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Forward Looking Statement

Thispresentationmay contain forward-lookingstatementsthat are subjectto risksand uncertainties,includingthosepertainingto the
anticipated benefits to be realized from the proposalsdescribed herein. Forward-looking statements may include, in particular,
statements about future events, future financial performance,plans, strategies,expectations,prospects,competitive environment,
regulation,supplyanddemand. Esprinethasbasedtheseforward-lookingstatementson its viewandassumptionswith respectto future
events and financial performance. Actual financial performancecould differ materially from that projected in the forward-looking
statementsdue to the inherent uncertaintyof estimates,forecastsand projections,and financialperformancemay be better or worse
than anticipated. Giventheseuncertainties,readersshouldnot put unduerelianceon anyforward-lookingstatements. Theinformation
containedin this presentationis subject to changewithout notice and Esprinetdoesnot undertakeany duty to update the forward-
lookingstatements,and the estimatesand the assumptionsassociatedwith them, exceptto the extent requiredby applicablelawsand
regulations.
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Today Speakers

ALESSANDRO CATTANI
Chief Executive Officer

VALERIO CASARI
Chief Financial Officer
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Q1 2020
ÅSales: +4% 
ÅROCE: 8.7%
ÅbŜǘ CƛƴŀƴŎƛŀƭ 5ŜōǘΥ мнт aϵ

FY 2019
ÅSales: +10%
ÅROCE: 9.8%
Å/ŀǎƘΥ нтн aϵ

Business continuity ensured in all 
geographies thanks to the activation of 
contingency plans

Liquidity risk management policy based on 
the utmost prudence
Adequate financial solidity and flexibility

SOLID FOUNDATION MID TERM STRATEGIC PILLARS2020 CHALLENGE

Market leader (>25% mkt share) in the strategic IT supply chain for Italy and Spain

Full business continuity throughout the 
lockdown period 
Å100% smartworking since March 9, 2020
ÅProtocols aimed at protecting employees

Soft current trading
ÅTrading started to be impacted by Covid-19 

from late March

ÅSales in April down -19% due to weak 
demand and shortage of products 
ÅIT distribution down -14% 

Ad hoc initiatives on costs, dividend, buy-
back to furtherly strengthen liquidity profile

Next months
ÅUncertainty on FY 2020 Covid-19 impact on 

fundamentals  also due to business strong 
seasonality (Q4 weight of approx. 33-35%)

ÅFocus on Customer Satisfaction 

ÅConsolidation of leadershipin the 
Iberian Region

ÅImplementing business models with 
added-value boost:
V Advanced Solutions
V XaaS
V Outsourcing

ÅNew markets
V White Goods
V Robotics, A.I., Electrical Mobility, 3D 

Printing

Esprinet Investment Case



SOLID 
FOUNDATION
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sŝǘŞŜŞŜƧǘťŝŠǘ^ǝǘƼǳŠǱǘıĚǘŤţšǘ^ǝǘèĀǘsŝǘŞŜŝťƽ

нΦр .ϵItaly

мΦп .ϵ Spain

то aϵOther

10%

6%

29%

нΦл .ϵ IT Clients

мΦп .ϵ Consumer Electronics

лΦс .ϵ Advanced Solutions

нΦм .ϵ IT Reseller

мΦф .ϵRetailer/E-tailer

5%

16%

@´ǘŞŜŝťƧǘşƨťŠšǘ^ǝǘƼǳŝŜǱǘıĚǘşƨšţŝǘ^ǝǘèĀǘ@´ǘŞŜŝŤƽ

10%

15%

1%

8%

6%

MKT

2%

5%

3%

MKT

Source: GFK, April 2020

7%

8%

MKT

рфс aϵItaly

нфу aϵ Spain

нл aϵOther

3%

6%

25%

пфн aϵ IT Clients

нфп aϵ Consumer Electronics

мнт aϵ Advanced Solutions

рнн aϵ IT Reseller

оуп aϵ Retailer/E-tailer

5%

6%

-1%

21%

-7%

Sales Evolution
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^ǝ Q1 2020 Q1 2019 FY 2019 FY 2018

Sales 913.8 875.5 3,945.4 3,571.2

EBIT 8.3 (0.91%) 6.7 (0.77%) 41.1 (1.06%) 23.7 (0.66%)

^ǝ 31/03/20 31/03/19 31/12/19 31/12/18

Cash Conversion Cycle (Days) 20 27 23 27

ROCE (%) 8.7% 8.1% 9.8% 9.4%

Net Financial Debt (Cash) 127.1 247.1 (272.3) (241.0)

Net Financial Debt (Cash) pre-IFRS 16 20.4 168.6 (381.1) (241.0) 

14th consecutive quarter of y - o- y sales growth
Strong EBIT performance (+24%)

6 th consecutive quarter of ROCE sequentially above corporate WACC

Q1 2020 Results
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Strong Investor focus and financial discipline to enable a 25% pay - out dividend policy
ŠŠŜǘ^ǝǘćßǘÌĥÿĥù¾ĢÕÒǘ_ÕĢǘqĖćßèĢǘĚèĀÌÕǘŞŜŜŝǘƴǘŝŜŤǘ^ǝǘćßǘÌĥÿĥù¾ĢÕÒǘ2èıèÒÕĀÒĚǘē¾èÒ

Prudential proposal 

for the allocation to 

equity reserves

of the whole Profit

×

Historical stable flow of profitability
since 2001 even in market downturns
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2020 
CHALLENGE

FACING 
COVID- 19 
EFFECTS
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#1 
Technological and operational controls developed over 
time to deal with different emergency situations

ÅFull business continuity throughout the lockdown period 
Å100% smartworking since March 9, 2020
ÅStrict safety protocols and working practices aimed at 

protecting employees in back-offices, centralized logistics and 
cash&carry network
ÅExperience in Italy capitalized to quickly activate similar 

measures in other countries

#2 
Liquidity risk management based on the utmost 
prudence along the years thus translating into 
adequate financial soundness and flexibility 

A series of actions were planned and 
activated since late March

Åto furtherly control costs from the
second quarter onwards, whilst
maintainingthe ability to meet business
recovery when lockdown measureswill
be eventuallylifted

Åto ensure optimal management of
working capital mainly through the
definition of deferred payment schemes
with the majorsuppliers

Åto proposeto the ǎƘŀǊŜƘƻƭŘŜǊǎΩmeeting
to renounce to the distribution of 2020
dividends and to revoke the buy-back
plan approvedon 8 May2019

Åto furtherly strengthen an already solid
financialstructure

Containing Covid - 19 Impact



12

742 781
875 914

691
757

842

691
772

894

1.092

1.261
1.341

117 137
247

127 143
25

183 142 121
184

(123)
(241) (272)

(600)

(100)

400

900

1.400

Q1 17 Q1 18 Q1 19 Q1 20 Q2 17 Q2 18 Q2 19 Q3 17 Q3 18 Q3 19 Q4 17 Q4 18 Q4 19

SALES NET FINANCIAL DEBT (CASH)

Seasonality of business entails sales concentration in Q4
Q4 end - period WC and NFP tipically stand at the lowest level of the year 

Q 2017- 20: Sales & Net Financial Debt
(Cash)
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Å Theescalationof the pandemicand the progressionof restrictionson mobility and industrial activitiescauseda general
shockon demand.

Å Tradingstartedto be impactedby Covidemergencefrom late March,initially in Italy andthen in SpainandPortugal.

Å Salesin April down -19%beingnegativelyimpactedby weakdemandandshortageof productsespeciallyin notebooksand
smartphones.

Å Supplychaindisruptionsmainlyin FarEastlocationsgraduallynormalising: no major effect on productavailabityexpected
after May.

Å Currentestimateson impactof Covid-19on GDPin Italy,SpainandPortugalin the rangebetween-9/ -10%for FY2020.

Å Q2 isexpectedto behardlyaffectedalthoughstill in anuncertainextent.

Å Recoverydependingnot only on the durationof the lockdownmeasuresandtiming of return to normality (Italy,Spainand
Portugalarecurrentlyre-openingsomeactivitiesandplanningto furtherly lift someof the restrictivemeasures)but alsoto
the effectivenessof expansionfiscalpoliciesdecidedby localauthorities.

Å In the next weeks,asfar asthe economicscenarioshallbecomeclearer,we will updateon FY2020outlook with the right
levelof reliability.

Current Trading Conditions
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TOTAL MARKET TREND Ƽ^ƴǝƽ
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by chasing e - commerce booming

Source: Context, May 2020

Market Trend In April 2020
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THE STRATEGY
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Mid - term Strategic Pillars

Customer Satisfaction
Consolidating leadership 

in the Iberian Region
Increase Profitability  Address new markets

Providing the best Customer 
Satisfaction: sharply improving 
the level of CS raising the 
switch-cost for customers thus 
positively impacting overall
profitability.

Achieving size in Portugal both 
through organic growth (HR, 
logistics and selection of the 
best vendors) and through 
M&A.

Pushing for a higher weight of 
Advanced Solutions business.

XaaS: leveraging our web 
platform to be an aggregator 
for IaaS, SaaS, MPS and DaaS
contracts.

White Goods opportunity as far 
ŀǎ άǘƛŜǊ-н ƳƻŘŜƭέ ǎǇǊŜŀŘǎ ƛƴǘƻ 
the industry.

Be ready to enter markets such 
as Robotics, AI, Electrical 
Mobility, 3D Printing.
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ÅTheCloudmarket isquicklybecomingoneof the hottest growth opportunity in the AdvancedSolutionsmarketsegment.

ÅThepressureon deliveringSmartworkingsolutionsis impactingnot only the IT Clientspace,with a surgein notebooksand tablets
demand, but the IT infrastructure as well with a growing need of videoconferencingsystems,collaboration software and
cybersecurityproducts.

ÅRecent announcement from Microsoft about the launch of 1.5 BNϵά!ƳōƛȊƛƻƴŜItalia #DigitalRestartέplan to support the
άŎƭƻǳŘƛŦƛŎŀǘƛƻƴέprocessin Italy demonstratesthe stronginterestof big techcompaniesin thosecountries- Italy andSpainamongthe
others- wheredigitaldivideisstill both a bigchallengeanda bigopportunity.

ÅEnd-customerswill be short of liquidity but in urgent need of a modern IT infrastructure to cope with the new sociallydistanced
world awaiting,andthe consumptionmodelwill turn into anevenmore appealingopportunity.

ÅOur strategy consistsin assumingthe role of άǇǳǊŜάaggregator/enabler thus enlarging the potential of our B2B marketplace
(www.esprinet.com).

ÅWe are working on a number of initiatives in both the cloud provisioningplatform space,the DaaS-DeviceAs A Servicebusiness
modelaswell aspushinghardto enhanceour currentportfolio of cloudsolutions.

XaaS & Cloud Strategy



FINANCIALS
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ÅStrong quarterly results still non affected by Covid-19 outbreak and sustainedby operational continuity throughout all
geographiesthanksto businesscontinuityandcontingencyplanput in placesincethe verybeginning.

ÅSalesup +4%mainlydueto positiveperformancein Spain(+6%) andPortugal(+45%);LǘŀƭȅΩǎgrowthmoremoderate(+3%).

ÅTop-line performancepositivelyimpactedby strongmomentumin smartphones,smartworkingand remote learning-related
products(PCs,tablets,consumerprinters).

ÅExcellentoperatingprofitability:

- GrossProfit at 42.3aϵ(+3%), with GP%at 4.63%(4.68%in Q1 2019)

- EBITat 8.3aϵ(+24%) with EBIT%at 0,91%(0.77%in Q1 2019)

ÅNet incomeup 34% at 3.9aϵalsobenefitting from a reduction in financialexpensesof 0.7aϵdue to both lower use of
averagebankdebt andlowergrosscostof funding.

ÅROCE-Return on Capital Employedat 8.7%, sequentiallydown as expected from 9.8% but significantlyup year-on-year
comparedto Q1 2019levelof 8.1%

ÅCovid-19unprecedentedemergencepersistingafter quarter-end:

- priority givenon measuresadoptedin orderto safeguardhealthandsafetyof employees

- executionof pre-emptiveactionsaimedat softeningnegativeeconomicandfinancialimpactof the Covid-19crisis

2020 Q1 Results
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ÅNet InvestedCapitalat 31st March 2020 standsat 489.0 aϵand is
coveredby:

- {ƘŀǊŜƘƻƭŘŜǊǎΩequity, includingnon-controlling interests, for 361.8
aϵ(359.0aϵat 31st December2019)

- Net financial debt for 127.1 aϵ(comparedwith a cash positive
positionof 272.3aϵat 31st December2019)

ÅWithout consideringIFRS16 Leaseliabilities,net debt amountsto 20.4
aϵdespite unfavourable working capital seasonalitycompared to
December31st, 2019.

ÅDebt-to-equity ratio is0.35x (0.06x extra-IFRS16effects).

Q1 2020 Financial Highlights
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Idays (Inventory Days): 4-qtr average of (quarter-end Inventory / quarterly Sales * 90)
DSO (Days of Sales Outstanding): 4-qtr average of (quarter-end Trade Receivables / quarterly Sales * 90)
DPO (Days of Purchases Outstanding): 4-qtr average of (quarter-end Trade Payables / quarterly Cost of Sales * 90)

Å Bestquarter in last 3 years.

Å Continuousreduction in cashcycle
days mainly due to strong
performancein inventory turnover
andǎǳǇǇƭƛŜǊǎΩpaymentterms.

Å At March 31st 2020workingcapital
days stands at 20 days improving
both sequentially(-4) and year-on-
year(-7).

Å Compared to Q1 2019 metrics,
Idays decreased -3.4 days, DSO
increased +0.7 days and DPO
increased +4.0 days for a total
improvementof 7 daysfrom 27 to
20 days.

Working Capital Metrics
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NOTES
(1) Trailing Twelve Months is abbreviated as TTM.
(2) Net of non-recurring items and excluding IFRS 16 impact.
(3) Figurative income taxes on EBIT are calculated using (i) FY 2019 budgeted tax rate of 25% for 2017-18 and (ii) FY 2019 effectivetax rate for 2020
(4) .ŀǎŜŘ ƻƴ ǎǘƻŎƪ ŀƴŀƭȅǎǘǎΩ ŎƻƴǎŜƴǎǳǎ ŀƴŘ ǿŜƛƎƘǘŜŘ Ŏƻǎǘ ƻŦ ŎŀǇƛǘŀƭ ǳǎŜŘ ōȅ ƳŀƴŀƎŜƳŜƴǘ ƛƴ άƛƳǇŀǊƛƴƎέ ǘƘŜ ǾŀƭǳŜ ƛƴ ǳǎŜ ƻŦ /D¦ǎ Ŏƻƴsituting the Esprinet Group.

ÅOn March 31st, 2020 TTM EBIT down -3% and Net Average Invested Capital improved -9% driving a ROCE of 8.7% (8.1% in Q1 2019)

ÅROCE steadily above company WACC-Weighted Average Cost of Capital of 8%. 

ROCE- Return on Capital Employed
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FINAL 
REMARKS
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Final Remarks

V Dueto persistentlackof visibilityon the lenghtanddepthof the emergency, it is not still possibleto reasonably
assessanyshort-term impactof Covid-19crisis.

V Tradingconditionsstartedto be difficult from April: Q2 presumablyis shaping-up asthe toughestquarterof the
yeardue to the impact of full lockdownmeasuresin most countries(not consideringany future re-introduction
of containmentmeasuresthat weŎŀƴΩǘexcludeby far).

V Wearecloselymonitoringthe marketsituationandmodellingeconomicscenarioswith the purposeof revealing
FY2020outlookhopefullyby the endof July.

V Promptactionshavebeentaken to strictly control costsand workingcapital thus mitigating financialimpactof
Covid-19andfurther strenghteningDǊƻǳǇΩǎfinancialsolidity.

V We maintain favourable mid-term expectationsdue to strong fundamentals of ICT market and growing
distributioncentricityin the techbusinesssystem.

V Customersatisfactionprojectsalreadyimplementedare deliveringgood resultsand shall help to sustainlong-
term profitability in a normalisedenvironment.

V Despitenegativeshort-term effectson consumersdemandand enterprisesIT investmentwe remainconfident
that our strongcompetitivepositioningand good financialshapewill allow us to exploit any opportunitiesthe
marketwill offer in the future.

V Within this context we do not suspendour M&A activities finding ourselvesat the forefront of the ongoing
consolidationprocessof the distributionindustry.



IR Team

ESPRINET S.p.A.
T +39 02 40496.1 - investor@esprinet.com

IR Top Consulting
IR Advisor

T +39 02 45473884
Maria Antonietta Pireddu - m.pireddu@irtop.com

Federico Nasta - f.nasta@irtop.com
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The Leading ICT Distri In Southern Europe

Nr 45 ǅMBRES 
Mediobanca 

2019
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History
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Group Structure

EsprinetPortugal Lda
IT & CE Distributor

(Portugal)

V-Valley S.r.l
Value-AddedDistributor

(Italy)

CellyS.p.A.
Accessories Company

(Italy)

4Side S.r.l.
Italiandistributor of

Activision Blizzard products

V-Valley IberianS.L.U.
IT & CE Distributor

(Spain)

Vinzeo
Technologies S.A.U.

Celly
Pacific Limited

100%

51%

100% 100%

5%

EsprinetIberica S.L.U.
IT & CE Distributor

(Spain)

100%

Nilox DeutschlandGmbH*
Private Label Sales
SubsidiaryGmbH

100%85%100% 51%

95%

EsprinetS.p.A.
IT & CE Distributor

(Italy)

(*) In liquidationon 12/31/2019
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Key Historical Financials
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Sales Mix
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Logistic Capability

MORE THAN
128K

#SKU Shipped

140.500 sqm Warehousing 
area

5.8 milion Shippedboxes

ÅCustomized delivery

ÅLab service installations HW e SW

ÅCustomized boxes

ÅBoxes, pallet and document customization

ÅCustomized logistics services 

ÅCross docking

ÅPossibility of item pick up within 2 hours

MORE THAN
65K

#SKU on stock
(on average)

39.8 million ShippedItems

100.000 sqm
in Italy

40.500 sqm
in Spain

3PL logistics(wharehouseconsignment)
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#1 And Growing In A Growing Market

AllŘŀǘŀ ƛƴ aϵ - Source: Company estimatesbasedon Contextdata.
Conversion from Contextpanel sales to Total net distri sales assumingContextPanel represents90% of total consolidatednet distri sales.
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Ranking South Europe

Sirmi- Channel Partner and company estimates

SALES 2 0 19 SHARE SALES 2 0 18 SHARE ITALY SPAIN PORTUGAL

Esprinet 3.945,3 25,1% 3.571,2 24,4% ω ω ω

Tech Data 2.763,0 17,6% 2.610,0 17,8% ω ω ω

Ingram Micro 1.890,0 12,0% 1.865,0 12,7% ω ω

Computer Gross 1.393,0 8,9% 1.211,0 8,3% ω

Arrow ECS 880,0 5,6% 793,1 5,4% ω ω

Attiva 428,7 2,7% 374,0 2,6% ω

Datamatic 385,7 2,5% 353,5 2,4% ω

MCR 375,0 2,4% 338,0 2,3% ω

CPCDI 330,0 2,1% 320,0 2,2% ω

Exclusive Networks 199,5 1,3% 176,7 1,2% ω ω

Brevi 183,0 1,2% 175,6 1,2% ω

GTI 179,9 1,1% 196,7 1,3% ω

Inforpor 164,7 1,0% 136,8 0,9% ω

JP Sa Couto 163,0 1,0% 150,0 1,0% ω

Depau 157,1 1,0% 132,9 0,9% ω

Globomatik 134,0 0,9% 130,0 0,9% ω

DMI 125,0 0,8% 115,0 0,8% ω

Cometa 98,5 0,6% 96,5 0,7% ω

Others 1.889,6 12,0% 1.890,1 12,9% ω ω ω

Totale 15.696,1 100% 14.642,5 100% ω ω ω
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Human Resources

819 498

575742

10.0 8.8

598 719

Average years of seniority 
in the company:

Male headcount
(45%)

Sales & Marketing Back Office

ITALY IBERIA

ITALY IBERIA

Femaleheadcount
(55%)

1.263
employees

1.317
employees2018

2019

Consolidated2018 end-yearfigures



THE INDUSTRY
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Go To Market: Technology

7.2bn *

IT CLIENTS

5.8bn *

ADVANCED
SOLUTIONS

29.5bn *

CONSUMER
ELECTRONICS

ÅPersonal computers

ÅIT Accessories

ÅMonitors

ÅOther peripherals

ÅHome storage

ÅServers

ÅStorage

ÅNetworking devices

ÅInfrastructuresw

ÅCybersecurity

ÅCloudsolutions

ÅTechservices

ÅVideosurveillance

ÅData capture

ÅCabling& Industrial IoT

ÅSmartphones

ÅTelevision

ÅAudio products

ÅVideo gaming

ÅToys

ÅPhoto-Video products

ÅWhite goods

ÅNavigation

ÅWearables

ÅElectric mobility

(*) Italy-Spain-Portugal 2019 end-user market data at estimateddistributor price ςSource: EITO & Euromonitor

ÅHome networking

ÅIT Clients sw

ÅPrinting & office solutions

ÅSupplies

ÅStationary products
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Go To Market: Suppliers

IT CLIENTS

ADVANCED
SOLUTIONS

CONSUMER
ELECTRONICS

The vendors displayed are just a selection aimedat representingthe product category
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Go To Market: Customers

ÅDealers

ÅPrinting specialists

ÅVARs

PROFESSIONAL
IT RESELLERS

SPECIALIZED
VERTICAL
CHANNELS

RETAILERS &
E-TAILERS

ÅSystem Integrators

ÅISV 

ÅTelcos

ÅElectrical contractors

ÅVideogame specialists

ÅStationary shops

ÅSpecialityRetailers

ÅSupermarkets

ÅE-tailers

ÅDepartment Stores

ÅConvenience Retailers

ÅDiscount Retailers

8.7bn *

0.9bn *

6.1bn *

ÅTelco specialists

ÅPhoto shops 

ÅFurniture specialists

CONSUMER
ELECTRONICS

(*) Italy-Spain-Portugal 2019 end-user market data at estimateddistributor price ςSource: GFK
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Size Of Addressable End User Market

EITO figuresfor IT Clients - Advanced Solutions & Smartphones - EUROMONITOR for other Consumer electronics
End-user consumptionconvertedto distri price assumingaverage 15% marginfor resellers/retailers

Conversion from Context panel sales to Total net distri sales assumingContext Panel represents90% of total consolidatednet distri sales
2020 end user market estimatesby EITO & Euromonitorasof March 2020

2020 distri sales estimatedusinga flat growth of 5% 

7.229 7.387 7.054 7.176 7.158

5.357 5.496 5.692 5.841 5.901

17.063 16.661 17.566
18.505 19.103

10.063 10.499
10.522

11.017
11.651

0

5.000

10.000

15.000

20.000

25.000

30.000

35.000

40.000

45.000

2016A 2017A 2018A 2019A 2020E

ITALY- SPAIN - PORTUGAL: TOTAL ICT SPENDING AT DISTRI PRICE

IT Clients Advanced Solutions Consumer Electronics (ex white goods) White goods

şťƨţǘ+ǝ40,0 +ǝ 40,8 +ǝ
42,5 +ǝ

43, 8 +ǝ
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Weight Of Distris On Addressed Market

EITO figuresfor IT Clients - Advanced Solutions & Smartphones - EUROMONITOR for other Consumer electronics
End-user consumptionconvertedto distri price assumingaverage 15% marginfor resellers/retailers

Conversion from Context panel sales to Total net distri sales assumingContext Panel represents90% of total consolidatednet distri sales
2020 end user market estimatesby EITO & Euromonitorasof March 2020

2020 distri sales estimatedusinga flat growth of 5% 

11.866
13.301

14.642
15.696 16.481

17.783
16.243

15.670
15.826

15.681

40,0%

45,0%

48,3%
49,8%

51,2%
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24,0%
26,0%
28,0%
30,0%
32,0%
34,0%
36,0%
38,0%
40,0%
42,0%
44,0%
46,0%
48,0%
50,0%
52,0%
54,0%

0

5.000
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15.000

20.000
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30.000

35.000

2016A 2017A 2018A 2019A 2020E

ITALY- SPAIN - PORTUGAL: TOTAL ICT SPENDING AND SHARE OF 

DISTRIBUTORS (EX- WHITE GOODS)

ICT distributor sales Direct sales of ICT products (ex-white goods)

Share in ICT products (ex-white goods)
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Additional Opportunities In White Goods

EITO figuresfor IT Clients - Advanced Solutions & Smartphones - EUROMONITOR for other Consumer electronics
End-user consumptionconvertedto distri price assumingaverage 15% marginfor resellers/retailers

Conversion from Context panel sales to Total net distri sales assumingContext Panel represents90% of total consolidatednet distri sales
2020 end user market estimatesby EITO & Euromonitorasof March 2020

2020 distri sales estimatedusinga flat growth of 5% 

11.866 13.301 14.642 15.696 16.481

17.783 16.243
15.670

15.826 15.681

10.063
10.499

10.522
11.017

11.651
40,0%

45,0%

48,3%
49,8%

51,2%

0,0%
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White goods Market Share in ICT products (ex-white goods)
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Why A Distributor

Future

Å! ǎƛƳƛƭŀǊ ǘǊŜƴŘ ǘƻǿŀǊŘǎ ŀ ά5ƛǎǘǊƛōǳǘƻǊ 
CǊƛŜƴŘƭȅέ ŜƴǾƛǊƻƴƳŜƴǘ ƛǎ ƴƻǿ ǳƴŘŜǊ 
development White Goods

Å«As a Service» models will require 
further more the capability of integrating 
in a single easy-to-use interface for 
resellers the Consumption models of 
multiple vendors

ICT Distribution share on total ICT addressable sales grew from 40,0% (2016)to 49.8% (2019) and is forecasted to grow furthermore (51.2% expected in 2020).

~åÕǘǏ®åĸǐǘßćĖǘtÕĢ¾èùÕĖĚǘ¾ĀÒǘ6- Tailer
ÅάCǳƭŦƛƭƳŜƴǘ ŘŜŀƭǎέ ǿƛǘƘ ±ŜƴŘƻǊǎ ƻƴ ǘƻǇ ǎŜƭƭƛƴƎ ƛǘŜƳǎ
ÅCategory management for accessories
ÅHome delivery capabilities for White Goods and Large TVs
ÅE-Tailersuse Distributors as a one-stop-ǎƘƻǇǇƛƴƎ ŦƻǊ ǘƘŜ ά[ƻƴƎ ¢ŀƛƭέ ƻŦ ǇǊƻŘǳŎǘǎ

~åÕǘǏ®åĸǐǘßćĖǘ­ÕĀÒćĖĚǘ
ÅReduction of distribution fixed cost
ÅBuffering stock
ÅCredit lines & Credit collection capabilities
ÅMarketing capability
ÅNeed of an aggregator of their products into complex multi-vendor solutions

~åÕǘǏ®åĸǐǘßćĖǘtÕĚÕùùÕĖĚ
ÅOutsourcing of warehousing and shipping on their behalf
ÅOne-stop-information gathering point
ÅOne-stop-shopping opportunity
ÅEasiness of doing business against dealing directly with vendors
ÅNo minimum quantity needed to be a valued partner
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The Journey From Analog To Digital

ÅThe End-user market is offering unprecedented 
opportunities of growth

Å5G introduction will be a game changer for multiple 
industries paving the way to new requests from both 
companies, governments and people

ÅThe ICT industry will expand into new areas of business 
creating the need for players which can aggregate in an 
effective and efficient way multiple technologies and 
products

ÅThe cost structure of distributors and the inherent 
flexibility demonstrated in years of adaptation to the 
changes in the market will offer usa unique opportunity 
of capitalizing these evolutions of the market
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Inventory Risk Mitigants

«Stock Protection Clause»

ÅA typical contractual clause provided by the vast majority of Vendors in which they assume the risk of inventory 
devaluation arising from purchase list price reductions planned by the Vendor itself.

ÅDuring a contractual period which typically spans from 30 up to 60 days, the Vendor undertakes to reimburse, by issuing 
so called «Stock Protection Credit Notes», the loss of stock value incurred by the Distributor on the products in stock in 
the moment the same products are made available for purchase by the Vendor at a new, lower, purchase list price.

«Fulfilment deals stock protection»

ÅVendors sometimes ask Distributors to act as providers of invoicing, credit collection and logistic fulfilment capabilities 
on sales negotiated directly by the Vendor with a Retailer or a Corporate Reseller. In this case, the Vendor might allow 
the Distributor to purchase products based on a sales forecast agreed upon between the Vendor and the 
Retailer/Corporate Reseller. When this kind of sales agreement happens, the Vendor might guarantee the Distributor, 
either contractually or customarily, that those products will be sold with a predefined margin, essentially shielding the 
Distributor from the inventory risks that might arise from the need of reducing the sales price or disposing of unsold 
products.

«Stock Rotation Clause»

ÅOn specific product categories, i.e. software or pre-packaged services, Vendors sometimes provide «Stock Rotation 
Clauses». These are contractual agreements under which the Distributor is periodically allowed to ship back obsolete 
stock in exchange of new products of similar value.
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Factoring & Credit Insurance Policies

Credit insurance

ÅLarge and medium sized distributors routinely apply contracts with top-rated Credit Insurance Companies shielding the risk of default of debtors with 
deductibles typically between 10% to 15% of the insured value.

Factoring/Securitization programs

Å¢ǊŀŘŜ ǊŜŎŜƛǾŀōƭŜǎ ƳƛƎƘǘ ōŜ ǎƻƭŘ άǿƛǘƘƻǳǘ-ǊŜŎƻǳǊǎŜέ ǘƻ ŦŀŎǘƻǊƛƴƎ ŜƴǘƛǘƛŜǎ ƻǊ ŎƻƴŘǳƛǘǎ ƻŦ ŀ ǘǊŀŘŜ ǊŜŎŜƛǾŀōƭŜǎ ǎŜŎǳǊƛǘƛȊŀǘƛƻƴ ǇǊƻƎǊam, typically major 
commercial banks but sometimes Vendor financing companies as well. When factoring/securitization happens, being a true-sale, no deductibles are 
involved and the credit risk is entirely transferred to the factoring company

Risk taking

ÅSometimes distributors might takes some credit risk on their books by issuing a Credit Limit that exceeds the value of the Credit Insurance coverage.

Impact of Factoring/securitization on the financial statements

ÅTrade receivables that are sold to a factoring company or to the conduit of the Securitization Program are deconsolidated from the Balance Sheet and the 
cost of the factoring or securitization is normally charged by distributors above the EBIT line

ÅWhen a true-sale of receivables happens under the Factoring or Securitization programs, the DSO of these programs is typically 10 to 15 days, the average 
time to sell the receivables and cash the proceedings from the factoring companies. 

ÅRecipients of factoring or securitization schemes are typically Retailers or Corporate Resellers with good credit ratings which typically would imply a higher 
DSO, still this converts into a lower DSO because of the reduced amount of receivables in the balance sheet.
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Gross Profit Drivers

Product categories

ÅCommoditized product categories, such as Notebooks or Smartphone, typically allow for lower Gross Profits Margins as comparedto more complex 
ǇǊƻŘǳŎǘǎ ǎǳŎƘ ŀǎ Ƴŀƴȅ ά!ŘǾŀƴŎŜŘ {ƻƭǳǘƛƻƴǎέ ǇǊƻŘǳŎǘǎ

Vendor relative strength 

ÅHighly known vendors with a strong brand recognition or with a big market share within a distributor tend to provide less Gross Profit Margins

ÅVendors typically provide cash discounts for shorter payments so Gross Profit Margins are normally higher in case of shorter DPOs

Customer relative strength

ÅCustomers with a strong position in the market, such as the largest retailers or Corporate Resellers, typically get better pricing and therefore allow for 
lower Gross Profit Margins

ÅReceivables with these customers are typically subject to factoring/securitization programs whose costs impacts the Gross Profit margin

Market Development Funds or Co - Marketing funds

ÅMost Vendors allocate at Country level marketing funds that are available for those distributors that develop the most effectivemarketing programs. Size 
matters and market coverage as well, and that is one of the key reasons for achieving scale in each geography, so that a larger proportion of these 
marketing funds is achieved and lower marketing costs incurred.

High levels of stock

ÅEven if Distributors are broadly shielded by Vendors in case of excess or obsolete stock, if the levels are exceedingly high or the Vendor enters a major 
crisis the costs of the allowance for obsolete stock might go on the Distributors books impacting the Gross Profit
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Credit Notes

The Industry operates with a significant amount of Credit Notes accruals at any given end - period

ÅVendorsroutinelyoperate with commercial programsthat envisagesignificantamountsof price adjustmentsfor multiple reasonssuchas:

ÅEnd-periodaccrualsfor target achievements

ÅStock protection

ÅPass through

ÅCustomersaswell are entitled to price adjustmentssuchas:

ÅEnd-periodaccrualsfor target achievements

ÅPass through

ÅCo-marketing funds

Accounting treatment

ÅAt anygivenquarter-end accrualsare made to account for the credit notes pending reception from Vendorsand credit notes pending issuingto customers

ÅAccordingto the Group accounting policies periodically, typicallyat yearend, a revisionof the old accrualsisdoneand the adjustmentsbookedto the 
Gross Profit of the period

ÅHistorically, giventhe accounting policies in place, this effect ispositive and contributesto a spikein Gross Profit marginsat yearend.



THE STRATEGY
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The Key Trends In Our Industry

GROSS PROFIT 
OPPORTUNITIES

GROSS PROFIT 
THREATS

1

2

3

4

OPERATIONAL 
TRENDS

5

The emergence of the «XaaS» 
(Everything as a Service) 

business model

Vendorsfocusingon winning
the IP war and outsourcing 

everythingelse 

The fast commoditizationof 
keyproductcategories

The migration from «pure» 
brick&mortaror «pure» onliners

to «omnichannel» retailers
The growing «consumerization» 

of professional customers 
service-level expectations
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Gross Profit Opportunities

¢ƘŜ ƛƴŘǳǎǘǊȅ ƛǎ ǳƴŘŜǊƎƻƛƴƎ ŀ ǘǊŀƴǎŦƻǊƳŀǘƛƻƴ ǿƛǘƘ ǘƘŜ ƎǊƻǿǘƘ ƻŦ ά!ǎ ŀ {ŜǊǾƛŎŜέ ƻǊ ά/ƻƴǎǳƳǇǘƛƻƴέ ōŀǎŜŘ 
utilization models againstǘǊŀŘƛǘƛƻƴŀƭ ά¢ǊŀƴǎŀŎǘƛƻƴŀƭέ ƳƻŘŜƭ

¢ȅǇƛŎŀƭ ά!ǎ ŀ ǎŜǊǾƛŎŜέ ƳƻŘŜƭǎ ƛƴŎƭǳŘŜ
ÅCloud Computing, both in the form of Infrastructure as a Service (IaaS) as well as Software as a 

Service (SaaS)
ÅaŀƴŀƎŜŘ tǊƛƴǘ {ŜǊǾƛŎŜǎΣ ƛƴ ǿƘƛŎƘ ŎǳǎǘƻƳŜǊǎ ōǳȅ ǘƘŜ ǊƛƎƘǘ ǘƻ ǇǊƛƴǘ ŀ ŎŜǊǘŀƛƴ ƴǳƳōŜǊ ƻŦ άǇŀƎŜǎέ 

through printers which are at their premises but not under their ownership
Åά5ŜǾƛŎŜ ŀǎ ŀ {ŜǊǾƛŎŜέΣ ŀ ōǊƻŀŘŜǊ ŎƻƴŎŜǇǘ ƛƴ ǿƘƛŎƘ ŀ άǎŜŀǘέ ǘȅǇƛŎŀƭƭȅ ŎƻƳǇǊƛǎƛƴƎ ŀ ƴƻǘŜōƻƻƪ ŀƴŘκƻǊ ŀ 

smartphone is leased on a monthly or multi-period base

More and more ICT Distributors are acting as aggregators of such contracts from multiple providers, 
effectively switching from moving boxes in a warehouse to moving data & contractsin an IT system.

{ŜƭƭƛƴƎ ά!ǎ ŀ ǎŜǊǾƛŎŜέ ŎƻƴǘǊŀŎǘǎ ǿƛƭƭ ǊŜŘǳŎŜ ǘƘŜ ƛƳǇŀŎǘ ƻŦ ǿƻǊƪƛƴƎ ŎŀǇƛǘŀƭ ƴŜŜŘǎΣ ōŜŎŀǳǎŜ ƴƻ ǇƘȅǎƛŎŀƭ 
goods must be purchased and stocked, and will add predictability to the ICT Distributor revenues 

Some ICT Distributors might became providers as well, buying devices which will stay in their balance 
sheet as fixed assets and leasing them under these «consumption» model agreements to resellers 
which can sub-lease them, packaged with some services provided by them, to end-users

1

The emergence of the «XaaS» 
(Everything as a Service) 

business model

1

GROSS PROFIT 
OPPORTUNITIES
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Gross Profit Opportunities

There is a growing number of examples of Vendors focusing on key technologies:
ÅIBM: sold Printers, PCs & Servers and focused on Services, Cloud and A.I.
ÅHP: Split into HP Inc (PCs & Printers) and HPE (Advanced Solutions)
ÅHPE: spun off its Software and Services division focusing only on Hardware
ÅSamsung: Divestiture of PCs & sale of printer division to HP Inc
ÅMicrosoft: Divestiture of smartphones
ÅXerox: Split into two entities, one active in services and one in printing
ÅAcer: Divestiture of smartphones and focus on PCs

Patents are a growing barrier to entry in specific markets so Vendors focus on few technologies where 
they pile up IP to defend themselves from competitors

This drives a growing need of positioning their products within complex solutions while facing growing 
pressure for SG&A reduction from their investors

As a consequence there is a growing request of outsourcing of non-core support activities

Distribution, after-sales support, logistics and even sales promotion is more and more outsourced to 
distribution partners or service companies

1

Vendorsfocusingon winning
the IP war and outsourcing 

everythingelse 

2

GROSS PROFIT 
OPPORTUNITIES
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Gross Profit Threats

Retailers are struggling to cope with the pure on-liners competition and are in the middle of journey to 
provide a comprehensive «omnichannel experience» to their customers

During the transition many traditional retailers are putting extraordinary pressure on suppliers to fund 
the journey to a new business model

The transition is putting pressure on their top-line as well as on their profitability and is driving a 
round of consolidation in this segment of the industry

The survivors will be forced to develop a new set of logistic capabilities in order to deliver products to 
the homes of the consumer, offering an opportunity for distributors which typically have extensive 
know-how in this activity

¢ƘŜ ƴŜǿ άƻƳƴƛŎƘŀƴƴŜƭέ ǊŜǘŀƛƭŜǊ ǿƛƭƭ ƘŀƴŘƭŜ ŀ ƭƻƴƎŜǊ-tail of products where distributors can get better 
margins against the existing low-margin mix of few high-rotation items

The in-store experience will change and distributors will be offered opportunities to be part of the 
eco-system providing added value services such as category management and merchandising at shop 
floor level

1

The migration from «pure» 
brick&mortaror «pure» onliners

to «omnichannel» retailers

3

GROSS PROFIT 
THREATS
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Gross Profit Threats

PCs and smartphones, the two ICT product lines with higher sales volumes, have witnessed modest 
innovation in the last years and therefore margins for the manufacturers decreased

Gross profit opportunities could arise from a disruptive round of innovation at the moment not yet 
foreseeable. 

The printing eco-system (printers+supplies) is undergoing a structural volume reduction but new print 
technologies as well as business models (Managed Print Services) are somehow stabilizing margins

The market of these traditional product lines is overdistributed and this is putting short term further 
pressure on gross profit margins whilst offering opportunities mid-term

Economy of scale are needed to cope with high volumes-low margin sales in these categories, 
favouringa further round of consolidation in the distribution industry

Distributors are also implementing more efficient working capital management in order to seek value 
creation opportunities in the balance sheet rather than in the P&L

Advanced Solutions are less prone to commoditization because of the intrinsic higher content of IP 
and differentiation, effectively shielding these categories from an excessive pressure on gross profit 
margin reduction

1

The fast commoditization of 
key product categories

4

GROSS PROFIT 
THREATS
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Operational Trends

The employees of Resellers and Retailers are exposed everyday to the interaction with companies such 
as Amazon, Starbucks, Apple that are using amazing levels of customer experience as a competitive 
advantage

More and more they expect the same level of excellence in the quality of service when interacting 
with suppliers during their work hours

Customer experience is no longer a «bonus» but a «must» to compete

{ŀƳŜ Řŀȅ ŘŜƭƛǾŜǊȅ ƛǎ ƴƻǿ ŀ άƎƛǾŜƴέ ŀƴŘ ƴƻ ƭƻƴƎŜǊ ŀ ōƻƴǳǎ

The full integration of social communication tools with traditional office solutions such as email or ERP 
is expected

Real time response to enquiries is the «de-facto» standard required to compete effectively

On-line solutions must be designed to match web experiences on top-rated consumer sites

Mobile access to data is now a given

1

5

The growing «consumerization» 
of professional customers 
service-level expectations

OPERATIONAL 
TRENDS
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Aim at being the best distributor in the region for all stakeholders by:

Riding the mid - term evolution of the market by:

The Strategy

ÅGetting recognized as provider of the best Customer Satisfaction in the region

ÅLeveraging the size in Italy and Spain to improve ROCE on IT Clients & Consumer Electronics

ÅPushing for an higher weight of Advanced Solutions sales

ÅAchieving size in Portugal

ÅDeveloping a state-of-the-art «XaaS» strategy

ÅDeveloping further Outsourcing initiatives for Vendors and Customers

ÅPushing on Distriadoption by the White goods manufacturers

ÅBe ready to enter potential new markets such as Robotics, A.I., Electrical Mobility, 3D Printing
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Actions: Be The Best

Gettingrecognizedasprovider 
of the best Customer

Satisfactionin the region

A redesignof procedures
and incentive schemes

aimedat measuringand 
sharplyimprovingthe level 
of CustomerSatisfaction

raisingthe «cost of switch» 
for customerstherefore

positivelyimpactingGross 
profits and revenues

Better gross
profit margin
on existing
customers

V-Valley Europe concept: 
movefrom two localDistri

to a perceived
multinationalAdvanced 
Solution distri to get new 
contractsand growin this

highermarginmarket

Better mix 
drivingsales 

of highergross
profit margin

products

Pushingfor an higherweight of 
Advanced Solutions sales

New procedures, tools and 
incentive schemesaimed

at focusingteams on 
better WorkingCapital 

management

Leveraging achieved size 
and push for better 
opportunities with 

vendors/customers in a 
consolidating market

Better working
capital on existing
combinationsof 

Vendor/Customer

Leveragingthe size in Italy and 
Spainto improveROCE on IT 

Clients & Consumer Electronics

Invest in peopleand in 
warehousing capabilitiesto 

capture organic-growth
opportunities offeredby 

selectedVendors

Grow in the region also 
by acquisitions in order 

to complete the coverage 
of the market

Top line 
growthdriver and 
consolidationof 
leadership in the 

Iberianregion

Achievingsize
in Portugal
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Actions: Riding The Mid - Term Trends

Developing a state-of-the-art 
«XaaS» strategy

Invest further more in the 
programs already existing 
leveraging our web-portal 
to provide not only a one-
stop-shopping opportunity 
for physical goods but an 
aggregator for IaaS, SaaS, 

MPS and Device as a 
Service contracts as well

Better gross 
profit margin 
and better 

predictability of 
revenue 
streams

Grow the high margin 
logistic outsourcing 

activities already in place 
as well as the tools to 

enable mid-size retailers as 
well as professional 

resellers to establish an 
«omnichannel» strategy

Higher EBIT 
margin activities 

driving better grip 
on Vendors/ 
Customers

Developing further 
Outsourcing initiatives for 
Vendors and Customers

! мл.ϵ ƳŀǊƪŜǘ ƻǇǇƻǊǘǳƴƛǘȅ 
mostly direct where we are 
piloting with some vendors 

new distribution models 
similar to the ICT ones

Opportunity of 
Top line growth 
on higher gross 
margin products

Pushing on Distri adoption by the 
White goods manufacturers

Long term developments 
offer potential 

opportunities in these 
markets

Potential future 
developments for 
Top line and EBIT 
margin growth

Be ready for potential new 
markets: Robotics, A.I. Electrical 

Mobility, 3D Print

Begin testing distribution 
of 3D printing and 
Electrical mobility

Begin assessing potential 
distribution scenarios



GOVERNANCE
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Mission & Corporate Values

Corporate Mission
To be the best technology distributor operating in its relevant markets, 
assuring shareholders above-average return on investment thanks to 
precise, serious, honest, fast-footed, reliable, and innovative 
management of the customer and vendor relationship, achieved by 
ŎƭƻǎŜƭȅ ŀǘǘŜƴǘƛǾŜ ŜƴƘŀƴŎŜƳŜƴǘ ŀƴŘ ŜȄǇƭƻƛǘŀǘƛƻƴ ƻŦ ƛǘǎ ǎǘŀŦŦΩǎ ǎƪƛƭƭǎ ŀƴŘ 
innovative capabilities.

Our Strengths
ÅMultidivisional organization to face different needs for different clients 

ÅFlexibility to offer to our vendors and customers 

ÅHighly experienced and focused people on tangible key value drivers

ÅWeb engine and own ERP created

ÅFocus on creating new services to help dealers to do business


