
There’s one figure on the mind of Giancarlo Nicosanti Monterastelli, CEO of Unieuro: 59%, 
the market share of the leading three consumer electronics groups in Italy, compared with 
73% in Germany. There are many reasons for this gap, one above all others: the greater 
buying power of German customers. “It is a considerable gap - confirmed the CEO - which 
for us translates into a series of opportunities to reach our final goal: market consolidation”. 
The Italian market, he explained, is made up of small organisations often with strong roots 
in the area which leads, however, to a fragmentation of forces and entries. This led to the 
desire to list the company that Nicosanti Monterastelli joined in 1982 on the Stock Exchange (when it was still owned by 
the Silvestrini Family) as an employee in the administrative office after a short spell as a sales assistant before being 
appointed Sales Director in 1990 and then CEO in 2005. The IPO last April was one of the key points in the history of the 
group established in the thirties.

“We are the first group in our sector in Italy to launch at Piazza Affari confirmed Nicosanti Monterastelli. The transaction 
gave us greater transparency and credibility. The performance of the stock is proving us right: there has been a 45% 
increase recorded since April”. Credibility, also from the perspective of continuing with growth by external lines, became 
the hallmark of the group. The latest transactions involve the acquisition in April of the Andreoli points of sale (in central 
Italy) with an investment of €12.2 million and the acquisition of Monclick finalised in June, which will enable Unieuro to 
strengthen its position in the online segment. The goal of also positioning itself in the digital market was a decision taken by 
the company in 2001 demonstrating a certain far-sightedness. Currently online sales account for 7% of total turnover and 
it is the fastest-growing sales channel in the group.

“We have always strived towards an omnichannel strategy: several sales platforms with synergies with one another - stated 
Nicosanti Monterastelli. We have adjusted our sales model every year to the changes in customers’ buying behaviour. 
It was the decision taken sixteen years ago that undoubtedly set us on the right path”. Especially for a business like 
consumer electronics, which is constantly developing and flanked by incessant technological innovation which limits the 
time a product can remain in store to three months. After three months it is already “old”.

“For this reason, at the moment, we do not see e-commerce as a threat to our business - explained the CEO -, but as a 
resource”. Without counting on the fact that the possibility of providing our customers with a 360 degree purchasing choice 
that includes online and offline “in some way safeguards both the customer and the store from a free market exacerbated 
by transparency and cutthroat competition”, the CEO pointed out. A situation that is also reflected in the numbers: against 
a backdrop of high turnover (€1.67 billion at the end of 2016), margins were 4%. “Competition is not related to the product, 
which is the same in all markets, but to the diversity of sales channels. To succeed in dealing with and reversing the trend 
of “high turnover, low margins” the only way is to increase efficiency through acquisitions, thereby lowering costs and 
increasing turnover” concluded Nicosanti Monterastelli.
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