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FORWARD LOOKING STATEMENTS
Certain statements in this investor presentation may constitute “forward-looking statements” as defined in the Private Securities
Litigation Reform Act of 1995. Such statements involve risks, uncertainties and other factors that could cause actual results to differ
materially from those which are anticipated. Such risks and uncertainties include, but are not limited to, our ability to manage the
effect of the uncertain current global economic conditions on our business, our ability to successfully acquire new businesses and
integrate their operations, our ability to predict future economic conditions and changes in consumer preferences, our ability to
successfully introduce and market new products, our ability to maintain an efficient distribution network, our ability to achieve and
manage growth,
growth our ability to negotiate and maintain favorable license arrangements,
arrangements the availability of correction alternatives to
prescription eyeglasses, fluctuations in exchange rates, changes in local conditions, our ability to protect our proprietary rights, our
ability to maintain our relationships with host stores, any failure of our information technology, inventory and other asset risk, credit
risk on our accounts, insurance risks, changes in tax laws, as well as other political, economic, legal and technological factors and
other risks and uncertainties described in our filings with the US Securities and Exchange Commission. These forward-looking
statements are made as of the date hereof, and we do not assume any obligation to update them.

This investor presentation contains measures that were not prepared in accordance with IFRS. For a reconciliation of non-IFRS
measures used in these materials, see the Company’s press release titled “Luxottica Group delivers strong growth in the first quarter
of 2015” dated May 4, 2015, available on the company’s website www.luxottica.com under the Investors tab.
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STRONG START TO THE YEAR
Gaining market share
+22.2%
22.2% growth in adjusted(3) Group sales reaching over
€2.2 billion, +7.2% at constant forex(1)
• Wholesale sales up by 16.8%: strong momentum in key
markets
• Further strengthening the brand portfolio with Michael Kors
• Retail sales up by over 20%
20%, driven by Sunglass Hut
- Retail: comps(2) +5.4%
- LensCrafters in North America: comps(2) +5.9%
- Sunglass Hut: global comps(2) +7.8%

For additional disclosures regarding information in this presentation, please see “Notes to the presentation” in the Appendix
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STRONG START TO THE YEAR
Robust increase in operating income: +32.6%, up
by 120bps(3)
• Wholesale margin expansion: +100bps
• Retail margin expansion(3): +110bps
Strong net income growth: +33.7%
€38 million free cash flow(3) generation
• Net debt/EBITDA(3)(4) stable at 0.6x

For additional disclosures regarding information in this presentation, please see “Notes to the presentation” in the Appendix
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MOVING FORWARD FAST
Launch of the first Michael Kors collection
Strengthening the organization across geographies
• A single leadership in China to manage all distribution
channels
• Merging the Oakley wholesale sales force into the
Luxottica organization in the US and Europe
• New leadership for Oakley Retail and AFA
Strengthening relationships with primary department
stores
Appointed Luxottica’s new Board of Directors

1Q 2015 results

5

1Q 2015 STRONG SALES GROWTH
1Q 2015
x Adjusted(3)
+22.2%
+7.2% @c.fx(1)

x

Reported

x

+ 19.9%
+5.3% @c.fx(1)

Wholesale at constant forex(1)

+8.0%
x

Retail comps(2)

+5.4%
For additional disclosures regarding information in this presentation, please see “Notes to the presentation” in the Appendix
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1Q 2015 ADJUSTMENTS IMPACTING REPORTED RESULTS

Impact on
Group sales
((€ mn))

Impact on Group
operating income
((€ mn))

Impact on Group
net income
((€ mn))

-42.0

-

-

EyeMed change in presentation of net sales
• Commencing in 3Q14 EyeMed sales are reported on a
net basis due to a change in the contractual terms of an
insurance underwriting agreement

1Q 2015 results
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STRONG GROWTH IN OPERATING PROFITABILITY(3)
Group (€ mn)

Wholesale (€ mn)
+80bps
p @
@c.fx.(1)

+32.6%
14 7%
14.7%

15.9%(3)

+21.4%
24 1%
24.1%
194

25.1%
236

358

270

1Q 2014

1Q 2015

Retail (€ mn)
+37.9%
12.0%

13.1%(3)
172

124
1Q 2014

1Q 2015

For additional disclosures regarding information in this presentation, please see “Notes
Notes to the
presentation” in the Appendix

1Q 2014

1Q 2015
1Q 2015 results
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OUTSTANDING NET INCOME AND EPS PERFORMANCE
Group (€ mn)

EPS (€)
+50bps @c
@c.fx.
fx (1)

+33.7%
8.5%
8
5%
157

9.3%(3)

0.33

0.44

210
1Q 2014

1Q 2015

EPS ((US$)
$)
1Q 2014

1Q 2015

For additional disclosures regarding information in this presentation
presentation, please see “Notes
Notes to the
presentation” in the Appendix

0.45

1Q 2014

0.50

1Q 2015
1Q 2015 results
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2015 “RULE OF THUMB”(1)

% growth vs. 1Q14
(@c.fx)(1)(3)
MID TO HIGH SINGLE-DIGIT

+7%

OPERATING INCOME

2x SALES GROWTH

+14%

NET INCOME

2x SALES GROWTH

+14%

ADJUSTED SALES GROWTH(3)

For additional disclosures regarding information in this presentation, please see “Notes to the presentation” in the Appendix
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DEBT OVERVIEW AND FREE CASH FLOW(3) GENERATION
Net debt(3) (€ mn)

Net debt/adjusted EBITDA(3)(4) at 0.6x

1,013

1,005

FY 2014

1Q 2015

Free cash flow(3) (€ mn)

Good control of working capital driving free cash flow(3) generation
• 16% increase in Capex (from €81 million in 1Q14 to €94 million in 1Q15)
• 1Q 2015 free cash flow(3) includes extraordinary tax payment of €29 million

60
1Q 2014

∆ days

38
1Q 2015

Operating working capital (€ mn)

• DSO (Days sales outstanding)

-1
1

1Q 2014

1Q 2015

• DSI (Days sales of inventory)

+1

-217

-281

• DPO (Days payables outstanding)

0

For additional disclosures regarding information in this presentation, please see “Notes on the presentation” in the Appendix
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FASTER AND MORE AGILE PRODUCTION
SYSTEM
Capacity added to fuel 2Q results
1Q strong growth in gross margin driven by:
• Solid efficiency gains in frames production offset CNY
revaluation
• Balanced growth in all geographies, with “Made in Italy”
running at full capacity
• St
Strong focus
f
on service
i level
l
l th
through
h a more effective
ff ti
supply chain and inventory management
Collections enhancement: further investing in
product richness and innovation

1Q 2015 results
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EYEWEAR COLLECTIONS: WHAT’S NEW

1Q 2015 results
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MICHAEL KORS GLOBAL DEBUT
Best ever execution
Michael Kors spring 2015 eyewear collection
• Reflecting the three different attitudes of the brand: “Glam,
Sexy and Sporty”
Gold), lenses (flash lenses)
- Exclusive materials (Rose Gold)
and patterns
- Miranda special project
Global launch started in the US in January and rolled up
globally from February
• Approximately 300 Michael Kors boutiques joining STARS in
the US and Europe

2015E sales
l tto reach
h €70 million
illi
1Q 2015 results
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REVENUE ROADMAP BY GEOGRAPHY
North America total adj. sales (1)(3)
+7%

1Q 2015

North America Wholesale sales(1)
+9-11%

+10%

+6%

+4-6%

FY 2015E

North America Retail comps(2)

+3-5%

1Q 2015

Europe(1)

FY 2015E

Asia‐Pacific(1)

1Q 2015

FY 2015E

Latin America(1)
+17%

+16 20%
+16-20%

+10-14%
+6%
6%

1Q 2015

+5-7%
5 7%

FY 2015E

+6%

1Q 2015

FY 2015E

1Q 2015

FY 2015E

For additional disclosures regarding information in this presentation, please see “Notes to the presentation” in the Appendix

1Q 2015 results

15

NORTH AMERICA
Strong momentum continues
Total adjusted sales(3) up by 7% in US$
Steady wholesale performance
• Fourth quarter in a row off double-digit growth
• Continuous build-up of brand portfolio awareness
Solid
S
lid growth
th across all
ll retail
t il brands
b
d
• LensCrafters keeping pace: comps(2) +5.9% driven by
strong conversion and eye exams
• Healthy
H lth S
Sunglass
l
H
Hutt comps(2): +7.4%
+7 4%
- Sunglasshut.com sales: approximately +30%

1Q 2015 results
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EUROPE
Solid start to the year
T t l sales:
Total
l
+8.5%
8 5% vs. a strong
t
1Q 2014
Solid wholesale sales driven by Italy, Spain, France,
UK and Turkey
• Opened 150 STARS doors in Europe
Strong retail performance
• Double-digit sales growth in Continental Europe
• Sunglass Hut as principal sponsor of London Fashion
Week from September 2015 to February 2018

1Q 2015 results
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ASIA-PACIFIC
Fuelling growth in Asia
1Q 2015 sales: +18.7%
• China, India and Southeast Asia growing more than 30%
China
• Deeper Wholesale penetration into Tier 2 and Tier 3 cities
• LensCrafters: total sales up double-digit, flat comps vs.
double digit growth over prior three years
double-digit
Southeast Asia
• Planning
Pl
i Wh
Wholesale
l
l entrance iin IIndonesia
d
i
Australia retail comps(2): +1.4%, double-digit growth in
sun offset
ff t b
by negative
ti optical
ti l
1Q 2015 results
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LATIN AMERICA
Broad-based growth across the region
1Q 2015 sales: +21.7%
Brazil sales: +17.6%
• Market share gain in the luxury segment
• Sunglass Hut posting another quarter of double-digit
comps(2) growth
Celebrating 20 years in Mexico with sales +38.3%
• Wholesale and retail synergies leading growth
Double-digit growth in GMO comps(2)
Planning wholesale entrance in Colombia and Chile
1Q 2015 results
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ENTERING 2Q WITH SOLID TRADING
ENVIRONMENT
Healthy portfolio orders: up mid
mid-teens
teens
Getting ready for the peak sun season
• Strong prod
product
ct releases
• Sunglass Hut: ready for the biggest Summer 360
campaign in North America (growing marketing
investments)
On track to open 1,400 new STARS doors globally in 2Q
Ray-Ban flagship soon to open in New York

1Q 2015 results
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OneSight is a non-profit leading the global effort to provide permanent access to quality vision
care and eyewear in underserved communities worldwide. Since 1988, OneSight has
engaged thousands of skilled volunteers across Luxottica to help 9 million people in 41
countries.
1Q 2015 RESULTS
Sustainable solutions
In 1Q, OneSight
g celebrated remarkable 2014 results from its g
growing
g vision care system
y
in
The Gambia. Already this year, OneSight has celebrated the recent opening of a fifth vision
center in Basse. In 2015, the vision care system in The Gambia will serve 40,000 patients.
OneSight signed a Memorandum of Understanding with the Ministry of Health of Rwanda to
scale their sustainable vision care system model to this country of 12.2
12 2 million people.
people The
Honorable Minister of Health, Dr. Agnes Binagwaho, signed the MOU authorizing OneSight to
pilot a permanent vision center at Ruhengeri Hospital.

OneSight has signed an agreement to scale its sustainable
vision care solution to Rwanda! The p
pilot will occur at
Ruhengeri Hospital which sits in the Musanze District in
Rwanda’s Northern Province. Successful pilot completion
will lead to a national rollout to 41 District Hospital locations.

OneSight
g has entered the second phase of its collaboration with Stanford’s Rural Education
Action Program (REAP). During phase one, 20,000 school-aged students in the rural Yulin
region in China were examined to determine their need for glasses and the corresponding
impact on academic performance. Vision correction improved academic performance by an
entire grade level! In phase two, REAP will pilot a vision center model that will expand access
to quality vision care to nearly 10,000 more adults and children.

Ruhengeri Hospital, site of OneSight’s forthcoming pilot
vision center in Rwanda

1Q 2015 results
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NOTES ON THE PRESENTATION
›

1

Figures at constant exchange rates are calculated
using the average exchange rates in effect during the
corresponding period of the previous year. Please refer
to the “Major
Major currencies
currencies” table in the press release titled
“Luxottica Group delivers strong growth in the first
quarter of 2015” dated May 4, 2015 available at the
www.luxottica.com website under the Investors tab.

›

2

Comparable store sales reflect the change in sales
from one period to another, that, for comparison
purposes, includes in the calculation only stores open in
the more recent period that also were open during the
comparable prior period, and applies to both periods the
average exchange rate for the prior period and the
same geographic area.

›

3 Net

debt/EBITDA, net debt/adjusted EBITDA, net debt,
EBITDA, adjusted EBITDA, adjusted operating income,
adjusted operating margin, adjusted net income,
adjusted net sales,
sales adjusted earnings per share and free
cash flow are not measures in accordance with IFRS.
For additional disclosure, see the press release titled
“Luxottica Group delivers strong growth in the first
quarter of 2015
2015” dated May 4,
4 2015 available at the
www.luxottica.com website under the Investors tab.

›

4

Excluding non-recurring items

›

5

Equals interest income minus interest expenses

›

Equals extraordinary income minus extraordinary
expenses

›

7

6

Net debt figures are calculated using the average
exchange rates used to calculate EBITDA figures
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SALES BREAKDOWN

€ mn

2015 vs. 2014
Curr. fx
Const. fx(1)

1Q 2014

%

1Q 2015

%

1,016

55%

1,315

58%

29.4%

6.7%

Wholesale

209

11%

275

12%

31.9%

9.8%

Retail adj
adj.(3)

808

44%

1 040
1,040

46%

28 8%
28.8%

5 9%
5.9%

Europe

392

21%

425

19%

8.5%

6.3%

Asia-Pacific

251

14%

298

13%

18.7%

6.4%

Latin America

107

6%

130

6%

21.7%

16.8%

76

4%

84

4%

9.5%

7.0%

GROUP TOTAL adj.(3)

1,842

100%

2,252

100%

22.2%

7.2%

GROUP TOTAL rep.

1,842

19.9%

5.3%

North America adj.(3)

Rest of the World

2,210
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1Q 2015 RETAIL COMPARABLE STORE SALES(2)
Optical North America
• LensCrafters

+5.9%

• Licensed brands

+10 7%
+10.7%

Australia/New Zealand

+1.4%

Sunglass Hut worldwide

Group retail

+7.8%

+5.4%
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DEBT OVERVIEW
1Q 2014
Adj. EBITDA(3)

Dec. 31,
2014

1Q 2015

Mar. 31,
2015

360

470

(182)

(266)

(81)

(94)

97

110

€ 1 = US$

1.2141

1.0759

Financial charges(5)

(23)

(27)

Net debt (€)(3)

(1 013)
(1,013)

(1 005)
(1,005)

Taxes paid

(15)

(46)

Net debt/adj.
EBITDA(3)(4)

0.6x

0.6x

1

1

Net debt/adj.
EBITDA excluding
exchange rate
effect(3)(4)(7)

0.6x

0.6x

∆ working capital
Capex
Operating cash
flow

Extraordinary
E
di
charges(6)
Free cash flow(3)

60

38

Δ

Net US$ debt(3)

(352)

(346)

6

Net € debt(3)

(723)

(683)

40

Translation adj.

(30)

8
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INVESTOR RELATIONS TEAM
Alessandra Senici
Tel. +39 ((02)) 8633 - 4662
alessandra.senici@luxottica.com

Upcoming events
› July
J l 27 – 2Q 2015 results
lt
› October 26 – 3Q 2015 results

Elena Dimichino
Tel +39 (02) 8633 - 4038
Tel.
elena.dimichino@luxottica.com

http://www.luxottica.com/en/company/investors/financial-calendar

Giorgio Iannella
Tel. +39 (02) 8633 - 4510
giorgio.iannella@luxottica.com
Elisa Cattaruzza
Tel. +39 (02) 8633 - 4870
elisa.cattaruzza@luxottica.com
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SOCIAL MEDIA CONTACTS
Like our Luxottica Group page
Instagram.com/luxottica
@Luxottica
Pinterest.com/luxotticagroup
LinkedIn.com/company/luxottica_group
Youtube com/luxotticagroup
Youtube.com/luxotticagroup
Slideshare.net/LuxotticaGroup
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