenue is strongly driven by the geographic 

development of the stores. For this reason, we decided to analyse how much 

revenue per store is for each area to understand the development of revenue over 

the years. This analysis aims to understand where spending is highest and invest 

more in that area through new store openings and renovations. We can see how 

the introduction of new stores leads to an increase in total revenues over the 

years. The growth in stores worldwide has resulted in a slight decrease in revenue 

per store. If the revenue increases, but also the number of stores, the revenue per 

store remains stable at specific figures. However, we expect the continued organic 

growth of stores and the industry itself to bring revenue per store back close to 

pre-pandemic figures and for these figures to stabilise over time. We have 

assumed specific revenue per store for each geographic area based on our 

historical data. Revenue per store will be stable throughout the forecast. The 

variable that changes is new store openings showing us that Moncler has reached 

a certain level of maturity where even if the number of stores increases, the 

revenue per store does not decrease. The data shows that Italy has the highest 

average spending, at ¼6.5 million. The other areas have a lower average spend, 

relatively homogeneous between them, with the Americas as the second area 

where expenditure is higher. Spending on tourism and luxury in Italy is a tradition, 

and for this reason, the level of spending is higher, especially for tourism and 

purchases abroad. From 2015 to 2020, Moncler opened eight new retail stores in 

Italy, increasing from 11 stores to 19 and three new wholesales, increasing the 

wholesale stores in the home country to five. In 2015 the total revenue per store 

in Italy was ¼10.178 million, but in 2019, the last pre-pandemic year, it dropped to 

¼7.454 million, and in 2020, due to covid, it even dropped to ¼5 million. According 

to our forecasts, with the reopening of tourism in Italy and the approach to the end 

of the economic crisis, sales will increase and return close to pre-pandemic levels; 

 

 

Figure 15: Revenues per store - Retail 

Figure 16: Revenues per store - Wholesale 
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we assume a value of around ¼6.5 million per store, for both retail and wholesale, 

which will remain stable over time. 

In contrast to Italy, EMEA has already experienced growth in revenue per store 

since 2015, even with a significant increase in stores. Revenue per store in retail 

has increased from ¼4.395 million in 2015 to ¼6.392 million in 2019. Considering 

the various future openings of new retail stores in Europe, let's assume that 

revenue per store will remain around ¼5.5 million and wholesale stores will be 

about ¼6 million. 

The Americas has experienced growth in average spending per store in recent 

years, rising from ¼4.525 million to ¼6.794 million in 2019. Showing how even 

though the number of stores is increasing, the revenue per store is not decreasing, 

and only the total revenue is increasing. In our forecast, the Americas will have a 

revenue per store of about ¼6.10 million, with six mil in retail and ¼6.5 million in 

wholesale. 

Asia and the Rest of the World is the geographical area with the most stores, both 

retail and wholesale, which explains why the revenue per store is lower than other 

regions. Revenue per store in this region has increased over the years and has 

not been stopped by Covid 19. In 2015, revenue per store was ¼3.586 million and 

was up to ¼5.360 million in 2020, a 50% growth in revenue per store over five 

years. After such extensive growth, we have assumed that continued store 

openings will stabilise the growth in revenue per store at around ¼5.4 million for 

the forecast period. Revenue per store is relatively even across geographies 

between ¼6.5 million and ¼5.3 million. This stability that we have predicted in the 

revenue per store influences positively our evaluation because it shows us that 

with the growth of the stores, the revenue will increase without decreasing 

because of the bigger stores.    

 

                                 3.4 Acquisition 
Moncler, in order to continue to grow and have a shared vision and the same 

strive for innovation of Stone Island, has decided to acquire it. Moncler S.p.A. and 
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Sportswear Company S.p.A., which owns the Stone Island brand, will join Moncler 

to establish a new vision of luxury together. The company will share its knowledge 

and experience with Stone Island to help the firm realise its huge growth potential, 

particularly in the American and Asian markets and in the DTC channel and share 

the brand's sustainability philosophy. 

The clothing brand Stone Island was born in 1982 in Modena, Italy. From day one, 

the key to Stone Island's success is a relentless pursuit of excellence in design 

and a stubborn readiness to experiment. This product-oriented view ensured the 

brand an exclusive position in the external environment, outside the models 

pursued by fashion. Stone Island reported revenues of ¼240 million in the fiscal 

year 2020 (November 2019-October 2020), up 1% from ¼237 million in the fiscal 

year 2019. Considering the challenging global context, this is an outstanding 

result. Furthermore, the increase in Stone Island sales over the last five years has 

been significant, with a 180 % growth. Stone Island will produce 28% of sales in 

the home market in 2020, 52% in the rest of Europe, and 20% in the Rest of the 

world. Moreover, that wholesale accounted for 78% of revenues, while the web 

channel and a network of 24 directly run stores accounted for the remaining 22%.  

According to the deal, Moncler will purchase the shares for a total of ¼1,150 

million, based on 100% of the company's valuation. The acquisition will be a 

combination between cash and 10.7 million newly issued Moncler shares valued, 

based on the agreements reached, at ¼37.51 per share. Moncler is able to provide 

Stone Island with all the knowledge it needs to highlight its growth potential, 

especially in the American and Asian markets and in the DTC (Direct to 

Consumer) channel, which is still unexplored for the company. Stone Island 

should gain from Moncler's global presence since the European market 

contributed almost 80% of revenues in the previous fiscal year. It will also benefit 

from 0RQFOHU¶V�retail expertise, as wholesale accounts for 78% of its revenue and 

the brand only has 24 direct stores worldwide. The purchaser generates 77% of 

its income through its network of 218 locations, whereas Stone Island relies on 

wholesale partners for three-quarters of its sales.  

Although the deal was closed in late 2020, the consolidation date was the first of 

 

 

 

Figure 17: Historical Revenues - Stone Island 

Figure 17: Revenues split of first 6 months 
2021- BY CHANNEL 

Figure 18: Revenues split of first 6 months 2021 
- BY GEO 
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April 2021. However, since the beginning of 2021, the company has benefited 

from Moncler's reputation and the takeover news. It has already eclipsed 2019 

sales in the first three quarters of 2021, demonstrating this acquisition's potential. 

With ¼244,5 million in sales, the rise in sales is roughly 20/25%, which is a great 

result in the first year of partnership. Despite the fact that the takeover is still in its 

early stages and most of the strategies have yet to be implemented, the takeover 

has already resulted in a significant increase in sales. 

The deal is particularly advantageous because it allows Stone Island to join 

Moncler in the process of geographical expansion and strengthening of direct 

distribution and the digital channel while leveraging a brand with a distinctive and 

robust position. Stone Island's goals in terms of geographical expansion are to 

enter the Asian market, where Moncler has the most sales, and the American 

market, where the growth potential is very high. In addition to expanding into new 

geographies, the aim is to speed up this expansion and reduce by half the time 

that Stone Island had set itself before the acquisition, and through Moncler's 

channels, this growth can be achieved. The sharing of know-how between the two 

companies is essential to achieve the objectives set and make the most of this 

acquisition. In addition, Moncler's value rose by 6.5% after the acquisition. The 

market agrees with our view that this acquisition is a great opportunity for Moncler 

to grow as a company and as a luxury conglomerate; in addition, it gives Stone 

Island the possibility to speed up its expansion in countries where the purchaser 

is already established. Although the two companies will remain distinct in terms 

of market and brand, another benefit of this transaction will be lower costs through 

operational synergies, lower raw material costs through economies of scale and 

sharing of raw material suppliers. These benefits will lead, in our opinion, to a 7% 

reduction in costs over the years and will increase Stone Island's profit margin. 

For all the reasons stated above, we opt for a 20% yearly increase in sales for the 

first projection period. We expect that Stone Island should be more than double 

revenues by 2025, from ¼241 million in 2020 to approximately 600 million. Growth 

will be slightly lower in the second projected timeframe, with 17% in 2026 and 

2027 and 15% in the following three years. Stone Island's sales will hit ¼1.25 

 

Figure 19: Forecast Revenues (2021-2030) 
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billion at the end of this forecast. Revenues are expected to grow by 418 % over 

the next ten years, continuing the company's recent trend. 

 

4. Investment Risks 
These risks might have a negative impact on the Group's operational 

performance, financial situation and strategy development. 

x Covid-19 Pandemic 

The COVID-19 pandemic, as well as the immense uncertainty that comes with it, 

is Moncler's most significant risk factor. Business numbers are also highly 

dependent on these developments, as the future spread of the virus, as well as 

the limits issued by governments, will have a significant impact on world economic 

development in the following years.  

x Economic conditions 

The economic development, wealth, and stability of demand-generating markets 

impact luxury sales. Future consumer-related crises may undermine the 

company's revenues and, as a result, profitability. Moncler's globalisation strategy 

decreases the company's dependence on a single geographic region, reducing 

the danger of this type of risk. 

x Risks related to cost availability of high-quality raw materials 

Moncler's products require high-quality raw materials, which are priced and 

available based on a range of circumstances that are mainly outside the Group's 

control and impossible to forecast. For this reason, Moncler employs a multi-

sourcing approach of diversifying suppliers and buying plans with a medium-term 

time horizon to reduce the risks associated with the probable unavailability of raw 

materials in the period required for manufacturing. 

x Exchange rate risks  

Because of its internationalisation, Moncler is vulnerable to currency changes. It 

is susceptible to the risk associated with variations in exchange rates when using 

currencies other than the Euro, which is equivalent to the transaction amount that 

COVID-���LV�0RQFOHU¶V�
primary threat. 

Moncler employs a multi-
sourcing approach of 
diversifying suppliers 
and buying plans  
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is not covered by a matching transaction in the same currency. The Group has 

established a plan to gradually hedge the risks associated with exchange rate 

swings, restricting its activities to "transactional risk�´�,W�KDV adopted a strict policy 

on currency risk, with a minimum coverage ceiling of 75% per currency. 

 

5. Financial Analysis: 
                                            
                                            5.1 Operating performance and Margin Overview: 

Moncler's performance is growing steadily from an economic perspective, and the 

recorded figures are a realistic representation of this. The operating result for the 

year is increasing annually, and the increase is mainly linked to the relentless 

growth of overall turnover, connected to the distribution and sales processes 

carried out through the Retail and Wholesale channels. Moncler's equity, financial, 

and earnings balance is consistently above market expectations and industry 

results, which highlights that the strategy adopted and developed by the CEO is 

effective. Sales increased at a CAGR of around 23% from 2003 to 2020. Since 

2015 there has always been a significant and stable increase in sales, starting at 

¼800 mil reaching ¼1.6 billion in 2019, with a slight decrease in 2020 due to the 

pandemic. Moncler saw a significant increase in the number of sales around the 

globe in the past years. The most recent year before the pandemic was the year 

with the highest revenues, with ¼1.6 billion dollars in sales, nearly double the sales 

of 2015. This steady growth over the last several years confirms the brand's 

potential and demonstrates Moncler's intention to continue expanding. Sales had 

decreased in the year of the pandemic, with sales of ¼1.44 billion, numbers that, 

however, cannot be used as a benchmark due to the global economic crisis that 

has hit all industries in the last 12 months. We expect Moncler will be able to 

maintain its sales growth by using international development as a value driver. 

Total sales are expected to reach ¼2.553 billion in the fiscal year 2025, rising to 

¼3.228 billion in the fiscal year 2030, with a slower growth in the second projection 

period. 
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EBITDA margin has increased steadily over the past five years, from 34% to 41% 

in 2020. This growth can also be seen in future forecasts with expansion up to 

48.9%, which shows us that the FRPSDQ\¶V�SURILtability is high and increases over 

the years. Compared to other luxury apparel industry retailers, Moncler has the 

highest EBITDA margin, although the operating gross margin is lower than 

average, with a gross margin of over 75% 

We predict a slight decrease in profit margin to about 22% in the long run, 

compared to 24.39 % and 25% in 2018. This is based on the significant store 

growth plan and the consequent rise in tangible assets. This decrease is still 

above the current profit margins average, with the second-highest profit margin 

behind Hermes. Management believes that the funds now available, along with 

those generated by current activities, will allow the Group to realise its objectives 

and satisfy the obligations deriving from investment development and loan 

repayment on agreed-upon due dates.  

 

 

 

 

 

 

 

The Group's treasury operations are centralised to retain flexibility in obtaining 

financial resources and access to credit lines. Moncler's current ratio, while 

declining in recent years, has always been able to meet its existing debt and other 

payables, never dropping below 1.4. Furthermore, we anticipate that, as revenues 

and profits grow, Moncler will be able to maximise this ratio, with a stable growth 

over the next ten years, reaching 1.7 in 2030. Also, other liquidity indicators, such 

as the quick ratio and cash ratio, show that the company is healthy and able to 

 
Figure 20: Total Sales and Margins 
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pay its debts. 

While managing its capital effectively, the business has more than enough cash 

to meet its liabilities. In a year as challenging as 2020, operating profitability is 

particularly high, expressed by a Return on invested capital ("ROIC") of 19,48%, 

which is a very positive result in a year as challenging as 2020. When we 

examine the company's ROIC, we discover relatively high but progressively falling 

numbers over the previous five years due to the growth in tangible assets and 

rents resulting from Moncler's expansion strategy. We expect a further reduction 

in the coming years, with ROIC stabilising at around 18%, a figure that can still be 

considered high. This high ROIC displays that even with this rise in tangible 

assets, Moncler shows concrete commitment to create economic value and 

obtaining competitive advantage. 

                                    5.2 Capital Structure: 
Management intends to reduce its debt over time by creating a debt reduction 

plan that will take it from 44 % to 18% in 10 years. The debt-to-equity ratio of 

Moncler is unstable when looking at its financial structure. In the past, the D/E 

ratio based on book values ranged from 9% to 44%. This is due to the various 

investments made over the years.  

Moncler decided not to pay out dividends in 2020 to increase liquidity and the 

company's flexibility to respond to the covid-related pandemic. However, on April 

22nd, 2021, the Ordinary Shareholder Meeting approved the Financial Statements 

for 2020 and the distribution of a gross dividend of ¼0.45 per share. The dividend 

payout ratio is consequently 30%, a percentage in line with that of a company that 

focuses on growth in the next year and which did not pay a dividend last year. 

According to our HVWLPDWHV��D�GLYLGHQG�RI�¼�����ZLOO�EH�SDLG�LQ�������7KLV�SD\RXW�

is smaller than in 2021 because the company's capacity to pay dividends has 

been reduced by projected investments. 

                                    5.3 Capex:  
Considering the historical data of Moncler, it is evident that the Capital 

Expenditure has risen and fallen over the years, never achieving stability. 

ROIC will stabilize at 
around 18%  
 

Moncler paid a gross 
dividend RI�¼�����SHU�
share in April 2021 
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Moncler's capital expenditures were between 5% and 6% of sales, with a modest 

upward trend, until 2019, where it increased a lot. Capex increased significantly 

in 2019 due to a significant investment in property, plant, and equipment, reaching 

49.8% of revenues. In 2020, Capex returned to lower levels, peaking at 13%, 

indicating that there has been very little stability as a consequence of the 

increased investments. When it comes to tangible assets, intangible assets, and 

lease obligations, there has been a definite upward trend in overall quantities over 

the previous years. Moncler's liquid finances cover almost all of the capital 

expenses. The operations resulting from the company's expansion ambitions are 

the significant drivers of Moncler's capital expenditures. Opening of new shops, 

the investment in digitalisation as part of the development of the omnichannel 

platform, and the acquisition of Stone Island are the most significant costs in 

Capex. 

Since we have an analysis based on the investment, continuing on the footprint 

given in recent years by the management, we expect this trend to continue in 

accordance with the expansion plan and estimate capital expenditures to rise 

more until the conclusion of the first projection period. Our prediction is for capital 

expenditures to gradually reach a sustainable Capex level throughout the second 

forecast period and in the long run. 

 

                                            5.4 Working Capital: 
The Group's ability to optimise its working capital management is a critical factor 

in generating value. Moncler's cash conversion cycle (CCC) in 2020 was 35 days, 

which was a low number of days and better than the industry average. CCC is a 

measure of how quickly a corporation can convert inventories and other short-

term assets into cash flows. The cash conversion cycle has significantly 

decreased over time, from 71 days in 2015 to -2 days in 2019, with an increase to 

35 days due to the pandemic in 2020. According to our projections, it will be lower 

in succeeding years than in the pandemic year and will decline from 35 to 2 in 

years due to the gradual increase in days of the Average Payable Period. 

 

Figure 21: CapEx Evolution 
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We needed to calculate the Average Collection Period (ACP), Average Holding 

Period (AHP), and Average Payable Period (APP) in order to forecast the future 

Cash Conversion Cycle. Over the past few years, the average holding period has 

been unstable, rising and falling several times; consequently, for our forecast, we 

calculated an average holding period using the last five years. This mean is 202 

and is still above the peer group average, but from our perspective, a very 

reasonable assumption. With the same approach as we used for the estimate 

of the average payment period, we utilised the average of the last five years to 

estimate the average collection period. 

The result is an average collection period of 39 days. Moncler is effective in 

collecting money from its clients, demonstrating efficient cash flow management, 

as well as reducing payment risk. For the calculation of the average payable 

period, we instead used the average of the last few years, but each year we added 

two more days of payables period. As a result, the average payment period has 

increased by two days throughout the years, rising from 220 to 238. This is 

because we expect that Moncler will increase its market share and increase its 

negotiating power with its suppliers and expand its payable period. A more 

efficient cash conversion cycle is the result of improving working capital 

management. 

 

6. Valuation: 
6.1 Discounted Cash Flow Model: 

As the most valid approach to carry out a bottom-up strategy such as the one we 

have undertaken, the discounted cash flow model is the best way to evaluate the 

growth resulting from an increase in the number of stores present globally. It 

involves discounting the expected free cash flows at the WACC rate. The DCF 

model gives us the ability to perform an analysis that starts with an assumption of 

sales growth over the years and allows us to analyse all the lines and try to predict 

future trends. 

We have taken ten years as the reference period for our forecasting plan (the final 

 

 

Figure 22: Cash Conversation Cycle 

Figure 22: Cash Conversion Cycle 
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year 2030). We have divided this period into two-time frames: Forecasted period 

1 (2021-2025) and Forecasted period 2 (2026-2030). This subdivision has 

allowed us to develop two different trends: the first period with more significant 

growth, also due to the easing of the global pandemic, and a second period with 

a more contained period of growth until it reaches a level of stabilisation. We also 

do not anticipate any disruptive changes in the company's capital structure in the 

coming years. 

6.1.1. WACC:  
A key element of the DCF model is the calculation of the WACC, as it will be 

used in the final stages to discount the company's free cash flow. The Weighted 

Average Cost of Capital (WACC) is given by the weighted average of the costs 

of the various sources of funding used by the company, namely equity (E) and 

debt (D). To do this, we have carried out analyses of the elements that make up 

this rate: cost of equity and cost of debt. 

The result that emerges is a WACC of 5.89%, which is very close to the cost of 

equity, given the low incidence of debt in the company.  

 6.1.2. Cost of equity: 
To calculate the cost of equity, we decided to use the well-known CAPM, which 

is easy to apply and generally gives plausible results. Regarding the risk-free rate, 

we considered the Italian 10-year BTP. This security is a classic government bond 

with annual coupons, maturing in 2031. It has a yield of 0.69%. 

For the market risk premium, we used the paper published by KPMG Advisory 

called "Equity Market Risk Premium - Research Summary", which was also 

updated considering the effects of Covid-19. This report gives us an MRP of 5% 

at the date of 30 September 2021, a revised downward performance compared 

to the previous quarter, with an MRP of 6.30%. In order to calculate the 

regression, we proceeded to use monthly data related to the changes in the 

Moncler Spa stock (MONC:MI) and the MSCI Europe Index over the last five 

years. In particular, this index was chosen because it collects the performance of 

large and mid-cap equities across 15 developed countries in Europe and is, 

 

Figure 23: Cash Flows vs Terminal Value 
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therefore, a well-diversified index. In contrast, using local indices, such as the 

FTSE MIB for a stock listed on the Italian market, could lead to problems of 

imbalance towards a particular sector that affects the entire local market. 

The result of this regression gives us a market beta of 0.87 with a standard error 

of 0.21. Considering the reference market and the low result of the regression, we 

proceeded to make a further analysis considering the trading comparables, from 

which we have an average result of 1.07 and a median result of 1.11. This last 

analysis led us to the conclusion that the reference beta to be taken into 

consideration for the calculation of the cost of equity is 1.07. Not only because it 

is the average result given by the betas of the comparables, but also because the 

regression carried out initially gives us a high standard error, in line with the result 

we considered for the analysis. Using all these data, we have a cost of equity of 

6.03%. 

  6.1.3. Cost of debt: 
For the calculation of the second key measure of the WACC, we have taken 

several routes. Moncler has no credit rating to refer to as it has no outstanding 

debt. The only debt on its balance sheet (both long term debt and short term debt) 

is the debt the company needs for trade, loans and mortgages. 

A second approach was to look at comparable companies to compare credit 

ratings. Even this type of analysis did not yield significant results since most of 

the comparables do not have a credit rating to refer to, being very similar in terms 

of volume of activity if not smaller than Moncler. The only comparable with a credit 

rating is LVMH, but using its credit rating would have resulted in a distorted figure 

that does not reflect reality, given that the French company's business is much 

more varied and has much larger volumes, in addition to the fact that the figure of 

a single comparable is not in itself a reliable analysis. Finally, the method used 

within our model is to use the average cost of debt given by the industry. To find 

this data, we referred to the databases made available by Prof. Aswath 

Damodaran of the Stern University in New York. In particular, we considered the 

report "Cost of Capital by Industry Sector", with specific attention to the apparel 
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industry, in which the professor himself includes Moncler. Through this method, 

we have considered a cost of debt of 3.35%. 

                                            6.2 Sensitivity:  
Considering all the values assumed so far in our valuation model, proceeding with 

sensitivity analysis is the best way to understand how our results may vary as our 

assumed inputs change. We're conducting numerous sensitivity analyses to gain 

a sense of how changes in inputs can affect our valuation's conclusion. To do this, 

we started by performing a sensitivity analysis on the data that most impact our 

final Moncler price: Wacc and Terminal Growth. For the WACC, we considered 

the beta, which is fundamental in the CAPM for the calculation of the cost of 

equity. We utilise the top and lower boundaries of our beta regression analysis to 

get a respectable range of beta values, 0.45 and 1.28, respectively. For the cost 

of debt, we took as the lower value the yield on the 10-year Italian government 

bond (risk-free rate), which corresponds to 0.69%, and as the maximum value the 

cost of debt taken into account for the analysis, 3.35%. In the table below are the 

different results that WACC can take, based on the different betas or cost of debt 

used. What is most noticeable from these tables is the fact that as the beta 

changes, the WACC changes a lot. With a lower beta such as 0.45, the WACC 

would drop to 2.94%, a result almost 3% lower than our current WACC. In 

addition, another figure that stands out is that when the cost of debt changes, the 

change in WACC is minimal. 

 

 

 

 

On the other hand, we considered the Ronic and the Reinvestment rate for the 

terminal growth, which is the result of the forecast analysis of Moncler S.p.A.'s 

financial statements. For the calculation of price sensitivity, we took the values of 

WACC and terminal growth that seemed to us to be most in line with the current 

 
0,69% 0,99% 1,28% 1,58% 1,87% 2,17% 2,46% 2,76% 3,05% 3,35%

WACC 5,81% 5,82% 5,83% 5,84% 5,85% 5,86% 5,87% 5,88% 5,88% 5,89%

Cost of debt
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market and the financial characteristics of the company, considering a range from 

4.71% to 6.92% for WACC and from 2.33% to 2.58% for terminal growth. 

This last analysis results in a median price of ¼90.32, which is slightly above our 

price given by the DCF Model. Therefore, our hypothesis is also confirmed by the 

sensitivity analysis. 

 

 

 

 

 

                                    6.3 Multiple Valuation: 
To examine Moncler in a different light, we use multiple valuation, allowing us to 

compare the data from our analysis with those of the company's major 

competitors. The multiples method relies on the market to determine values that 

are difficult to predict, assuming that "market price" is the best approximation of a 

firm's value. We have focused on well-known companies in the upper-middle and 

upper segments of the fashion industry to ensure significant financial and 

operational similarities. In the specifics of the analysis, we look at the two most 

relevant multiples: EV/EBIT and P/E. While the first gives us a very internal focus 

and is linked to the company's fundamentals, the second metric analyses whether 

a firm can provide a reasonable return on investment and is a significant 

benchmark for measuring market share value and whether it is overvalued. So, 

they can provide two different outlooks of the same object of analysis. 

Taking the P/E ratio into account, however, we have a multiple of the industry of 

30,90x, lower than Moncler P/E ratio, which is 45x. A high multiple suggests that 

investors expect the firm to grow faster than the overall market economy. 
Extrapolating the price from the P/E multiple, the result is ¼139,83, which is 

significantly higher than the current price and our projection. The price being very 

high is not entirely reliable, but this suggests that the company has been 

 

Price - detailed 87,65 4,71% 5,15% 5,60% 6,04% 6,48% 6,92%
2,33% 123,14 105,52 92,63 82,77 74,97 68,65
2,38% 125,53 107,23 93,90 83,76 75,77 69,29
2,43% 128,03 108,99 95,22 84,78 76,58 69,96
2,48% 130,63 110,82 96,57 85,82 77,41 70,63
2,53% 133,35 112,71 97,97 86,90 78,26 71,33
2,58% 136,20 114,68 99,41 88,00 79,13 72,04
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undervalued and that our optimistic projections are on the right path. 

Regarding EV/EBIT, our analysis shows an average multiple of the industry of 

34,70x, leading to an average price of ¼208,52, which is more than ¼100 higher 

than the price resulting from our DCF model. Considering the outcome and the 

difference in prices, we are just interested in the positive trend that this statistic 

reveals, rather than the value that results from the computation. Doing a more 

complete analysis by looking at the price-earnings ratio (P/E), enterprise value to 

sales ratio (EV/S), EBIT ratio (EV/EBIT), and EBITDA ratio (EV/EBITDA), the 

price differences that come out using the different multiples are significant. 

Calculating the median of each of these metrics, a median price of ¼ 94.19 comes 

out, a price very close to our result obtained using the DCF method. 

When carrying out the multiple valuation, it should be noted that the method is 

flawed, as it does not take into account expected growth, future growth or possible 

results. The relative valuation does not provide a solid conclusion due to the 

significant outliers in terms of size, multiple business strategies, and an extremely 

large discrepancy in multiples. 

 

                                    6.4 Market Share: 
A further analysis we have decided to carry out to confirm what our DCF model 

shows is an analysis of the whole industry and Moncler's market share. As a 

reference platform, we used Euromonitor, which gives us the possibility to look in 

more detail at the industries in the market. Our reference industry is Luxury 

Goods, but since it is a very large market that includes several niche sectors, we 

focused on a sub-industry ad hoc for Moncler's business: Designer Apparel and 

Footwear. The data from the analysis point to strong market growth. In detail, total 

gross sales are expected to change from around ¼90 billion in 2021 to about ¼147 

billion in 2030. These figures lead to a growth of almost 60% over the decade.  

To analyse this trend, it is helpful to look at the CAGRs that have been divided by 

geographical area: a) CAGR Western Europe: 4.80%, b) CAGR Eastern Europe: 

5.10%, c) CAGR Americas: 6.55% d) CAGR Asia: 5.60%.  

 

Figure 24: Moncler's Market share 2021 vs 
2030 
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From these rates, it is possible to understand that the growth is mainly driven by 

Asia and western Europe, which will have 34.28% and 32.81% respectively in 

world sales in 2031. Another fact to emerge from the analysis is that none of the 

geographic areas considered has a higher growth rate than the others. Growth is 

homogeneous and organic in all regions of the world. Moving on to the market 

share side, we have obtained from the database the historical series of market 

shares of the company under analysis and of its competitors in order to 

understand the general market situation better. From the analysis with the 

comparables, it is easy to see that every year the large groups manage to attract 

more market share than smaller companies (an example is a difference in market 

share between LVMH, which is constantly growing, and Salvatore Ferragamo, 

which has remained at the same level for three years). Moncler is one of the 

companies that every year manage to attract more and more customers and 

therefore increase its market share, with an average annual market share growth 

of around 14.58% (2018-2020 period).  

To forecast the future evolution of Moncler's market share, and consequently its 

sales, we have made two types of forecasts: 

1)  The first, more simplistic, without considering any kind of growth in the 

company's market share. In this case, sales are solely driven by market 

growth. As a result of this type of analysis, we have a constant market share 

of about 2.1% of the entire design apparel and footwear market, which 

consequently leads to total gross sales of about ¼3.10 billion euros. 

 

2) The second type of analysis was carried out, trying to hypothesise a growth 

in Moncler's market share if it grows at the same rate as the market. We 

calculated a weighted CAGR, considering each CAGR and weighted with the 

relative market share that each geographical area has on the total. As a result, 

we have a weighted CAGR of 5.57%. Considering this result as annual growth 

in Moncler's market share, it goes from having a market share of 2.22% in 

2021 to a market share of 3.61% in 2030, implying total sales of approximately 

 

 

Figure 25: Moncler's Market Share 1 hypothesis 

Figure 26: Moncler's Market Share 2 hypothesis 
- Growth 
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¼5.332 billion euros. 

This is a top-down approach analysis, unlike the DCF model, which gave us the 

possibility to analyse data related to macroelements (such as the industry) and 

allows us to triangulate data, i.e., gross sales. What emerged from this analysis 

are certainly relatively coarse results that do not reflect our DCF model, but they 

certainly support the results of the main model, as the common thesis of the 

results of the two models is still the growth of the company's sales. 

 

7. Recommendation 
According to our forecast, MONC will be worth ¼87.65 on December 31, 2022. 

We used the DCF method to determine the fair value of MONC shares since we 

believe it is the most appropriate, as confirmed by a market share analysis and 

a multiple valuation. We believe the company is well-positioned to preserve and 

perhaps strengthen its position in the market. Furthermore, the solid financial 

structure and significant cash generation will contribute to long-term value 

creation. 

As the 2020 crisis shown, Moncler has maintained economic stability even during 

the crisis, demonstrating strong margins and cash levels that ensure the 

company's future. Furthermore, given the transformation of the luxury industry in 

terms of digitalisation, omnichannel, and sustainability, Moncler's simultaneous 

evolution in this direction will drive revenue growth. As seen by our analysis, we 

believe the market as a whole may be underestimating Moncler's potential 

profitability. We strongly feel Moncler is well-prepared for the majority of the 

possible future risks that may occur in the coming years.  

As a result, our ultimate recommendation as of January 3, 2022, is to buy MONC 

stock. 

 

 

 

Figure 18: Moncler's Market Share hypothesis 2 

Recommendation: 
BUY 
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Disclosures and Disclaimers 
 

       Report  Recommendations 
Buy Expected total return (including expected capital gains and expected 

dividend yield) of more than 10% over a 12-month period. 

Hold Expected total return (including expected capital gains and expected 

dividend yield) between 0% and 10% over a 12-month period. 

Sell Expected negative total return (including expected capital gains and 

expected dividend yield) over a 12-month period. 

 
 

This report was prepared by Salvatore Caloiero and Lorenzo Mazzei, a Master in Finance students of 

Nova School of Business and (FRQRPLFV��³1RYD�6%(´���ZLWKLQ� WKH�FRQWH[W�RI� WKH�)LHOG�/DE�± Equity 

Research. 

This report is issued and published exclusively for academic purposes, namely for academic evaluation 

and master graduation purposes, within the context of said Field Lab ± Equity Research. It is not to be 

construed as an offer or a solicitation of an offer to buy or sell any security or financial instrument. 

This report was supervised by a Nova SBE faculty member, acting merely in an academic capacity, who 

revised the valuation methodology and the financial model. 

Given the exclusive academic purpose of the reports produced by Nova SBE students, it is Nova SBE 

understanding that Nova SBE, the author, the present report and its publishing, are excluded from the 

persons and activities requiring previous registration from local regulatory authorities. As such, Nova 

SBE, its faculty and the author of this report have not sought or obtained registration with or certification 

as financial analyst by any local regulator, in any jurisdiction. In Portugal, neither the author of this report 

nor his/her academic supervisor is registered with or qualified under COMISSÃO DO MERCADO DE VALORES 

MOBILIÁRIOS �³&090´��WKH�3RUWXJXHVH�6HFXULWLHV�0DUNHW�$XWKRULW\��DV�D�ILQDQFLDO�DQDO\VW��1R�DSSURYDO�

for publication or distribution of this report was required and/or obtained from any local authority, given 

the exclusive academic nature of the report. 
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The additional disclaimers also apply: 

USA: Pursuant to Section 202 (a) (11) of the Investment Advisers Act of 1940, neither Nova SBE nor 

the author of this report are to be qualified as an investment adviser and, thus, registration with the 

6HFXULWLHV�DQG�([FKDQJH�&RPPLVVLRQ��³6(&´��8QLWHG�6WDWHV�RI�$PHULFD¶V�VHFXULWLHV�PDUNHW�DXWKRULW\��

is not necessary. Neither the author nor Nova SBE receive any compensation of any kind for the 

preparation of the reports. 

 

 

Germany: Pursuant to §34c of the WpHG (Wertpapierhandelsgesetz, i.e., the German Securities 

Trading Act), this entity is not required to register with or otherwise notify the Bundesanstalt für 

Finanzdienstleistungsaufsicht �³%D)LQ´��WKH�*Hrman Federal Financial Supervisory Authority). It should 

be noted that Nova SBE is a fully-RZQHG�VWDWH�XQLYHUVLW\�DQG�WKHUH�LV�QR�UHODWLRQ�EHWZHHQ�WKH�VWXGHQW¶V�

equity reports and any fund raising programme. 

UK: Pursuant to section 22 of the Financial ServLFHV�DQG�0DUNHWV�$FW�������WKH�³)60$´���IRU�DQ�DFWLYLW\�

WR�EH�D�UHJXODWHG�DFWLYLW\��LW�PXVW�EH�FDUULHG�RQ�³E\�ZD\�RI�EXVLQHVV´��$OO�UHJXODWHG�DFWLYLWLHV�DUH�VXEMHFW�

WR� SULRU� DXWKRUL]DWLRQ� E\� WKH� )LQDQFLDO� &RQGXFW� $XWKRULW\� �³)&$´��� +RZHYHU�� WKLV� report serves an 

exclusively academic purpose and, as such, was not prepared by way of business. The author - a 

Master¶V student - is the sole and exclusive responsible for the information, estimates and forecasts 

contained herein, and for the opinions expressed, which exclusively reflect his/her own judgment at the 

date of the report. Nova SBE and its faculty have no single and formal position in relation to the most 

appropriate valuation method, estimates or projections used in the report and may not be held liable by 

WKH�DXWKRU¶V�FKRLFH�RI�WKH�ODWWHU� 

The information contained in this report was compiled by students from public sources believed to be 

reliable, but Nova SBE, its faculty, or the students make no representation that it is accurate or complete, 

and accept no liability whatsoever for any direct or indirect loss resulting from the use of this report or 

of its content. 

Students are free to choose the target companies of the reports. Therefore, Nova SBE may start 

covering and/or suspend the coverage of any listed company, at any time, without prior notice. The 

students or Nova SBE are not responsible for updating this report, and the opinions and 
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recommendations expressed herein may change without further notice. 

The target company or security of this report may be simultaneously covered by more than one student. 

Because each student is free to choose the valuation method, and make his/her own assumptions and 

estimates, the resulting projections, price target and recommendations may differ widely, even when 

referring to the same security. Moreover, changing market conditions and/or changing subjective 

RSLQLRQV�PD\� OHDG�WR�VLJQLILFDQWO\�GLIIHUHQW�YDOXDWLRQ� UHVXOWV��2WKHU�VWXGHQWV¶�RSLQLRQV��HVWLPDWHV�DQG�

recommendations, as well as the advisor and other faculty PHPEHUV¶�RSLQLRQV�PD\�EH�LQFRQVLVWHQW�ZLWK�

the views expressed in this report. Any recipient of this report should understand that statements 

regarding future prospects and performance are, by nature, subjective, and may be fallible. 

This report does not necessarily mention and/or analyze all possible risks arising from the investment 

in the target company and/or security, namely the possible exchange rate risk resulting from the security 

EHLQJ�GHQRPLQDWHG�LQ�D�FXUUHQF\�HLWKHU�WKDQ�WKH�LQYHVWRU¶V�FXUUHQF\� among many other risks. 

The purpose of publishing this report is merely academic and it is not intended for distribution among 

private investors. The information and opinions expressed in this report are not intended to be available 

to any person other than Portuguese natural or legal persons or persons domiciled in Portugal. While 

preparing this report, students did not have in consideration the specific investment objectives, financial 

situation or  

 

particular needs of any specific person. Investors should seek financial advice regarding the 

appropriateness of investing in any security, namely in the security covered by this report. 

The author hereby certifies that the views expressed in this report accurately reflect his/her personal 

opinion about the target company and its securities. He/ She has not received or been promised any 

direct or indirect compensation for expressing the opinions or recommendation included in this report. 

[If applicable, it shall be added: ³:KLOH�SUHSDULQJ�WKH�UHSRUW��WKH�DXWKRr may have performed an internship 

(remunerated or not) in >LQVHUW�WKH�&RPSDQ\¶V�QDPH@� This Company may have or have had an interest 

LQ� WKH�FRYHUHG�FRPSDQ\�RU�VHFXULW\´�and/ or ³$�GUDIW�RI� WKH�UHSRUWV�KDYH�EHHQ�VKRZQ�WR�WKH�FRYHUHG�

FRPSDQ\¶V� RIILFLDOV� �,Qvestors Relations Officer or other), mainly for the purpose of correcting 

LQDFFXUDFLHV��DQG�ODWHU�PRGLILHG��SULRU�WR�LWV�SXEOLFDWLRQ�´]  
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LQ�1RYD�6%(¶V�ZHEVLWH�RU� LQ�%ORRPEHUJ�3URIHVVLRQDO�� IRU�DFDGHPLF�SXUSRVHV�VXFK�DV� LWV�GLVWULEXWLRQ�

DPRQJ�IDFXOW\�PHPEHUV�IRU�VWXGHQWV¶�DFDGHPLF�HYDOXDWLRQ� 

Nova SBE is a state-owned university, mainly financed by state subsidies, students tuition fees and 

companies, through donations, or indirectly by hiring educational programs, among other possibilities. 

Thus, Nova SBE may have received compensation from the target company during the last 12 months, 

related to its fundraising programs, or indirectly through the sale of educational, consulting or research 

services. Nevertheless, no compensation eventually received by Nova SBE is in any way related to or 

dependent on the opinions expressed in this report. The Nova School of Business and Economics does 

not deal for or otherwise offer any investment or intermediation services to market counterparties, 

private or intermediate customers. 

This report may not be reproduced, distributed or published, in whole or in part, without the explicit 

previous consent of its author, unless when used by Nova SBE for academic purposes only. At any 

time, Nova SBE may decide to suspend this report reproduction or distribution without further notice. 

Neither this document nor any copy of it may be taken, transmitted or distributed, directly or indirectly, 

in any country either than Portugal or to any resident outside this country. The dissemination of this 

document other than in Portugal or to Portuguese citizens is therefore prohibited and unlawful.
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