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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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DISCLAIMER
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SATISFACTORY RESULT 
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F I N A N C I A L  H I G H L I G H T S
Launch of innovative and 
progressive products and improved 
lifecycle management

Strengthened luxury-lifestyle 
positioning of the brand

Stronger go-to-market approach, 
especially in China

Positive impact of a more asset-
light and agile operating model

REVENUE
GROWTH11%

3% EBIT
MARGIN1

EBITDAC 
MARGIN19%

FREE CASH
FLOWDKK 85m

(14% local currencies)

1) Underlying figures adjusted for non-recurring and aperiodic items
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2017/18 - A MILESTONE YEAR FOR BANG & OLUFSEN
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• Third consecutive year with double 
digit revenue growth (11% in 2017/18 
and 14% in local currencies)

• Positive EBIT underlines turnaround is 
on track and in line with guidance

• Sustainable positive free cash flow  
demonstrated

R E V E N U E E B I T 1 F R E E C A S H  F L O W 2

2,162

2013/14 2014/15 2015/16 2016/17 2017/18

2,356
2,633

2,954

3,285
CAGR 11%

-261

-323

-69
-32

110

2014/152013/14 2015/16 2016/17 2017/18

-101

-211
-187

91 85

2013/14 2015/162014/15 2017/182016/17

1) Underlying EBIT adjusted for non-recurring and aperiodic items; 2) Underlying free cash flow adjusted for non-recurring and aperiodic items

-13.7%

-12.1%

-2.6%
-1.1%

3.3%Margin

DKKm DKKm DKKm
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FINANCIAL HIGHLIGHTS – Q4 AND FY
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• Revenue in line with guidance

• Growth impacted by ongoing 
transformation of the retail 
distribution 

• Profitability significantly improved 
driven by: 

– Gross margin improvement

– New operating model starting to 
pay off

• Free cash flow driven by positive 
earnings and decrease in NWC

• NWC build-up (DKK 73m compared to 
2016/17) resulted in lower free cash 
flow than last year

R E V E N U E E B I T 1 F R E E C A S H  F L O W 2

-12

91

165

85

FYQ4

Margin

2

-32

56

110

FYQ4

0.3%

6.7%

3.3%

-1.1%

1) Underlying EBIT adjusted for non-recurring and aperiodic items; 2) Underlying free cash flow adjusted for non-recurring and aperiodic items

DKKm
(Growth in local currencies)

DKKm DKKm

785 830

FY

2,954

Q4

3,285

6%
(8%)

11%
(14%)

2016/17

2017/18
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Q4 FY

DKKm 2017/18 2016/17 Δ (%) Δ LC (%) 2017/18 2016/17 Δ (%) Δ LC (%)

Group 830     785     +6% +8% 3,285  2,954  +11% +14%

Business units

Bang & Olufsen 435     471     -8% -5% 1,737  1,718  +1% +4%

B&O PLAY 395     314     +26% +28% 1,549  1,236  +25% +28%

Regional

Europe 388     431     -10% -9% 1,679  1,681  -0% +1%

Greater China 153     104     +47% +60% 589     412     +43% +55%

North America 110     109     +1% +7% 402     367     +10% +17%

RoW 179     141     +27% +27% 615     495     +24% +24%

Sales channels

B1 & Shop-in-shop 570     568     +0% 2,276  2,142  +6%

TPR & eCom 260     217     +20% 1,009  812     +24%

Product categories

B&O PLAY 1,549  1,236  +25%

Speakers 363     358     +1%

Audio 266     222     +20%

TV 853     808     +6%

Other 255     331     -23%
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R E V E N U E S P L I T C O M M E N T S

REVENUE DEVELOPMENT

Business units

• B&O PLAY drove growth both in Q4 and FY

• Bang & Olufsen realised flat growth in Q4 and modest growth 
in FY (both adjusted for divesture and closure of non-performing 
company-owned stores)

Regional

• Q4 and FY impacted by ongoing transformation of mono- and 
multibrand retail distribution in Europe

• Strong growth momentum in Greater China in both Q4 and FY 
driven by B&O PLAY. Ongoing transformation of mono- and 
multibranded retail network during FY and onwards

• Q4 and FY impacted by reset of organisation and monobrand
distribution in North America

Sales channels

• Q4 and FY impacted by focus on strengthening the monobrand
(B1 and Shop-in-shop) channel (net closure of 61 stores)

• TPR & eCom (multibrand) delivered strong growth driven by 
B&O PLAY and a pick-up in sales through department stores, 
airport retail and etailers

1) Growth in local currencies

1 1



9A N N U A L  R E P O R T  2 0 1 7 / 1 8

G R O U P ( % ) 1 B A N G  &  O L U F S E N ( % ) 1 B & O  P L AY ( % ) 1

GROSS MARGIN DEVELOPMENT

FYQ4

38.6 41.2 39.7 40.9

+2.7 +1.2

2016/17

2017/18

• Pick-up driven by: 

– Favorable development in both
business units

– Overall improvement of product 
profitability and mix

– Brand partnering

• Significant improvement driven by:

– Increased product profitability 
(especially on TVs)

– Favorable product mix development

• Improvement driven by: 

– Higher volumes

– Supply chain scalability

• Adversely impacted by channel clean-
up in Europe

Q4 FY

41.9
47.2

42.4 45.2

+5.3 +2.8

Q4 FY

33.7 34.9 35.7 36.1

+1.2 +0.4

1) Underlying business has been adjusted for non-recurring and aperiodic items
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Q4 FY

DKKm 2017/18 2016/17 Δ (abs) Δ (%) 2017/18 2016/17 Δ (abs) Δ (%)

Capacity costs 287     387     -100 -26% 1,240  1,295  -55 -4%

% of revenue 34.6% 49.3% 37.7% 43.8%

Capacity costs, underlying 286     301     -15 -5% 1,234  1,208   +26 +2%

% of revenue 34% 38% 38% 41%

Capacity cost split

Development 71       107     -36 -33% 401     386      +15 +4%

Dist. and marketing 189     170      +19 +11% 729     725      +4 +1%

Administration 26       24        +2 +9% 104     98        +6 +6%

Development costs break-down

Incurred dev. costs before 

capitalisation 
53       132     -79 -60% 288     361     -73 -20%

Net effect of capitalisation 

and amortisations 
18       (2)         +20 113     48        +65

Development costs in P&L 71       107     -36 -33% 401     386      +15 +4%

Capitalisations (%) 22% 53% 37% 48%
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O V E R V I E W  O F  C A PA C I T Y A N D  D E V E L O P M E N T C O S T S C O M M E N T S

CAPACITY AND DEVELOPMENT COSTS

Capacity costs

• Decreasing incurred development costs as % of 
revenue as a result of new operating model 

• Underlying capacity costs increased in absolute terms 
(DKK 26m) driven by:

– Distribution and marketing due to a high level of 
campaign activity and marketing in B&O PLAY

– Digitalisation spend

Development costs

• Development costs increased due to significantly lower 
capitalisations, while amortisations remained high in 
the first 9 months of FY

1) Underlying business has been adjusted for non-recurring and aperiodic items

1

1
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N E T  W O R K I N G C A P I TA L C A P E X F R E E C A S H  F L O W 1

NET WORKING CAPITAL ,  CAPEX AND FREE CASH FLOW

27

100

Value (Q4/FY)

+73

• Increased net working capital 
compared to 2016/17 driven by 
increased trade receivables mainly due 
to higher sales

• Decreasing capex spend (compared to 
last year) as a consequence of new 
operating model with product 
development through partnerships

• Significant investments in product 
development focusing on new 
innovative and progressive products

• Positive free cash flow in FY despite 
increased net working capital level 
compared to last year

• Q4 impacted by decrease in net 
working capital (DKK 121) compared to 
previous quarter

93

242

20

167

Q4 FY

-72

-75

-12

91

165

85

Q4 FY

+177

-6

1) Underlying business has been adjusted for non-recurring and aperiodic items

0.9%

% of revenue (Q4/FY)

3.0%

+2.1%

2016/17

2017/18

% revenue

2.5%

11.8%
5.1%

8.2%

DKKm DKKm DKKm
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CAPITAL STRUCTURE AND DISTRIBUTION TO SHAREHOLDERS
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Capital structure target

• Net cash position of minimum DKK 500m (DKK 985m in 2017/18) 

Distribution to shareholders

• Bang & Olufsen will initiate a share buyback programme of DKK 
485m (subject to approval at the annual general meeting)

• The purpose of the share buyback programme is to adjust the 
capital structure and distribute excess capital to shareholders

N E T  C A S H  P O S I T I O N N E T  C A S H  P O S I T I O N

599

900

985

500

485

2017/182015/16 2016/17 Share 
buyback

Target

Target

Net cash (DKKm) Share buyback (DKKm)

DKKm
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LOOKING AHEAD 

BECOME THE 
MOST DESIRED 

AUDIO BRAND IN 
THE WORLD 
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V I S I O N S T R AT E G I C  T H E M E S

BRAND PRODUCTS 
& 

INNOVATION

DISTRIBUTION
& 

CHANNELS

COMPETENCIES & PROCESSES
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BRAND POSITIONING
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P R E M I U M

L I F E S T Y L EP R O D U C T

L U X U R Y

L U X U R Y - L I F E S T Y L E

• Placing the customer experience at 
the center of technology

• Ensuring meticulous attention to 
detail in products and customer 
experience



BRAND INSIGHTS
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China

15%

USAUK JapanFrance

62%

55% 54%

38% 38%

19%

28%
24%

9%

Creative Curators

Total Population

A W A R E N E S S O N E  B R A N D  E Q U I T Y B R A N D  A F F I N I T Y

• Higher aided brand awareness with the 
target audience of creative curators than the 
general population

• Significantly higher brand awareness in 
Europe than in other key markets 

• Creative Curators have high affinity for the 
brand (i.e. if they know it, they tend to like 
it)

• Those who know the brand, also have a high 
likelihood of considering Bang & Olufsen if 
they buy a product

• The two business units have supported a 
common brand equity

• Consumers do not perceive a difference 
between Bang & Olufsen and B&O PLAY 

A
id

ed
A

w
ar

en
es

s 38%

6%

22%

Only Bang & Olufsen

Only B&O PLAY

Both

Which of the following brands within the 
headphone category do you know or have 

heard of? (Germany, 2017)

Source: annalect brand awareness study 2017 (Germany)

Aided awareness
31%

Liking
28%

Consideration
20%

89%

71%

Source: annalect brand awareness study 2018
Note: Speakers Category, (Average af 5 key markets surveyed)

Source: annalect brand awareness study 2018



EXECUTING AS ONE BRAND 
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Creative Curators:

• Prioritise curated experiences

• Appreciate the added value of 
superior sound, design and 
craftsmanship

• Live predominantly in urban areas

• Achieving Established Families

• Urban Creative Professionals 

F R O M … … T O

2016/17 2017/18 2018/19

Industry 
avg.

Supported by an increase in 
marketing spend

(% of revenue)



OPERATING MODEL
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Focus on core capabilities and 
leveraging leading technology 

partners create unique customer 
experiences

Iconic products, leveraging 
global ecosystems and strong 
lifecycle management creates 

long term growth

Creative curators value luxury-
lifestyle experience over price 

point

Progressive products can be 
created with a fully outsourced, 

global supply chain

S O U N D

D E S I G N

C R A F T S M A N S H I P

BeoVision Eclipse

Beoplay A9

Beoplay H9i

BeoSound Shape

2016/17 2017/18

+55

TV CATEGORY Revenue
(DKKm)

2017/182011/12

>10%

UNITS SOLD
(CAGR)

UNITS SOLD 1st 12 MONTHS
(ACCUMULATED)

0 2 4 6 8 10 12

1.5x

H9
H2

18

Focus on Bang & Olufsen 
core capabilities

Leverage partners

A  P R O V E N  C A S E  

2011/12 2017/18

>10%

…and 
many
more



THREE USE CASES & KEY FOCUS
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O N - T H E - G O

Products that are mobility based, built around 
nomadic use cases. This includes both immersive and 

social experiences

F L E X I B L E  L I V I N G S TA G E D  

Products for consumers who want flexibility in use 
and placement in domestic settings

Products used in stationary settings for immersive 
listening or viewing experiences

• Leading position within the use case and 
based on global platform standards

• Strong lifecycle management, as well as 
product variations to fit adjacent use cases 

• Prioritise retail where consumers search for 
a luxury-lifestyle product offering

• True manifestations of the core capabilities 
of sounds, design and craftsmanship

• Emphasise multiroom position based on 
global ecosystems

• Expand distribution of selected products to 
relevant on- and offline channels

• Create innovative and progressive products 
that set new industry standards

• Expand the sound-for-video use case in 
collaboration with leading technology 
partners

• Expand distribution of selected products to 
relevant on- and offline channels

19

12%

40%
2017/18

DKK 1,304m
2017/18

DKK 396m 41%

2017/18
DKK 1,348m



BRAND PARTNERSHIPS AND COLLABORATIONS
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Awareness

Technology

Licensing

PA R T N E R S H I P S

Awareness 

Brand equity amplification

Distribution

E.g.

SAINT LAURENT 

DAVID LYNCH 

SUPREME

C O L L A B O R AT I O N S

An integrated part of the 
business model

E.g.

HP

HARMAN

LG
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RETAIL DEVELOPMENT 
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MONOBRAND

MULTIBRAND

ONLINE

• Give the full brand experience

• Cater for customers already familiar 
with the brand and special customer 
requests

• Expose new customers to luxury-
lifestyle brand execution

• Manifest the brand and build brand 
equity to target customers

• Attract new customers in high street 
locations

• Drives sales volume

• Meeting the customers in their own 
space and time 

• Support the customer journey across 
all omnichannel touchpoints

• Develop the brand’s digital interface 
and experience

• Ensure consistency in customer 
experience

• Location transition to high-traffic, urban 
areas close to related retail

• Build a cluster focused retail setup with 
professional partners 

P U R P O S E I N S I G H T S C H A N G E

• Ensure consistency in customer 
experience

• Transition channel focus to luxury-lifestyle 
(e.g. department stores, strong consumer 
electronic retailers, airport stores etc.)

• Strengthen internal eCom capabilities 

• Introduce new eCom platform in Spring 
2019

• Facilitate omnichannel features and 
functionality

21

20% of POS 
account for 

90% of 
revenue

10x

20x

1x

Revenue per store

Avg: per store

Airport
Retail

Consumer
electronics

Department 
store

78% of consumers 
research online before 

buying luxury goods 
on- or offline1

1) Source: McKinsey research

eTail revenue 
accounts for >30% of 

Bang & Olufsen  
multibrand revenue In 

selected markets 

4x

The best quartile of monobrand stores are characterised by a 
location in…

…population 
density

…traffic passing 
by the store

…close to 
related retail

7x



MARKET FOCUS 
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A M E R I C A S E M E A A S I A  

• Build brand presence in key urban 
areas, starting with New York and the 
West Coast 

• Leverage brand partnerships to build 
awareness

• Drive online business through a 
combination of own eCom and 
eTailers

• Establish and grow strong clusters of 
stores in key urban areas

• Enhance consistency across mono-
and multibrand retail on- and offline

• Drive company-owned eCom platform

• Grow key countries – particularly in 
China and Japan – through strong 
partnerships

• Operate competent and focused local 
organisations to ensure brand 
experience and partner support

• Manage online growth through local 
dominant eTail players

415

2017/18 2020/21

>20%

CAGR

2017/18

1,815

2020/21

>5%

CAGR

1,055

2017/18 2020/21

15 - 20%

CAGR

(DKKm) (DKKm) (DKKm)



COMPETENCIES & PROCESSES 
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D I G I TA L  T R A N S F O R M AT I O N

• Strengthen brand experience in consumer-
facing touchpoints (app, web etc.)

• Ensure consistency in product and 
technology (UI/UX)

• Modernise Group IT infrastructure 
(Insights, Architecture, Automation etc.)

G L O B A L  S U P P LY  C H A I N

• Optimise processes to reflect the changed 
operating model

• Globalise logistics set-up to mirror growth 
regions 

• Further digitalise supply chain platform to 
improve end-to-end processes

E N H A N C E  C A PA B I L I T I E S

• Product creation and design

• Brand and retail execution

• Customer insights and experience

• Digitalisation

23



3 YEAR FINANCIAL TARGETS
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2 0 1 7 / 1 8  A C T U A L 2 0 2 0 / 2 1  TA R G E T

Group 3,285 >10% CAGR

• EMEA 1,815 >5% CAGR

• Asia 1,055 15 – 20% CAGR

• Americas 415 >20% CAGR

Group (margin) 3%1 >15%

Group (% of revenue) 3% >10% of revenue

E B I T

F C F

R E V E N U E

24

(DKKm)

1) Underlying figures adjusted for non-recurring and aperiodic items



OUTLOOK 2018/19
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2 0 1 7 / 1 8  
O U T L O O K

2 0 1 7 / 1 8  
R E A L I S E D

2 0 1 8 / 1 9
O U T L O O K C O M M E N T

Group > 10% 11% >10%
H1 impacted by distribution 
transformation

• EMEA - - >5%
Modarate growth in Europe and 
higher growth in rest of EMEA

• Asia - - >10%
China impacted by transformation 
of monobrand network

• Americas - - >20%
Main focus will be New York and 
the West Coast

Brand 
Partnering

DKK 160 -200m DKK 166m Moderate growth
Strengthen execution of luxury-
lifestyle position

Group (% of 
revenue)

- 38% Same as in 2017/18
Increased spend on distribution 
and marketing

Group 
margin

Around 3% 3%1 7- 9%
Driven by revenue growth and 
improved gross margin

Group Positive 3% DKK >100m

E B I T

F C F

R E V E N U E

C A P.  C O S T

25

1) Underlying figures adjusted for non-recurring and aperiodic items
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QUESTIONS?



THANK YOU FOR YOUR ATTENTION


