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Disclaimer

This presentation does not constitute or form part of and should not be construed as an offer to sell or issue or the solicitation of an offer to buy or acquire securities

issued by Bang & Olufsen a/s in any jurisdiction, including the United States of America, Canada, Australia, Japan or the United Kingdom, or an inducement to enter into

investment activity in any jurisdiction.

This presentation contains forward looking statements. Such statements concern management’s current expectations, beliefs, intentions or strategies relating to future
events and hence involve substantial risks and uncertainties. Actual future results and performance may differ materially from those contained in such statements. This

presentation does not imply that Bang & Olufsen a/s has undertaken to revise these forward-looking statements, except what is required under applicable law or stock

exchange regulation.

No part of the information contained in this presentation should form the basis of or be relied upon in connection with any contract or commitment or investment decision
whatsoever. Neither Bang & Olufsen a/s nor any of its affiliates, advisors or other representatives shall have any liability whatsoever (in negligence or otherwise) for any

loss howsoever arising from any use of this presentation or its contents.
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Margins significantly improved, generating a profitable revenue growth of 5% in

local currencies

Ql 2023/24

Revenue

5% growth in local currencies

Gross margin

(up from 36.6%)

EBIT margin

‘%
bs (up from -14.1%)

Free cash flow

(up from DKK -81m)

* Before special items

Revenue grew 1.2% (5% in local currencies), driven by strong EMEA growth of 28%
(LC). Americas grew 13% (LC) while APAC declined 16% (LC).

Brand Partnering & other activities declined by 13% (LC), driven by high comparables
due to Cisco headset launch last year. License income from automotive industry had a
solid growth.

Gross margin of 52.6%, up 16.0pp, driven by normalisation of component and
logistics cost, improved margins across product categories, supported by price
increases since last year, and change in product mix towards higher margin products.

EBIT before special items was DKK 16m (Q1 22/23: DKK -85m), corresponding to an
EBIT margin of 2.6% (Q1 22/23: -14.1%) mainly driven by an improved gross margin.

Free cash flow up by DKK 20m to negative DKK -61m, driven by an improved
operating profit offset by a higher net working capital since Q4 22/23.



Sell-out showed robust customer demand in most markets

Sell-out growth

Regions

+ EMEA: Company-owned stores grew, online
channels grew. Monobrand and multibrand
declined.

*  Americas: Growth driven by company-owned
stores and eTail.

+  APAC: Growth driven by monobrand in China,
online channels and multibrand coming from very
low comparables last year.

Product categories

The strong growth in Flexible Living was across
regions, whereas growth in On-the go was in APAC.
The decline in the Staged category was driven by
EMEA and APAC. Sell-out was on par in Americas.

Regions

EMEA

Americas

APAC

Product Categories

Staged

Flexible Living

On-the-go



Our strategic direction

Luxury

Brand Love. Iconic, Heritage & Tradition.
Customisation & Bespoke. Consistent Experience.
Scarcity & Exclusivity. Pricing Power.

Timeless

Product icons & Classics. Beautiful timeless design.

Modularity. Upgradability & Serviceability.
Long Term Investments, Resale Value.

Technology

Proprietary software platforms.
Connectivity. Seamless ecosystem.
Acoustics & Next Generation Audio.
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B&O is the unparallel leader in luxury audio & TV

We want to expand this blue ocean and
capture the market opportunity by
executing on our Luxury Timeless
Technology proposition

double
digit

Luxury Audio

Expansion underpinned by structural
drivers

Audio specialists

Underlying market growth

Mass market audio players

/ Consumer electronics conglomerates \

8 | Source, BCG analysis 2023




We want to leverage this differentiated and unparalleled position in a
growing luxury audio market

B&O Market at 2022 retail value, current market share ~4% ) 2019-22 rck 2022-28 .
Luxury 14% 16%
Total Global
Luxury market Mass & Premium 3% 1%
EUR 900 bn
Total Global 232
Luxury Audio &
TV K 192
market 170
Total Global Luxury
EUR 19 bn Audio & TV market
(bn)
l/ \‘ Mass & Premium
Total Global Total Global peeiien)
Luxury Audio market Luxury TV market
EUR 7bn EUR 12bn
. 2019 2022 2028
Luxury penetration
in retail value (%) 8% 10% 20%

9 Source, BCG analysis 2023



Future industry trends serve as favourable conditions

Positive overall Luxury
Market Dynamics

Growing share of
high-net-worth-individuals

Demand for customisation
and bespoke

Shift from functional to
enriching audio & TV preference

Increasing focus
on sustainability

Interest in product
technological advancements

Source, BCG analysis 2023

Solid growth in overall luxury market both in personal and experiential luxury at
+10% CAGR in 22-'28 mainly led by Gen Z and Millenials

Number of high-net worth individuals projected to grow at 10% per annum, and
wealth of high-net worth individuals projected to grow

Increased preference for unique and personalised designs in home decorations
including audio and TV solutions

/4

Audio and TV solutions shifting from purely functional to design and “furnishing
pieces that enrich living spaces and enhance way of living

Customers are demanding and gradually transitioning to audio and TV with more
sustainable life cycle, utilising renewable raw materials and embracing second-
hand products

Growing interest in digital advancements related to audio and TV solutions
including features such as high resolution and spatial audio as well as wireless
connectivity



Our five strategic shifts - highlights from the quarter
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Culturally
relevant luxury
love brand

+ “See Yourself in Sound”

campaign.
« Added more customers
and increased product
ownership.

Seamlessly connected
product portfolio
bridging our past,
present and future

* MS Teams of
Beoplay EX.
* Announcement of

Beosound Bollard
and Beolab 8.

Magical moments
in key touch
points

* Further improvement of
our channel network for
more luxurious and
consistent customer
experience.

Winning in key
cities

» Continued execution in
London and Paris.
* Ramping up New York.
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Exploring and
commercialising new
and existing business

adjacencies

* Ferrari product
collaboration.
+ Expansion of automotive
business.







Market update China

13 |

Slow economic recovery in China, despite positive
indicators were seen in the spring.

Lower economic growth is expected.

We are not expecting improvement in consumer
spending before second half of the fiscal year.

Generally, we see fragmentation in the market
where monobrand customers are showing less
sensitivity towards economic downturn than
customers in the online channels and multibrand.




Revenue growth of 5% in local currencies despite
macroeconomic challenges

Group revenue Regional product revenue Brand partnering & other activities

DKKm DKKm DKKm
4.3% -16.1%
1.2% ) 8% in LC -13% in LC
5% in LC
4
520 591 56 542
105
92
859 84 82 77
612 635 646 619
@ ez 'w @« QA @ @ Q4 q
AR 2023/24 2022/23 2023/24

Regional product sales grew 4.3%. Brand Partnering & other activities
¢ Inlocal currencies, revenue grew 8%. Declined 16.1%.
«  Strong growth in EMEA in most channels. * Inlocal currencies, revenue declined 13%.
+  Growth in Americas driven by Coco and Cl *+ High comparable in product related

channel. revenue as Q4 last year had launch order
+ Decline in APAC, slow economic recovery in for Cisco.

Ql Q2 Q3 Q4 Ql China. + Solid growth in revenue from the
2022/23 2023/24 automotive industry.



Growth in regional product sales driven by EMEA and the Staged category

EMEA Americas
DKKm DKKm
26.7% 6.4%
106
400
333
Regions 309 303 " 73N
239 I I
Q1 Q2 Q3 Q4 Q1 Q1 Q2 Q3 Q4 Ql
22/23 23/24 22/23 23/24
Staged Flexible Living
36.6% -14.0%
332 66
o8l 201 143
125
Produc’r. s 241 1 107
categories 2
Ql Q2 Q3 Q4 Ql Ql Q2 Q3 Q4 Ql
22/23 23/24 22/23 23/24

APAC
DKKm
-20.9%
248
218
184 172
145
Ql Q2 Q3 Q4 Ql
22/23 23/24
On-the-go
-21.0%
279
182 .
I i ]44
Ql Q2 Q3 Q4 Ql

22/23

23/24

EMEA: Up 28% in local currencies

Double digit revenue growth across
channels except for multibrand.

Monobrand grew revenue 36%.

Staged and Flexible Living increased,
On-the-go declined.

Americas: Up 13% in local currencies

The growth was across channels except
monobrand.

Growth in multibrand despite strategic
optimisation in the channel.

Staged and Flexible Living increased,
On-the-go declined.

APAC: Down 16% in local currencies

Development impacted by slow recovery
in China and regional lockdowns last
year.

Some retail partners in China built up
inventory last year. 29% Sell-out growth
in QL.

Staged grew, while Flexible Living and
On-the-go declined.



Margins significantly improved mainly due to normalisation
of component and logistics costs

. Q %
% Gross margin % EBIT margin bsi
16.0pp 16.7pp
2.6%
. 52.6%
51.4% 1.5% 0.9%
44.4% 43.6%
36.6%
-9.1%
-14.1%
Ql Q2 Q3 Q4 Qi Ql Q2 Q3 Q4 Ql
2022/23 2023/24 2022/23 2023/24
*Before special items




Improved gross margin across product categories

%

Gross margin, product categories

Staged Flexible Living On-the-go
15.9pp 6.5pp 23.8pp
528 540 52.4 34.9
B 479 499 sl R
: 416 82.1
38.1
20.3
18.0
11.1
Ql Q2 Q3 Q4 Ql QI Q2 Q3 Q4 Ql Qi Q2 Q3 Q4 Ql Q1
2022/23 2023/24 2022/23 2023/24 2022/23 2023/24
+ Normalisation of component and logistic cost lifted the gross margin level from Q4 22/23 onwards. .

+ Improvement in gross margin across categories, supported by price increases.

+  On-the-go last year affected by of on-off EOL deal to a US partner.

+ Internal cost allocation updated, resulting in an updated split between aluminium production and product
business. Product segments positively affected by approx. | pp depending on the mix and seasonality. .
Comparable figures have been updated.

Brand Partnering and Other

5.7pp

87.9 87.8

828 84.8

Q2 Qs Q4 Q1
2022/23 2023/24

Gross margin up by 5.7pp driven by lower

share of product-related income.

*  Ramp-up of Cisco headset last year.

+ Solid growth from automotive industry.

Higher cost allocation to aluminium
products. Impact approx. 5 pp.
Comparable figures have been updated.
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Capacity costs on par with Q1 of last year

Capacity costs Development costs Distribution & marketing costs Administrative costs
DKKm DKKm DKKm DKKm
0% -9% 5% -N1%
369 35
335 86 255 33 33
309 326 309 81 e 2 31
215
I I I i I I | | i I I I I |
50.5% | | 43.0% | | 52.8% | | 50.5% | | 49.9% 11.3% 9.4% 13.5% | (10.1% | |10.2% 33.5% | |29.7% | |34.0% | |36.2%  |34.7% 5.7% 3.8% 5.2% 4.2% 5.0%
- . . . - S . . . S . N . .
Ql Q2 Q3 Q4 Ql Ql Q2 Q3 Q4 Ql Ql Q2 Q3 Q4 Ql Ql Q2 Q3 Q4 Ql
2022/23 2023/24 2022/23 2023/24 2022/23 2023/24 2022/23 2023/24
« Final adjustment of COVID-19 related + Development costs declined 9% to + Distribution & marketing costs up 5%.  + Administrative costs were DKK 31m,
compensation package of DKK 12m DKK 62m driven by lower incurred . - down 11% compared to last year,
. * More sales and marketing activities. . . 5
reduced the capacity costs for the costs due to COVID-19 related Full i £ th leading to a cost ratio of 5.0%.
arter compensation packages offset by a ul-year eftect of the resources
v ’ A added since Q1 of last year. + Driven by COVID-19 related relief
lower capitalisation compared to last .
. . packages and general cost savings.
year. *  Marketing cost to revenue ratio of

11.6% (9.8%), driven by higher B &

Costs relative to revenue . . q
marketing costs in all three regions.



Focus on working capital - Inventory reduced since Q122/23

Net working capital Inventory Trade receivables
DKKm DKKm DKKm
445
624
548 396
I 3n 499 499 g 327 341 397
Iz-/. 4% 9.6% I 3% 2%
|| _ ||
Qi Q2 Ql Q2 Ql Q2 Q3 Q4 Ql
22/23 23/24 22/23 23/24 22/23 23/24

Net working capital increased to DKK 311m

NWC ratio was 11.3% and on par with last
year.

Lower inventory level and trade receivables
offset by lower level of trade payables.

Other liabilities increased by DKK 25m to
DKK 168m during the quarter, primarily
related to employee related liabilities.

* Reduced by DKK 21m during the
quarter, mainly related to Stage
products.

* Reduced by DKK 146m since last year.

Continued focus on inventory
management.

* Receivables decreased by DKK 14m
to DKK 327m.

+ Result of collection efforts and lower
revenue compared to Q4 last year.

 Sales with extended credit was 1% of
revenue compared to 6% in QI of
last year.

Trade payables
DKKm

632 648
565
506
403
Ql Q2 Q3 Q4 Ql

22/23 23/24

Payables decreased DKK 162m to DKK
403m.

Driven by lower production activities in
the quarter and inventory management.

&
I:l % of LTM revenue BO



Free cash flow improved DKK 20m year-on-year

Free cash Flow CAPEX Capital resources
DKKm DKKm DKKm
Intangible
33 ® Tangible
27 384
337 2
1 307 328 310
69
58
53
. . 43 42
-6l 46 93
36 32 32
-8l
Ql Q2 Q3 Q4 Ql Qi Q2 Q3 Q4 Qi Ql Q2 Q3 Q4 Ql
2022/23 2023/24 22/23 23/24 22/23 23/24

* QI free cash flow negative DKK 61m, up
DKK 20m against last year.

+ Reflecting seasonality.

+ Improved EBITDA was offset by an
expected higher net working capital
compared to Q4 22/23.

* Reduced DKK 16m from last year.

¢ Investments primarily within intangible
assets and related to new products and
platforms.

+  Capital resources, consisting of available
liquidity and available credit facility, of
DKK 310m.

* Available liquidity was DKK 150m, down
DKK 57m, consisting of cash and securities

offset by repo transactions.
Bé
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Outlook 2023/24 maintained, subject to uncertainty

Outlook

FY 2023/24
Revenue growth in
local currencies 0% to 9%
EBIT margin bsi*

0% to 6%
Free cash flow St

-50m to 100m

* Before special items

Ql
2023/24

5%

2.6%

DKK -61m

Main assumptions

Improved market conditions in China in H2 23/24.
Macroeconomic conditions in Europe and US will improve

during the fiscal year.

Launch of six or more product innovations (including the
launch of MS Teams for Beoplay EX, Beosound Bollard
and Beolab 8.

No impact on product availability due to geopolitical
changes or COVID-I19 related lockdowns.

No major COVID-19 related lockdowns.

Exchange rates against DKK; including in particular USD,
CNY and EUR, in line with current exchange rate levels,
overall.

No pressure on sourcing components through spot buys.
Improved inventories.



Summary

*  Despite market challenges, robust sell-out in most markets and revenue
growth of 5% in local currencies.

«  Significantly improved gross margin.

*  Normalisation of component and logistics costs has lifted the
margin level.

*  Margin improved across regions and product categories, supported
by product mix and price increases.

«  We have a clear direction for the future.

*  We continued to strengthen our luxury timeless technology
proposition.

*  Research confirms we have an attractive market opportunity,
underpinned by structural drivers, and we are uniquely positioned
to capture it.

«  Win City expanded to three cities. New York had a good start.

* Outlook maintained. Subject to uncertainty, as challenges still persist.

23|
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Improved gross margin across regions

%

Gross margin, regions

EMEA Americas APAC
16.3pp 25.7pp 20.1pp
47.3
467 449 455
48.9
46.6
368  36.8 45.0
33.6 42.5
31.0 31.0
28.8
19.8
Ql Q2 Q3 Q4 Ql Ql Q2 Q3 Q4 Ql Ql Q2 Q3 Q4 Ql
22/23 23/24 22/23 23/24 22/23 23/24

()

Brand Partnering and other

5.7pp
879 878
821 828 i I
QA @ Q@ Q4 aQ
2022/23 2023/24



Q1 development since 20/21

EMEA Americas APAC
DKKm DKKm DKKm
302 - 67 218
Regions 239 *° 172
204 1
33
20/21  21/22  22/23  23/24 20/21 21/22 22/23 23/24 20/21 21/22 22/23  23/24
Staged Flexible Living On-the-go
291 193
182
Product 265 148
categories 213 125 131 44
196
107
79
20/21 21/22 22/23 23/24
20/21 21/22 22/23 23/24 20/21 21/22 22/23 23/24
Q1

Ql

Q1



INVESTOR RELATIONS CONTACT
ristina Rgnde Hefting

crrh@bang-olu
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