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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.

DISCLAIMER



3 |

AGENDA

Key highl ights

F i n a n c i a l  h i g h l i g h t s

O u t l o o k
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Q2 IMPACTED BY TRANSITION TO DEMAND -DRIVEN MODEL |  
OUTLOOK FROM 17 DECEMBER 2020 MAINTAINED

H 1  2 0 1 9 / 2 0

H2 to be supported by 

▪ New sales programmes

▪ Improved sales and distribution 
network

▪ Enhanced competences in the 
sales organisation

▪ More product-focused marketing FREE CASH FLOW

-31%
DKK 1,046m

-30.7% reported growth 

DKK -174m

-18.2%

O U T L O O K  1 9 / 2 0

Decline by 13-18%

REVENUE GROWTH 
(local currencies)

Minus 4-9%

EBIT MARGIN
Excluding special items

REVENUE GROWTH
(local currencies)

EBIT MARGIN
Excluding special items

Negative 
DKK 100-150m 

FREE CASH FLOW

Q 2  2 0 1 9 / 2 0

FREE CASH FLOW

-31%
DKK 627m

-31.0% reported growth 

DKK 32m

-9.8%

REVENUE GROWTH
(local currencies)

EBIT MARGIN 
Excluding special items
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New 
products

New 
models, 

upgrades & 
variants

PRODUCTS FOR Q2 LAUNCHED AS EXPECTED |  
ADDIT IONAL PRODUCTS PLANNED FOR H2

Beovision Harmony 77’’
• Merchandising: Monobrand

Beosound Stage
• Merchandising: Mono-, multibrand and eCom

Q 2  2 0 1 9 / 2 0 Q 3  2 0 1 9 / 2 0

Flexible Living
• Merchandising: Mono-, multibrand and 

eCom

Beovision Harmony 65’’
• Availability: November

Beoplay H4
• Availability: November

Autumn/Winter collection: On-the-go
• Availability: September

Note: *CMF = Colour, Material, Finish

Upgrades: On-the-go
• Merchandising: Mono-, multibrand and 

eCom

Stardust collection
• Availability: December

• Only available in selected countries

• Merchandising: Mono-, multibrand and 
eCom

CMF 
• Merchandising: Mono-, multibrand and 

eCom

Q 4  2 0 1 9 / 2 0

On-the-go
• Merchandising: Mono-, multibrand and eCom

Models: Staged
• Merchandising: Monobrand

Upgrades: On-the-go
• Merchandising: Mono-, multibrand and eCom
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19

56

62

5

23

81

5

79

FY Plan Actual FY Plan Actual FY Plan Actual

EMEA Americas Asia

Multibrand Monobrand Q1 Q2

IN-STORE UPGRADES SLOWER THAN EXPECTED |  
PLAN FOR THE FULL  YEAR MAINTAINED

STORE / POS DEVELOPMENT COMPARED TO FULL-YEAR PLAN

+130

+35

+155

Branded spaces
2%

Shelf
15%

Table/wall
1%

Table/wall/shelf
53%

Other
29%

MULTIBRAND OVERVIEW

• In total, 90 stores where opened, upgraded or relocated to better locations in Q2 compared to a target of at least 100

• Majority of upgrades in Q2 was in EMEA

• In total, 165 stores have been opened or upgraded in H1

• Four pilot monobrand stores in EMEA have been established with the aim of testing the effects of the store upgrades 
and staff training

• As part of the initiatives to support growth, upgrades will be followed by, among others, staff training and incentives

• During the quarter, the overview of multibrand points of sale has been 
revisited in order to:

• Identify to which stores the company are actively selling

• Get an overview of the types of in-store presence

• The total number of points of sale has subsequently been adjusted

Number of 
multibrand POS

3,719
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SELL -OUT IN MONOBRAND EUROPE |  POSIT IVE  SELL -OUT TREND 
BUT LOWER THAN EXPECTED – RETAIL  INVENTORY REDUCED
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Q1 Q2 H1

S E L L - O U T  P E R F O R M A N C E  V S .  L A S T  Y E A R *
Index (2019/20 vs. 2018/19)

• Sell-out  for Q2 approx. 2% below last year

• Improved sell-out in Q2 compared to Q1

• Sell-out was lower than expected

S E L L - O U T  V S .  S E L L - I N  P E R F O R M A N C E * *

• Retail inventory reduction in especially Q1 and particularly within the Staged category 

• Q2 impacted by sell-in of Beovision Harmony and Beosound Stage, including display units 

• Excluding these, sell-out was higher than sell-in and retailers thus continued to reduce 
inventory in Q2

*Sell-out vs. last year based on old data method. Data covers approx. 60% of European monobrand revenue ** Sell-out vs. sell-in based on new data collection. Data covers approx. 44% of European monobrand revenue.
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All products Effect of launch of Beovision Harmony & Beosound Stage
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44.3% 43.6%
46.9%

49.2% 49.0% 48.5%

36.7%

42.5%

Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2

2017/18 2018/19 2019/20

REVENUE AND PROFITABIL ITY

E B I T  M A R G I NG R O S S  M A R G I NR E V E N U E ,  D K K m

• Revenue was expected to decline due to the efforts to 
reduce inventory at retail level

• Revenue impacted by several factors

– Continued high inventory with certain key retail 
partners

– Sales through unauthorised channels

– Increased competition within the earphone category

– Positive impact from product launches

Gross margin declined due to

• Provision for component liabilities (negative impact of 
approx. 4pp)

• Sales of end-of-life products at lower prices

• Net effect from currency hedges of negative 2.1pp

• Impacted by the negative revenue growth

• Impacted by the decline in gross profit

• Negatively impacted by special items related to severance 
costs (DKK 15m)

• Positive impact from lower distribution and marketing costs

• Excluding special items EBIT margin was -9.8%

865
830

601

909

710

618

419

627

Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2

2017/18 2018/19 2019/20

-31% -6.7pp 

5.7% 6.6%

0.9%

9.9%

4.2%

-10.7%

-30.8%

-12.1%

Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2

2017/18 2018/19 2019/20
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REVENUE |  PER REGION AND PRODUCT CATEGORY

EMEA AMERICAS ASIA

• Staged: down by 24%, impacted by

– Normalisation of retail inventory

– Positive impact from new products

• Flexible Living: down by 55% with approx. half of the decline 
related to Beosound Edge

• On-the-go: down by 49% related to all categories with 
earphones impacted by increased competition

• Staged: up by 23% supported by new products

• Flexible Living: down by 48%, partly impacted by Beosound 
Edge which was launched in Q2 last year

• On-the-go: down by 66%, primarily related to earphones 
Impacted by sales through unauthorised channels and 
reduced presence in mass market consumer electronics

• Staged: up by 58%, both related to existing products and 
the launch of new products

• Flexible Living: Down by 20%, but with Beoplay A9 
delivering growth

• On-the-go: declined by 24% related to earphones mainly 
Beoplay H5, while the Beoplay E8 versions delivered growth

* Beovision Harmony and Beosound Stage within the Staged product category
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63
54

59
68 67

75

60
68

100

73
80 79 78

84
79

72

Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2

2017/18 2018/19 2019/20

Incurred development costs before capitalisation

Development costs recognised in the consolidated income statement

33 34 33

39

34

41

34

56

Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2

2017/18 2018/19 2019/20

Administration costs excl.
special items

Severance costs

202 201
189

239

207

240

170

215

Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2

2017/18 2018/19 2019/20

CAPACITY COSTS

A D M I N I S T R A T I O N  C O S T S ,  D K K m

D I S T R I B U T I O N  

A N D  M A R K E T I N G  C O S T S ,  D K K mD E V E L O P M E N T  C O S T S ,  D K K m

• Incurred development costs were unchanged compared to 
Q2 last year

• Decline in development costs was related to higher 
capitalisations, and lower amortisation charges and 
impairment losses

-10%
43.6%

0.0%

• Decline mainly impacted by the divestment of company-owned 
stores in China since last year

• Part of the marketing effort this year is focused on physical in-
store upgrades, where part of the costs are capitalised

• Impacted by accrual for severance costs to the 
previous CEO and EVP for Brand & Markets

• Excluding special items, costs were up by DKK 2m, 
related to employment of new members to the 
Executive Management Team

-8.9%
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BALANCE SHEET AND CASH FLOW

• Increased to DKK 42m in Q2
• The effect of IFRS 16 was an increase in  

net interest-bearing liabilities of DKK 
186m compared to Q2 last year

• Excluding effects of IFRS 16, the net cash 
position was DKK 228m

• The cash position improved by DKK 23m 
to DKK 298m at the end of Q2

NET CASH POSITION, DKKm

• Net working capital decreased by DKK 
111m in Q2

• Continuous focus on net working capital

CAPEX, DKKm NWC, DKKm

• Positive free cash flow impacted by 
changes in net working capital 

• Sale of building supported cash flow with 
DKK 14m 

• IFRS 16 (leases) lifted free cash flow with 
DKK 9m

FREE CASH FLOW, DKKm

• Capex was DKK 1m higher than last year 
• Higher intangible investments offset by 

lower tangible investments 
• Investments related to new products,  

technology platforms and in-store 
fixtures 

10

30
26 29

19

33
7

20

10

22

5

18

17

50

36

51

24

51

Q1 Q2 Q3 Q4 Q1 Q2

2018/19 2019/20

Intangible Tangible

193

393 400 410

511

400

8.4% 12.3% 13.1% 14.4% 19.2% 16.8%

Q1 Q2 Q3 Q4 Q1 Q2

2018/19 2019/20

% of revenue LTM

-105
-84

-13

-69

-206

32

Q1 Q2 Q3 Q4 Q1 Q2

2018/19 2019/20

191 186

862

636
517

420 12 42

Q1 Q2 Q3 Q4 Q1 Q2

2018/19 2019/20

NIBD
Leasing liability
Target excluding leasing liabilities

228203
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DEVELOPMENT IN NET WORKING CAPITAL

I N V E N T O R Y

• Inventories were further reduced in Q2

• Partly offset by new products

DKKm

T R A D E  R E C E I V A B L E S

• The increase was related to higher revenue in the quarter

• Partly offset by a reduction in overdue payments

• Slight increase in extended credit in the quarter related to 
display units of Beovision Harmony and Beosound Stage

DKKm

414
451

374
352

398
425

505

596 585
557

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2

2017/18 2018/19 2019/20

387

610

503 510

456

764

562 566

375

430

18% 14% 20% 26% 22% 32% 29% 29% 5% 7%

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2

2017/18 2018/19 2019/20

% of revenue w/ 
extended credit

T R A D E  P A Y A B L E S

• The increase in trade payables since Q1 2019/20 reflects the 
production of new products

DKKm

429

568

415

517

442

505
543

710

473

536

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2

2017/18 2018/19 2019/20
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OUTLOOK FOR 2019/20 |  UNCHANGED COMPARED TO 17  
DECEMBER 2020 ANNOUNCEMENT

O U T L O O K

Revenue growth

Decline by 13-18%

EBIT margin 

Minus 4-9%

M A I N  A S S U M P T I O N S

• Revenue in H2 positively impacted by revenue from products launched in Q2 
and new product launches in H2

• Several initiatives will be launched to improve sales and marketing, including:

– New sales programmes

– Improved sales and distribution network

– Enhanced competences in the sales organisation

– More product-focused marketing

• Continued issues with unauthorised sales and further inventory reductions with 
certain partners expected to negatively impact performance in H2

• Continued foreign exchange headwind in H2

Free cash flow

Negative DKK 100-150m
• Positive free cash flow expected in H2
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INVESTOR RELATIONS CONTACT

Martin Egenhardt

+45 53707439

mare@bang-olufsen.dk


