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The group at a glance: Created in Italy in 1930’s and IPOed on the Milan 
Stock Exchange in 2017 (€11/share), Unieuro is the Italian leader in the 
distribution of consumer electronics and household appliances (c.22% 
market share) thanks to an omni-channel approach integrating directly 
operated stores (c.250 DOS), affiliated stores (c.270) and the e-
commerce sites unieuro.it and Monclick. The group has a centralized 
logistics platform located in Piacenza, in addition to a new subsidiary 
platform in Sicily, and counts c.4400 FTEs. For FY 2018/19, Unieuro 
generated €2.1bn of sales. 

Positives: We believe that Unieuro can take advantage of certain 
inherent qualities, inter alia, (i) the generation of sector-beating, long-term 
growth supported by strong organic growth vs. sector, M&A and the 
implementation of a relevant omni-channel strategy, the elements that 
have enabled the group to position itself as Italy’s top Consumer 
Electronics (CE) player, (ii) an omni-channel strategy developed by the 
group to create substantial synergies between online and offline channels, 
(iii) the asset-light, centralized and flexible BM, (iv) strong market 
fragmentation, a benefit for Unieuro expected to play the role of 
consolidator (i.e. having added €500m of sales via M&A over the past 3 
years), (v) an experienced management team with a significant track 
record, (vi) strong and profitable historical growth funded by healthy and 
sustainable cash generation with significant future tax savings (€37.3m of 
DTAs in the balance sheet out of €378m total DTAs), (vii) the group 
generates a strong FCF conversion and offers a higher FCF Yield vs 
sector (@14.1% vs. 8.6% for peers on average), and (viii) Unieuro offers 
the sector's highest  dividend yield N+1 (@8.0% vs 2.8% on average for 
peers), a policy that is recurrent and sustainable in the long run. 

Main risks: In our opinion, the main risks include (i) the cyclicality of a 
sector subject to macroeconomic risks, (ii) the high geographic 
concentration (100% focus on Italy), (iii) strong competition from pure 
online players (e.g. Amazon, etc.), (iv) the GW accounting for 195.8% of 
equity for FY2018/19, which may give rise to substantial one-offs in the 
event of devaluation, (v) the still too low contribution of online vs. peers - it 
would be relevant for the group to implement a marketplace in order to 
generate qualified traffic, gain visibility and improve margins, and (vi) the 
business of warranty extensions that may come to weigh on the group’s 
profitability in the event of a sharp increase in the number of incidents. 

Valuation: We valued Unieuro using 2 methods, each counting for 50% 
of our TP, more specifically (i) the DCF approach (WACC @11.0%, TGR 
@0.0%), and (ii) the trading multiples approach using 2021E EV/EBIT 
2021E, being the most relevant multiple to use. It should be mentioned 
that our valuation does not include any M&A potential opportunities, which 
are an integral part of the group's strategic orientation. 

We initiate the coverage of Unieuro with a recommendation to Buy 
and a TP of €15.5. 

 

Potential: +15% 
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In a Nutshell 

Ownership Structure  

 
Source: Company 

 

 

Evolution of the Number of Stores 

 

Source: Company 

 

Omni-channel Sales Distribution 2018-19 (Off & On line) 

 
Source: Company 

 

 

Geographic Distribution of Stores in Italy 

 
Source: Company 

 

 

Distribution of 2018/19 Sales by Product Type 

 
Source: Company 

 

 

Market Share of Top # 3 Retailers by Country 

 
Source: Company, reference market only 
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Evolution of Adj. EBITDA (€m) 

 
Source: Company 

 

 

 

Breakdown of Costs for FY 2018-19  

 
Source: Company 

 

Capital Allocation: CapEx, then Dividends and M&A 

 
Source: Company 

 

 

Sound Financial Structure Paving the Way for M&A 

 
Source: Company 

 

SWOT Analysis 

Strengths 

 Leader in the CE sector in Italy (22% market 
share)  

 Flexible and centralized BM 
 POS network to establish customer proximity  
 Relevant omni-channel strategy 
 WC structurally negative 
 High DTAs 
 An opportunistic M&A policy 
 Clear and generous dividend policy 
 

Weaknesses 

 Sector is very cyclical, subject to 
macroeconomic risks 

 GW accounting for 195.8% of equity for 
FY2018/19, which may result in substantial 
one-offs in the event of devaluation 

 Strong adjustments to consider in the Adj. 
EBITDA calculation 

 Online contribution still weak vs. peers 
 

 
Opportunities 

 M&A in order to consolidate the Italian 
market which remains particularly fragmented 

 Development of services in order to boost 
margins 

 Monetize loyalty cards (like FNAC, Amazon) 
 Development and implementation of a 

marketplace in order to generate qualified 
traffic and increase margins 

 
Threats 

 Concentration with 100% focus on Italy 
 Economic downturn 
 Price competition arising from both discounters 

and marketplaces 
 Eventual one-off related to Guarantees 

extensions 
 Integration phase of new M&A transactions 
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Company Profile 

IPOed in the STAR segment of the Milan Stock Exchange in 2017, Unieuro is the Italian leader in the 

distribution of consumer electronics and household appliances (c.22% of market share), thanks to an 

omni-channel approach integrating the company operated stores (c.250 DOS), affiliated stores (c.270) 

and e-commerce sites unieuro.it and Monclick. The Group has a centralized logistics platform located 

in Piacenza, Italy on top of a secondary logistic hub located in Sicily, with c.4400 FTEs. Unieuro 

generated revenue of €2.1bn for the FY 2018/19. 

 

Chart 1: Unieuro is the Italian leader in the distribution of consumer electronics 

  

 

Source: Company 

 

The Group’s History 

Originally a family business started in the 1930's in Emilia-Romagna, Unieuro took an important 

strategic turn in the 2005 by attracting quality shareholders with prestigious PE funds (Rhône Capital). 

This story has been marked by a sharp acceleration of M&A under the influence of the aforementioned 

PE funds with 73 POS acquired between 2015 and today. 
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Chart 2: The Group’s History  

 

Source: Company 

 

With two logistics platforms located in Piacenza and Carini (whose opening followed the recent 

acquisition of Pistone in Sicily), Unieuro has mastered the geography of the domestic market, on 

which the company is fully focused, thanks to the capillarity of its distribution network. 

 

Chart 3: Geographic distribution of stores in Italy 

Strong capillarity of the sales network 

 

 

Geographic predominance in Northern Italy, where available income for 
consumer spending is highest 

 

Source: Company 

 
Unieuro offers a wide range of products, predominantly electronics and household appliances, and 
services, which accounted for 4.6% of sales in 2018-19. 
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Chart 4: Distribution of turnover by product type 2018-19 

 
Source: Company 

 
Unieuro has generated strong top line growth in recent years (+11.1% CAGR between 2015 and 

2019). 

 

Chart 5: Historic growth of the top line 

Evolution of sales (€M) 

 

Evolution of the sales growth rate 

 

Source: Company 

 

This strong increase in turnover was supported by (i) the expansion of the number of stores (+6.8% 

p.a. 2014-19 CAGR) and (ii) market share gains. It should be noted that the top #1 affiliate (Finiper) 

represents c.4% of the group’s total turnover. 
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Chart 6: Evolution of the number of stores and gains of market share  

Evolution of the total number of stores 

 

Unieuro vs. CE market performance 

 

Source: Company 

 

The group has higher margins than its domestic peers (including Mediaworld). We expect margins 

growth to increase over the next few years, particularly as a result of (i) the omni-channel, (iii) supply 

chain improvements, (iii) better retail mix, with private labels and exclusive brands increasing share, 

and (iv) improved sales of services (which have higher margins than goods). 

 

Chart 7: Adjusted EBITDA margin vs. peers and evolution  

Adjusted EBITDA margin vs. peers (last FY) 

 

Evolution of the group’s EBITDA margin 

 

Sources: Companies 
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Investment Case 

We initiate Unieuro's coverage with a recommendation to Buy and a target price of €15.5/share. 

We believe that the market underestimates some positive elements specific to Unieuro, inter alia (i) 

the ability of the Group to remain competitive against pure online players (e.g. Amazon), (ii) the 

prospect of growth of the top line and the potential for expansion of the reported EBITDA margin (from 

2.7% in 2019A to 3.2% in 2022E), notably thanks to the operational leverage and their omni-channel 

strategy, (iii) the strong generation of FCF and the FCF Yield are attractive vs. sector (FCF Yield NTM 

@14.1% for Unieuro vs. 8.6% for peers), (iv) the highest dividend yield in the sector (Dividend Yield 

N+1 @8.0% for Unieuro vs. 2.8% for the peers), and (v) the solid execution of the group's strategy, 

driven by an experienced management team with a strong knowledge of the local market and a 

significant track record, especially when comparing Unieuro's performance against that of foreign 

players having wished to penetrate the Italian market without success (i.e. FNAC-Darty and Dixons 

Carphone). 

 

Unieuro should be up to the task to compete with Online Players 

In recent years, investors have become increasingly sceptical of the retail sector because of the 

increased penetration of pure online players (e.g. Amazon). We do not believe that the future of retail 

will be fully online, but we do think that physical retailers should be able to maintain their respective 

market share over the long term under certain fundamental conditions, specifically (i) the development 

of omni-channel platforms accompanied by robust delivery services and loyalty programs, (ii) 

maintaining an attractive pricing policy, the consumer price perception being a key element 

conditioning their business consistency (iii) investing in both UX & CX with more digitalization, (iv) 

developing and improving services (delivery, guarantee extension, after-sale etc.) by adopting a 

customer centric approach, and (v) developing a marketplace in order to generate and recruit qualified 

traffic, thus increasing visibility and profitability. Unieuro fulfils all these conditions except for the 

development of the marketplace, although we do understand that it is on the group's list of medium 

term strategic priorities. 

Chart 8: Unieuro is well positioned to fight against online players 

 

Source: Midcap Partners 

Omni channel 

strategy

 Majority omni-channel sales as a % of online sales

 Implementation of an integrated omni-channel strategy

 Synergies between online & offline

 c.11.6% of FY2018/19 sales coming from online

Loyalty program

 Development of Unieuro Club

 7m members (o/w 1.9m active members)

 50% of FY2018/19 came from active members

 Also interesting to feed the CRM base

Pricing positioning 

& perception

 #1 CE player in Italy

 Good price perception: +2.5% on a median basis vs. Amazon and flat vs. MediaWorld

 Price tracking software implementation in order to be aligned with domestic peers

 Aggressive market practices in terms of promotions

UX & CX

 Optimization of both User and Customer experience

 Ongoing digitalization process

 Development of a top-ranked Mobile application

Services offer

 Delivery

 Guarantee extension

 After-sale service

Marketplace 

implementation & 

development

 Not developed yet, but part of Unieuro’s strategy

 Would allow for qualified traffic, better visibility, and more profitability



   

  10 

The Top Line is Set to Grow 

We expect Unieuro to generate +6.1% p.a. (CAGR 2019A-22E) of growth, supported by (i) modest 

market growth, (ii) expansion of the number of physical stores (3 new DoS p.a.) (iii) online penetration, 

and (iv) market share gains supported by the ramp-up and improvement of the omni-channel platform, 

the efforts made to improve the perception of the price policy, the strengthening of customer loyalty, 

and the improvement of logistics with the opening of an additional hub in Carini (Sicily) to more 

effectively serve the Southern Italy. 

 

Chart 9: Focus on the Group’s Organic Growth 

 

Sources: Company, Midcap Partners 

 

Towards Improved Margins 

We expect the group's reported EBITDA margin to increase gradually to c.+3.2% in 2022E, the level at 

which it is expected to stabilize in the medium to long term. 

We also expect the group to take advantage of operating leverage on central costs and global 

operating costs, which should more than offset higher rents and logistics costs as well as lowered 

gross margins which are fragile in a context of a weakening product mix.  

 

Chart 10: Evolution of the Group’s Reported EBITDA Margin 

EBITDA Margin 

 

Cost Structure  

 

Sources: Company, Midcap Partners 
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In terms of EBITDA margin adjusted for non-recurring items (one-offs, M&A, expansion, as well as 

extended warranties accounting adjustments), the group reaffirmed its willingness to grow at around 

3.5%, in line with our estimates. 

 

Chart 11: Evolution of the Group’s adjusted EBITDA Margin 

 
Source: Midcap Partners 

 

Extended warranty service – Change in business model and accountability 

 Unieuro sells warranty extensions, which are an important growth driver together with other services 

such as delivery, installation, etc. 

In the past, until 2011, their warranty business model was similar to the market practice: outsourced. 

The service was provided by third parties. Former SGM and former Unieuro just sold it, obtaining a 

fee. This fee positively impacted the P&L of the same year. 

 Starting from 2011, Unieuro started internalizing this business, like Dixons did and does in the UK, in 

order to benefit from its high profitability. 

Nowadays, almost all extended warranties sold are internalized. It is very close to the insurance 

business: Unieuro gets money for the service and, after 2 years of “legal warranty”, the Groupe could 

be asked to reimburse damages or losses. 

From an accounting point of view, Unieuro has a cash-in, but it immediately postpones the revenue 

recognition through a negative accrual. Positive accruals will be registered from the 3rd to – usually – 

the 6th year, until the warranty expires.  

Treatment in the IS: Unieuro’s objective is letting its current P&L comparable with future projections 

and peers. So that, they add to their current EBITDA and Net Income the margin on warranties that 

they would have added if in the past, before 2014, they had an internalized business model, the same 

of today. They are adding estimated margins on former warranty contracts to let the effects of these 

contracts be comparable with actual ones. 

These adjustments, €7.9m in FY2018/19, will be flat under the M&A policy (implementation of such 

BM and best practices). 

 

 

Market underestimates Unieuro FCF generation 

Unieuro is a best-in-class in terms of FCF conversion (also thanks to the internalisation and 

accountancy of the extended guarantees business improving thus the FCF generation), even if it 
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Chart 12: FCF conversion 

FCF conversion/Reported EBITDA 

 

FCF conversion vs. sector (last FY) 

 

Sources: Companies, FactSet, Midcap Partners 

 

Unieuro’s FCF Yield is superior to the sector and constitutes a distinctive asset that the market seems 

to underestimate. 

 

Chart 13: Unieuro’s Superior NTM FCF Yield vs Sector 

 
Sources: FactSet, Midcap Partners 

 

A Generous Dividend Distribution Policy 

The continuation of a regular dividend payment would likely be well received by the market as it would 

allow the company to attract new investors and send a positive signal regarding FCF generation in the 

medium term. 

The group offers the highest dividend yield in the sector, constituting a distinct asset vs. peers. 

Unieuro has set itself the goal of distributing 50% of its adjusted net income. We estimate a cash-out 

of c.€21-23m p.a. over the next 3 years. 

For information purposes only, €61.4m have been redistributed to shareholders since the IPO, i.e. 

€3.07/share, representing 27.9% of the price of IPO (€11/share) in only 2.2 years. 
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Chart 14: Unieuro Offers the Highest Dividend Yield in the Sector (last FY) 

 
Sources: FactSet, Midcap Partners, Companies 
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Valuation 

We initiate the coverage of Unieuro with a Buy rating and a target price of €15.5/share, calculated on 

the basis of both DCF and trading multiples valuation methods. 

We believe that the group is trading at a significant discount vs. sector despite the fact that it is a best-

in-class in terms dividend yield and improvement of financials over the next 3 years, on top of offering 

a higher FCF Yield vs. sector.  

 

Chart 15: Our valuation work results in a TP of €15.5/share 

Construction of our TP 

 

 

Implied Multiples @TP 

 

Source: Midcap Partners 

 

Valuation by Trading Multiples  

For this approach, we value Unieuro by using the 2021E EV/reported EBIT multiple. EV/EBIT is the 

most appropriate method to value non-food retailers – we obtain 83% correlation between NTM 

EV/EBIT and Unieuro share price performance.  

We have taken into consideration the fully diluted NoSH including 0.57m (i.e. 2.8% of the current 

share capital) of potential new shares to be created during the exercise period of the stock option plan 

by top management planned for 2021E. 

We also considered a €34.1m discounted DTA (NPV of €1.7/share) in the equity bridge. 

 

Chart 16: Outcome of Valuation by Trading Multiples 

 

Sources: FactSet, Midcap Partners 

 

Unieuro shares are trading at a significant discount vs. peers, despite the fact that it offers a higher 

FCF Yield vs. sector, an element that we believe the market has not yet taken into consideration. 

 

 

 

 

 

Method FV 2021E Coefficient

DCF 17.0 50.0%

EV/EBIT 14.1 50.0%

Implied multiples @target

2020E 2021E 2022E

EV/Sales 0.1x 0.1x 0.1x

EV/EBITDA 4.8x 4.3x 4.1x

EV/EBIT 8.6x 7.2x 7.0x

P/E 10.0x 8.6x 8.5x

FCF Yield 11.7% 12.1% 12.3%

EV/EBIT

2021E figure (EURm) 45.5

2021E multiples 5.5x

EV 249.8

+/- equity bridge 39.8

Equity value 289.6

Fully diluted NoSHm 20.6

FV/share 14.1
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Chart 17: Trading Multiples for the Sector 

 
Sources: FactSet, Midcap Partners 

 

In terms of operational performance, Unieuro is expected to generate the highest growth in sales, 

EBIT and NI vs. sector. The group is also a best-in-class in terms of ROE and dividend yield, in 

addition to being the second least leveraged company in the sector. 

 

Chart 18: Operational Performance of the Sector 

 
Sources: FactSet, Midcap Partners 
Note (*): Adjusted elements 

 

 

DCF Approach 

For the DCF approach, we used the following assumptions: 

- An explicit period up to 2022E; 

- Increasing EBITDA margin up to +3.2% normalization thanks to operating leverage and online 

penetration; 

- A normative tax rate of 20% thanks to DTAs – We did not take the DTAs into account in the 

equity bridge so as to not double count; 

- Normalisation of both D&A and CapEx at 1.5% of sales; 

- A normative WC equal to -10.0% of sales; 

- A WACC @11.0% assuming a Beta of 1.03x, a premium of +150bps applied to the CoE 

corresponding to the listing location, liquidity and size; 

- TGR @0.0%. 

 

 

 

 

 

 

Company Name

Equity EV Dec-19 Dec-20 Dec-21 Dec-19 Dec-20 Dec-21 Dec-19 Dec-20 Dec-21 Dec-19 Dec-20 Dec-21 Dec-19 Dec-20 Dec-21

Cyclical consumer

Best Buy 17,888 13,645 0.46x 0.46x 0.46x 7.1x 7.0x 6.9x 9.9x 9.9x 9.8x 13.1x 12.5x 11.6x 10.5% 7.8% 8.4%

Ceconomy 1,657 2,071 0.04x 0.04x 0.03x 1.6x 1.2x 1.0x 2.3x 1.8x 1.5x 10.1x 7.3x 6.9x (2.4%) 13.8% 16.7%

Dixons Carphone 1,625 2,265 0.17x 0.16x 0.14x 4.3x 3.7x 2.9x 7.2x 5.9x 4.4x 8.2x 7.0x 5.8x 16.9% 20.2% 18.2%

Fnac Darty 1,357 1,533 0.21x 0.19x 0.16x 3.3x 2.9x 2.4x 5.3x 4.4x 3.7x 8.7x 7.4x 6.9x 9.4% 12.6% 13.5% 

0.22x 0.21x 0.20x 4.1x 3.7x 3.3x 6.2x 5.5x 4.9x 10.0x 8.5x 7.8x 8.6% 13.6% 14.2%

Unieuro SpA 303 263 0.11x 0.10x 0.10x 3.9x 3.3x 3.1x 6.9x 5.6x 5.2x 8.4x 7.4x 7.3x 14.1% 14.5% 14.7%

vs. Average (50%) (51%) (51%) (4%) (10%) (7%) 11% 1% 8% (16%) (13%) (6%) 548ppt 90ppt 53ppt

AVERAGE

P/EMarket Value (€m) EV/Sales EV/EBITDA EV/EBIT FCF Yield

Company Name

Equity EV Dec-19 Dec-20 Dec-21 Dec-19 Dec-20 Dec-21 Sales EBIT NI Dec-19 Dec-20 Dec-21 Dec-19 Dec-20 Dec-21 Dec-19 Dec-20 Dec-21 Dec-19 Dec-20 Dec-21

Cyclical consumer

Best Buy 17,888 13,645 6.5% 6.6% 6.7% 4.7% 4.6% 4.7% 1.4% 2.3% 2.7% 44.9% 46.5% 51.0% 2.8% 3.1% 3.1% 0.1x 0.1x 0.3x 2% 2% 2%

Ceconomy 1,657 2,071 2.6% 3.2% 3.3% 1.8% 2.1% 2.2% 0.5% 27.5% n/a 16.9% 26.1% 23.9% 2.1% 4.7% 5.4% (1.3x) (1.2x) (1.4x) 1% 1% 1%

Dixons Carphone 1,625 2,265 3.8% 4.3% 4.9% 2.3% 2.6% 3.1% (0.1%) n/a n/a 6.3% 7.4% 8.9% 5.6% 5.7% 5.9% 0.8x 0.5x 0.1x 3% 2% 2%

Fnac Darty 1,357 1,533 6.6% 6.6% 6.7% 4.0% 4.3% 4.4% 2.4% 11.8% 8.4% 10.4% 12.1% 11.6% 0.0x 0.0x 0.0x 0.6x 0.2x (0.1x) 1.8% 1.8% 1.7% 

4.9% 5.1% 5.4% 3.2% 3.4% 3.6% 1.1% 13.9% 5.6% 19.6% 23.0% 23.9% 2.8% 3.5% 3.8% 0.1x (0.1x) (0.3x) 1.9% 1.8% 1.7% 

Unieuro SpA 303 263 3.5% 3.5% 3.5% 2.1% 2.2% 2.1% 6.1% 16.4% 9.4% 31.7% 30.7% 27.6% 8.0% 8.1% 8.1% (0.3x) (0.4x) (0.5x) 1.5% 1.5% 1.5% 

vs. Average -144ppt -168ppt -191ppt -114ppt -124ppt -146ppt 507ppt 249ppt 379ppt 1205ppt 769ppt 373ppt 521ppt 460ppt 435ppt (654.9%) 410.9% 80.6% -38ppt -32ppt -22ppt

AVERAGE

Market Value (€m) Dividend Yield Net Debt / EBITDAEBITDA margin* EBIT margin* Next 3-year CAGR RoE Capex as % of sales
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Chart 19: Valuation by DCF 

 
Sources: FactSet, Midcap Partners 

 

Stock Market Trends 

Unieuro outperformed its reference market and peers (+38.6% YTD vs. 21.1% on average for peers 

and +24.5% ES Consumer Goods), the rerating is not finished - we are currently trading on levels 

close to that IPO (€11 / share). 

It should be noted, however, that Unieuro has the highest yield dividend in the sector (Current FY 

@8.0%, higher vs. peers), impacting the performance of the share price. 

 

Chart 20: Unieuro’s YTD share price performance vs. peers (rebased on Unieuro’s shares) 

 

Sources: Bloomberg, Company, Midcap Partners (data as of 06/11/2019) 

FY ending in February (EURm) 2020E 2021E 2022E 2023E 2024E 2025E 2026E 2027E 2028E 2029E

Sales 2,368.2 2,447.1 2,516.2 2,539.0 2,546.4 2,548.8 2,549.6 2,549.8 2,549.9 2,549.9

Δ % 3.3% 2.8% 0.9% 0.3% 0.1% 0.0% 0.0% 0.0% 0.0%

EBITDA 67.5 76.6 79.6 80.3 80.5 80.6 80.6 80.6 80.6 80.6

EBITDA margin 2.8% 3.1% 3.2% 3.2% 3.2% 3.2% 3.2% 3.2% 3.2% 3.2%

D&A (29.3) (31.2) (32.9) (33.8) (34.6) (35.3) (36.0) (36.8) (37.5) (38.2)

D&A as % sales (1.2%) (1.3%) (1.3%) (1.3%) (1.4%) (1.4%) (1.4%) (1.4%) (1.5%) (1.5%)

EBIT 38.2 45.5 46.7 46.5 45.9 45.3 44.6 43.9 43.1 42.4

EBIT margin 1.6% 1.9% 1.9% 1.8% 1.8% 1.8% 1.7% 1.7% 1.7% 1.7%

Taxes on EBIT (3.8) (5.7) (6.5) (7.9) (9.2) (9.1) (8.9) (8.8) (8.6) (8.5)

Tax rate 10.0% 12.5% 14.0% 17.0% 20.0% 20.0% 20.0% 20.0% 20.0% 20.0%

NOPAT 34.4 39.8 40.2 38.6 36.7 36.2 35.7 35.1 34.5 33.9

CapEx (35.5) (36.7) (37.7) (38.1) (38.2) (38.2) (38.2) (38.2) (38.2) (38.2)

% sales (1.5%) (1.5%) (1.5%) (1.5%) (1.5%) (1.5%) (1.5%) (1.5%) (1.5%) (1.5%)

OWC (244.1) (248.6) (252.7) (255.0) (255.7) (256.0) (256.1) (256.1) (256.1) (256.1)

% sales (10.3%) (10.2%) (10.0%) (10.0%) (10.0%) (10.0%) (10.0%) (10.0%) (10.0%) (10.0%)

Δ OWC 9.5 4.5 4.1 2.3 0.7 0.2 0.1 0.0 0.0 0.0

FCF 37.7 38.8 39.4 36.6 33.9 33.6 33.6 33.6 33.8 33.9

Time coefficient 0.3 1.3 2.3 3.3 4.3 5.3 6.3 7.3 8.3 9.3

DF 1.0 0.9 0.8 0.7 0.6 0.6 0.5 0.5 0.4 0.4

Cash conversion on EBITDA 55.8% 50.6% 49.5% 45.6% 42.1% 41.6% 41.6% 41.7% 41.9% 42.1%

Discounted FCF 36.4 33.8 30.9 25.9 21.6 19.3 17.3 15.7 14.2 12.8

Sum of discounted FCF 227.9

Terminal trailing EV/EBIT 2029E 7.3x

+ Discounted Terminal Value 116.1

% EV 33.8%

= Enterprise Value 344.0

- Equity Bridge 6.2

= Equity Value 350.2

Fully diluted NoSH 20.6

Price target 17.0

€7 
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€11 
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€19 

€21 
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The chart below lists the impact of sensitive prices announcements issued by Unieuro in YTD. 

 

Chart 21: Explanation of Share price performance 

 

Sources: Bloomberg, Company, Midcap Partners (data as of 06/11/2019) 

 

Given its size, segment and trading price, Unieuro has attractive liquidity, with a floating rotation of 278 

trading days (average daily 3 months) vs. 262 trading days on average for peers (and 316 trading 

days excluding Best Buy). 

 

Chart 22: Volumetric Analysis of Shares 

 

Sources: Bloomberg, Company, Midcap Partners (data as of 06/11/2019) 

 

Analysts remain positive on the sector with a majority recommending a Buy rating (52% on average), 

followed by recommendations to Hold (45%), and Sell (3%).  

Unieuro gets both the second best consensus and upside potential in the sector. 
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10/01/2019: 9M 2018/19 earnings, €1.53bn of sales (+15% YoY and 

+5.1% LfL) and adj. EBITDA at €43.7m (+9.9% YoY)
1

8

26/06/2019: Giancarlo Nicosanto Monterastelli confirmed as CEO. 

Appointment of the Board members. Payment of an annual dividend 

amounting to €1.07/share (i.e. 8.0% dividend yield)

2

15/01/2019: Acquisition of 12 Pistone (Expert) stores in Sicily. Second 

largest transaction in their history. New logistics hub in Carini adding 

c.€140m of sales and 25ksqm of sales space

3
01/03/2019: Closing the acquisition of 12 stores in Sicily finalized for 

€17.4m (equity value)

4

15/03/2019: FY 2018/19 preliminary sales amounting to €2.1bn 

(+12.3% YoY and +4% LfL). Unieuro is the new market leader in Italy 

in terms of sales and # of stores

5

08/05/2019: FY 2018/19 earnings, €2.1bn of sales (+12.3% YoY and 

+4.9% LfL), and an adj. EBITDA at €73.6m up +6.7% YoY. Record 

negative NFD at -€20.5m (vs. €4.5m during last FY)

6
30/05/2019: Mr. Fabio Toto candidate as independent director of 

Unieuro S.p.A. withdrew his candidature for personal reasons

7 18/06/2019: Annual Shareholders’ Meeting

1 2
3

4

5 6 7

8
9

10

10/07/2019: 1Q2019/20 earnings with €495.3m of sales (+18.3% YoY 

and +3.6% LfL) and an adj. EBITDA at €3.2m (+129% YoY).
9

22/10/2019: 1H2019/20 earnings with €1.06bn of sales (+16.6% YoY 

and +3% LfL) and an adj. EBITDA at €18.0m (+15.6% YoY), NI more 

than tripled to reach €1.5m

10

Company Country
Market 

cap
Free float Volumes* Float rot.

(€ m) (%) (€ m) (€ m) (trading days)

Unieuro IT 268 51.4% 138 0.49 278

Best Buy US 17,814 87.1% 15,517 153.51 101

Dixons Carphone GB 1,676 87.2% 1,461 3.95 370

Ceconomy GE 1,663 66.8% 1,110 3.51 316

FNAC DARTY FR 1,367 64.0% 874 3.35 261

* Daily avg. 3 months
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Chart 23: Analysts' consensus on the sector 

 

Sources: Bloomberg, Company, Midcap Partners (data as of 06/11/2019) 

 

Unieuro's consensus has remained stable over the last year with 60% of analysts to Buy and 40% to 

Hold. The average target price also remained stable at €15.55/share. 

 

Chart 24: Evolution of Unieuro’s consensus 

 

Sources: Bloomberg, Midcap Partners (data as of 06/11/2019) 

 

 

The evolution of consensus when dealing with Fwd Sales over the past year is slightly negative (-0.4% 

on average over one year), but well oriented on FNAC (+2.1%) and Best Buy (+0.6%) and in decline 

on Ceconomy (-2.4%) and Dixons Carphone (-1.8%). 
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Chart 25: Consensus evolution of Sales Fwd for Unieuro’s main peers 

  

  

Source: FactSet 

 

The evolution of consensus when dealing with Fwd EPS for the sector during the last year is negative 

(-8.9% on a one year average), well oriented towards Best Buy (+3.5%), and declining on Ceconomy 

(-10.8%), Dixons Carphone (-13.0%), and FNAC (-15.4%). 

 

Chart 26: Consensus evolution of EPS Fwd for Unieuro’s main peers 
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Source: FactSet 
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Market Evolution 

A Sector in Profound Change  

Over the last decades, the retail sector has undergone substantial structural changes, notably marked 

by the change in consumer behaviour and the advent of the digital, even if online alone is not enough, 

the omni-channel model being the most appropriate. This business sector is cyclical and performs at 

GDP+ (also taking into account the CPI).  

 

Chart 27: Unieuro vs. Sector and Market Performance 

 

Source: Company 

 

The chart below shows the factors impacting the retail market. 

 

Chart 28: Sector Dynamics 

Market trends and 

structure 

Changing consumer buying behaviour 
 High volatility, short-term approach, desire for novelty, immediacy, customisation 
 Penetration of social networks, internet and mobile (Fb, Instagram, influencers, etc) 
 Perception of the price policy (promotions, flash sales, sales, private sales), the key theme being price comparability 
 Product range (width, depth, novelties) 
 Quality  
 Convenience (offer, store location, omni-channel) 
 Service (CX in store and online) 
 Logistics (reduction of delivery times) 
 Social & environmental responsibility (ethics, treatment of third parties, material sustainability, recycling, etc.) 
 
Changed distribution channels towards increased digitalization of the sector 
 Online counterbalances the decrease of offline in the medium-long-term 
 Online will contribute to market fragmentation (multiplication of sellers thanks to the development of marketplaces, 

barriers to entry being low) 
 Increased OpEx and CapEx in the implementation phase, in particular to meet increasing consumer demands, then 

significant structural cost savings 
 The development of augmented reality  
 The Non-food retail, a sector in which online is particularly important 
 
The perception of price policy is essential 
 Discounters experience strong growth with a positive impact on lower consumer prices and the erosion of their 

weakest competitors’ margins 
 It should be emphasized that price is the first criterion for a consumer’s purchase - the perception of a coherent price 

policy on the part of consumers is essential 
 Share of promotions as a % of sales is up sharply 
 
 
 
 

Source: Midcap Partners 
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A stable but not vigorous macroeconomic environment 

Unieuro's performance in Lfl is weakly correlated with the GDP. In our opinion, this is not a relevant 

indicator to follow, even if it provides a global indication of value creation within a given country during 

the course of the year. The most relevant Group’s growth drivers are (i) innovation (telephony, 

computing, small household appliances), and (ii) substitution (major household appliances) (iii) 

inspiration (photography, video games, etc.).  

Usually, the consumer goods market is strongly correlated with disposable household income (R = 

93.3% over the last 5 years). 

The Italian macro-economy is not as bad as expected, (i) the evolution of household consumption is 

positive and should slightly accelerate, and (ii) the unemployment rate, which has been decreasing 

since 2014, is expected to normalise at c.10.3% in 2021E. 

 

Chart 29: Household Consumption Stays Positively Oriented 

Evolution of household consumption and disposable income (Δ YoY) 
 

 

Evolution of the unemployment rate 
 

 

Sources: FactSet, ISTAT 

 

 

Consumers' Confidence Still Negative: Globally, feelings of consumer confidence are not 

favourable (because of a negative balance), but has been improving since the 2012 low. We do not 

necessarily think that consumer confidence specifically impacts Unieuro’s market since it has been 

negative for so long (since 2009).  
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Chart 30: Consumer confidence, though not favourable, is increasing 

Evolution of the balance of consumer confidence 

 

Evolution of the balance of the economic situation of NTM households 

 

Sources: FactSet, ISTAT 

 

A propensity to save very little: The ability of households to save for the future has been stalled for 

years, but recently there has been an apparent increase in savings. The effect of low household 

savings can be mitigated through access to favoured and simplified consumer credit (with low interest 

rates environment, and at the micro level, Unieuro's almost exclusive partnership with the AGOS credit 

institution). 

 

Chart 31: Household savings 

Savings rate as % of household disposable income 

 

The ability to save in the future 

 

Sources: FactSet, ISTAT 

 

Competitive environment 

Unieuro's main competitors are listed below and include (i) retail, (ii) superstores specializing in 

technology, (iii) electronics specialists, (iv) telecom specialists, and (v) independent actors. 
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Chart 32: Presentation of Unieuro's competitive landscape 

 

Source: Company 

 

Competition arising from pure online players: we confirm that the competition coming from the 

marketplaces specialized in IT and household appliances are tightening market conditions with the 

predominance of Amazon in Italy. In order to mitigate this effect and gain visibility, we think it would be 

relevant for Unieuro to implement a marketplace. On the other hand, Unieuro has an advantage that 

Amazon does not have, namely omni-channel approach. 

It is worth mentioning that the competition also comes from illegal e-retailers selling their products on 

different marketplaces. Substantial fraud cases (fiscal, grey market, etc.) have emerged in Italy 

specifically. The price competition with these illegal operators is rude. It remains complicated for the 

Italian regulators to eradicate this phenomenon since their persistence simply depends on changing 

marketplaces, domain name or denomination. National or European new rules are expected to be 

implemented. 

Unieuro owns c.22% of the Italian market share (on €10bn total addressable market), propelling the 

Group to 1
st
 place in the Italian electronics consumers market in terms of POS, geographical 

presence, profitability, and especially business volume (FY2018/19 sales of €2,105m), positioned just 

ahead of Mediaworld (2018 turnover of €2,096m). 
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Chart 33: Major Groups’ revenues in the EC market and POS in Italy (Last FY, €bn) 

 

Source: Company 

 

A significantly fragmented market, leaving a big opportunity for consolidation  

In line with many Italian markets (Telecom, Industry, Banks, etc.), the non-food retail market is 

particularly fragmented. An imminent consolidation is surely to come. Perfectly in line with the group’s 

strategy, Unieuro is expected to play a major role in this consolidation, especially because its main 

competitor, Mediaworld, never targets acquisitions. 

Compared to some other European countries, in the Italian market, the top # 3 players represent only 

66% of the market vs. 81% on average in the most mature markets (GER, US and UK), presenting a 

consolidation opportunity of €1.9bn. As a reminder, Unieuro has a market share of c.22% (on €10bn 

total addressable market).  

 

Chart 34: Italy Remains a Fragmented Market  

 

Source: Planet Retail and Company information (Top 3 Company sales), Company elaborations based on market data 

(addressable market) 

 

Gaining market share: Market share gains should be achieved through (i) consolidation and a 

natural, healthy market cleansing, (ii) improved perceptions of price policy practice which is already in 

line with best market practice, (iii) omni-channel, (iv) improved logistics, and (v) M&A.  
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We can observe in this chart that Unieuro is gaining market shares even in LfL, on top of M&A effect, 

high lightening the pertinence of the Group’s BM. Besides, Unieuro generates the highest LfL growth 

of the sector (+4.7% on an avg. basis for Unieuro vs +2.0% for the peers). 

 

Chart 35: Unieuro vs. Sector and Market Performance 

Performance of Unieuro's top line (Real Lfl) vs. CE and GDP market 

 

Unieuro Performance (YoY) vs. CE Market  

 
  

Unieuro's LfL performance vs peers 

 

 

Sources: FactSet, Companies 

 

 

Main dynamics of the product families 

The size of Unieuro’s addressable market is c.€10bn. We notice that the most volatile segments are 

audio visual (5.5% over the last 5 years), followed by appliances, then electronics. 

 

 

 

 

 

 

(3.0%)

(2.0%)

(1.0%)

0.0%

1.0%

2.0%

3.0%

4.0%

5.0%

6.0%

7.0%

8.0%

2014 2015 2016 2017 2018
Real GDP
Market (Real, CPI adj.)
Unieuro Real Lfl (CPI adj.)

5.6% 

2.0% 

(0.7%) 

3.0% 

12.4% 

5.5% 

12.1% 

13.7% 

0

0

0

0

0

0

2016 2017 2018 2019

Market Unieuro

(2.0%)

(1.0%)

0.0%

1.0%

2.0%

3.0%

4.0%

5.0%

6.0%

7.0%

8.0%

2015 2016 2017 2018

FNAC Dixons Ceconomy
Best Buy Unieuro



   

  27 

Chart 36: Historical evolution of the Italian CE market by product category 

 

Source: Company 

 

Household appliances, IT, telecom and services (products with strong innovation and/or substitution) 

remain well oriented, while photography, storage and video games should experience a significant 

decline as a result of technological substitution.  

 

Chart 37: Services, Appliances and Electronics Stay Well Oriented 

 

Sources: Company, Midcap Partners 
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Market Electronics Appliances Audio visual

Home appliances

 Major household appliances: Activity closely linked to saving energy and resources, replacing 

existing equipment, household improvement projects (using low interest rates), the progressive 

success of the vacuum cleaner market (particularly the innovations of iRobot & Dyson) and 

increasing penetration of washing and drying machines

 Small household appliances: strong innovation especially in the areas of personal care, 

cooking, etc.

 Air conditioning: Market strongly conditioned by the climate, outside temperatures with 

seasonal sales (during the summer). Favourable effect of global warming

Audio-visual

 TV: strong technological innovation (Ultra HD, OLED, Smart TV), but sharp drop in accessories 

and sound systems (home theatre) with the progressive penetration of mobile speakers. Strong 

seasonality and event based buying according to World Cup and European soccer 

championships with a favourable base effect for next year

 Mobile Speakers: Strong dynamics favoured by space savings and mobility

 Digital Storage: decline due to technological substitution (mainly Cloud)

Electronics

 Photography: smartphone substitution for low-end products, and price increases on high-end 

products

 IT: Mix towards high-end products; price increase; good momentum on notebooks (Apple), 

ASUS and HP; strong technological innovation and rapid obsolescence boosts volumes; 

progressive ramp-up of tablets providing more autonomy, space saving and more flexibility

 Telecom: price and volume growth, strong innovation, growth in sales of accessories

Others

 Video games: online is on the rise for software – download and streaming - compared to the 

offline which is in total decrease (double digit decay every year), expected hardware growth with 

the arrival of the new PlayStation 5 consoles, X Box Scarlett Project

 Penetration of the drone and e-mobility market (electric scooters, etc.)

Services
 Outsourcing market is showing a strong upward momentum (exclusive consumer credit with 

AGOS, extended warranty services, delivery and installation services)
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A Solid Business Model 

In the context of a constantly evolving market, Unieuro boasts a solid centralized and evolving BM 

based on a perspective of the complementarity and integration of omni-channel. The group's recent 

initiatives to improve its offer, services and omni-channel capacity should allow Unieuro to continue to 

gain market share while improving its profitability. Unieuro generates synergies and manages the 

profitably of all of its store formats thanks to its omni-channel approach, all-format stores, with the 

centralization of purchases, storage, and logistics in order to gain efficiency. 

 

Chart 38: A differentiating BM 

 Unieuro 
MediaWorld 

(Main competitor) 

Expert, Euronics, Trony 
(Buying groups) 

Approach Omni-channel Omni-channel Traditional 

Store Formats All formats Department stores only All formats 

HQ Centralized Centralized 
Several, one for each group 

member 

Purchases Centralized at HQ 
Mixed, both at HQ and at the 

store level 
Decentralized 

Storage & Logistics 
1 in Piacenza and an annex 

in Sicily 
Several, 1 per store. Moving 

to 2 centralised hubs 
Several, one or several per 

group member 

Source: Company 

 

A Wide Range of Products and Services  

First of all, it should be noted that Unieuro's revenues have grown thanks to successive acquisitions 

made by the group, adding €500m in sales over the last 3 years. 

Unieuro offers a wide range of products to its customers including household appliances and 

consumer electronics, as well as ancillary services. Between 2016 and 2019, services (+15.6% 

CAGR, thanks to the development of extended guarantees and consumer loans), other products 

(+15.3% CAGR), household appliances (+10.7% CAGR; due to the highest degree of innovation in 

small appliances, cooking, beauty and health particularly), and are experiencing the strongest growth 

in CAGR. The product breakdown has remained stable over the years as a % of sales, with electronics 

(48% of turnover on average between 2014-19), household appliances (26%) and audiovisual (19%). 

Margins are highest on (i) services (no acquisition of COGS needed), (ii) home appliances, and (iii) 

audio-visual. More recently (H1 2019/20), appliances and services showed an increased incidence, as 

the Company aims at growing in the most profitable product categories. 
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Chart 39: The Evolution of Sales by Product Category 

Evolution of sales by distribution channel (€m) 

 
 

Evolution of the growth rate for electronics sales 

 

 

Evolution of the growth rate for sales of household appliances 

 

Evolution of the growth rate of audiovisual sales 

 

Evolution of the growth rate of sales of other goods 
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Evolution of services growth rate 

 

CAGR 2015-19 by product and service typology 

  

 

Evolution of the dosage of the different channels in % of turnover 

 

 

ource: Company 
Note: Some sources refer to entertainment that is not included in electronics (e.g. game consoles and e-mobility in particular) 

 
Services: In addition to the products sold, Unieuro offers a wide range of services, more specifically 
home delivery, extended warranties, consumer loans, as well as after-sales support.  

7% of the group's business volume is generated by customers using consumer credit offered in quasi-
exclusive partnership with the AGOS brand in Italy (except for in Sicily). This proportion can reach 
15% during promotional offers of 0% rate, allowing Unieuro to be able to retain its customers. Sicily is 
a special case, Unieuro works with 3 agencies (AGOS, Findometic and Compass), the proposed rate 
is still 0%, many functionaries use it); c.20% of the Group's business volume in Sicily having been 
concluded through the subscription of said consumer credit. The associated credit risk is handled by 
the financial institution, which pays considerable fees to work exclusively with Unieuro. 

Regarding guarantee extensions, the group has a unique model in Italy: it internalises and directly 
supports the risks, allowing it to increase margins and improve the group's profitability. 

 
Loyalty cards: Unieuro, as part of its program to strengthen its relationship with customers, offers a 
completely free loyalty program giving access to the accumulation of points, and giving rise to instore 
credit. The Unieuro club loyalty program was launched in 2015 and now has over 7m cards, of which 
2m active members also contribute to the establishment of the CRM database for the routing of 
promotional offers launched online by the group. It should be noted that in 2018/19, c.50% of the 
products sold by the Group were acquired by active members. 

The loyalty card development model is in line with their domestic competitor, but below market 
practices in Europe. Additional services could be integrated into several subscription programs 
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including delivery services, express delivery within 1 business day at no charge, or in 2 hours 
(depending on certain products and location), additional guarantees and services, priority access for 
click & collect in store. Adding these services could orient the card into a real product, taking the cue 
from its competitors, in particular FNAC and Amazon (selling cards for €49 p.a.). It should be noted 
that the 1 business day delivery offer could be complicated in Italy because of the country’s length 
(1360km long for Italy vs. 973km for France, i.e. 40% longer than France), its relief (mountains and 
volcanoes) and significant disparities in infrastructure distribution between the North and South (airport 
and roads). Unieuro relies on a strategy of one single central hub in Piacenza, serving all stores and 
channels, supported by a local distribution centre in Sicily, dedicated to stocking home appliances and 
large TVs. 

 
Unieuro's offer could be further expanded, notably by the inclusion of additional services allowing the 
Group to gain visibility and business volume, such as: 

- The development of a Marketplace on their website (as do FNAC and Cdiscount in France). 
Boosted by the acquisition of Monclick, the aim is to help increase the range of sites and the 
number of offers being made available to online customers, increase the site traffic and 
visibility and contribute to customer loyalty through the selection of responsible retailers. 
Unieuro would be remunerated through commissions made on sales made by the 
marketplace’s sellers. This initiative would also increase the supply of SKUs and thus increase 
the perception of the quality of the offer by consumers. There should be enough space for this 
in the Italian market since so far, there is only Amazon, eBay and ePrice, the latter 
experiencing a strong decline with a high risk of bankruptcy (funding problems, hedge funds 
not wanting to fund them, and ongoing sell-side M&A mandate in force, but no buyer present); 

- The implementation of a gas and electricity subscription services. 
 

 

Price Policy Perception 

The price policy practiced by Unieuro is broadly in line with that of their main competitor MW 

(Ceconomy Group), which allows them to remain competitive. The products, however, are more 

expensive than Amazon (+2.5% in median), which can be explained by the fact that Amazon covers all 

product categories (not only consumer electronics), pays no taxes and makes no profit in Europe. 

While particularly competitive on computer hardware, Unieuro uses a price tracking software to adjust 

their offer in real time to be in line with competitor’s offers (i.e. Mediaworld, Amazon, ePrice). 
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Chart 40: Perception of Price Policy vs. MW and Amazon  

 

Sources: Company Internet Sites 

Items Unieuro Mediaworld Amazon
∆ Unieuro/

Mediaworld 

∆ Unieuro/

Amazon 

Smartphone

iPhone 11 Pro 256Go €1,359 €1,359 €1,359 - -

iPhone 11 Pro Max 256Go €1,459 €1,459 €1,459 - -

Samsung Galaxy S10 512GB €1,099 €949 €949 15.8% 15.8%

Samsung Galaxy S10+ 512GB €1,199 €1,137 - 5.5% -

IT

MacBook Pro 15"4 (Core i7, 16GB, 256GB) €2,569 €2,799 €2,570 (8.2%) (0.0%)

MacBook Pro 13" (Core i5, 8GB, 256GB) €1,799 €1,983 €1,926 (9.3%) (6.6%)

Asus VivoBook 14 S412UA-BV249T €350 €375 - (6.7%) -

Acer Aspire 3 A315-41-R4FG €500 €515 €500 (2.9%) -

TV

Samsung RU7170UXZT 2019 €499 €474 €474 5.3% 5.3%

LG 49SM8200PLA 49SM8200PLA €599 €599 - - -

Panasonic 43FX550e €329 €329 - - -

Sony KD55AG8 €1,799 €1,799 - - -

 

Sound

Speaker system Sony HT-ST5000 €1,235 €1,285 €1,236 (3.9%) (0.1%)

Speaker system Bose Soundbar 700 €708 €708 €701 - 1.0%

Home cinema Bose Lifestyly 550 €1,899 €1,899 €1,899 - -

Headphones Bose QuietComfort 35 II Black €299 €269 €269 11.2% 11.2%

 

Display

Reflex Canon EOS 77D + 18-55mm €799 €826 - (3.3%) -

Reflex Nikkon D5300 + 18/105 VR €707 €699 €707 - -

Reflex Canon EOS 4000D + 18-55 €287 €299 €279 - -

GoPro HERO 7 Black €369 €350 €350 5.5% 5.5%

 

Home appliances

Washing machine Miele WDD035 8kg Series 120€899 €899 - - -

Washing machine Bosh Serie 6 WTW85447IT €559 €629 - (11.1%) -

Washing machine Electrolux EW6S370S €429 €429 €429 - -

Dish washer Bosh Serie 6 SMS68TI06E €749 €749 - - -

Refrigirator Miele KFN 28133 D EDT/CS €949 €898 €749 5.7% 26.7%

Refrigirator Bosh Serie 2 KGN36NL30 €395 €395 - - -

Refrigirator Indesit TAAN 6FNF S €399 €399 - - -

Oven Electrolux EOB6401ASX €401 €401 - - -

Oven Bosh Serie 4 HBA534BB0 €439 €439 - - -

Oven Indesit IFW 6530 BL €206 €207 €206 (0.5%) -

 

Appliances

Coffee machine DeLonghi EC 685 €169 €183 €156 (7.6%) 8.4%

Vacuum Cleaner Dyson V8 Absolute €499 €399 €489 25.1% 2.0%

Blender Moulinex Easychef 0.8L €25 - €29 - (13.8%)

Mixer Prep'Line 450W €40 - €28 - 43.3%

Robot FP8221 1000W €129 €117 €117 10.3% 10.3%

Mixer HF800 €499 €518 - (3.7%) -

Mixer LM811D €100 €90 €90 11.1% 11.1%

Electric rasor Aquatouch S5420/06 €72 €70 €70 2.9% 2.9%

Video games

PS4 1TB F + 2 Dualshock €360 €299 €346 20.4% 4.0%

XONE One S 1TB + 2 Controller €250 €271 €220 (7.7%) 13.6%

Nintendo Switch Bleur rouge 6.2" €300 €314 €300 (4.5%) 0.0%

FIFA20 PS4 €70 €67 €62 4.5% 12.9%

 

Others

Drone Parrot ANAFI €655 €699 €699 (6.3%) (6.3%)

Median 0.0% 2.5%

Average 1.2% 5.7%
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A BM Based on the Omni-channel 

The omni-channel has become the pillar of business success, putting the customer at the center of its 

strategy. To achieve this, groups like Unieuro must be able to observe and analyse consumer 

behaviour in order to improve their engagement and proactively connect with them across all available 

channels.  

We do not believe that retailers will become 100% digital, but believe that the omni-channel approach 

represents the future of the retail industry. Being omni-channel means being present on all sales 

channels (e.g. physical store, direct or affiliated, as well as e-commerce site through computer or 

mobile application), allowing the customers to move from one to the other during his personalized 

journey. The omni-channel platform extends the consumer’s possible scope, from the physical store to 

the virtual, so that they can also make online purchases (computer or mobile). 

The omni-channel approach has both the advantages of the physical sales network (immediacy of 

purchase, possibility to see and test products in store, after-sales services, advice of sellers, 

exemption from payment of delivery costs ) and online retail (wide range of products, attractive prices, 

ability to compare products, accessible 24/7). 

The implementation of this strategy will enable the group to increase its profitability and cash 

conversion. 

 

Chart 41: Strong Omni-channel Presence 

Retail 

(237 DOS, 70.2% du CA) 

 Focus on shopping centers and city centers with stores averaging c.1,500 sqm with c.20 employees per store 
 Large range of store formats 
 Modern and attractive store layout designed to maximize product visibility 
 Favourable leasing conditions with a short-term termination clause to react quickly to local market trends 

Travel retail 

(12 DOS, 1.6% du CA) 

 Shops located in the main Italian airports (Milan, Rome, and Naples), Turin train station and the Milan subway 
 Focus on electronic and audiovisual products 
 High diversification of end-users 
 Reduced space promoting product proximity 
 Increased brand visibility 

Indirect 

(275 DOS, 11% du CA) 

 Affiliated Stores in Less populated and/or remote areas of Major Cities 
 Shop-in-shop with "Finiper"  
 Limited costs, no capital expenditure and positive impact on profitability 

Online 

(11.6% du CA) 

 Digital platform launched in 2016 
 New website optimized for both mobile and desktop internet browsing with the addition of additional features (e.g. smart 

assistant, instant search) 
 'Click & collect' to generate traffic to stores with 385 collection points (i.e. 75% of stores) 
 Acquisition of Monclick in 2017 to develop e-commerce  

B2B 

(5.6% du CA) 

 Opportunistic business 
 Agreements with companies selling vouchers for use at Unieuro 
 Direct sourcing to corporate customers, electronics traders and foreign customers 
 Presence in the B2B2C segment through the recent acquisition of Monclick 

Source: Company 

 

Travel, online and retail channels are growing strongly, in line with the group's strategy. Unieuro 

operates through a flexible model since it does not own any property, thus limiting the actual amount 

of capital invested. 

As the size of the distribution network increases with the successive M&A transactions and network 

intensification results from the latter, the share of franchises in the channel mix is naturally brought 

down. This should be offset by the new contract in the hypermarket segment with Finiper. It should 

also be mentioned that over the long term, offline growth should gradually reach 0%, offset by online 

and M&A, as well as by some smaller traditional operators exiting the market. 
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It should also be noted that the B2B business (resale to Enel, TIM, Sky and hotels mainly) grew by 

+38.9% 2016-19 CAGR due to non-recurring items (acquisition of Monclick specialized in the B2B2C). 

 

Chart 42: The Evolution of Sales by Channel 

Evolution of sales by distribution channel (€M) 

 
 

Evolution of sales growth rate for the retail channels 

 

 

Evolution of the sales growth rate for the online channel 

 

 

Evolution of the sales growth rate for the indirect channel 

 

Evolution of the growth rate of sales for the B2B channel 
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Evolution of the sales growth rate for the travel channel 

 

CAGR 2016-2019 by channel 

 

Evolution of different channels in % of turnover 

 

 

Source: Company 

 

Unieuro enters the supermarket segment with the signing of a new contract with Finiper 

On January 10, 2019, Unieuro signed a multi-year partnership with Finiper for 20 shop-in-shops for a 

sales area of 400-800sqm per store. This does not cause significant overlaps with its direct distribution 

network. Finiper has then become an important affiliate for Unieuro in terms of its contribution to the 

indirect sales channel. This new agreement allowed Unieuro to enter some of the most prestigious 

shopping centers in Northern Italy. The agreement seems flexible insofar as there is no significant 

exclusivity clause in force for Unieuro, leaving them the opportunity to explore new development 

opportunities with other Mass Merchandisers. 

The rational: 

- Widen its reference market into the hypermarket segment which had never previously been 

explored by specialist retailers; 

- Significantly strengthen the indirect channel; 

- Take advantage of crowded commercial surfaces; 

- Strengthen the omni-channel strategy by allowing new store-in-stores to use pick&pay; 

- Improving supply chain for all Unieuro sales channels, thanks to increased purchase volumes. 

 

An omni-channel strategy favoured by the strong brand reputation 

Following the acquisition of UniEuro in 2014, Unieuro launched several brand awareness initiatives to 

improve visibility. It is one of the most recognizable brands in Italy with the slogan "Beat, Strong, 
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Evermore", which has had a lasting impact in consumer’s minds. Brand awareness is 99%. Regarding 

television advertising, Unieuro is a big spender on national media and explores innovative marketing 

opportunities (i.e. TV game show focusing on home appliances renewal, in partnership with Samsung 

and Mediaset). 

 

 

Organization of the supply chain 

The Group works with a multitude of suppliers, also selected according to SRI criteria. Unieuro has 

consolidated strategic partnerships with certain suppliers that have been reinforced by its skills 

regarding new product launches and the large number of exclusively managed SKUs. It should also 

be emphasized that the purchasing and billing process is also centralized. The group is also a leader 

in terms of sales performance on new products launched by producers such as LG and Samsung. The 

strategic rationales residing in having established close relations with the suppliers are to (i) 

differentiate Unieuro’s offer vs. competitors, (ii) avoid conflicts between the different distribution 

channels, (iii) safeguard margins because of less price competitiveness, and (iv) share marketing 

costs with the industry while taking advantage of strategic relationships with some sellers.  

In particular, Unieuro has an exclusive agreement with Vestel Group for the marketing of Hitachi-

branded TV-sets in the Italian market, and is the market leader in terms of commercial performance of 

product innovations launched by certain brands (i.e. LG Oled, Samsung AddWash , Samsung S7). 

Also, in May 2018, Unieuro and Whirpool EMEA signed an agreement for the exclusive sale by 

Unieuro of Ignis-branded household appliances. Ignis is a historical Italian brand, still benefitting of a 

high awareness but previously lying within the American company’s portfolio. 

 

Obsolescence: The risk of inventory depreciation is systematic. Usually, when several similar 

products are released by the same producer in a short period of time, the latter buys the unsold copies 

from distributors so that the last product to come out can be promoted and distributed rather than 

leading distributer losses. This situation has already occurred with Samsung in particular. 

In addition, Unieuro carries out an active and fully computerized monitoring of its inventories. For 

example, when certain items show a high risk of obsolescence (telephony, IT, etc.) they could become 

the subject of promotional offers. 

 

 

Operations and Logistics Centralization 

To support both online and offline channels, Unieuro implemented a highly centralized BM, 

concentrating BA's activities in Forlì offices and logistics on the Piacenza hub and, following the 

acquisition of Pistone, opening an additional and smaller logistics center in Palermo. 

Near-centralized logistics can generate operational efficiencies and provide organizational flexibility. 

The logistics platform located in Piacenza is the only reference warehouse for all of Italy. Concentrated 

here is the reception and storage of goods for all the distribution channels, as well as the logistics of 

storage warehouses to end-customer home deliveries from e-commerce transactions. 

This unique logistics platform permits the group to optimize the structure and obtain certain substantial 

benefits, more specifically, (i) it is located in one of Italy’s most important logistics hubs (Piacenza), (ii) 

it covers all stores and distribution channels (Retail, Wholesale, Online and B2B), (iii) it is an 

advantageous solution for suppliers to avoid multiple shipments and reduce Unieuro's supply costs; 

(iv) the site’s expansion (increased to 104km2 in October 2018 vs. 50.4km2 previously), and (v) 90% 

of the DOS are located <600km from Piacenza.  
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The recent opening of a secondary logistics center in Carini (Sicily) provides the group with greater 

flexibility and reduces lead times for the supply of goods and deliveries of orders to customers in the 

regions of Sicily and Calabria. For information purposes only, logistics costs to Sicily represented on 

average c.4.5% of the price of a previously sold item, which has recently been divided by 4 as a result 

of this initiative. 

 

Graph 43: Presentation of the logistics platforms 

 

Source: Company 

 

It should also be noted that Italian retailers find themselves challenged in terms of delivery. Because of 
the territory’s length (1360km for Italy vs. 973km for France; i.e. 40% longer than France), its 
geography (mountains and volcanoes) and significant disparities in the distribution of infrastructure 
between North and South (airport and road in particular), logistics in Italy is complicated. 

 

  

Logistic Center in Piacenza

 Area: 104k sqm

 250 employees

 Warehousing capacity more than doubled: (i) gray goods 

storage capacity +100%, and (ii) white goods +50%

 Piacenza, one of the country’s main logistics hubs has been 

confirmed as the best location for Unieuro's centralized 

platform, with more than 90% of DOS within a 600 km radius

 CapEx : €11m mainly dedicated to automation and energy 

efficiency

 Lease agreement : 9 + 6 years with Generali Real Estate, 

extending a partnership in force since 2007, 

 lower rental costs/sqm: thanks to improved real estate 

conditions

 New state-of-the-art platform: the starting point for a major 

logistics strategy that brings Unieuro even closer to its 

customers.

 Automation: +350% productivity pick up and -50% errors

 Strategic Rational: 

 Support omni-channel growth,

 Improve the level of service while reducing costs, 

thanks to automation,

 Strengthen Unieuro's winning centralized business 

model.

Secondary logistics center in Carini (Sicily)

 Area: 10k sqm

 Takeover of this logistics center: during the acquisition of 

Pistone, Sicily (FC on March 2, 2019)

 A new logistics hub:

 10k sqm to serve the distribution network,

 Focus on consumer appliances and wide TVs to be 

delivered in Sicily and Calabria,

 Aiming to provide all DoS and local affiliates, as well 

as online consumers,

 Commissioned in April 2019 (no problems during the 

transition),

 Integration and training of the staff.

 Strategic Rational: 

 Entry into a populated and under-penetrated area, 

allowing an increase in Unieuro's PdM,

 Exploit a pre-existing platform to generate synergies 

(purchasing, marketing),

 Establish a strong local presence to further extend the 

network in Sicily,

 Simplification of logistics operations in Sicily and 

Calabria.
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The Group’s Strategy 

The strategic vision deployed by Unieuro is based on its continuous and profitable growth thanks to 

increasing its market share for products that support the market trends (large household appliances, 

small electrical appliances and services). 

 

A local approach 

The group is witnessing a change in market structure and purchasing behaviour. Customer proximity 

has become a strategic issue to satisfy and retain customers. This proximity has been made possible 

through M&A, where Unieuro is very active (acquisition of €500m turnover via M&A over the last 3 

years). 

Its objective of developing a network of direct and indirect sales outlets is to achieve market 

penetration in areas that are not yet covered, and to improve the effectiveness of the brand image with 

a view to local specificities (i.e. Sicily, airports). 

Unieuro's extensive physical network has become a fundamental asset in the omni-channel context, 

enabling the Group to efficiently offer its customers the option of ordering products on the e-commerce 

site and then withdrawing them at the nearest point of sale. The centralized, flexible and scalable 

logistics platform, as well as the recognition and popularity of the Unieuro brand, facilitate the omni-

channel strategy. 

 

Maximizing the customer experience (CX) 

The consumer journey starts with the gathering of information, product comparisons and tests, and 

ends with the final purchase. 

In order to maximize the quality of the offline experience, the attractiveness of stores must be 

maintained at a high level. 

A POS must be a place where the consumer can pleasantly spend his or her time and be supported 

by the sales force. For this reason, Unieuro has important projects for the modernization of its 

premises, for digitization and for the training of personnel. 

Regarding online, the 2016 website redesign, including enhanced mobile adaptability, has allowed it to 

generate even more qualified traffic. 

The improvement of the omni-channel experience involves measures to promote the digitization of 

stores, a convergence of the physical and digital, and an implementation of new online communication 

tools. These activities help to better understand the customer, to maximize engagement opportunities, 

purchase frequency, average ticket and margins. 

Marketing is moving towards an ever more personalized shopping experience, based on behavioural 

analysis and consumer preferences (CRM) to eliminate the spatial boundaries of different physical 

POVs and focus on the needs of individual customers. 

In terms of CRM, Unieuro uses Responsys (Oracle) and employs a dedicated team of 5 data scientists 

to collect and interpret data. More specifically, they collect and refine application data, monitor social 

networks and evaluate the returns and responses of certain surveys, determine consumer profiles and 

conduct ad hoc behavioural analysis in order to sharpen the strategy. The goal of the company’s CRM 

is to transform big data into smart data. 
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Retail mix 

The wide range of product and brand typologies available to consumers is one of Unieuro's strengths, 

enabling them to establish a fruitful relationship with its suppliers. 

Regarding the offline channel, the optimization of the commercial offer involves differentiating the 

distribution formats, thus offering each customer a correct format for the area in which he resides. 

The range of products is specialized on the basis of the store structure as well as for the Travel POS 

which focuses more on telephone systems and accessories. Over the years, Unieuro has been able to 

select a set of POS adapted to its different clients. It will continue to carefully select the distribution 

structures, evaluating from time to time which one is best suited to specific locations. 

Without the physical constraints of the offline channel, the online channel is vital for expanding the 

product line to cover growth trends in market segments with high margins. This perspective leads to 

an emphasis on e-commerce in the segment of household appliances that outperforms the highest 

margins in the sector. 

To maximize and take advantage of this, Unieuro offers installation and configuration services, 

warranty extensions, consumer credit, and telephone contract subscriptions. 

As part of its retail mix strategy, the Group also actively aims at selling most profitable products 

(mainly home appliances and services). 

 

 

A Flexible Model 

Unieuro benefits from a flexible model in that the Group (i) is centralized, (ii) does not own its stores, 

and (iii) has a negative WC. The need for CapEx also remains very limited, as illustrated below.  

For information purposes only, CapEx corresponding to the maintenance of the e-commerce site alone 

amounted to c.€2m p.a. The group has collaborated with Sopra Steria since the implementation of 

their e-commerce site. 

As for the sector as a whole, the Group has a structurally negative WC and, as a result, is exposed to 

the risk of not being able to mobilize the financial resources necessary to meet its corresponding 

financial needs (generally higher in H1). This is mainly due to (i) a small amount of generated trade 

receivables mainly by the indirect channel in relation to the volume of sales, most sales being very 

quickly converted into cash, which is typical of retail sales to customers (ii) the low stocks whose 

amount is structurally proportional to the turnover. On the other hand, the amount of current liabilities, 

and in particular accounts payable, tends to permanently exceed the amount of current assets. 

It should also be mentioned that, as for the sector as a whole, Unieuro may have to write down its 

inventories (i) on the basis of their perspective of flow, (ii) if they are partially damaged, ( iii) if they are 

completely obsolete (stock of provisions for obsolescence of €9.7m for FY2018-19), and (iv) if the sale 

price is lower than the net value of reuse; this gives rise to DTA (€2.3m for FY2018-19 for 

obsolescence only). 
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Chart 44: Unieuro Benefits from a Flexible Model 

The evolution of WC for the group (€m) and in % of earnings 

 

WC in % of revenues (last FY) 

  

Evolution of the group’s CapEx (€m), in % of sales 

 

CapEx in % of sales (last FY) 

 

Sources: Company 

 

 

 

A group turned increasingly towards the digital 

Unieuro has outperformed its domestic market performance thanks to its differentiated approach. 

Historical performance: Unieuro has made significant efforts in the implementation of e-commerce. 

Indeed, online sales have substantially increased from €55m in 2014 to €245m in 2019 (+34.9% 

CAGR) to represent 11.6% of total sales in 2019 (vs.6.4% in 2014). It should be noted that the 

discontinuity of the digital sales in 2017-18 can be explained by the acquisition of the pure digital 

player Monclick. 
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Chart 44: Historical e-commerce performance 

Evolution of sales growth rate 

 

Evolution of digital sales (€m) 

 

 

Evolution of the sales growth rate for the online channel 

 

Evolution % of sales realized on line  

 

Source: Company 

 

Domestic market performance: E-commerce sales will increase significantly over the next few years, 

starting from 15% penetration registered end of February 2019, to the detriment of traditional channels 

(offline), the growth of these traditional channels in Lfl should gradually reach 0% in the long term. 

Unieuro has always outperformed the benchmark domestic market (+34.1% in 2018 vs. +18.8% 

market), making it possible to establish itself as the sector’s leader and gain market share. The group, 

however, will have to make more of an effort to catch up to the performance of peers. Some sectors 

are particularly conducive to digital, retail being part of it. 

Performance relative to peers: Unieuro underperformed when compared to the peers in terms of 

online sales (11.6% of sales FY2018-19), mainly due to the immaturity of the Italian e-commerce 

market, more specifically, in the e-commerce portion of sales. Total B2C in Italy in 2017 accounted for 

only 3.4% (vs. 8.8% and 17.8% on average in the EU to the UK respectively), and the share of 

consumers having made purchases on the internet in Italy in 2018 accounted for 47% (vs. 61% and 

88% on average in the EU and Switzerland respectively). As mentioned above, the implementation of 

a marketplace would allow the group to gain visibility, increase the proportion of its online sales while 

increasing its margins. 

E-commerce competition: On precisely this channel, we can confirm the competition coming from 

the e-traders specialized in IT and household appliances, coming to contract the market, with the 
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predominance of Amazon on the Italian market. To mitigate this effect and gain visibility, the group 

could implement a marketplace. On the other hand, Unieuro has an advantage that Amazon does not 

have, namely the omni-channel and a presence on major domestic appliances and big TV screens. 

 

Digital Strategy: The digital strategy will intensify, always more focused on the user experience, 

through inter alia, (i) the increase of distribution points to pick-up orders (Click&collect), (ii) the 

development of the e-commerce platform with notably augmented reality, and (iii) mobile optimization 

allowing users to directly make orders from their smartphone. 

 

Chart 46: Relative performance of Unieuro in terms of e-commerce 

Value of the B2C e-commerce market in Europe (€bn)

 

 

Proportion of e-commerce among B2C sales by country 

 

 

Share of consumers who made Internet purchases in Europe in 2018 

 

% sales realized online (vs. comparable)
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Evolution of online growth 

 

 

Sources: Company, e-commerce Europe rapports 2018 et 2019 

 

Mobile application & tablet: The group launched its mobile application in November 2016 in order to 

target mobile users thanks to the fact that it is constantly updated and now incorporates augmented 

reality. 14% of the # of total orders have been passed using this application and 12% of the total 

FY2018-19 turnover. This application has been integrated into Unieuro’s digital platform to offer a 

unique CX. The Group is always on the lookout for updates and new features to further enhance the 

omni-channel approach, more specifically and by way of example, (i) the store locator, to find the 

coordinates Unieuro stores closest to users, (ii) the barcode reader for in-store information control, (iii) 

push notifications to reinforce engagement, (iv) integration of Unieuro Club to facilitate customer 

loyalty; and (v) augmented reality functionality enabling customers to preview large appliances and 

televisions in a specific environment, giving them the opportunity to immediately assess aesthetic 

adaptation. 

 

Chart 47: Apple Store rank and ratings for the Unieuro app  

 

Source: Apple store 

 

The strategic rationale of this application is (i) to complete the omni-channel offer, (ii) to communicate 

with the customer through push notifications, and (iii) to increase the conversion rate (making mobile 

more highly ranked than the website). 
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The mobile application and tablet proposed by the group won the 2018 Netcomm e-Commerce Award 

(sponsored by Google) in the best application category (Best Consumer Electronic App), a first for a 

mobile application. 

  

Click & collect: During a purchase, the consumer can opt to withdraw his or her purchases directly 

from a store; this option has several advantages, more specifically (i) the convenience, the consumer 

chooses his product online and pays for it quietly in store, his order has already been prepared on 

arrival and can be withdrawn in store within 10 days of booking (ii) the consumer can chose among 

available stores, (iii) the customization the product with available services while choosing the product, 

(iv) free of charge, consumers can also benefit from on line promotions. This technique enables 

Unieuro to generate qualified traffic to the stores, enabling the Group to implement its upsell and x-sell 

strategy. 

 

Chart 48: An important part of the click & collect 

Evolution of # stores eligible for C&C (+25.8% CAGR) 

 

% of C&C online orders 

 

Sources: Company, Midcap Partners 
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Main KPIs 

Unieuro generates the highest RoE and cash conversion vs. sector. 

Chart 49: Operational KPIs 

 
Sources: FactSet, Companies 

To be noted that the sales/store and sales/sqm ratios are not alarming and are in line with the Group’s 

strategy (operating closer to their clients, increasing the total # of stores and diminishing the 

sqm/stores), and in line with best practices on the most mature markets.  

We note, however, that (i) this approach is an integral part of the group's strategy, and (ii) the group's 

EBITDA margin is significantly higher than that of Mediaworld, its main domestic competitor, which 

Last FY Unieuro Best Buy Ceconomy
Dixons 

Carphone
FNAC

Unieuro vs 

peers

Stores

# of stores 237 1,238 1,022 1,311 780 (78.2%)

Selling space (sqm) 345 4,098 2,784 1,133 954 (84.6%)

Sqm per store 1,455.7 3,309.9 2,724.1 864.5 1,223.1 (28.3%)

Headcount

FTE 4,148 125,000 53,954 41,914 24,956

Sqm/FTE 83 33 52 27 38 122.3%

Countries

# of countries 1 3 15 11 6 (88.6%)

# of countries with #1 rank 1 3 9 n.a. 1

Online & Omni channel

Online sales as % of sales 11.6% 16.6% 12.1% 19.2% 19.0% (512 bps)

Sales

Sales (EURm) 2,105 36,552 21,418 11,841 7,475 (89.1%)

Sales/store (EURm) 6.2 29.5 21.0 9.0 9.6 (64.1%)

Sales/sqm (EUR) 4,703 8,920 7,693 10,448 7,835 (46.1%)

Financial performance & structure

Gross margin 22.3% 23.2% 20.1% 20.2% 30.3% (117 bps)

OpEx as a % of sales 18.8% 16.9% 17.1% 15.4% 25.0% 21 bps

o/w payrolls 8.1% n.a. 10.7% 11.0% 14.8%

o/w rents 3.4% 1.8% 2.9% 3.2% 2.8%

o/w other OpEx 7.3% n.a. 3.5% 1.2% 7.4%

Adj. EBITDA margin 3.5% 4.6% 3.0% 4.8% 5.3% (93 bps)

RoE 31.8% 44.3% 3.4% (11.8%) 11.9% 1,986 bps

NWC/Sales (11.1%) (1.3%) (5.3%) (1.5%) (12.0%) (611 bps)

CapEx/Sales 1.53% 1.91% 1.16% 1.59% 1.58% (3 bps)

FCF conversion (on EBITDA) 93.4% 58.1% 73.8% 30.8% 43.4% 4,182 bps

ND/EBITDAR (0.2x) (0.2x) (0.6x) 0.3x (0.0x) 21.4%

Gearing (22.6%) (24.1%) (98.4%) 10.0% (0.6%) 570 bps

Dividend Yield 7.60% 3.00% 0.00% 4.65% 0.00% 569 bps
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recently had to close some strategic stores that were not profitable enough, such as the Milan Central 

Station (strategic positioning, large area, high sales productivity, but not enough to be profitable). 

Unieuro does not seek high sales productivity, but stores capable of registering an acceptable EBITDA 

margin, which is why the group also operates in underserved areas and is able to manage all types of 

sales outlets in terms of format.  

 

Unieuro plays the role of natural consolidator on the Italian market 

In order to gain market share and extend its position on the domestic market, Unieuro has 

implemented an aggressive M&A policy for profitable targets ready for an imminent ramp-up 

(consolidation of +€500m in sales over the last 3 years), as recently achieved in Sicily through the 

acquisition of Pistone. Unieuro has a strong market expertise and knowledge and carries out all of its 

M&A transactions without using investment banks. Historically, M&A transactions announcements 

have a strong H1 seasonality, whilst H2 poses too many obstacles including summer vacation, Black 

Friday, and YE holidays. 

Regarding consolidations, Unieuro has carried out 12 M&A transactions over the last 13 years, adding 

214 stores to its fleet, allowing them to be perceived as a real market consolidator, the Italian market 

being very fragmented vs. France, Germany and U.K.  

Acquisitions are made based on certain key criteria, more specifically, (i) return and profitability of the 

target, (ii) the ability to integrate and import best practices and target development for the purpose of 

obtaining substantial synergies, (iii) the positive outcome of the DD phases, and (iv) the validity of the 

strategic rationale (e.g. strengthening of the geographic presence, overlap, development of the online, 

etc.). 

 

Chart 50: A history of acquisitions 

 
Source: Company 

 

M&A will also be supported by the group's healthy financial structure which enjoys low debt. Indeed, 

future M&A transactions may be financed by acquisition financing. 
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It should be noted that, similarly to the entire sector under IFRS, the debt increases significantly 

following the implementation of IFRS 16 from January 2019. The market practice is to not own stores 

providing more flexibility. 

Chart 51: A Healthy Financial Structure Paving the way for M&A 

Evolution of the net leverage ratio of Unieuro vs. peers 

 

Unieuro gearing ratio vs. peers 

 

 

Source: Company 

 

Would Unieuro be an attractive target for potential buyers? 

Unieuro would represent an interesting target since inter alia, (i) the float is high by c.52% (including 

Amundi) and the PE Rhône Capital fund (33.8% of the capital) entered in 2005 and will have to one 

day make an exit, (ii) the balance sheet structure is sound, (iii) the sound earnings releases, (iv) the 

asset base covers the whole country is efficient and profitable, and (v) the management team is 

experienced and has a strong knowledge of the domestic market. 

However, we do not see potential Tier I acquirers on the horizon as (i) foreign players trying to 

penetrate the Italian market suffered considerable losses in the past years (e.g. Dixons Carphone, 

FNAC Darty), and (ii) Ceconomy is already operating in Italy through Mediaworld (overlap) which is 

also in bad shape. 

The only potential buyers would be Tier II, i.e. Big general retailers, but this would be unlikely (overlap 

even minimal); it could once again be relevant for Unieuro to implement its own Marketplace to gain 

visibility with these investors. 
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Focus on the Latest M&A Transactions Carried out by the Group 

Over the last 3 years, Unieuro has completed 7 M&A transactions, adding €500m in sales, as 

explained below. 

 

Chart 52: M&A Transactions from the Past 3 Years 

 

Source: Company 

 Cy description: Italian 

company specializing online 

in retail electronic goods

 Financials: Revenues of 

€99m (2016)

 Date: 06/09/2017

 Seller: Project Shop Land 

SpA

 Amount: €10m payable in 

5 installments

 Multiples: 0.1x Sales 

(2016) and 10.0x EBIT 

(2015)

 Payment: 100% cash

 Rational: (i) Dvpt of the 

group’s omni-channel 

strategy (online), (ii) 

increase in online sales, 

and (iii) reinforcement of the 

group's presence in the CE 

segment in Italy

Acquisition of Monclick

 Cy description: Italian 

company specializing in the 

retail sale of household 

electrical products

 Financials: Revenues of 

€95m (2015) – bankruptcy 

sale

 Date: 04/18/2017

 Seller: Company

 Amount: € 12.2M

 Multiples : n/a

 Payment: 100% cash

 Assets: 21 stores

 Rational: (i) restructuring of 

the cy after integrating best 

practices, (ii) 110M€ of 

additional sales, (iii) 

expansion of the Unieuro

network +12%, et (iv) 

strengthening of the group’s  

presence in the CE in the 

Lazio, Abruzzi, and Molise 

regions.

Acquisition of 21 stores 

Andreoli (Euronics)

 Cy description: Italian 

company specializing in the 

retail sale of consumer 

electrical products

 Financials: Revenues of 

€95m (2015)

 Date: 10/04/2017

 Seller: Gruppo Cerioni

 Amount: €8.0m

 Multiples : n/a

 Payment: 100% cash 

(€1.6m upfront, €6.4m 

payable over 6 halves) 

 Assets: 19 stores Euronics

(25k sqm)

 Rational: (i) consolidation 

of the CE sector in Italy, (ii) 

integration of the new 

stores to gain commercial 

efficiency and POS, and (iii) 

increase the capacity of its 

Italian distribution network.

Acquisition of 19 stores 

Cerioni (Euronics)

 Cy description : Italian 

company specializing in the 

retail sale of household 

appliances and consumer 

electronics in Rome

 Financials: Revenues of 

€20-25m

 Date: 06/29/2017

 Seller: Liquidation

 Multiples: n/a

 Payment: 100% cash –

payment of fees only

 Assets: 1 megastore (3k 

sqm)

 Rationnel: (i) Consolidation 

of the CE sector in Italy, (ii) 

integration of new stores to 

gain commercial efficiency 

and POS, and (iii) increase 

the capacity of its 

distribution network in a 

strategic location (center of 

Rome)

Acquisition of the ex-Trony

megastore

 Cy description : Italian 

company specializing in the 

retail sale of household 

electrical and electronic 

products

 Financials: Revenues of 

€50m

 Date : 07/24/2018

 Seller: DPS Group (filing 

for bankruptcy)

 Amount: €3.4m

 Multiples: n/a

 Payment: 100% cash

 Assets: 8 Trony stores 

(10k sqm)

 Rational: (i) consolidation 

of the CE sector in Italy, (ii) 

integration of the new 

stores to gain commercial 

efficiency and PdV gains, 

(iii) increase the capacity of 

its distribution network in 

Italy in strategic locations 

(Milan (3), Imperia (2 ), 

Padua, Potenza and 

Taranto)

Acquisition of 8 Trony stores 

(DPS Group)

 Cy description : Italian 

company specializing in the 

retail sale of consumer 

electronics and home 

appliances (play # 2 in 

Sicily)

 Financials: Revenues of 

€140m

 Date : 03/23/2019

 Seller: Pistone SpA

 Amount: €17.4m

 Multiples: n/a

 Payment: 100% cash (€6m 

@FC, €6m in 2020 and 

€5.4m in 2021)

 Assets: 12 stores Pistone

(25k sqm) et logistic center

 Rational: (i) consolidation 

of the EC sector in a sub-

penetrated region with an 

increase in GDP, (ii) 

synergies following 

integration, (iii) 

simplification of logistics 

operations in Sicily and 

Calabria

Acquisition de 12 stores 

Pïstone

 Cy description : Italian 

company specializing in the 

retail sale of household 

electrical and electronic 

products

 Financials: Revenues of 

€50m

 Date : 10/12/2018

 Seller: Galimberti S.p.A. -

Liquidation

 Amount: €2.5m

 Multiples: n/a

 Payment: 100% cash

 Assets: 7 stores (7k sqm)

 Rational: (i) Consolidation 

of the CE sector in Italy, (ii) 

integration of the new 

stores to gain commercial 

efficiency and POS, and (iii) 

increase the capacity of its 

distribution network in Italy 

(North East)

Acquisition de 7 stores 

Galimberti (Euronics)
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How to Grow Faster When the Market Is Growing Only Modestly? 

Theoretically, over the long term, market growth in Lfl should gradually move towards 0%. In an 

attempt to outperform, the group identifies several opportunities: (i) the M&A strategy intensively 

carried out by Unieuro, (ii) the natural selection of the sector’s different actors with only the most 

aggressive and profitable surviving, (iii) the strong digital bias of the omni-channel platform and 

strategy, (iv) Unieuro's efforts to improve the perception of its pricing policy, (v) the ramp-up and 

improvement of its loyalty program, stimulating its members to remain active and thus feed the CRM 

database, and (vi) the improvement of the logistics network, tightening deadlines in spite of challenges 

posed by the Italian geography and transportation infrastructure. 

 

 

Management & governance 

Unieuro has nurtured and expanded its management team, composing one with a significant track 

record in the retail and consumer industry. We think the confirmation of Giancarlo Nicosanti 

Monterastelli has been a positive move. Spending his entire career at Unieuro, Mr. Monterastelli has 

thus developed a solid expertise in the unique dynamics of the domestic market, whereby several 

foreign players (Dixons, FNAC Darty) have lost considerable sums because of their lack of knowledge 

and adaptability. We are also positive regarding the appointment of Bruna Olivieri as COCO for the 

development of the omni-channel. Having significant professional experience in digital marketing, 

acquired notably at Italiaonline and Unisys, she has the experience to carry out a large company’s 

digital transformation. Italo Valenti also has an interesting profile and strong financial expertise. Before 

joining Unieuro, he was CFO at Ferrari and Ferretti Yachts. Luigi Fuscohas acquired a strong 

experience as a COO at Autogrill. Finally, Andrea Scozzoli is also a major figure in the group dealing 

with strategy, M&A and lobbying. Mr. Scozzoli had previously founded the first European association 

of retailers. 

 

Chart 53: An experienced management team 

 

Source: Company 

Name Previous experiencePosition

Giancarlo Nicosanti
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The Unieuro BoD was renewed on June 18, 2019 for a period of 3 years, until February 28, 2022. It 

has 44% independence (4 out of 9 members), in line with the recommendations issued by the Milan 

STAR Exchange (≥3 independent directors). The directors have separate profiles (business bankers, 

top management of luxury houses, etc.) to ensure the smooth running of the Group's strategy. 

 

Chart 54: A top level BoD  

  

Source: Company 
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Financial Projections 

 

Foreword to IFRS 16 

The new standard requires companies to recognize all leases >1 year in the BS as of January 1
st
, 

2019 (March 1
st
, 2019 for Unieuro). As with the rest of the retail industry, the impact is substantial 

since they do not directly own any of their retail stores thus giving them greater flexibility. 

Expected impacts for Unieuro: 

- EBITDA : expected increase of +€65m due to the elimination of rents; 

- EBIT : increase of D&A, though less substantial than eliminating rents, as is the case for the 

EBITDA; 

- EBT : higher interest charges during the first years, which should gradually decline over time; 

- +€455m of PP&E (rights of use) and of financial liabilities (debt-like item); 

- No impact on the CFS; 

- No impact on current lines of credit in terms of covenants breach obligations (signed in 

YE2017). 

 

It should be emphasized, in agreement with the issuer, that our model is not IFRS 16 compliant given 

that the sector’s other players (Ceconomy and Dixons Carphone) have not yet adopted it. We will 

move our model to IFRS 16 after the publication of the FY2020E results as of 29/02/2020. 

 

 

Construction and evolution of the top line 

Stores: The group currently has 512 stores at YE of FY 2018/19 (o/w 46.6% of DoS). The Group 

plans to open three new DoS p.a. The number of franchises is expected to eventually decline as a 

result of streamlining actions. As mentioned above, Unieuro recently partnered with Finiper to run 20 

Unieuro by Iper franchises. The partnership is now fully deployed. 

Unieuro used the same strategy as do players in more mature markets (Best Buy and Dixons 

Carphone) to increase the number of stores while lowering the average store size so as to operate 

closer to the end consumer. 
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Chart 55: Store Projections  

 
Sources: Company, Midcap Partners 

Productivity by store: We indexed the increase in sales by store on LfL growth of the top line (i.e. 

+2.5% in 2020E, 2021E and +2.0% in 2022E). The number of sales/franchise Finiper is expected to 

increase to €5.0m/store since most of it was commissioned only at the end of the FY 2018/19. 

Chart 56: Productivity by Store 

 
Sources: Company, Midcap Partners 

LFL: With the improved omni-channel and increased marketing capacity, Unieuro should be able to 

continue to drive strong LFL sales in the coming years. In the medium term, physical stores are 

expected to decline, offset by the wider penetration of online. 

Online penetration: The penetration of the online reached c.11.6% of Unieuro’s turnover FY2018/19A 

(+32.4% YoY). Based on its expertise and strategic deployment, Unieuro could improve its online 

offering and its omni-channel services, which would enable the group to increase its share of online 

sales. It should be noted that online penetration in Italy is only 15% (vs. 34%, 41% and 41% in 

Germany, the UK and the US respectively), leaving room for substantial improvement. 

Expansion: The group's management has indicated that the expansion of the number of stores is 

expected to accelerate in the coming years by +3 p.a. As mentioned above, Unieuro recently 

partnered with Finiper to run 20 Iper franchises; the partnership is currently fully deployed. We have 

#stores 2014A 2015A 2016A 2017A 2018A 2019A 2020E 2021E 2022E

Total #stores 368 438 464 460 497 512 528 531 534

Δ YoY 70 26 (4) 37 15 16 3 3

o/w opening 0 49 22 16 12 5 3 3

o/w closing 0 (26) (26) (20) (25) (7) 0 0

o/w M&A 0 0 0 41 14 12 0 0

Pick-up points 381 395 383

Δ YoY 0 0 381 14 (12)

as a % of #stores 0.0% 0.0% 82.8% 79.5% 74.8%

o/w DoS 173 178 181 180 225 237 251 254 257

as a % of total 47.0% 40.6% 39.0% 39.1% 45.3% 46.3% 47.5% 47.8% 48.1%

Δ YoY 0 0 (1) 45 12 14 3 3

o/w opening 2 7 3 4 3 3

o/w closing (3) (3) (5) (2)

o/w M&A 0 41 14 12

o/w Small Franchisee 195 260 283 280 272 261 257 257 257

as a % of total 53.0% 59.4% 61.0% 60.9% 54.7% 51.0% 48.7% 48.4% 48.1%

Δ YoY 0 23 (3) (8) (11) (4) 0 0

o/w opening 49 20 9 9 1

o/w closing (26) (23) (17) (20) (5)

o/w Franchisee (Iper) 14 20 20 20

as a % of total 2.7% 3.8% 3.8% 3.7%

Δ YoY 14 6 0 0

o/w opening 14 6

o/w closing 0

Stores productivity 2014A 2015A 2016A 2017A 2018A 2019A 2020E 2021E 2022E

DoS selling space (sqm) 283,000 276,000 333,000 345,000 365,380 369,747 374,114

Δ YoY (2.5%) 20.7% 3.6% 5.9% 1.2% 1.2%

Average sales per DoS (€m) 6.19 6.51 6.68 5.90 6.24 6.39 6.55 6.71

Δ YoY 5.3% 2.6% (11.7%) 5.7% 2.5% 2.5% 2.5%

Average sales per Small Franchisee (€m) 0.65 0.73 0.81 0.77 0.69 0.71 0.73 0.74

Δ YoY 13.0% 11.6% (5.6%) (9.7%) 2.5% 2.5% 2.0%

Average sales per Franchisee Iper (€m) 3.6 5.0 5.1 5.2

Δ YoY 40.0% 2.5% 2.0%
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not factored an increase in the number of franchisees in our FM (2021E and 2022E) because, as 

mentioned above, we are seeing a reorganisation effect. 

M&A: We have not factored future transactions into our FM. M& A is expected to represent €198.3m 

of additional revenue in 2020E (i.e. Pistone, Galimberti, and DPS). 

Seasonality: The group's activity is subject to a pronounced seasonality with c.57% of turnover 

achieved in H2 2019 as a result of Black Friday and the end of year celebrations. 

Chart 57: Top Line Projections 

 
Sources: Company, Midcap Partners 

 

EBITDA Margins is set to Improve 

We expect the group's reported EBITDA margin to increase gradually to c.3.2% in 2022E, the level at 

which it is expected to stabilize in the medium to long term. 

We expect the group to benefit from operational leverage on core costs and overall operations, which 

should more than offset higher rents and logistics costs as well as higher gross margins which are 

weakened because of the reduced product mix. 

Regarding rents and in line with the practices in Europe, the duration of the leases is being 

considerably reduced from an average of 10 years. Now, Unieuro negotiates contracts of an initial 

duration of 6 years (+6 a year extension) with a possibility of breaking the lease with a 12-month 

notice period after 2 years. 

Chart 58: Evolution of the Group’s Reported EBITDA Margin 

EBITDA Margin 

 

Costs breakdown 

 

Source: Company, Midcap Partners 

Revenues model 2014A 2015A 2016A 2017A 2018A 2019A 2020E 2021E 2022E

Seaonnality

Sales 857.5 1,384.9 1,557.2 1,660.6 1,873.8 2,104.5 2,368.2 2,447.1 2,516.2

Δ YoY 61.5% 12.4% 6.6% 12.8% 12.3% 12.5% 3.3% 2.8%

% FX 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%

Δ YoY (@ constant FX) 61.5% 12.4% 6.6% 12.8% 12.3% 12.5% 3.3% 2.8%

% M&A 61.5% 4.9% 0.0% 10.6% 7.1% 9.4% 0.0% 0.0%

% Expansion 0.0% 0.0% 3.1% (0.4%) 0.3% 0.6% 0.8% 0.8%

% LFL 7.5% 3.5% 2.7% 4.9% 2.5% 2.5% 2.0%

% Real LFL (CPI Adj.) (0.2%) 7.4% 3.6% 1.3% 3.7% 1.7% 1.5% 0.7%

% LFL excl. Franchisee 0.0% 6.3% 3.7% 3.1% 2.6% 0.3% 2.5% 2.0%

1.7% 1.7% 

2.7% 
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In terms of EBITDA margin adjusted for non-recurring items (one-offs, insurance, M&A, expansion, 

etc.), the group reaffirmed its willingness to maintain a 3.5% threshold level as registered in 

FY2018/19, in line with our estimates. 

 
Chart 59: Evolution of the Group’s Adjusted EBITDA Margin 

 
Source : Midcap Partners 

 

The Slight Deterioration of Gross Margin 

We anticipate a decrease in the gross margin (c.-10/20bp) largely due to a probably negative product 

mix: electronics should still represent the highest share of the product mix, at the expense of appliance 

and audiovisual (which are better margined). Services will surely mitigate this effect, but it remains 

minimal. 

 

Chart 60: A Negative Product Mix affecting the Gross Margin 

Evolution of product mix 

 

Evolution of Gross Margin 

 

Source: Midcap Partners 
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FCF Generation Seems Underestimated by the Market 

As for all non-food retailers, the FCF is largely dependent on WC (structurally negative and 

proportional to Unieuro’s revenues), which, as for the rest of the sector, gives rise to increased 

volatility in FCF generation; this should be normalized over the next few years (from 2021E) due to a 

downturn in M&A and expansion. It should also be emphasized that taxes should remain relatively low 

with a rate of 14% in 2021E, then gradually increasing towards 20% for a normative tax rate thanks to 

the important DTA (i.e. €34.2m for FY2018 19A), the IRAP not being eligible for the deduction. To be 

noted that the aforementioned increasing incidence of services is also a boost to cash generation. 

 

Chart 61: FCFF Projections 

 
Sources: Company, Midcap Partners 

 

It should be emphasized that Unieuro is a best-in-class in terms of FCF conversion. Even if it should 

be normalized, it is in line with the aforementioned elements. 

Chart 62: FCFF Projections 

FCFF conversion/Reported EBITDA 

 

FCFF conversion vs secteur (Last FY) 

 

Sources: Companies, FactSet, Midcap Partners 

 

 

Unieuro offers higher FCF Yield vs. sector, an element still under-valued by the market. 
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Chart 63: Unieuro Offers a Superior FCF Yield vs. Sector 

 
Sources: FactSet, Midcap Partners 

 

Adjusted EBITDA growth: We had expected adjusted EBITDA rates to rise +5.8% p.a. (2019A-22E 

CAGR), supported by growth of the top line. While we expect a slight contraction in gross margin as 

well as an increase in rents and logistics costs, these elements should be more than offset by the 

operational leverage on structural costs. 

 

Chart 64: Evolution of the Group’s Adjusted EBITDA 

 
Source: Midcap Partners 

 

Operating WC : As for the industry as a whole, the WC is structurally negative (-11.1% for the 

FY2018/19), given the DPOs (105 days in 2018/19 vs. 103 days a year earlier) are higher than the 

DIOs (81 days vs. 78 days a year earlier), the DSO being flat at 7 days. 

It should be noted that the improvement of the WC in recent years has been substantial (290bps 

between 2016 and 2019 or €117.6m) thanks to (i) M&A expansion, as well as (ii) improved accounts 

payable management. We expect a standardization of WC over the next few years stabilizing at -

10.0% of sales in 2022E. 
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Chart 65: The Group’s WC Evolution 

Evolution du WC du Groupe (€m), également en %CA 

 

WC en %CA (Last FY) 

  

Sources: Companies, Midcap Partners 

 

CapEx: These should remain stable at c.1.5% of sales (i.e. €36-38m p.a. including extraordinary 

CapEx, whilst ordinary CapEx amounting to €22-27m p.a.). This level should be high enough to 

maintain current facilities and continue to invest in online platforms, omni-channel and IT. 

 

Chart 66: Evolution of the Group’s CapEx  

CapEx (€m), also as a % of sales 

 

CapEx as a % of sales (Last FY) 

 

Sources: Companies, Midcap Partners  

 

 

Deleveraging 

In such a configuration, the net leverage ratio remains negative and decreasing in line with the sector, 

giving the group with the opportunity to perform M&A transactions and/or to distribute dividends. 
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Chart 67: Evolution of net leverage ratio excluding IFRS 16 

 
Sources: Midcap Partners, Company 

 

Dividends 

The continuation of regular dividend payments would likely be well received by the market since it 

would allow the company to attract new investors and give a positive signal for FCF generation in the 

medium term. 

The Group offers the highest yield dividend in the sector, constituting a distinct asset vs. its peers. 

Unieuro has set a target of distributing 50% of its adjusted NI. We estimate a cash-out of €21-23m p.a. 

over the next 3 years. 

For information purposes only, €61.4m have been redistributed to shareholders since the IPO, i.e. 

€3.07/share, representing 27.9% of the IPO price (€11/share) in only 2.2 years 

 

Graphique 68: Unieuro Offers the Highest Dividend Yield in the Sector (last FY) 

 
Sources: FactSet, Midcap Partners, Company 
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Financial Data 

 

 

Income statement (€m) 2015A 2016A 2017A 2018A 2019A 2020E 2021E 2022E

Sales 1384.9 1557.2 1660.5 1873.8 2104.5 2368.2 2447.1 2516.2

Δ YoY 61.5% 12.4% 6.6% 12.8% 12.3% 12.5% 3.3% 2.8%

Gross profit 336.3 359.3 370.3 414.6 468.8 522.6 537.6 552.7

Gross margin 24.3% 23.1% 22.3% 22.1% 22.3% 22.1% 22.0% 22.0%

SG&A (313.1) (322.4) (333.2) (371.4) (409.5) (453.9) (459.7) (471.9)

Others 0.8 5.8 1.0 (2.1) (2.1) (1.2) (1.3) (1.3)

EBITDA 24.0 42.8 38.1 41.0 57.2 67.5 76.6 79.6

margin 1.7% 2.7% 2.3% 2.2% 2.7% 2.8% 3.1% 3.2%

D&A (19.3) (18.7) (18.0) (21.7) (27.6) (29.3) (31.2) (32.9)

Others 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0

EBIT 4.7 24.0 20.1 19.3 29.6 38.2 45.5 46.7

margin 0.3% 1.5% 1.2% 1.0% 1.4% 1.6% 1.9% 1.9%

Net interest income/(expense) (7.3) (6.9) (5.9) (7.6) (2.7) (2.7) (2.7) (2.7)

Others 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0

EBT (2.6) 17.1 14.3 11.7 27.0 35.5 42.7 44.0

Provision for taxes 1.6 (6.5) (2.7) (0.7) 1.9 (3.5) (5.3) (6.2)

Implied tax rate 61% 38% 19% 6% -7% 10% 13% 14%

Minority interest 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0

Net income (1.0) 10.6 11.6 11.0 28.9 31.9 37.4 37.8

Balance sheet (€m) 2015A 2016A 2017A 2018A 2019A 2020E 2021E 2022E

Net PP&E 44.8 51.5 60.8 74.8 84.9 107.0 128.7 147.3

Net intangibles 163.4 162.6 163.2 199.9 206.3 199.9 193.1 186.1

Investments 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0

Other long-term assets 35.9 30.9 31.6 32.5 37.7 37.7 37.7 37.7

Non current assets 244.1 245.1 255.6 307.2 328.9 344.5 359.5 371.0

Inventory 223.3 264.4 269.6 313.5 362.3 408.8 423.0 434.9

Accounts receivable 33.0 35.4 35.2 39.6 41.3 45.4 45.0 44.4

Other current assets 24.4 22.0 21.8 19.3 21.9 21.9 21.9 21.9

Cash & cash equivalents 19.2 35.4 36.7 61.4 84.5 88.3 98.8 106.6

Current assets 299.9 357.2 363.2 433.8 510.0 564.4 588.7 607.8

Total assets 544.0 602.2 618.9 741.0 838.9 908.9 948.2 978.9

Total common equity 62.9 73.4 85.0 77.2 90.9 100.8 121.7 137.0

Minority interest 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0

Shareholders' equity 62.9 73.4 85.0 77.2 90.9 100.8 121.7 137.0

LT Debt 55.3 55.7 30.2 52.7 43.9 43.9 43.9 43.9

Other long-term liabilities 20.2 18.3 19.0 20.0 23.9 23.9 23.9 23.9

Non current liabilities 75.6 74.0 49.2 72.8 67.8 67.8 67.8 67.8

ST Debt 15.8 5.7 8.4 13.2 20.1 20.1 20.1 20.1

Other current liabilities 85.9 115.8 141.8 166.4 191.7 191.7 191.7 191.7

Accounts payable 303.8 333.4 334.5 411.5 468.5 528.6 546.9 562.3

Current liabilities 405.5 454.8 484.7 591.0 680.3 740.4 758.7 774.1

Total liabilities & equity 544.0 602.2 618.9 741.0 838.9 908.9 948.2 978.9

Cash flow statement 2015A 2016A 2017A 2018A 2019A 2020E 2021E 2022E

Operating Cash Flow 26.1 63.7 61.5 94.0 86.3 77.0 81.1 83.7

Δ Working capital (10.2) (4.2) 0.0 0.0 (0.7) (3.5) (5.3) (6.2)

Cash flow from operations 15.8 59.5 61.5 94.0 85.6 73.5 75.8 77.5

CapEx (20.6) (27.5) (27.9) (42.9) (32.1) (35.5) (36.7) (37.7)

Disposals 0.0 0.1 0.1 0.0 0.0 0.0 0.0 0.0

FCF (4.7) 32.1 33.6 51.1 53.4 37.9 39.1 39.8

Acquisitions (0.9) (1.1) 0.0 (14.5) (5.6) (9.4) (9.4) (6.7)

Others 0.3 0.9 0.0 0.2 0.0 0.0 0.0 0.0

Cash flow from investing (21.1) (27.5) (27.8) (57.1) (37.7) (44.9) (46.1) (44.4)

Δ Debt 4.6 (11.0) (23.6) 16.7 (1.5) 0.0 0.0 0.0

Δ Equity 0.0 0.0 0.0 0.0 0.0 0.0 6.1 0.0

Dividends paid (common & pref) 0.0 0.0 (3.9) (20.0) (20.0) (22.0) (22.6) (22.5)

Other financing cash flows (5.2) (4.8) (4.9) (8.8) (3.2) (2.8) (2.8) (2.8)

Cash flow from financing (0.6) (15.7) (32.4) (12.1) (24.7) (24.7) (19.2) (25.3)

Currency translation effect on cash 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0

Δ cash (5.9) 16.2 1.2 24.7 23.1 3.8 10.5 7.8

Cash BoP 25.2 19.2 35.4 36.7 61.4 84.5 88.3 98.8

Cash EoP 19.2 35.4 36.7 61.4 84.5 88.3 98.8 106.6
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KEY RATIOS 2015A 2016A 2017A 2018A 2019A 2020E 2021E 2022E

Δ Sales 61.5% 12.4% 6.6% 12.8% 12.3% 12.5% 3.3% 2.8%

Δ EBITDA 62.5% 78.4% (10.9%) 7.7% 39.5% 18.0% 13.6% 3.8%

Δ EBIT 120.7% 416.0% (16.2%) (4.2%) 53.7% 28.9% 19.0% 2.7%

Δ Net income (494.5%) (1157.9%) 8.9% (5.4%) 163.7% 10.4% 17.1% 1.1%

Gross profit 24.3% 23.1% 22.3% 22.1% 22.3% 22.1% 22.0% 22.0%

EBITDA margin 1.7% 2.7% 2.3% 2.2% 2.7% 2.8% 3.1% 3.2%

EBIT margin 0.3% 1.5% 1.2% 1.0% 1.4% 1.6% 1.9% 1.9%

Net margin (0.1%) 0.7% 0.7% 0.6% 1.4% 1.3% 1.5% 1.5%

EPS (0.05) 0.53 0.58 0.55 1.44 1.60 1.82 1.84

DPS 0.00 0.19 1.00 1.00 1.00 1.07 1.10 1.10

Dividend Yield 7.6% 8.0% 8.1% 8.1%

WC in % of sales (3.4%) (2.2%) (1.8%) (3.1%) (3.1%) (3.1%) (3.2%) (3.3%)

DIO 78 81 76 78 81 81 81 81

DSO 9 8 8 8 7 7 7 6

DPO 106 102 95 103 105 105 105 105

FCF (4.7) 32.1 33.6 51.1 53.4 37.9 39.1 39.8

FCF yield 0 0 0 19.0% 19.8% 14.1% 14.5% 14.7%

Taux de conversion (FCF/EBITDA) (19.6%) 75.1% 88.3% 124.7% 93.4% 56.2% 51.0% 50.0%

CAPEX/Sales 1% 2% 2% 2% 2% 2% 2% 2%

RoE (2%) 14% 14% 14% 32% 32% 31% 28%

RoA (0%) 2% 2% 1% 3% 4% 4% 4%

RoCE 0% 15% 17% 23% 7% 6% 7% 7%

Net Gearing 83% 35% 2% 6% (23%) (24%) (29%) (31%)

Net leverage ratio 2.2x 0.6x 0.1x 0.1x (0.4x) (0.4x) (0.5x) (0.5x)

EV/Sales 0.11x 0.10x 0.10x

EV/EBITDA 3.9x 3.3x 3.1x

EV/EBIT 6.9x 5.6x 5.2x

P/E 8.4x 7.4x 7.3x
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Disclaimer 

 

This document may refer to valuation methods defined as follows: 
 
1/ DCF method: discounting future cash flows generated by the business’s operations. Cash flows are determined using the 
analyst’s financial forecasts and models. The discount rate used corresponds to the weighted average cost of capital, which is 
defined by the weighted average cost of the company's debt and the theoretical cost of equity as estimated by the analyst.  
2/ Trading multiples method: application of stock-market valuation multiples, or multiples observed for recent transactions. 
These multiples may be used as benchmarks and be applied to the company’s financial aggregates to determine their valuation. 
The sample is prepared by the analyst based on the company's characteristics (size, growth, profitability etc.). The analyst may 
also apply a premium/discount based on his perception of the company’s specificities. 
3/ Net asset-based method (NAV): estimation of the value of the equity on the basis of the revalued assets and corrected for the 
value of the liability. 
4/ Discounted dividend method: discounted future value of estimated dividend flows and share buybacks. The discount rate 
applied is generally the cost of capital. 
5/Sum of the parts: this method consists of estimating a company's different operations by using the most appropriate valuation 
method for each one, then calculating the sum.  
 
Recommendation scale: 
Buy: expected over-performance above 10% compared to the market within 6 to 12 months  
Hold: expected to outperform or under-perform the market within a range of +10% and -10%, within 6 to 12 months  
Sell: expected to under-perform the market by more than 10% within 6 to 12 months  
 
Detection of conflicts of interest: 

Company Name Closing price (€) Recommendation Warning 

Unieuro SpA €13.48 BUY G 
  
A LOUIS CAPITAL MARKETS – MCP or any related legal entity holding more than 5% of all of the capital issued by the issuer; 
B The issuer holds more than 5% of all of the capital issued by LOUIS CAPITAL MARKETS - MCP or any related legal entity;  
C LOUIS CAPITAL MARKETS - MCP, alone or with other legal entities, is related to the issuer via other significant financial 
interests;  
D LOUIS CAPITAL MARKETS - MCP or any legal entity related to it is a market maker or a liquidity provider with which a 
liquidity contract has been concluded in relation to the issuer’s financial instruments;  
E LOUIS CAPITAL MARKETS - MCP or any legal entity related to it has, within the last twelve months, acted as lead manager 
or joint lead manager for an offer relating to the issuer’s financial instruments, and that offer has been made public;  
F LOUIS CAPITAL MARKETS - MCP or any legal entity related to it is a party to any other agreement with the issuer concerning 
the provision of investment services relating to the corporate activity;  
G LOUIS CAPITAL MARKETS - MCP and the issuer have agreed on the supply by the former to the latter of a service for the 
production and circulation of the investment recommendation concerning the said issuer.  
 
 

Breakdown of recommendations 
As at 07/11/2019, the recommendations issued by the Midcap research team at LOUIS CAPITAL MARKETS – MCP break 
down as follows: 
 

Recommendation Covered companies o/w Sponsored research 

Buy 75% 75% 

Hold 23% 25% 

Sell 2% 0% 

 
The reference prices used in this document are the closing prices. Any opinion given in this document reflects our current 
judgement and may be modified at any time without prior notice. LOUIS CAPITAL MARKETS - MCP has adopted effective 
administrative and organisational arrangements, including information barriers to prevent and avoid conflicts of interest in 
relation to investment recommendations. The remuneration of the financial analysts involved in drafting the recommendation is 
not tied to the corporate finance business. Past performance cannot be relied on as an indicator of future performance. 
 
 
MIFID 2 disclaimer: We would remind you that pursuant to MIFID 2, it is your responsibility, as the recipient of this research 
document, to determine whether your company is concerned by Directive 2014/65/EU of the European Parliament and Council 
of 15 May 2014 relating to markets in financial instruments (MIFID2) with regard to the separation of the research and order 
execution activities. Should you have any questions on how to obtain research documents, please send an email to 
clplanade@midcapp.com  
 
 
 
 
 
 
 
 
 
 

mailto:clplanade@midcapp.com
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Research Disclosure - NOTICE TO US INVESTORS: 
This report was prepared, approved, published and distributed by Midcap Partners, a company located outside of the United 
States (a “non-US Company”). This report is distributed in the U.S. by Louis Capital Markets, LP, a U.S. registered broker 
dealer, which assumes responsibility for the research report’s content, and is meant only for major U.S. institutional investors 
(as defined in Rule 15a-6 under the U.S. Securities Exchange Act of 1934 (the “Exchange Act”)) pursuant to the exemption in 
Rule 15a-6 and any transaction effected by a U.S. customer in the securities described in this report must be effected through 
Louis Capital Markets, LP rather than with or through the non-US Company. 
 
Neither the report nor any analyst who prepared or approved the report is subject to U.S. legal requirements or the Financial 
Industry Regulatory Authority, Inc. (“FINRA”) or other regulatory requirements pertaining to research reports or research 
analysts. The non-US Company is not registered as a broker-dealer under the Exchange Act or is a member of the Financial 
Industry Regulatory Authority, Inc. or any other U.S. self-regulatory organization. The non-US Company is the employer of the 
research analyst(s) responsible for this research report. The research analysts preparing this report are resident outside the 
United States and are not associated persons of any US regulated broker-dealer and therefore the analyst(s) is/are not subject 
to supervision by a US broker-dealer, and are not required to satisfy the regulatory licensing requirements of FINRA or required 
to otherwise comply with US rules or regulations regarding, among other things, communications with a subject company, public 
appearances and trading securities held by a research analyst account. 
 
Analyst Certification. Each of the analysts identified in this report certifies, with respect to the companies or securities that the 
individual analyses, that (1) the views expressed in this report reflect his or her personal views about all of the subject 
companies and securities and such recommendations were elaborated independently; and (2) no part of his or her 
compensation was, is or will be directly or indirectly dependent on the specific recommendations or views expressed in this 
report.   
 
This material was produced solely for information purposes and for the use of the recipient. This document does not constitute 
an offer of, or an invitation to buy or sell any security. The information contained herein has been obtained from published 
information and other sources which are considered to be reliable. The Companies noted herein accepts no liability or 
responsibility whatsoever for the accuracy or completeness of any such information. All estimates, expressions of opinion and 
other subjective judgments contained herein are made as of the date of this document.   
 
Louis Capital Markets, LP assumes responsibility for the research reports content in regards to research distributed in the U.S.  
Louis Capital Markets, LP, or its affiliates, has not managed or co-managed a public offering of securities for the subject 
company in the past 12 months, has not received compensation for investment banking services from the subject company in 
the past 12 months, does not expect to receive and does not intend to seek compensation for investment banking services from 
the subject company in the next 3 months. Louis Capital Markets, LP, or its affiliates, do not beneficially own 1% or more of the 
subject securities and there are not any other actual, material conflicts of interest noted at the time of the publication of this 
research report.  As of the publication of this report, Louis Capital Markets, LP does not make a market in the subject securities. 
 
The non-US Company will refrain from initiating follow-up contacts with any recipient of this research report that does not qualify 
as a Major Institutional Investor, or seek to otherwise induce or attempt to induce the purchase or sale of any security addressed 
in this research report by such recipient. 


