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Share price performance 

1M 3M 1Y

Gismondi 1754 - Absolute (%) -7% -28% n.a.

FTSE AIM Italia (%) -2% -14% -24%

1Y Range H/L (€) 3.43 2.09

YTD Change (€) / % -1.02 -30%  
Source: S&P Capital IQ 
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Short-term issues and global challenges blur increasing 

brand visibility 

 

FY19: Sales slightly over FY18, a step behind on operating margins  

Consolidated pro-forma revenues €5.9m in 2019, +4% YoY, close to our estimate of 

€6.1m. EBITDA €0.9m (14.5% margin, vs. 17% in 2018), vs. our estimate of €1.1m (19% 

margin). EBIT was €0.6m and net income €0.3m. Trade receivables increased from 60 to 

80 DSO, as well as trade payables (170 DPO). Inventory (€4m) stable. TWC €3.2m (55% of 

sales). Net cash €3.4m (after €5m IPO proceeds) and €7.4m equity. 

 

Sales agreements expanding market footprint and increasing brand visibility 

 Maris Collective, US retailer that operates luxury boutiques in high-end hotels: 

Opening of corners inside some Four Seasons resorts. First corner in Hawaii. 

 Alfardan Group, luxury conglomerate in the Middle-East region: Introduction in the 

Qatari market, corner opened in the Alfardan department store in Doha 

 Seven new partner multi-brand jewelry stores in Montecarlo, Dubai (3), Bucharest, 

Tirana and Manama (Bahrain) 

 

Temporary boutiques closure, production standby and contingency plan (Covid-19) 

Covid-19 lockdowns caused temporary closure of boutiques and production standby (until 

May 4
th

), which however did not affect Gismondi 2020/21 collection already completed. 

Management enacted a contingency plan on the expectation of a sales bend followed by 

a quick pick up of demand and set priorities: the launch of its online store, agreements 

with luxury e-commerce platforms. One-to-one sales continue through direct personal 

contact with recurring customers, consignment sales to Middle-Eastern and Russian 

dealers have started. 

 

Outlook: Short-term headwinds, despite the appetite for high-end jewels 

Covid-19 pandemic has shocked the luxury industry, with retailers closures and collapse of 

global travel. Return to stores could be slow and large retailers may prove even slower 

recovery compared to less crowded small boutiques. The short-term global challenges are 

significant and planned 20-21 door openings may be at risk, also given that Neiman 

Marcus recently entered a financial restructuring and voluntary Chapter 11 proceeding. 

 

Target Price €2.71 per share (from €4.45), NEUTRAL rating (from OUTPERFORM) 

The recent agreements and prompt international expansion initiatives, including possible 

additional/alternative luxury retailers in the USA, should counterbalance the 2020 

uncertainties. Our valuation on updated estimates indicates a Target Price per share of 

€2.71 (from €4.45), 15% upside on current share price. We assign a NEUTRAL 

recommendation on the stock (from OUTPERFORM). 

 

Key financials and estimates 

 
Source: Company data 2018-19A, EnVent Research 2020-22E 
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 Market update 

  

 Gismondi 1754 - Share price performance and trading volumes since IPO 

Share price performance since 

IPO -3% before general market 

drop for Covid-19  

 

Gismondi 1754 shares since IPO 

on 18/12/19 traded in the range 

€2.09-3.43, with beginning price 

at €3.25 and ending at €2.36,  

27% drop 

 

In the same period, the FTSE AIM 

Italia Index decreased by 16% 
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 AIM Italia Fashion & Luxury companies - YTD Market performance 

 

 

 

 

Most companies lost on average 
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 Peer group - Regression analysis and Gismondi 1754 target positioning 
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 FY19: Sales grow less than expected, a step behind on operating 

margins 

  

Sales by geography, 2019 

Italy
31%

Switzerland
18%Czech 

Republic
9%

Russia
9%

USA
18%

Other
15%

 
 

Sales by channel, 2019 

Wholesale
14%

Retail
35%

Franchising
9%

Special sales
41%

 
Source: Company data 

In 2019 Gismondi reported pro-forma consolidated revenues of €5.9m, +4% YoY.  

EBITDA was €0.9m (14.5% margin, vs. 17% in 2018). EBIT was €0.6m and net 

income €0.3m (halved compared to prior year). 

Trade receivables increased by 45% reaching €1.6m, from 60 to 80 DSO. Trade 

payables too increased, by 62% reaching €2.5m (170 DPO). Inventory was stable in 

the region of €4m. Trade Working Capital was €3.2m (55% of sales).  

From the sources side, the pro-forma balance sheet shows €3.4m net cash and 

€7.4m equity. 

 

Sales dynamics: ups and downs is the rule 

2019 sales analysis confirmed that ups and downs and shifting of performance are 

usual across geographies and stores, which is inherent with the industry logics of 

exclusivity, premium pricing, seasonality and desirability vs. need paradigm.  

2019 Sales grew in the USA, Czech Republic and Russia, while Italy and Switzerland 

suffered a slowdown. In the first two months of 2020, before the temporary 

closure due to Covid-19, according to management, sales in the Milan and Saint 

Moritz boutiques increased compared to the same period of the prior year. 

Considering the present size of Gismondi sales and network, still limited, variability 

is emphasized and could be misleading. 

  

  

 Business update 

  

 Sales agreements expanding market footprint and increasing brand visibility 

 

Four Seasons Hotels & Resorts 

 Maris Collective: Program of opening corners in stores inside resorts in Hawaii, 

Mexico, USA and Costa Rica. Maris Collective is a US-based retailer that 

operates luxury boutiques in high-end hotels and resorts. First opening at Four 

Seasons Resort in Hawaii. 

 

Alfardan Jewelry in Qatar 

 Alfardan Group: Introduction of Gismondi in the Qatari market and sales 

through Alfardan Jewelry retail network. Alfardan Group is a luxury 

conglomerate in the Middle-East region. Corner opened in the Alfardan 

department store in Doha. 

New partner multi-brand 

jewelry stores 

 Seven new partner multi-brand jewelry stores in Montecarlo, Dubai (3), 

Bucharest, Tirana and Manama (Bahrain), after the participation to VicenzaOro 

fair 

Modaoperandi.com  Since the end of May, some collections will be available on the fashion & luxury 

e-commerce platform Modaoperandi.com 

Fairs & exhibitions  In January Gismondi took part to VicenzaOro, where orders worth ca. €0.7m 

were collected, and in February to a jewelry event in Doha 
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 Sales force expansion 

 In Q1 2020 a Sales Manager was appointed and new members covering Spain, 

Portugal, Eastern Europe and the Middle East joined the sales team. 

  

 Covid-19 lockdown: boutiques close, production suspended, but 2020/21 

collection was already in-house 

 Due to Covid-19 restrictions, Gismondi boutiques have been temporarily closed. 

The stop of non-essential production activity (from March until beginning of May) 

has not affected Gismondi, since 2020/21 collection had already been produced 

before the Government restriction. The Company has started a contingency plan 

based on the expectation of lower sales from Portofino and Milan boutiques and 

other international locations for the current year. 

  

 Contingency plan announced for 2020 

Own online store launch 

 

Online luxury retail platforms 

 

Consignment sales 

In response to the current situation, Gismondi has accelerated investments into its 

online store (launched in May) and has anticipated that priority will be given to 

agreements with international luxury e-retailers.  

The Company is continuing one-to-one sales, a crucial revenue stream, during the 

social distancing period, and has started retail consignment sales of its pieces to 

Middle-Eastern and Russian dealers. 

  

  

 Outlook: Short-term headwinds in the industry, in the long-

term digital transformation is a must 

  

 In the past 25 years, the global luxury industry has been consistently resilient, 

thanks to low impact of financial turmoil on the demand for luxury goods. The 

current Covid-19 pandemic has shocked the luxury industry and its outcome is still 

unclear. Q1 20 sales have been weak due to factories temporary shutdowns, 

retailers closures and collapse of global travels. Looking at the following months, 

the return to stores could be slow and differentiated; large department stores may 

prove slower recovery compared to less crowded small boutiques. 

We see some major global challenges: 

 Retailers struggling. Even before the pandemic, some large fashion & luxury 

department stores and retailers in Europe and North America were already 

struggling, even for e-commerce growth, and the disruption caused by the 

pandemic might force some retailers out of business. Two US retailers, J.Crew 

and Neiman Marcus, have filed for Chapter 11 bankruptcy protection. At least 

another one, J.C. Penney, may be preparing for the same. We recall that 

Chapter 11 is not a liquidation, but a process to alleviate debt and access 

capital. On the Neiman Marcus topic, Gismondi has announced the temporary 

withdrawal and securement of its inventory consignment from NM locations to 

its facility in the USA, while sales will continue through NM online platforms.  
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 Global travel key driver of luxury spending. Consumers making purchases 

outside their home countries historically generated 20-30% of the luxury goods 

industry revenues (Source: McKinsey, A perspective for the luxury-goods 

industry during and after coronavirus, April 2020). As an example, Chinese 

travelers accounted for 35% of the value of luxury goods sold worldwide in 

2019 (Source: Bain&Company, Luxury Goods Worldwide Market Study, Fall-

Winter, 2019). The stop to tourist spending for the recent travel restrictions will 

have a major impact across most markets, especially Europe. 

 Digital investments in online stores and social media. As stores are closed, e-

commerce is a crucial channel for keeping sales up and social media are 

essential for engaging with customers and communities. However, especially in 

some segments of luxury, online sales will not be able to offset the decline in 

in-store sales. 

Q1 20 revenues reported by luxury conglomerates were consistently 15-30% lower 

than the same period of the prior year and relevant industry reports concur in a 

even worse trend for Q2 and a recovery in H2. Considering that Q1 was affected 

after mid-February, while Q2 is experiencing a global lockdown, we expect a 

substantial 2020 full year revenue drop, varying in a possible range 20-40% YoY for 

the various industry segments.  

Gismondi is facing the current situation through its contingency plan, especially 

having accelerated its investments into digital channels. However, the short-term 

challenges could have a significant impact also given the importance of the 

planned 2020-21 door openings at Neiman Marcus, while for the years 2021 on, 

we acknowledge that the recent agreements and fast international expansion 

initiatives, including possible additional/alternative luxury retailers in the USA, 

should counterbalance the 2020 uncertainties.      

  

  

 Estimates revision 

  

 2019 revenues (€5.9m) were almost in line with our estimate of €6.1m, while 

EBITDA came in at 14.5% margin, vs. 19% expected. As a consequence actual net 

income was less than half of our estimate. 

Given the current Covid-19 global pandemic and as flagged by management, we 

expect an impact on group sales and overall FY20 P&L. Gismondi boutiques in Italy 

and Switzerland are under mandatory closures since the end of 

February/beginning of March, following nationwide lockdowns. At the same time, 

we note that also department stores and multi-brand jewelry stores abroad where 

Gismondi products are distributed internationally may have experienced 

shutdowns. 

For FY20 we have to balance the immediate effects of lockdowns with the effects 

of the sales network expansion, whose combined effect is estimated in an overall 

cut of our prior sales estimate by ca. 25% to €5.5m and of our profitability 

estimates. We expect that Gismondi will be back on its growth path from 2021 

onwards, as such we attribute a full recovery of our prior estimates for 2021 and 
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2022, which results in a one-year shifting of projections.   

As an additional caution, given the high unpredictability of short-term industry 

trends and mid-term possible industry logic changes, especially for the expected 

acceleration of online sales, we have temporarily judgmentally increased by 40% 

the risk premium embedded in our valuation model.     

H1 2020 results will provide the first actual indicators to understand Covid-19 

pandemic impact on operations and perspectives and to reconsider our estimates. 

  

 Change in estimates 

 Revenues (€m) - Previous vs. Revised estimates 
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Revised Previous Change %

€m 2019A 2020E 2021E 2022E 2019E 2020E 2021E 2022E 2019A 2020E 2021E 2022E

Revenues 5.9 5.6 7.0 8.2 6.1 7.2 8.3 9.6 -3% -22% -15% -14%

EBITDA 0.9 0.4 1.2 1.5 1.1 1.4 1.6 1.9 -25% -68% -28% -23%

Margin 14% 8% 16% 18% 19% 19% 19% 20%

EBIT 0.6 0.2 0.9 1.2 1.0 1.1 1.3 1.6 -36% -83% -32% -25%

Margin 11% 3% 13% 14% 16% 15% 16% 16%

Net Income 0.3 0.1 0.6 0.8 2.6 2.1 2.3 2.6 -88% -96% -74% -68%

Net (Debt) Cash 3.4 2.8 2.4 2.3 (3.1) (1.5) 0.7 4.0  
 Source: EnVent Research; Company data 2019A 
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 Financial projections 
  

 Pro-forma consolidated Profit and Loss 

 €m 2018A 2019A 2020E 2021E 2022E

Sales 5.6 5.8 5.5 6.9 8.1

Other revenues 0.1 0.1 0.1 0.1 0.1

Revenues 5.6 5.9 5.6 7.0 8.2

YoY % 19.2% 4.0% -5.2% 26.4% 16.5%

Materials (2.4) (2.5) (2.5) (3.0) (3.5)

Services (1.3) (1.5) (1.5) (1.6) (1.9)

Personnel (0.6) (0.7) (0.8) (0.9) (0.9)

Other (0.4) (0.4) (0.4) (0.5) (0.5)

Operating costs (4.7) (5.0) (5.1) (5.9) (6.7)

EBITDA 1.0 0.9 0.4 1.2 1.5

Margin 17.3% 14.5% 7.8% 16.4% 17.9%

D&A (0.1) (0.2) (0.3) (0.3) (0.3)

EBIT 0.9 0.6 0.2 0.9 1.2

Margin 16.1% 10.5% 3.2% 12.5% 14.3%

Interest (0.1) (0.1) (0.1) (0.1) (0.0)

EBT 0.8 0.5 0.1 0.8 1.1

Margin 14.8% 7.9% 2.1% 11.9% 13.9%

Income taxes (0.2) (0.2) (0.0) (0.2) (0.3)

Net Income 0.6 0.3 0.1 0.6 0.8

Margin 10.4% 5.3% 1.4% 8.5% 10.0%  
 Source: Company data 2018-19A, EnVent Research 2020-22E 

  

 Pro-forma consolidated Balance Sheet 

 €m 2018A 2019A 2020E 2021E 2022E

Inventory 4.3 4.2 4.9 6.3 7.3

Trade receivables 1.1 1.6 1.6 1.9 2.2

Trade payables (1.6) (2.5) (2.6) (2.9) (3.3)

Advances to customers (0.1) (0.1) 0.0 0.0 0.0

Trade Working Capital 3.8 3.2 4.0 5.2 6.2

Other assets (liabilities) 0.1 0.1 0.1 0.1 0.1

Net Working Capital 3.8 3.3 4.1 5.3 6.3

Intangible assets 0.2 0.8 0.7 0.6 0.4

Fixed assets 0.0 0.0 0.0 0.0 0.0

Non-current assets 0.3 0.9 0.7 0.6 0.4

Provisions (0.1) (0.1) (0.1) (0.1) (0.1)

Net Invested Capital 4.0 4.1 4.7 5.8 6.6

Net Debt (Cash) 2.1 (3.4) (2.8) (2.4) (2.3)

Equity 1.9 7.4 7.5 8.1 8.9

Sources 4.0 4.1 4.7 5.8 6.6
 

 Source: Company data 2018-19A, EnVent Research 2020-22E 
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 Pro-forma consolidated Cash Flow 

 €m 2018A 2019A 2020E 2021E 2022E

EBIT 0.9 0.6 0.2 0.9 1.2

Current taxes (0.2) (0.2) (0.0) (0.2) (0.3)

D&A 0.1 0.2 0.3 0.3 0.3

Cash flow from P&L operations 0.7 0.7 0.4 0.9 1.2

Trade Working Capital (2.2) 0.6 (0.8) (1.2) (1.0)

Other assets and liabilities 0.3 0.0 (0.0) (0.0) (0.0)

Capex (0.1) 0.0 (0.1) (0.1) (0.1)

Operating cash flow after working capital and capex (1.2) 1.3 (0.5) (0.4) 0.0

Interest (0.1) (0.1) (0.1) (0.1) (0.0)

Capex - IPO cost (0.9) 0.0 0.0 0.0

IPO proceeds 5.0 0.0 0.0 0.0

Changes in Equity 0.4 0.2 0.0 0.0 0.0

Net cash flow (0.8) 5.5 (0.6) (0.5) (0.0)

Net (Debt) Cash - Beginning (1.3) (2.1) 3.4 2.8 2.4

Net (Debt) Cash - End (2.1) 3.4 2.8 2.4 2.3

Change in Net (Debt) Cash (0.8) 5.5 (0.6) (0.5) (0.0)  
 Source: Company data 2018-19A, EnVent Research 2020-22E 

  

 Ratio analysis 

 KPIs 2018A 2019A 2020E 2021E 2022E

ROE 31% 4% 1% 7% 9%

ROS (EBIT/Sales) 16% 11% 3% 13% 14%

ROIC (NOPAT/Invested Capital) 16% 11% 3% 11% 13%

DOI 283 266 330 330 330

DSO 60 83 90 80 80

DPO 116 173 180 175 170

TWC / Sales 68% 55% 73% 75% 76%

Cash flow from P&L operations / EBITDA 76% 81% 99% 80% 79%

FCF / EBITDA neg. 152% -114% -36% 0%  
 Source: Company data 2018-19A, EnVent Research 2020-22E 

  

  

 Valuation 

  

 Discounted Cash Flows 

 Updated assumptions: 

- Risk free rate: 1.8% (Italian 10-year government bonds interest rate - 3Y 

average. Source: Bloomberg, May 2020) 

- Market return: 13.3% (3Y average. Source: Bloomberg, May 2020) 

- Market risk premium: 11.5% 

- Beta: 1.3 (judgmentally increased for period volatility) 

- Cost of equity: 16.8% 

- Cost of debt: 2.5% 

- Tax rate: 24% IRES 

- 30% debt/(debt + equity) as target capital structure 

- WACC calculated at 12.3%, according to above data 

- Perpetual growth rate after explicit projections: 3% based on industry long-
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term trend 

- Terminal Value assumes a long-run 20% EBITDA margin close to industry 

standard 

  

 DCF Valuation 

€m 2017 2018A 2019A 2020E 2021E 2022E Perpetuity

Revenues 4.7 5.6 5.9 5.6 7.0 8.2 8.4

EBITDA 0.3 1.0 0.9 0.4 1.2 1.5 1.7

Margin 5.4% 17.3% 14.5% 7.8% 16.4% 17.9% 20.0%

EBIT 0.2 0.9 0.6 0.2 0.9 1.2 1.6

Margin 3.8% 16.1% 10.5% 3.2% 12.5% 14.3% 19.0%

Taxes (0.1) (0.3) (0.2) (0.0) (0.2) (0.3) (0.4)

NOPAT 0.1 0.7 0.4 0.1 0.6 0.8 1.2

D&A 0.2 0.3 0.3 0.3 0.1

Cash flow from P&L operations 0.7 0.4 0.9 1.1 1.2

Trade Working Capital 0.6 (0.8) (1.2) (1.0) (0.1)

Other assets and liabilities 0.0 (0.0) (0.0) (0.0) 0.0

Capex (0.8) (0.1) (0.1) (0.1) (0.1)

Unlevered free cash flow 0.4 (0.5) (0.4) (0.0) 1.1

WACC 12%

Long-term growth (G) 3%

Discounted Cash Flows (0.5) (0.3) (0.0)

Sum of Discounted Cash Flows (0.8)

Terminal Value 11.9

Discounted TV 8.4

Enterprise Value 7.6

Net cash as of 31/12/2019 3.4

Equity Value 11.0

DCF - Implied multiples 2018A 2019A 2020E 2021E 2022E

EV/Revenues 1.3x 1.3x 1.4x 1.1x 0.9x

EV/EBITDA 7.8x 9.0x 17.5x 6.6x 5.2x

EV/EBIT 8.4x 12.3x 43.0x 8.6x 6.5x

P/E 18.7x 35.0x 137.2x 18.3x 13.4x  
 Source: EnVent Research 

  

 Target Price 

  

 In our view, the recent agreements to expand the market footprint and to increase 

the visibility of Gismondi 1754 brand confirm the long-term potential, even if the 

short-term outlook appears stormy. The DCF valuation on revised estimates falls to 

a Target Price of €2.71 per share (from €4.45 of our previous note), but still implies 

a 15% upside on the current share price, which had been already impacted with a 

over 25% drop by the global financial markets turmoil. We assign a NEUTRAL 

recommendation on the stock, from OUTPERFORM. 

  

 

Please refer to important disclosures 

at the end of this report. 

Gismondi 1754 Price per Share €

Target Price 2.71

Current Share Price (13/05/2020) 2.36

Premium (Discount) 15%  
 Source: EnVent Research 
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 Annex: Peer Group - Market Multiples 

 
 Source: S&P Capital IQ, update May 2020 
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 Investment Case 
  

 Company 

 Gismondi 1754 is a heritage fine jewelry company whose roots date back to the 18th century 

and to an atelier located in a small town in Italy. Positioned in the high-end luxury segment, 

Gismondi distributes its products through own boutiques and department stores in selected 

international locations. 

  

 Drivers 
  

 Industry drivers 

 Made in Italy. Handcrafted Italian jewelry, together with that of French and Swiss companies, 

has the reputation of highest design and quality production worldwide. The Made in Italy tag 

means priceless masterpieces. Whether tied to tradition or projected towards the future, 

Italian jewelry is one of the excellences of the Made in Italy. It links past and future through 

techniques and mastery of the best professionals, handed down to new generations with 

professional experience in the best laboratories in Italy. 

  

 Rising number and wealth of high net worth consumers. Global HNWI wealth is forecasted to 

top $100tn by 2025, from $70tn in 2017, growing at a 2017-25 CAGR of 5% (Source: 

Capgemini, World Wealth Report, 2018). 

  

 Attractive industry fundamentals, with rewarding multiples. Most listed companies of the 

luxury industry have been, and are, consistently enjoying high growth rates, sound financials, 

rewarding profitability and market multiples that reflect the continuing outperformance of 

the industry. 

  

 Digital communication suitable for the jewelry industry, while Internet retailing set to 

continue developing. With the rapid rise of online users, Internet is currently mainly used as a 

promotional tool and source of information and inspiration, in order to present brands with 

an opportunity to improve consumer knowledge about their products. Given the high-value 

nature of these products and the experience connected with their purchase, consumers are 

expected to continue to visit a store-based retail outlet for face-to-face interactions with 

qualified sales staff rather than ordering luxury jewelry online. In order to attract online 

shoppers, luxury jewelry players are using digital advertisements and different social media 

platforms to engage and build relationship with consumers. 

  

 Company drivers 

 One-of-a-kind jewelry. Gismondi designs dedicated collections and one-of-a-kind pieces. 

High-quality gemstone jewels with an emotional and intimate touch stand out of the crowd 

for creativity, building a strong product identity and continuing relationships between 

Gismondi and its customers, who enjoy personal relationships and tailor-made pieces. 
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 Old-world craftsmanship, stunning modern design and style. From designer of unique 

silversmith pieces through today, Gismondi combines old-world craftsmanship and specialty 

techniques with a contemporary touch into modern jewels. Style and design are distinctive 

factors compared to competition. 

  

 Brand heritage, handmade in Italy by Italians. With its roots in the 18th century, Gismondi 

1754 brand represents the worldwide renowned Italian design and craftsmanship of precious 

metals, diamonds and gemstones. The strong tradition and heritage, together with the Made 

in Italy tag, attract a price premium and have strong appeal globally. 

  

 Positioned in the heart of the Italian goldsmiths district. The making is based in Valenza, 

Italy, which represents the most important Italian district for high jewelry production in terms 

of settings, design and superior production with specialty stones. As such, Gismondi 

cooperates with selected craftsmen in the Valenza goldsmiths district. 

  

 Footprints in key markets. In Italy luxury jewelry purchases mostly happen in Milan, Rome 

and in a few other prestigious travel locations such as Capri, Portofino or Taormina. Gismondi 

operates direct stores in Milan, Genoa, Portofino and St. Moritz, offering a unique consumer 

experience in stores with a dedicated boutique concept design. USA, Russia and Middle-East 

are major international venues for luxury lovers and shoppers. 

  

 Dedicated individual care to customers and prompt execution. Gismondi personal contact 

with its customers implies one-to-one interaction and prompt assistance for any needs. As an 

example, try-at-home service so that the customer is not required to visit a boutique and can 

easily choose among jewels or try a new ring size at home, without hassle and waiting time.   

  

 Lean value chain, sales promoted by passionate professionals. Gismondi is a lean company 

with direct management of the value chain, main focus on design and style conceived 

internally like a maison, and control over the product supply chain through diamond and 

other materials sourcing. Gismondi’s contact with customers, in addition to the directly 

owned stores, is based on a worldwide network of selected independent multi-brand stores 

acting as ambassadors of the brand and on doors in high-end department stores in the USA. 

  

 Pricing power. Gismondi can command a premium mark-up for its products. In addition,  the 

enduring value of its products is not impaired by promotions based on price discounting and 

preserves the exclusivity perception. 

  

 Prominent customer base. Ambassadors, who promote Gismondi’s products and organize 

special events, have contacts and relationships with a community of brand lovers, the ones 

who may generate recurring revenues. 

  

 Challenges 

 International presence. A greater visibility into the traditionally most important luxury goods 

markets, namely USA, Middle East and all the leading luxury cities around the globe, may 

require time and significant investment. 
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 Brand awareness and image. Gismondi has built up a reputation for being a high-end jewelry 

company, but intends to strengthen the awareness on its brand and image. Gismondi’s brand 

is less known among the public than other luxury brands. 

  

 Economic downturns. An economic slowdown could cause a set back of the luxury market, 

since luxury goods are by definition, not driven by needs, as such, even consumers who can 

afford luxury products may delay their spending during an economic crisis. As an example, the 

economic downturn of 2008-09 caused a 9% drop in the value of the luxury goods market, but 

demand for luxury picked up quickly when the economy returned to strength. 

The resilience of luxury brands also depends on which demographic group they are targeting: 

accessible luxury brands may suffer more because they are relying on the middle class, 

generally impacted by economic recessions, while brands targeting high-end consumers and 

HNWI may be better protected during economic cycles.        

  

 Retail costs. Differently from large global brands, smaller and emerging luxury brands could 

not run an extensive directly operated stores network. Directly operated stores are costly and 

require a significant investment and management to preserve brand image. A large stores 

network would hinder capital turnover and would not profitably sustain sales and margins 

when yield and volumes are below a critical threshold.  

Also, purchasing drivers vary among luxury goods, as to desirability, frequency of purchase 

and average consumer annual expense, while the cost of a pervasive retail network is 

comparable to that of a global luxury house. Jewelry is a high desirability good, but a low 

frequency and unpredictable purchase, which means high risk in running direct stores. 

  

 High inventory requirement. A substantial inventory is required for emerging brands on 

consignment or rotation among retailers and department stores, while the major jewelry 

brands might be able to ask for minimum purchase levels.  

  

 Limited critical mass. Company’s current and target size, compared with the financial 

strength and established organization of some competitors, may imply a higher weight of 

promotion and general expenses on profitability.  

  

 Reliance and identification on the Company’s founder. Massimo Gismondi, founder, CEO and 

Creative Director, is critical to Gismondi’s operations, since he has established Gismondi, set 

the Company’s vision and strategic direction, in addition to the creative guidance. 
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DISCLAIMER (for more details go to www.enventcapitalmarkets.co.uk under “Disclaimer”)  

This publication has been prepared by Luigi Tardella, Co-Head of Research Division, and Viviana Sepe, Research Analyst, on behalf of 
the Research & Analysis Division of EnVent Capital Markets Limited (“EnVentCM”). EnVent Capital Markets Limited is authorised and 
regulated by the Financial Conduct Authority (Reference no. 651385). Italian branch registered number is 132. 
According to article 35, paragraph 2b of AIM Italia Rules for Companies (Regolamento Emittenti AIM Italia), EnVentCM has been 
commissioned to produce Equity Research, and particularly this publication, for the Company by arrangement with Banca Akros, the 
Issuer’s Specialist engaged by the Company. 
This publication does not represent to be, nor can it be construed as being, an offer or solicitation to buy, subscribe or sell financial 
products or instruments, or to execute any operation whatsoever concerning such products or instruments. This publication is not, 
under any circumstances, intended for distribution to the general public. Accordingly, this document is only for persons who are 
Eligible Counterparties or Professional Clients only, i.e. persons having professional experience in investments who are authorized 
persons or exempted persons within the meaning of the Financial Services and Markets Act 2000 and COBS 4.12 of the FCA’s New 
Conduct of Business Sourcebook. For residents in Italy, this document is intended for distribution only to professional clients and 
qualified counterparties as defined in Consob Regulation n. 16190 of the 29th October 2007, as subsequently amended and 
supplemented. EnVentCM does not guarantee any specific result as regards the information contained in the present publication, 
and accepts no responsibility or liability for the outcome of the transactions recommended therein or for the results produced by 
such transactions. Each and every investment/divestiture decision is the sole responsibility of the party receiving the advice and 
recommendations, who is free to decide whether or not to implement them. The price of the investments and the income derived 
from them can go down as well as up, and investors may not get back the amount originally invested. Therefore, EnVentCM and/or 
the author(s) of the present publication cannot in any way be held liable for any losses, damage or lower earnings that the party 
using the publication might suffer following execution of transactions on the basis of the information and/or recommendations 
contained therein. The purpose of this publication is merely to provide information that is up to date and as accurate as possible. 
The information and each possible estimate and/or opinion and/or recommendation contained in this publication is based on 
sources believed to be reliable. Although EnVentCM makes every reasonable endeavour to obtain information from sources that it 
deems to be reliable, it accepts no responsibility or liability as to the completeness, accuracy or exactitude of such information and 
sources. Past performance is not a guarantee of future results. Most important sources of information used for the preparation of 
this publication are the documents published by the Company (annual and interim financial statements, press releases, company 
presentations, IPO prospectus), the information provided by business and credit information providers (as Bloomberg, S&P Capital 
IQ, AIDA) and industry reports. EnVentCM has no obligation to update, modify or amend this publication or to otherwise notify a 
reader or recipient of this publication in the case that any matter, opinion, forecast or estimate contained herein, changes or 
subsequently becomes inaccurate, or if the research on the subject company is withdrawn. The estimates, opinions, and 
recommendations expressed in this publication may be subject to change without notice, on the basis of new and/or further 
available information. EnVentCM intends to provide continuous coverage of the Company and the financial instrument forming the 
subject of the present publication, with a semi-annual frequency and, in any case, with a frequency consistent with the timing of the 
Company’s periodical financial reporting and of any exceptional event occurring in its sphere of activity. A draft copy of this 
publication may be sent to the subject Company for its information and review (without target price and/or recommendation), for 
the purpose of correcting any inadvertent material inaccuracies. EnVentCM did not disclose the rating to the issuer before 
publication and dissemination of this document. 
This publication, nor any copy of it, can not be brought, transmitted or distributed in the United States of America, Canada, Japan or 
Australia. Any failure to comply with these restrictions may constitute a violation of the securities laws provided by the United 
States of America, Canada, Japan or Australia. 
EnVentCM is distributing this publication as from the date indicated on the front page of this publication.  
 
ANALYST DISCLOSURES 
For each company mentioned in this publication, all of the views expressed in this publication accurately reflect the financial 
analysts’ personal views about any or all of the subject company (companies) or securities.  
Neither the analysts nor any member of the analysts’ households have a financial interest in the securities of the subject company. 
Neither the analysts nor any member of the analysts’ households serve as an officer, director or advisory board member of the 
subject company. Analysts' remuneration was not, is not or will be not related, either directly or indirectly, to specific proprietary 
investment transactions or to market operations in which EnVentCM has played a role (as Nomad, for example) or to the specific 
recommendation or view in this publication. EnVentCM has adopted internal procedures and an internal code of conduct aimed to 
ensure the independence of its financial analysts. EnVentCM research analysts and other staff involved in issuing and disseminating 
research reports operate independently of EnVentCM Capital Market business. EnVentCM, within the Research & Analysis Division, 
may collaborate with external professionals. It may, directly or indirectly, have a potential conflict of interest with the Company and, 
for that reason, EnVentCM adopts organizational and procedural measures for the prevention and management of conflicts of 
interest (for details www.enventcapitalmarkets.co.uk under “Disclaimer”, “Procedures for prevention of conflicts of interest”). 
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MIFID II DISCLOSURES 
Gismondi 1754 S.p.A. (the “Issuer or the “Company”) is a corporate client of EnVentCM. This document, being paid for by a 
corporate Issuer, is a Minor Non-monetary Benefit as set out in Article 12 (3) of the Commission Delegated Act (C2016) 2031.  
This note is a marketing communication and not independent research. As such, it has not been prepared in accordance with legal 
requirements designed to promote the independence of investment research and this note is not subject to the prohibition on 
dealing ahead of the dissemination of investment research. 
 
CONFLICTS OF INTEREST 
In order to disclose its possible conflicts of interest, EnVentCM states that it acts or has acted in the past 12 months as Nominated 
Adviser (“Nomad”) and Global Coordinator to the subject Company on the AIM Italia market, a Multilateral Trading Facility 
regulated by Borsa Italiana (for details www.enventcapitalmarkets.co.uk under “Disclaimer”, “Potential conflicts of interest”). 
 
CONFIDENTIALITY 
Neither this publication nor any portions thereof (including, without limitation, any conclusion as to values or any individual 
associated with this publication or the professional associations or organizations with which they are affiliated) shall be reproduced 
to third parties by any means without the prior written consent and approval from EnVentCM. 
 
VALUATION METHODOLOGIES 
EnVentCM Research & Analysis Division calculates range of values and fair values for the companies under coverage using 
professional valuation methodologies, such as the discounted cash flows method (DCF), dividend discount model (DDM) and 
multiple-based models (e.g. EV/Revenues, EV/EBITDA, EV/EBIT, P/E, P/BV). Alternative valuation methodologies may be used, 
according to circumstances or judgement of non-adequacy of most used methods. The target price could be also influenced by 
market conditions or events and corporate or share peculiarities.  
   
STOCK RATINGS 
The “OUTPERFORM”, “NEUTRAL”, AND “UNDERPERFORM” recommendations are based on the expectations within 12-month 
period of date of initial rating (shown in the chart on the front page of this publication). Equity ratings and valuations are issued in 
absolute terms, not relative to market performance.   
Rating rationale:  
OUTPERFORM: stocks are expected to have a total return of at least 20% in the mid-term; 
NEUTRAL: stocks are expected to have a performance consistent with market or industry trend and appear less attractive than 
Outperform rated stocks;  
UNDERPERFORM: stocks are among the least attractive in a peer group; 
UNDER REVIEW: target price under review, waiting for updated financial data, or other key information such as material 
transactions involving share capital or financing; 
SUSPENDED: no rating/target price assigned, due to material uncertainties or other issues that seriously impair our previous 
investment ratings, price targets and earnings estimates; 
NOT RATED: no rating or target price assigned. 
The stock price indicated is the reference price on the day indicated as “Date of Price” in the table on the front page of th is 
publication.  
 
DETAILS ON STOCK RECOMMENDATION AND TARGET PRICE 

Date Recommendation Target Price (€) Share Price (€)

13/01/2020 OUTPERFORM 4.45 3.30

13/05/2020 NEUTRAL 2.71 2.36  
  
ENVENTCM RECOMMENDATION DISTRIBUTION (May 13

th
, 2020)   

Number of companies covered: 11 OUTPERFORM NEUTRAL UNDERPERFORM SUSPENDED UNDER REVIEW NOT RATED

Total Equity Research Coverage % 55% 45% 0% 0% 0% 0%

of which EnVentCM clients % * 100% 100% 0% 0% 0% 0%

* Note: Companies  to which corporate and capita l  markets  services  were suppl ied in the last 12 months.  
 
This disclaimer is constantly updated on the website at www.enventcapitalmarkets.co.uk under “Disclaimer”.  
Additional information are available upon request.  
© Copyright 2020 by EnVent Capital Markets Limited - All rights reserved. 
 


