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The only listed pure-play among the leaders in Small Domestic Appliances (SDA) 

DEôLONGHI GROUP 

100% SDA 

25% 7% 22% 70% 100% 

GROUP SEB 

70% SDA (1) 

30% Other 

PHILIPS 

22% SDA (1) 

78% Other 

ELECTROLUX 

7% SDA (1) 

93% Other 

WHIRLPOOL 

25% SDA (2) 

75% Other 

Based on revenues 

(1) Source: Companyôs 2015 financial report 

(2) Source: Companyôs 10-K. SDA is not disclosed separately but is assumed to represent an undisclosed portion of Whirlpool ñOtherò segment including not only Kitchen Aid 
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Nearly 80%  of Group revenues 

come from Kitchen Segments -

Coffee and Food Preparation  

De­Longhi selective positioning 

in the global SDA market 

12% 
Coffee 
Makers 

28% 
Cooking & 
Food 
Preparation 36% 

Home 
Care 

24% 
Personal 
Care 

38% 
Coffee 
Makers 

42% 
Cooking & 
Food 
Preparation 

20% 
Other 

World 2015 SDA market(1) 

Eur 22.2bn 
De­ Longhi 2015 revenues: 

Eur 1.9bn(2) 

1) Internal company data, including 47 countries worldwide. Excludes US, China, India and Japan 

2) Management accounts 
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SDA market by geography: an opportunity for growth 

De­ Longhi 2015 revenues 

 12,427  
12.0% 
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Sales (Eur m) 

USA(4) 

G.I.T.(2) 

East Europe(5) 

Sales % growth 

2015 vs 2014(1) 

World 2015 SDA market 

Italy 
12.5% 

UK 
8.3% 

Germany 
12.2% 

Ex-URSS 
6.2% 

Other N/E 
Europe 
10.9% 

Other S/W 
Europe 
17.8% 

Japan 
3.2% 

N. America 
6.5% 

Australia & 
NZ 

5.6% 

R.o.W. 
16.8% 

(1) Internal company data 

(2) Includes Greece, Israel and Turkey 

(3) Data do not include China, India and Japan 

(4) USA data not perfectly comparable due to different sources. Fixed 2015 avg. FX rates. 

(5) At constant FX rates, nominal growth rate in 2015 was -14.8% Based on management accounts 
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Main competitors: coffee makers (1) 

De­ Longhi 2015 sales: 

Eur 1.9bn 

38% 
Coffee 
Makers 

North America 

South America 

Asia Pacific 

West/East Europe 

1) Based on management view. Not ranked. 
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