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CORPORATE INFORMATION
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LETTER TO THE SHAREHOLDERS

Dear Shareholders,

Our 2014 results reflect the dedication and commitment
of everyone at Moncler, the strength of our brand and the

quality of our development strategy.

The year, once again, saw double-digit growth in terms of
both revenues and profits, despite a macroeconomic
environment that was undeniably more volatile and

uncertain.

Revenues rose by 20% to reach 694 million euros, with
significant expansion in all of our international markets
which today account for 81% of our consolidated
revenues.  EBITDA  reached 233  million euros,
representing 33.5% of revenues, while net income closed

at 130 million euros, with a 19% margin on sales. In

addition, we generated 60 million euros of net cash during the year.

But it is not only the Group’s financial results that give me reason to be particularly satisfied
with the past year and have confidence in the future. I am also proud to be able to report that
Moncler’s brand perception has strengthened in all its markets, in those in which we are more
established as well as in those that are “younger” for us. Heritage, quality, uniqueness and a
high level of consistency are, and will continue to be, the pillars of a strategy that is

acknowledged by our customers worldwide.

In 2014 we worked to strengthen all of the company’s divisions, ranging from the production
process through to marketing and distribution, so that we can continue guaranteeing our
customers unmatched quality and uniqueness that are distinctive features of the Moncler
brand’s DNA. Whatever we achieve, though, we always want to do better: our commitment,

therefore, is to continue to work following our own path always towards ever higher standards.

Our retail monobrand store network (DOS) consisted of 134 stores at 31 December 2014,
contributing to 62% of consolidated revenues. 1 am especially pleased with the investments we
have made in the American market, where we have taken the number of retail stores to 14. And
not only. We have also made important investments on the Chinese market, in particular in
Hong Kong, and more broadly in Asia. In addition I am particularly pleased with the results
achieved by the wholesale distribution channel in 2014, which has confirmed itself to be

strategic for Moncler.

In 2014 we also signed a letter of intent to establish a joint venture in Korea with our partner
Shinsegae, with the majority interest being held by Moncler. The company has been operative

since 1 January 2015. I have always believed that it is essential for Moncler to avoid “having
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filters with the market” and therefore have direct contact with all of our consumers and
customers. With the launch of our joint venture in Korea we have now achieved direct control in

all the markets in which we operate.

I would finally like to thank all of our shareholders who have believed in Moncler despite a year
of significant uncertainties in the financial markets. To all of you I would like to confirm my
personal commitment, together with that of everyone in my team, to working towards our long-
term growth project. I am confident that Moncler will continue to create value in 2015 for all of

its stakeholders in a manner consistent with its past and that is also sustainable for its future.

The Chairman
and Chief Executive Officer

Remo Ruffini

w
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FINANCIAL HIGHLIGHTS
1
Revenues EBITDA
800 - 400 -
694.2
600 - 580.6 300 -
489.2 232.9
400 - 200 - 1917
161.5
200 - 100 -
0 0
2012 2013 2014 2012 2013 2014
Million euros Million euros
Capital Fxpenditure Net Financial Debt
100 - 400 -
75 + 300 -
230.1
50.2
50 200 - 1711
34.3
26.4 111.2
25 + 100 -
0 0
2012 2013 2014 2012 2013 2014
Million euros Million euros

" EBITDA Adjusted (before non recurring costs).
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CORPORATE BODIES

Board of Directors

Remo Ruffini
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Alessandro Benetton (¥
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Gabriele Galateri di Genola () ® () ()
Diva Moriani (V& ®

Pier Francesco Saviotti

Board of Statutory Auditors

Mario Valenti
Antonella Suffriti
Raoul Francesco Vitulo
Lorenzo Mauro Banfi

Stefania Bettoni

External Auditors

KPMG S.p.A.

(1) Independent Director
(2) Nomination and Remuneration Committee
(3) Audit and Risk Committee

(4) Lead Indipendent Director

Chairman

Chairman
Regular Auditor
Regular Auditor
Alternate Auditor
Alternate Auditor
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ORGANIZATIONAL CHART AS OF DECEMBER 31, 2014
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GROUP STRUCTURE

The Annual Report as of December 31, 2014 includes Moncler S.p.A. (Parent Company),
Industries S.p.A. and 28 consolidated subsidiaries in which the Parent Company holds, directly

or indirectly, a majority of the voting rights, or over which it exercises control from which it is

able to derive benefits by virtue of its power to govern both on a financial and an operating

aspects.
Moncler S.p.A.

Industries S.p.A.

Industries Textilvertrieb GmbH

Moncler Belgium S.p.r.l.
Moncler Denmark ApS
Moncler Espana SL
Moncler France S.a.r.l.

Moncler Istanbul Giyim
ve Tekstil Ticaret Ltd. Sti.

Moncler Holland B.V.
Moncler Hungary KFT
Moncler Prague s.r.o.
Moncler Rus LLC
Moncler Suisse SA
Ciolina Moncler AG
Moncler Sylt Gmbh
Moncler UK Ltd

Monecler Brasil Comércio de

moda e acessorios Ltda.
Moncler Canada Ltd
Moncler USA Ine¢

Moncler Asia Pacific Ltd

Parent company which holds the Moncler brand

Sub-holding company, directly involved in the management
of foreign companies and distribution channels (DOS,

Showroom) in Italy and licensee of the Moncler brand

Company that manages DOS and promotes goods in

Germany and Austria

Company that manages DOS in Belgium

Company that manages DOS in Denmark

Company that manages DOS in Spain

Company that manages DOS and promotes goods in France

Company that manages DOS in Turkey

Company that manages DOS in the Netherlands
Company that manages DOS in Hungary

Company that manages DOS in the Czech Republic
Company that manages DOS in Russia

Company that manages DOS in Switzerland
Company that manages DOS in Switzerland
Company that manages DOS in Sylt

Company that manages DOS in the United Kingdom

Company that manages DOS in Brazil

Company that manages DOS in Canada

Company that manages DOS and promotes and distributes

goods in North America

Company that manages DOS in Hong Kong
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Moncler Japan Corporation
Moncler Shanghai
Commercial Co. Ltd

Moncler Shinsegae Inc.

Moncler Taiwan Limited

Moncler Enfant S.r.l.

Moncler Lunettes S.r.l.

White Tech Sp.zo.o.
ISC S.p.A.

Moncler CZ S.r.o.

Pepper Grenoble S.a.r.l.

BOARD OF DIRECTORS REPORT FOR THE YEAR ENDED DECEMBER 31, 2014
Company that manages DOS and distributes and promotes
goods in Japan

Company that manages DOS in China

Company that manages DOS and distributes and promotes

goods in Korea
Company that manages DOS in Taiwan

Company that distributed and promoted goods from the

Moncler Baby and Junior brand

Company responsible for coordinating the production and

marketing of products in the Moncler eyewear brand
Company that manages quality control of down

Company that managed the Other Brands Business,

disposed of on November 8, 2013
Not operating company

Inactive company
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THE MONCLER BRAND

The Moncler brand was created in 1952 in Monestier-de-Clermont, a small village in the
mountains near Grenoble, with a focus on sports clothing for the mountain. Moncler has, in
fact, built in 1954 the first nylon down jacket. In the same year, the Moncler products were
chosen by the Italian expedition to K2 and in 1955 by the French expedition to Makalu. In
1968, the brand gained additional visibility as Moncler became the official supplier of the
French Alpine skiing team at the Winter Olympics in Grenoble. In the 80s the Moncler products
started to be used on a daily basis also in the cities and became a true fashion phenomenon

among younger consuimers.

Beginning in 2003, when Remo Ruffini entered in the Group, a process of repositioning of the

brand was initiated through which Moncler products take on an ever more unique aspect.

The philosophy of Moncler is now focused on the creation of unique products of the highest
quality, "timeless", versatile and innovative. The motto "born in the mountains, living in the

city" tells how the Moncler brand has evolved from a line of products used purely for sport
purposes to versatile lines that consumers of all gender, age, identity and culture can wear on

any occasion.

The selection of Moncler brand products ranges from the high fashion segment, with the
Gamme Rouge and Gamme Bleu collections, characterized by the exclusivity of the products
and the limited distribution to the most prestigious boutiques in the world, to the Grenoble
collections, where the technical and innovative aspect is greater, to the Special Projects,
consisting of experimental labs, the result of ad hoc collaborations with avant-garde designers,
to the products of the Main collection that combine high quality for various uses. The selection
also offers a line dedicated to accessories (shoes "A marcher" and bags "A porter"), a line of
eyewear and sunglasses (“Moncler Lunettes”) and the line Enfant dedicated to the child segment

(0-14 years).
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Lionel Terray

1954
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Gamme Bleu

Fall - Winter 2015/16

13 ANNUAL REPORT AT DECEMBER 31, 2014 - MONCLER



BOARD OF DIRECTORS REPORT FOR THE YEAR ENDED DECEMBER 31, 2014

Gamme Rouge

Fall - Winter 2014/15
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Moncler Main

Spring - Summer 2015

ANNUAL REPORT AT DECEMBER 31, 2014 - MONCLER




BOARD OF DIRECTORS REPORT FOR THE YEAR ENDED DECEMBER 31, 2014

T —

Moncler Main

Spring - Summer 2015
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VISION AND STRATEGY

Moncler’s goal is the pursuance of the development of the brand in the luxury goods segment

throughout the world, in harmony and in line to the uniqueness of its heritage.

Moncler’s strategy is aimed at:

J the continued strengthening of the identity and uniqueness of brand positioning;
J the development and consolidation of international markets;
| the evaluation of a selective expansion of the product range into segments compatible with

the distinctive characteristics of the brand.

The Moncler brand has a unique heritage which is its main asset and the entire strategy

permeates through it.

Heritage, quality, uniqueness, consistency are the four words that best represent Moncler, a
brand that can survive fashion, since today’s real luxury consists in having a high quality

product that lasts.

Moncler plans to pursue these objectives by strengthening and developing international markets
mainly through the expansion of the retail channel and the consolidation of the wholesale
channel with the aim of consolidating the presence in the most important luxury department
stores worldwide, with the goal of both strengthening the markets where the brand is currently

present as well as developing new markets.

Moncler’s strategy is to open new Directly Operated Stores (DOS) in key prestigious locations
worldwide, with each Moncler store conceived as a unique testimony to the brand itself. The
Group's strategy in relation to the wholesale channel is primarily aimed at consolidating that

segment.

Moncler intends to pursue also the selective strengthening and expansion of product categories
closer to the brand's DNA, with the aim of creating special goods but manufactured with a

specialist approach, while keeping unchanged the brand positioning.

The goal is the achievement of a sustainable and long-term growth of the brand. Acting quickly

but with no hurry is Moncler’s motto.

The Group has also agreed to implement a strategy of direct control of the key businesses in
order to develop the brand’s values in a consistent and controlled way. With the recent joint
venture established in South Korea (active since January 1, 2015), Moncler now directly

controls all the markets in which it operates.
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CRITICAL SUCCESS FACTORS

“There is no present or future without a past and Moncler has a wonderful past”

Moncler has a heritage and a unique positioning in the luxury goods industry worldwide with
over 060 years of history, which enables it to combine the brand DNA with innovative, versatile

and "timeless" products.

“Nowadays the real luxury is to have a product that lasts in time and that does not
change with the trends”

Moncler currently has a recognized excellence in the quality and the innovation of its product,
thanks to the ability to perceive new trends, while respecting the brand distinctive

characteristics.

Moncler has a business model, which is integrated and focused on quality control and value

chain, with the direct management and coordination of the phases with higher added value.

“I believe in a versatile product which is able to capture different styles and ways of
usage”

Currently, Moncler’s clientele consists of male and female, transversal and cross-generational
individuals. The Moncler products fit a variety of lifestyles and lends itself to many occasions of

use, including formal and elegant use as well as a purely sports and daily use.

“In order to communicate a unique product, one must have a unique communication

strategy”

Moncler’s communication strategy is aimed at generating interest in the brand and product
through an innovative and unpredictable process of communication, which will lead to perceive

the values of the brand.

“QOur stores are our statement”

Moncler pursue the objective to have a direct control over the distribution network, both
wholesale, through direct sales force and through retail. Strengthen Moncler’s exclusive position
has been made possible through the brand’s presence in the most important multibrand stores
and the main luxury department stores and a retail strategy that hand-picks the world’s most
prestigious shopping streets and resorts. The distribution network is also supported by an

efficient value-chain.
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“Moncler is a globofonic company: it has a global vision with a domestic strategy”

Moncler operates a direct control on the markets where the brand is present, while maintaining

a strong coordination with headquarters.

In order to increase and consolidate its global presence, Moncler operates through headquarters

and four regional structures (Regions): Europe, Asia Pacific, Japan and Americas.

Each of these regions, in coordination with the headquarters, manages the development of the

retail and wholesale channels in the countries of operation.

“I want to be amazed by the talent of others”

Moncler has a cohesive, motivated and experienced senior management team, who is driven by
Remo Ruffini as Chairman and CEO, and who has demonstrated the ability to generate
significant results in key areas for the consolidation of the Group, such as the development of
the retail channel and the strengthening of the wholesale one, the brand management and the

geographic expansion.
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BUSINESS MODEL

Design and Product Development

Moncler's success is based on a unique and consistent brand strategy, which also depends on the

ability to develop innovative products that are strongly "anchored" to the history of the brand.

Heritage, uniqueness, quality and innovation are the terms used in Moncler to define the
26 q | )

concept of "luxury”.

The journey, which began in 2003 when Remo Ruffini entered in the Group, has always been

coherent and pursued “without compromise”.

The heart of Moncler and the source of its originality is the "Archive", from which the first
collections of the brand were inspired and today continue to be a central and important part of

the Moncler collections.

All products inspired by the archives have always had and continue to have the classic Moncler
logo, but the Moncler collections include also many “no-logo™ and “less visible logo™ products.

The logo is in fact always an integrated with the Moncler strategy.

Over the years, the Moncler collections have enriched themselves with the energy brought upon

by some designers, both for Special Projects and, above all, for the Gammes.

In 2006 the Moncler Gamme Rouge was launched, which is tied to the Haute Couture
tradition and currently designed by Giambattista Valli. In 2009 the Moncler Gamme Bleu was
launched, designed by Thom Browne, and represents a perfect combination of a tailored

approach and the sporting aspect of the brand.

Finally in 2010 the Grenoble collection was created inspired by a small group of ski products, in

order to reiterate even more strongly the link between Moncler and its roots.

Production

The goods offered by Moncler are designed, manufactured and distributed in accordance with
the guidelines of a business model characterized by the direct oversight of all eritical phases
of the production chain.

Moncler directly manages the design and creative activities and the purchase of raw materials,
as well as the development of prototypes, while it assigns to third parties manufacturers only the

“cut-make-trim” phase (facon) of the production.

The purchase of raw materials is one of the main areas of the value chain. In fact, by virtue of
its market position and its values, Moncler focuses both on the quality of the feather used in its
garments, which must comply with the highest standards in the industry, and the use of

innovative fabrics that offer advanced functional and aesthetic features. The purchase of raw
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materials (i.e. textiles, feather and accessories) takes place in countries able to meet the highest

quality standards, such as Italy and Japan.

The third-parties suppliers working for Moncler are mainly located in Eastern European
countries, which are currently able to ensure quality standards that are among the highest in the
world for the production of down jackets, over which the company carries out direct supervision
by conducting audits designed to check aspects regarding product quality, brand protection and

compliance with current laws and human rights.

The high end lines, Gamme Rouge and Gamme Bleu, are produced entirely in Italy as they
require different production techniques and are inspired by the French and Italian haute

coulture.

Distribution

Moncler is present in all major markets both through the retail channel, consisting of directly
2

operated stores (DOS)* and the online store, and through the wholesale channel, represented by

multi-brand doors and shop-in-shops in department stores.

Moncler’s strategy is aimed at the control of the distribution channel, not only retail but also

wholesale, where it operates through a direct organization and owned showrooms.

In recent years, the business grew mainly through the development of the retail channel, which
in 2014 accounted for 62% of consolidated revenues. In particular, within the retail channel,

the online store is growing, too, and is now active in all Moncler’s main markets.

The wholesale channel remains very important for Moncler but shows a more modest growth as
the Group has been implementing for some time now a strong policy in its selection of doors,
reducing the numbers of these doors, and a close monitoring of the quantities ordered by

customers.

As of 31 December 2014, the mono-brand distribution network of Moncler consisted of 172
stores, including 134 directly operated stores (DOS) and 38 wholesale mono-brand stores

(shop-in-shops).

) . . .
“ Includes free standing stores, concessions, travel retail stores and outlets
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31/12/2014 31/12/2013 Net Openings

Retail Mono-brand 134 107 +27
ltaly 19 17 +2
EMEA (excl. ltaly) 51 44 +7
Asia and Rest of World 50 38 +12
Americas 14 3 +0

Wholesale Mono-brand 38 28 +10

Total 172 135 +37

During the year Moncler opened 27 new directly operated stores, located in the most famous

international locations, and in particular:

. the first store in the Canadian market in Toronto, and 5 new store openings in the United
States;
J the consolidation of Moncler’s presence in the Asia-Pacific region, with the

expansion/relocation of the two main stores in Hong Kong, the opening of a directly
operated travel retail store in the Hong Kong airport, and the opening of other DOS in

some of the major cities in China;

J the conversion of two London stores in Harrods from shop-in-shops (wholesale) into

concessions (retail).

It should be noted that, during 2014, 10 wholesale stores were opened in the major luxury

department stores, especially in Korea.

Moncler’s ability to distribute its products to such a large number of destinations is based on the
careful attention it pays to the way in which logistics activities are managed. In this sphere too
Moncler is attentive to optimizing processes and this has enabled it to contain both
environmental effects and costs. More specifically, Moncler has made changes to the packaging
it uses for shipping finished goods, thereby reducing the total volume consumed and optimizing
the space taken up on the means of transport employed. This has led to a reduction in the
number of transfers and therefore in the environmental effects caused in terms of energy
consumption and atmospheric emissions. From this standpoint the Group is now arranging to
increase the level of goods shipped by sea wherever possible, representing a further lever for

reducing environmental effects.
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Moncler store: Hawaii Honolulu, 2120 Kalakaua
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Moncler store: Hong Kong Central, IFC Mall

MONCLER

Moncler store: Paris, Rue des Archives 11
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Marketing and Communication

Having a unique history also means being able to communicate it in a unique way and Moncler

has always pursued such route.

The marketing and communication aspect of the business is an essential part of the strategy
directed to transfer the unique and exclusive values of the Moncler brand to the market and has
contributed to the creation of a luxury brand recognized at an international level. The
marketing strategies adopted strive for consistency between the values of the brand, the targeted
customers and the product, in order to maintain high and further raise the brand reputation

and the value perceived by consumers.

The first advertising campaigns which were part of the relaunch of the brand had to highlight
the Moncler Heritage and that is the reason why a series of strong campaigns centered around

the product were created.

From the time this message was considered to be clear and perceived by the consumer,
innovative and unique advertising campaigns focusing on the brand were launched which were
able to transfer not only the concept of the brand but also its philosophy, allowing people to
associate instinctively the advertising campaigns to the Moncler brand.

Communication is a key process and is included in all stages of the value chain, from the
introduction of new collections up to the retail and wholesale sales; such communication is
reflected both through magazine and newspaper — traditional and online - advertising

campaigns and through the planning of trade shows, promotions and sponsorships and events

organized within the stores.
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The presentation of the Gamme Bleu, Gamme Rouge and Grenoble lines takes place during
fashion week in Milan, Paris and New York respectively. These opportunities make it possible to

convey to participants the originality and uniqueness of the Moncler brand.

In addition, Moncler has focused its strategy to significantly increase the brand's presence
within social networking sites in the world, reaching key engagement goals with rising growth
rates. In 2014 the Group consolidated its presence in all the digital perimeters paying specific
attention to mobile and digital marketing, optimizing media activities and planning from a sales
online standpoint with excellent results in terms of performance. The next medium-term target
is an omnichannel approach which sees online and retail increasingly combined and digital as

an essential source and business lever.

Furthermore, Moncler continues to be highly active on the question of brand protection,
working closely in coordination with the international customs authorities, involving private
investigators in the most critical areas and taking civil and criminal legal action to protect its
rights. Moncler has been especially active on the matter of online enforcement in order to close
unauthorized websites, remove links or advertising on the social media and take other measures.
Through its customer care department and a dedicated section on its website
(http://code.moncler.com) Moncler provides direct assistance to its customers on counterfeiting
matters.
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HUMAN RESOURCES

Moncler assigns vital importance to human resources, to their training, motivation and
incentivization. The quality of human resources, professionalism and shared values are

considered to be essentials for the development of the Company’s strategy.

Moncler designs paths for executives and middle managers to enable them to develop
management skills, consistent with the Moncler leadership model and the Company’s values.
The aim of these paths is to reinforce the sense of business identity, providing effective
methodologies and tools for interpreting complex scenarios, stimulating innovation and
contributing to the creation of value as well as ensuring continuity and succession for roles
considered to be key. In addition, Moncler places considerable emphasis on attracting and
enhancing the value of talented people who represent the future managerial class. For this
reason significant investments are made, aimed at enhancement and retention, using targeted
training and development programs. By way of detailed seminars also involving top class
testimonials the path for enhancing the value of talented people aims at building the Company’s

future leaders, persons capable of holding positions of increasing responsibility.

The Group provided a total of 14,216 hours of training in 2014, of which 6,389 hours in the

retail area.

Over time, Moncler has developed an internal performance appraisal system based on its skills

model. As of today, this system involves 40% of Moncler’s corporate employees.

In addition, the growth of the retail channel has driven Moncler to invest in projects specifically
aimed at the development and enhancement of the professional and across-the-board skills of

sales personnel.

In 2014 Moncler had 1,407 FTE? employees, more than half of whom employed in direct stores
(59%).

The distribution of personnel by geographical area sees EMEA (including Italy) having 61% of
total FTE?, followed by Asia with 31% and the Americas with 8%.

¥ Average full time equivalent
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31/12/2014  31/12/2013

W laly 568 500
B EMEA (excl. Italy) 301 233
]  Asia & Rest of the World 428 321
B Americas 110 78
Total 1.407 1.132
of which Retail Direct 834 621 Full Time Equivalents in 2014

At 31 December 2014, approximately 65% of the Group’s employees were women. This

percentage is unchanged compared to 31 December 2013.

B Women

IWlen
At 31/12/2014

Moncler places special emphasis on youth employment as shown by an analysis of personnel by
age, in which employees under 30 represent 33% of the total. This percentage is unchanged

compared to December 2013.

60% 30

At 31/12/2014

During 2014 Moncler gave considerable attention to the development of its organizational
structure in terms of strategy, growth and business challenges with the aim of further increasing

its competitive abilities on the world markets of the sector in which it operates.
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MONCLER AND THE FINANCIAL MARKETS

In 2014 there was considerable volatility on global financial markets in general, and in the

luxury goods sector in particular.
This scenario also affected Moncler’s share price, which despite results viewed by the financial
community as having outperformed the expectations of even sell-side analysts, was nonetheless

penalised by a reduction of the luxury goods securities held in the portfolios of the largest

international funds.
Nonetheless, Moncler closed 2014 up 9% on its listing price of 10.2 euro per share.

In March 2014, Moncler was included in the list of the 40 largest-capitalisation securities on the
Milan Stock Exchange (the FTSE MIB).

In June, the private equity fund Carlyle sold its entire 7.13% interest in Moncler, held via CEP

IL, through accelerated book building on international markets, for 12.04 euro per share.

Shareholding

. 31.9% Ruffini Partecipazioni S.r.1.
B 233% ECIP M S.A.

u 6.6% T. Rowe Price Associates, Inc.
B 382% Market

Data as of March 2015
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Financial Calendar

Following are the main events in 2015 related to the Moncler reporting timeline.

Date Event

Wednesday 4 March 2015 Board of Directors: Approval of Financial Statements as of December
31,2014

Thursday 23 April 2015 Annual Shareholder’s Meeting for Approval of Financial Statements
as of December 31, 2014

Tuesday 12 May 2015 Board of Directors: Approval of the Interim Financial Statements as of
March 31, 2015 (*)

Wednesday 29 July 2015 Board of Directors: Approval of Interim Financial Statements as of
June 30, 2015 (*)

Monday 9 November 2015 Board of Directors: Approval of Interim Financial Statements as of

September 30, 2015 (*)

(*) A conference call with institutional investors and equity research analysts will take place following the Board of directors’
meeting; details will be announced in due course.
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Section Two
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INTRODUCTION

In accordance with Article 40, paragraph 2 bis of the Legislative Decree 127 of 09/04/91, the
Parent Company has prepared the Directors’ Report as a single document for both the separate

financial statements of Moncler S.p.A. and the Group consolidated financial statements.

PERFORMANCE OF THE MONCLER GROUP

In 2014 Moncler recorded revenues of 694.2 million euros, an increase of 20%, and net income
of 130.3 million euros, an increase of 71% with respect to 76.1 million euros in 2013, which

included 16.0 million euros of net loss from discontinued operations.
During 2013, in fact, the Group had a corporate reorganization with the aim of separating the
Moncler “luxury” business Division, from the Other Brands “casualwear” Division. This process

was completed with the disposal of the Other Brands Division, which took place on 8 November

2013.

As a result, the consolidated income statement for 2013 was presented reflecting the Other
Brands Division as “discontinued operations” and indicating separately under the caption “Net
result from discontinued operations” the results of this Division, inclusive of the loss on the

disposal.

Financial Results

Following are the consolidated income statements for financial years 2014 and 2013.
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Consolidated income statement

(Million euros) Full Year 2014 % on Revenues Full Year 2013 % on Revenues
Revenues 694.2 100.0% 580.6 100.0%
YoY growth +20% +19%
Cost of sales (192.5) 27.7%) (166.5) (28.7%)
Gross margin 501.7 72.3% 414.1 71.3%
Selling expenses (183.0) (26.4%) (147.7) (25.4%)
General & Administrative expenses (66.0) (9.5%) (67.9 (10.0%)
Advertising & Promotion 46.1) 6.6%) (36.0) 6.2%)
EBIT Adjusted 206.6 29.8% 1725 29.7%
Non-recurring items(4) (5.0) 0.7%) 6.1) (1.1%)
EBIT 201.6 29.0% 166.4 28.7%
Net financial resuit® ®.1) 0.9%) (21.2) (3.6%)
EBT 195.5 28.2% 145.2 25.0%
Taxes (65.4) (9.4%) (50.8) (8.8%)
Tax Rate 33.4% 35.0%
Net Income from Continuing Operations 130.1 18.7% 94.4 16.3%
Net Result from discontinued operations 0.0 0.0% (16.0) (2.8%)
Consolidated Net Income 130.1 18.7% 78.4 13.5%
Minority result 0.2 0.0% (2.3 (0.4%)
Net Income 130.3 18.8% 76.1 13.1%
YoY growth +71% +164%
EBITDA Adjusted 232.9 33.5% 191.7 33.0%
YoY growth +21% +19%

EBITDA is not a recognized measure of financial performance under IFRS, but it is a measure
commonly used by both management and investors when evaluating the operating performance
of the Group. EBITDA is defined as EBIT (Operating income) plus depreciation and
amortization, and can be directly derived from the Consolidated Financial Statements in

accordance with IFRS, supported by the explanatory notes.

* Financial Year 2014: mainly non-cash costs related to stock option plans.
Financial Year 2013: non-recurring costs mainly related to [PO.

* Financial Year 2014:  FX Gain/(Losses) 5.8 million euros; Other financial items (11.9) million euros.
Financial Year 2013: FX Gain/(Losses) (2.0) million euros; Other financial items (18.6) million euros.
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Consolidated Revenues
In 2014 Moncler recorded revenues of 694.2 million euros, an increase of 20% at current
exchange rates compared to revenues of 530.6 million euros in 2013 and of 21% at constant

exchange rates.

Revenues by Region

Revenues by Region

(Euro/000) Full Year 2014 %  Full Year 2013 % YoY growth YoY growth

reported  constant currencies
Italy 130,625  18.8% 130,931  22.6% 0% 0%
EMEA (excl. ltaly) 232,743 33.5% 200,413 34.5% +16% +16%
Asia & Rest of the World 235,153 33.9% 181,633 31.3% +29% +35%
Americas 95,668  13.8% 67,600  11.6% +42% +42%
Total Revenues 694,189  100.0% 580,577 100.0% +20% +21%

In 2014, Moncler recorded double-digit growth in all its international markets.

In particular, the company achieved 42% growth at current and constant exchange rates in the
Americas. The excellent results achieved in North America (United States and Canada) were
driven by both the retail channel, including six new openings during the year, and the wholesale

channel.

Moncler’s revenue growth in Asia continued (+29% at current exchange rates, +35% at
constant exchange rates), thanks to the strong performance achieved in the Chinese and
Japanese markets. At current exchange rates the revenues from this region were partially

affected by the weak performance of the yen against the euro.

The EMEA countries recorded revenue growth of 16% at current and constant exchange rates,
with strong performances coming notably from France, the United Kingdom and Germany

among others.

In Italy, FY2014 revenues were in line with the previous year, with the retail channel offsetting

the performance of the wholesale channel impacted by the customers’ selection strategy.

Revenues by Distribution Channel

Revenues by Distribution Channel
YoY growth  YoY growth constant

(Euro/000) Full Year 2014 % Full Year 2013 % reported — -
Retail 430,683 62.0% 333,553 57.5% +29% +31%
Wholesale 263,506 38.0% 247,024 42.5% +7% +7%
Total Revenues 694,189 100.0% 580,577 100.0% +20% +21%

In 2014, Moncler recorded growth in both distribution channels, with a particularly strong

performance coming from the retail channel.
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The direct distribution channel (retail) recorded revenues of Euro 430.7 million euros
compared to 333.6 million euros in 2013, representing an increase of 29% at current exchange

rates and 31% at constant exchange rates. This increase is attributable to the following factors:
e Comp-Store-Sales Growth (CSSG)°, equal to 8%
e cffect of the 27 new store openings during 2014.

The indirect distribution channel (wholesale) reported an increase in revenues of 7% at
current and constant exchange rates, rising to 263.5 million euros in 2014 from 247.0 million
euros in 2013, despite the planned reduction of wholesale doors and the conversion from

wholesale (shop-in-shop) to retail (concessions) of 2 mono-brand stores.

Cost of Sales and Gross Margin
The consolidated gross margin in 2014 was 501.7 million euros, equivalent to 72.3% of
revenues compared to 71.3% in 2013. This improvement is mainly due to growth in the retail

channel.

Operating Expenses and EBIT
In 2014 selling expenses of 133 million euros were equivalent to 26.4% of revenues compared

to 25.4% in 2013. This increase is mainly due to expansion in the retail channel.

General and administrative expenses amounted to 66 million euros, equivalent to 9.5% of

revenues, compared to 10% of revenues in 2013.

Advertising expenses were 46.1 million euros compared to 36.0 million euros in 2013,
representing 6.6% of revenues higher than the 6.2% in 2013, in line with the group’s strategy to

reinvest into the business the costs savings achieved at G&A level.

Adjusted EBITDA’ rose to 232.9 million euros, compared to 191.7 million euros in 2013,

equivalent to 33.5% of revenues compared to 33.0% in 2013.

Adjusted EBIT” was 206.6 million euros, compared to 172.5 million euros in 2013, equivalent
to 29.8% of revenues (compared to 29.7% in 2013). Including non-recurring costs (non-
monetary costs related to stock option plans), EBIT was 201.6 million euros representing 29.0%

of revenues compared to 28.7% in 2013.

* Comparable Store Sales Growth is based on sales growth in DOS (excluding outlets) which had been open for at
least 52 weeks and in the online store; from the calculation are excluded stores that have been extended and/or
relocated.

7 7 . .
" Before non-recurring costs: non-cash costs of 5.0 million euros in 2014 relating to stock option plans: costs of 6.1
million euros in 2013, mainly from the IPO.

35 ANNUAL REPORT AT DECEMBER 31, 2014 - MONCLER



BOARD OF DIRECTORS REPORT FOR THE YEAR ENDED DECEMBER 31, 2014

Net Income

Financial expenses decreased from 21.2 million euros in 2013 to 6.1 million euros in 2014. In

2014 the amount benefited from positive foreign currency differences, equal to 5.8 million

euros, while in 2013 the amount included negative foreign currency differences equal to 2.6

million euros. Excluding FX Gain/(Losses), the financial items were equal to 11.9 million euros

in 2014, compared to 18.6 million euros in 2013.

Taxes amounted to 65.4 million euros, with a 33.4% tax rate.

Net income rose to 130.3 million euros, equivalent to 18.8% of revenues, compared to 76.1

million euros in 2013. The figure for 2013 includes losses from discontinued operations of 16.0

million euros (Other Brands Division). Excluding these losses, FY 2013 net income was equal to

92.1 million euros.

Financial Position

Following is the reclassified consolidated statement of financial position as at 31 December

2014 and 2013. In order to provide a clear and comparable picture, assets/(liabilities) related to

the discontinued Other Brands Division have been reported separately.

Reclassified consolidated statement of financial position

(Million euros) 31/12/2014 31/12/2013
Intangible Assets 414.4 408.3
Tangible Assets 77.3 58.2
Other Non-current Assets/(Liabilities) (14.7) (37.8)
Total Non-current Assets 477.0 428.7
Net Working Capital 97.1 46.9
Other Current Assets/(Liabilities) (40.3) (5.9)
Assets/(Liabilities) related to Other Brands Division 6.2 21.6
Total Current Assets 63.0 62.6
Invested Capital 540.0 491.3
Net Debt 111.2 171.1
Pension and Other Provisions 8.2 9.6
Shareholders' Equity 420.6 310.6
Total Sources 540.0 491.3

In particular, the item Assets/(liabilities) related to Other Brands Division in 2013 includes the

portion of the sale price not yet collected, inclusive of tax and net of transaction charges. At 31

December 2014 the amount includes mainly the credit not yet collected.
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The item Other current assets/(liabilities) includes mainly the tax liabilities, and the increase is

due to the higher net income, and, as a consequence, the higher tax charges in the year.

Net Working Capital

Net working capital was 97.1 million euros compared to 46.9 million euros at 31 December
2013, equivalent to 14% of revenues; excluding the foreign exchange effect, this ratio falls to
13%. The change is mainly due to an increase in inventory, to a large extent arising from the

decision to bring forward the production cycle and from the expansion of the retail channel.
In particular, at 31 December 2014, inventory amounted to 122.8 million euros, compared to
77.2 million euros at 31 December 2013, including a significant amount of raw materials and

finished products related to Spring/Summer 2015 and Fall/Winter 2015.

Net working capital

(Million euros) 31/12/2014 31/12/2013
Accounts receivables 86.6 76.5
Inventory 122.8 77.2
Accounts payables (112.3) (106.8)
Net working capital 97.1 46.9

% on Last Twelve Months Revenues 14% 8%

Net Debt

Net financial debt at 31 December 2014 was 111.2 million euros compared to 171.1 million
euros at 31 December 2013, with a Net Cash Flow of 59.9 million euros in 2014.

Net financial debt

(Million euros) 31/12/2014 31/12/2013
Cash and cash equivalents (123.4) (105.3)
Long-term borrowings 154.3 160.1
Short-term borrowings 80.3 116.3
Net financial debt 111.2 1711
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Following is the reclassified consolidated statement of cash flow for financial years 2014 and

2013:

Reclassified consolidated statement of cash flow

(Million euros) Full Year 2014 Full Year 2013
EBITDA Adjusted 232.9 191.7
Change in NWC (50.2) (10.4)
Change in other curr./non-curr. assets/(liabilities) 25.1 (17.0)
Capex (50.2) 34.3)
Disposals 0.7 0.4
Operating Cash Flow 158.3 130.4
Net financial result 6.1) (21.2)
Taxes 65.4) (50.8)
Free Cash Flow 86.8 58.4
Other changes related to Other Brands Division 0.0 8.1
Non-recurring items (0.5 ©.1)
Dividends paid (28.6) (2.2)
Other changes in equity 2.2 0.8
Net Cash Flow 59.9 59.0
Net Financial Position - Beginning of Period 1711 230.1
Net Financial Position - End of Period 111.2 1711
Change in Net Financial Position 59.9 59.0

Free Cash Flow in 2014 was 86.8 million euros compared to 58.4 million euros in 2013, despite

the considerable increase in investments.

Capital Expenditure

Capital expenditure of 50.2 million euros was made in 2014 compared to 34.3 million euros in

2013, principally relating to the development of the network of mono-brand retail stores (37.2

million euros). Significant investments were also made in developing the shop-in-shop network,

extending showrooms, and also in IT infrastructure.

The following table shows the breakdown of capex by category:

Capex

(Million euros) Full Year 2014 Full Year 2013
Retail 37.2 27.0
Wholesale 5.8 3.0
Corporate 7.2 4.3
Capex 50.2 34.3

ANNUAL REPORT AT DECEMBER 31, 2014 - MONCLER

38



BOARD OF DIRECTORS REPORT FOR THE YEAR ENDED DECEMBER 31, 2014

PERFORMANCE OF THE PARENT COMPANY MONCLER S.P.A.

Following is the income statement of the Parent Company.

Income Statement - Moncler SpA

(Million euros) Full Year 2014 % on Revenues Full Year 2013 % on Revenues
Revenues 116.7 100.0% 96.1 100.0%
General & Administrative expenses (11.0) (9.4%) (7.8 8.1%)
Advertising & Promotion (23.5) (20.1%) (19.0) (19.8%)
Non-recurring items (2.0) (1.7%) 9.0 (9.4%)
EBIT 80.2 68.7% 60.3 62.7%
Net financial result 7.6 6.5% (13.6) (14.1%)
EBT 87.8 75.2% 46.7 48.6%
Taxes (23.6) (20.2%) (15.4) (16.0%)
Net Income from Continuing Operations 64.2 55.0% 31.3 32.6%
Net Result from discontinued operations 0.0 0.0% 0.0 (0.0%)
Net Income 64.2 55.0% 31.3 32.6%

Revenues (116.7 million euros in 2014 compared to 96.1 million euros in 2013) include income
associated with the Moncler brand. The increase over the previous year, amounting to 20.6

million euros, was due to the overall growth in the business.

Advertising expenses amounting to 23.5 million euros (Euro 19.0 million in 2013) include costs

for events and media, in support of brand equity.

General and administrative expenses amounted to 9.4% of revenues (8.1% in the previous

year).

Non-recurring items, equal to 2.0 million euros in 2014, include mainly costs related to stock
option plans approved on 28 February 2014 by Moncler Shareholders” Meeting. In 2013 the

caption included mainly costs related to IPO.

Financial charges amounted to 7.6 million euros (13.6 million euros in the previous year); the

amount in 2014 is mainly due to dividends that Moncler S.p.A. received from Industries S.p.A.,

equal to 15 million euros.

Net income amounted to 64.2 million euros compared to 31.3 million euros in 2013.

39 ANNUAL REPORT AT DECEMBER 31, 2014 - MONCLER



BOARD OF DIRECTORS REPORT FOR THE YEAR ENDED DECEMBER 31, 2014

Following is a detail of the Parent Company’s financial position:

Reclassified statement of financial position - Moncler SpA

(Million euros) 30/09/2014 31/12/2013
Intangible Assets 225.1 224.8
Tangible Assets 0.9 1.0
Investments 220.8 215.3
Other Non-current Assets/(Liabilities) (68.6) (68.8)
Total Non-current Assets 378.2 3724
Net Working Capital (15.3) (5.3)
Other Current Assets/(Liabilities) (22.9) (7.2)
Assets/(Liabilities) from discontinued operations 0.0 2.6
Total Current Assets (38.2 (9.9)
Invested Capital 340.0 362.5
Net Debt 70.8 137.0
Pension and Other Provisions 0.5 0.3
Shareholders' Equity 268.7 225.2
Total Sources 340.0 362.5

The balance sheet of Moncler S.p.A. includes sharcholders’ equity of 268.7 million euros,
compared to 225.2 million euros at 31 December 2013, and net financial debt of 70.8 million

euros, compared to 137.0 million euros at 31 December 2013.

Changes in the net debt are due to the generation of cash during the period, given the
anticipated proceeds of royalties, in order to allow the repay of the existing pool financing
agreement of 120 million euros on 31 December 2014. On the sa