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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
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Q1 IMPACTED BY IMPLEMENTATION OF DEMAND -DRIVEN 
STRATEGY |  OUTLOOK MAINTAINED

Q 1  2 0 1 9 / 2 0

▪ Driving sell-out and reducing retailer 
inventories

▪ Tightened use of extended credits and 
discounts

▪ Addressing unauthorised sales through 
termination of partnerships

▪ Sales of end-of-life products through 
dedicated channels

▪ Integrated launch of products and upgrade of 
distribution network in the coming quarters

FREE CASH FLOW

-27%
DKK 419m

-30.3% reported growth 

DKK –206m

-30.8%

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

SINGLE-DIGIT 
GROWTH

REVENUE GROWTH 
(local currencies)

ABOVE 2018/19
EBIT MARGIN

REVENUE GROWTH
(local currencies)

EBIT MARGIN

POSITIVE 
FREE CASH FLOW
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REDUCTION IN RETAILER INVENTORIES  |  
INVENTORIES  NORMALISED DURING Q2

A S I AA M E R I C A SE M E A

Monobrand
sell-out 

development 
significantly 

stronger than 
sell-in 

Insights

• Monobrand sell-out below last year, driven by 
TV sales

• Significant destocking in the monobrand channel

• The lower sell-out will be addressed through the 
roll-out of branded spaces

• Improved retail experience in company-owned 
stores in New York improved sell-out

• Relationship with larger consumer electronic 
chain phased out

• Multibrand impacted by sales through 
unauthorised channels 

• Improved sell-out performance driven by new 
stores in high-traffic locations and branded 
spaces

• Reduction of retailer inventories especially with 
multibrand retail partners
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Sell-in Sell-out

Note: Sell-out data is estimated based on input from partners and own stores
*Company-owned stores only

MultibrandMonobrand* Monobrand Multibrand

Index (Q1 ’19/20 vs. Q1 ’18/19) Index (Q1 ’19/20 vs. Q1 ’18/19) Index (Q1 ’19/20 vs. Q1 ’18/19)
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New 
products

New 
models, 

upgrades & 
variants

SEVERAL NEW PRODUCTS TO BE  LAUNCHED |
EXPECTED TO L IFT  REVENUE IN COMING QUARTERS

Beovision Harmony

Beosound Stage

Beovision Harmony
• Category: Staged

• Merchandising: Monobrand

• Availability: October

Beosound Stage
• Category: Staged

• Merchandising: Mono- and multibrand and eCom

• Availability: Late Autumn

Q 2  2 0 1 9 / 2 0 H 2  2 0 1 9 / 2 0

New products
• Categories: Flexible Living  and On-the-go

• Merchandising: Mono- and multibrand and eCom

• Availability : Not public

• Note: First products on new technology platforms

Model
• Category: Staged

• Availability: Not public 

Upgrade
• Category: On-the-go

• Availability: Not public 

New products expected to contribute with more than                  of revenue in H2 2019/20 and further supported by new models, upgrades and variants25%

Note: *CMF = Colour, Material, Finish

Variants (CMF)
• Category: On-the-go

• Availability: September

• AW2019 collection

Models
• Category: Staged

• Availability: Not public 

Upgrades
• Category: On-the-go

• Availability: Not public 

Variants (CMF*)
• Category: All 

• Availability: Not public
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OPENING OF NEW STORES ACROSS REGIONS  |
HIGH-TRAFFIC  LOCATIONS AND BRANDED SPACES  

Store / POS 
development

Fo
cu

s

M O N O B R A N D M U LT I B R A N D

EMEA Americas Asia

+30

+5 +5

New/Upgrades

+150

EMEA

+30

Americas Asia

+100

EMEA

Americas

Asia

• Roll-out of pilot stores with end-to-end focus on retail execution to demonstrate 
performance improvement and enable roll-out at higher scale

• Opening of the flagship store in SoHo New York in November

• Expand footprint with strong partners in Vancouver and develop North-West 
cluster, Southern California cluster as well as Chicago and Toronto

• New flagship store in Tokyo to be opened in Q2

• Expand footprint with existing partners

• Target to open more stores in luxury malls

• Opening/upgrading to branded spaces, shop-in-shops, pop-ups and e-tailers

• Majority part upgrades and openings planned for Q2

• Focus on developing department stores and travel stores 

• Displaying Flexible Living products

• Roll-out expected in Q2 and Q3 

• Opening of branded spaces, shop-in-shops, pop-ups and e-tailers

• Branded tables, walls and living rooms to increase the average sell-out

392 26 92 2,402 751 1,420

Current

A significant share of top tier stores will be affected by the roll-out
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DRIVING TRAFFIC  AND CONVERSION| RIGOROUS ACTIVATION 
PLAN WILL  ENSURE A  CONSISTENT CONSUMER EXPERIENCE 

C A M P A I G N S

• Global PR launch of Beosound Stage in 
Venice as part of a larger campaign 
rolled out during the Fall and Winter

• PR, digital and SoMe lead campaign 
with targeted local activation

• Strong emphasis on Bang & Olufsen’s 
core capabilities of Sound, Design and 
Craftsmanship

V I S I B I L I T Y S T O R E  D E S I G N  /  V M R E T A I L  A C T I V AT I O N

• Opening flagship stores in SoHo (NYC) 
and Ginza (Tokyo) in November

• Façade visibility in key high traffic 
locations such as KaDeWe (Berlin), 
Harrods (London), BHV (Paris)

• Strong presence at CEDIA – one of the 
worlds leading home technology trade 
shows

• Consistent campaign executions in 
windows and activation zones as well 
as in point of sales material

• Spearheading roll-out of branded 
spaces in multibrand with the 
Beosound Stage

• Digital point of sales displays in 
multibrand stores driving better 
consumer experience

• More than 160 pre-launch VIP events 
held across regions building up to the 
launch of Harmony

• Instore events in October and 
November focused on Stage and the 
gifting season

• Pop-ups in NYC, Paris, London and 
Tokyo in October and November

The activation plan will ensure consistent messaging in a planned and coherent manner across distribution channels 
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43.4% 44.3% 43.6%
46.9%

49.2% 49.0% 48.5%

36.7%

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

2017/18 2018/19 2019/20

REVENUE AND PROFITABILITY

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

• Low sell-in as focus has been on sell-out and normalising 
retailer inventories 

• Restricted use of extended credit and discounts

• Termination of sales to partners to mitigate unauthorised sales

• Q1 last year supported by high sell-in

• Decline was seen in both monobrand and multibrand channel

Impacted negatively by

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

• Allocation of fixed production related capacity costs combined 
with the decline in revenue

• Net effect from currency hedges of negative 2.2pp

• Negatively impacted by decline in gross profit

• Positive impact from lower distribution and marketing costs

• Q1 last year was positively impacted by other operating income 
of DKK 23m related to a legal dispute

– Excluding other operating income last year, EBIT margin 
was negative with 3.0%

999

865
830

601

909

710

618

419

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

2017/18 2018/19 2019/20

-30% 
-10.2pp 

8.3%
5.7% 6.6%

0.9%

9.9%

4.2%

-10.7% -30.8%

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

2017/18 2018/19 2019/20
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564

453

412

286

538

337
298

17941.0% 41.3%
36.9%

43.0%
47.2% 45.4%

48.0%

31.5%

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

2017/18 2018/19 2019/20

SEGMENTS | E M E A

-37%

REVENUE AND GROSS MARGIN, DKKm REVENUE DEVELOPMENT, DKKm

Gross margin

• Decline especially related to monobrand whereas multibrand 
was only slightly below last year

• Gross margin impacted by 

– Sales of end-of-life products at lower margins

– Compared to last year, currency hedges impacted gross 
margin negatively

• Staged revenue down by 52%, impacted by

– Normalisation of retailer inventories

– Q1 2018/19 saw strong performance on Beovision Eclipse 
and Beolab 50 speakers

• Flexible Living had lower revenue from Beoplay A9

• On-the-go decline related to Bluetooth speakers offset by sales 
of end-of-life products

3,470

2,805 2,702 2,566 2,402

430

413 406
405

392

3,900

3,218 3,108
2,971

2,794

Q1 18/19 Q2 18/19 Q3 18/19 Q4 18/19 Q1 19/20

Multibrand Monobrand

POINTS OF SALE

• 3 monobrand stores and 33 multibrand points of sale 
opened

• Relocation of stores to better venues

• Closing of 16 non-performing monobrand stores and 
197 multibrand points of sale



12 |

101

66

76

42

69

50

62

35

37.6%

47.0%
52.6%

42.9%
49.3%

44.0%

29.0% 26.5%

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

2017/18 2018/19 2019/20

SEGMENTS | A M E R I C A S

REVENUE AND GROSS MARGIN, DKKm REVENUE DEVELOPMENT, DKKm

-17%

Gross margin

• Multibrand impacted negatively by reduced presence within 
mass market consumer electronics and sales through 
unauthorised channels

• Growth from company-owned stores in New York but revenue 
from monobrand was overall down

• Gross margin was impacted by sales of end-of-life products at 
lower margins

• Staged revenue declined by 48%, mainly related to Beovision 
Eclipse and Beolab 50 speakers

• Flexible Living grew by 90% among others related to Beoplay A9

• On-the-go declined by 16%, primarily related to earphones and 
impacted negatively by the development in the multibrand 
channel

* Excluding one-off related to Beoplay Earset

POINTS OF SALE

• A new partner opened their first monobrand store in 
Vancouver 

– The store is located in a high traffic area and 
designed to give a full brand experience 

– The store has replaced the existing store in 
Vancouver

1,440

1,140
1,020

751 751

26

23
25

26 26

1,466

1,163
1,045

777 777

Q1 18/19 Q2 18/19 Q3 18/19 Q4 18/19 Q1 19/20

Multibrand Monobrand
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SEGMENTS | A S I A

REVENUE AND GROSS MARGIN, DKKm REVENUE DEVELOPMENT, DKKm

266
286 280

223
241

270

193

148

40.2% 40.6% 41.8% 42.6% 42.3%
45.9%

40.9%

22.9%

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

2017/18 2018/19 2019/20

-34%
Gross margin

• Monobrand sales declined among others due to loss of retail 
margin from divested company-owned stores 

• Multibrand declined, partly related to Beoplay Earset, which 
had high sell-in in Q1 last year

• Gross margin lower than last year due to sales of end-of-life 
products at lower margins

• The decline in Staged related to Beolab 50 speakers, whereas 
Beovision Eclipse was at the same level as last year

• Decline in Flexible Living mainly related to Beoplay A9

• Decline in On-the-go primarily related to Bluetooth speakers 
whereas earphones and headphones was supported by sales of 
end-of-life products

• Beoplay Earset supported revenue in Q1 last year with DKK 20m

POINTS OF SALE

1,529

1,471
1,507

1,465
1,420

92

87

88

91

92

1,621

1,558

1,595

1,556

1,512

Q1 18/19 Q2 18/19 Q3 18/19 Q4 18/19 Q1 19/20

Multibrand Monobrand

• 5 new monobrand stores opened in Japan, Taiwan and 
in luxury malls in China

• 54 new multibrand points of sale opened

• Closing of 4 non-performing monobrand stores and 99 
multibrand points of sale 
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57
50

53
46

57

49

60
55

86.4%
82.0%

85.5%

92.0% 93.4% 92.5% 92.3%
97.2%

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

2017/18 2018/19 2019/20

Gross profit

Gross margin

66
61 62

50

61

53

65

57

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

2017/18 2018/19 2019/20

SEGMENTS | B R A N D  PA R T N E R I N G  &  OT H E R  A C T I V I T I E S

14%

20%

REVENUE ,  DKKm

GROSS PROFIT AND MARGIN, DKKm

• Higher income from Brand Partnering

• Aluminium production for third parties fell 
slightly in the quarter

• Improvement related to Brand Partnering, 
which accounted for a higher proportion of 
revenue and profit
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215
202 201

189

239

207

240

170

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

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

• Decline in development costs was related to higher 
capitalisations

• Incurred development increased by DKK 1m related to product 
development and further improvement of the e-commerce 
platform

67 63
54

59
68 67

75

60

119

100

73
80 79 78

84
79

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

2017/18 2018/19 2019/20

Incurred development costs before capitalisation

Development costs recognised in the consolidated income statement

33 33 34 33

38

34

41

34

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

2017/18 2018/19 2019/20

-10%
3%

1.7%

• Distribution and marketing costs fell by DKK 19m

• Reduction partly due to lower marketing costs

• Marketing costs expected to increase in Q2 as part of launching 
Beovision Harmony, Beosound Stage and a global integrated 
marketing campaign 

• Minor increase in Q1 of DKK 1m primarily related to 
activities supporting the transformation process

-1.3%
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BALANCE SHEET AND CASH FLOW HIGHLIGHTS

• Declined to DKK 12m 
• IFRS 16 increased interest-bearing liabilities 

impacted negatively by DKK 191m 
• Excluding effects of IFRS 16, the net cash 

position was DKK 203m
• Cash position was DKK 275m at the end of 

Q1

NET CASH POSITION, DKKm

• Increase in net working capital related to 
decline in trade payables

• During the year, net working capital will 
normalise

CAPEX, DKKm NWC, DKKm

• Impacted negatively by lower EBITDA and 
changes in NWC

• Changes to IFRS lifted free cash flow with 
DKK 9m

FREE CASH FLOW, DKKm

• CAPEX was up DKK 7m primarily related to
– New products 
– Technology platforms
– Improvements to own e-commerce 

platform

10

30
26 29

19
7

20

10

22

517

50

36

51

24

Q1 Q2 Q3 Q4 Q1

2018/19 2019/20

Intangible Tangible

193

391 400 410

511

5.9% 12.2% 13.1% 14.4% 19.2%

Q1 Q2 Q3 Q4 Q1

2018/19 2019/20

% of revenue LTM

-105

-84

-13

-69

-206

Q1 Q2 Q3 Q4 Q1

2018/19 2019/20

191

862

636
517

420 12

Q1 Q2 Q3 Q4 Q1

2018/19 2019/20

NIBD
Leasing liability
Target excluding leasing liabilities

203
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DEVELOPMENT IN NET WORKING CAPITAL

I N V E N T O R Y

• First part of Q1 impacted by production obligation, but a 
significant decrease in inventory seen in August

• Further reduction of inventory expected in Q2 and during the 
second half of the year

DKKm

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

• Decline driven by lower revenue

• Overdue receivables increased in the quarter

• Extended credit given in Q4 2018/19 impacted negatively 
whereas the limited use in Q1 2019/20 impacted positively

DKKm

414
451

374
352

398
425

505

596 585

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

2017/18 2018/19 2019/20

387

610

503 510
456

764

562 566

375

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

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

2017/18 2018/19 2019/20

% of revenue w/ 
extended credit

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

• Reduction follow seasonality

• Decline further impacted by reduced production leading to an 
imbalance between inventory and trade payables

• Will normalise during the financial year

DKKm

429

568

415

517

442

623

543

710

473

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

2017/18 2018/19 2019/20
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OUTLOOK FOR 2019/20 | MAINTAINED

O U T L O O K

Revenue growth

Single-digit
in constant currencies

EBIT margin 

Above 2018/19

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

• Normalisation of inventory at retail level expected to impact mono- and 
multibrand in the first half of 2019/20

• Supported by product launches mainly impacting H2 and especially Q4

• Supported by higher revenue 

• Improved gross margin excl. FX 

• FX headwind of approx. 2pp

Free cash flow

Positive

• Ambition to reduce net working capital, however expected to be negatively 
impacted by seasonality and product launches in H1 2019/20

• Brand partnership with HARMAN expected to become cash positive during Q2 
2019/20
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QUESTIONS?


