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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.

D I S C L A I M E R
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D I S A P P O I N T I N G  Y E A R  B U T  R E S U LT S  W I T H I N  L AT E S T  G U I DA N C E  |   
O U T LO O K  F O R  2 0 2 0 / 2 1  M A I N TA I N E D

• Transition to a demand driven retail-model 
was slower than expected

• Higher-than-expected sales from 
unauthorised channels

• Launch of new strategy

• Significant impact from COVID-19

• Rights issue of approx. DKK 356m (net) in 
new capital

• More products launched compared to last 
year

FREE CASH FLOW

-29%
DKK 2,036m

-28.3% reported growth 

DKK -234m

-15.0%

Approx. DKK 2.2bn

REVENUE

Approx. DKK -100m

REVENUE GROWTH
(local currencies)

EBIT MARGIN
Before special items

Approx. DKK -200m

FREE CASH FLOW

>

FY 2019/20 OUTLOOK FY 2020/21

EBIT
Before special items
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NEW 
PRODUCTS

UPGRADES

MORE PRODUCTS LAUNCHED |  AWARD WINNING PRODUCTS 
AND F IRST  PRODUCTS ON NEW PLATFORMS

Note: *CMF = Colour, Material, Finish

MODELS

CMF*

Beosound BalanceBeosound StageBeovision Harmony 77’’

Beosound A1 2nd GenE8 3rd GenBeoplay H4

Beovision Harmony 88’’Beovision Harmony 65’’

Contrast collectionStardust collection
Autumn/Winter 

collection

FY 2019/20 LAUNCHES AWARD WINNING PRODUCTS

EXAMPLES
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Q4 SIGNIF ICANTLY IMPACTED BY COVID -19

FREE CASH FLOW

-39%
DKK 377m

-39.0% reported growth 

DKK -99m

-30.0%

REVENUE GROWTH
(local currencies)

EBIT MARGIN
Before special items

Q4 2019/20 COVID-19  BUSINESS IMPLICATIONS

CHANNELS SALES & MARKETING PRODUCTION & LOGISTICS
COST & 

CASH FLOW FOCUS

Situation
• More than 60% of 

monobrand stores closed 
at one point

• Both mono- and 
multibrand impacted by 
mall-closures

• Etailers and own eCom
remained open in many 
markets

Mitigation
• Own eCom updated to 

allow for all products to 
be sold

• Temporary increase in 
revenue sharing with 
monobrand partners

Situation
• Changed consumer 

behaviour due to 
restrictions from COVID-
19

Mitigation
• Focus moved to 

promoting home 
entertainment and home 
listening

• Focus on online activation

• Product focused 
marketing in line with new 
strategy 

Situation
• Product availability not 

materially impacted

• Logistics impacted by 
travel restrictions

Mitigation
• Going forward, sea freight 

will be used to a larger 
extent

Situation
• Both Bang & Olufsen and 

partners negatively 
impacted by COVID-19

Mitigation
• Strict cost and cash flow 

focus 

• Government relief 
packages reducing costs 
by DKK 26m 

• Postponement of certain 
tax payments etc.

>
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0.9%

9.9%

4.2%

-10.7%

-30.8%

-9.8%

0.3%

-30.0%

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

2018/19 2019/20

46.9%
49.2% 49.2% 48.5%

36.7%

42.5% 43.9%

39.4%

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

2018/19 2019/20

601

909

710

618

419

627 613

377

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

2018/19 2019/20

REVENUE AND PROFITABIL ITY

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

• COVID-19 primary reason for decline

• Revenue from mono- and multibrand channel 
declined by nearly 40% and 70% respectively

• B&O eCom platform more than doubled accounting 
for approx. 6% group revenue

• Brand partnering & other activities down by 22%

• Staged, Flexible Living and On-the-go declined by 
32%, 25% and 56% respectively 

• Excluding currency hedges gross margin declined by 
6.0pp

• Government relief packages supported the margin 
with 1.6pp

• Impacted negatively by:

– Sales of end-of-life products

– Allocation of production related capacity costs 

– Higher eCom revenue sharing

• Impacted by decline in revenue and gross margin

• Positive impact from lower capacity costs incl. DKK 
18m from government relief packages

-39% 

-9.1pp 
-19.3pp 

*before special items
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REVENUE PER SEGMENT |  
ALL  SEGMENTS IMPACTED BY  COVID -19

E M E A  A M E R I C A S A S I A

• All markets affected by COVID-19 with the 
biggest impact in Southern Europe and UK

• More than 90% of monobrand stores in UK 
and Southern Europe have been temporarily 
closed

• Strong growth in eCom revenue

• EMEA recovered better through May than 
expected

• Significant impacted from COVID-19 on both 
mono- and multibrand channels

• Strong growth from eCom and business-to-
business

• Last region to be impacted by temporary 
store closures related to COVID-19

• Impacted by temporary store closures in 
both mono- and multibrand channels

• By the end of Q4, most stores had re-opened

• Normalisation of sell-in to retail partners was 
slower than expected

B R A N D  P A R T N E R I N G &  
O T H E R A C T I V I T I E S

• Decline in revenue primarily related to 
COVID-19 and the effect it had on car 
manufacturing

50

61

54

65

57

71
68

51

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

2018/19 2019/20

-28% -45% 

-60% 

-22% 
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33

39

34

41

34

56

37

43

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

2018/19 2019/20

189

239

207

240

170

215

173
184

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

2018/19 2019/20

59
68 67

75

60
68

58

76
80 79 78

84
79

72

60 62

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

2018/19 2019/20

Incurred development costs before capitalisation
Development costs recognised in the consolidated income statement

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

• Development costs declined by 26.2% due to a 
combination of higher capitalisations and lower 
amortisations

• Incurred development costs were at the same level as 
last year

• Government relief packages supported development 
cost by DKK 7m

• Special items related to cost reduction programme of 
DKK 2m

-23.3% 4.9%

1.3%

• Marketing activities adjusted to the changes in the market 
i.a.

– Focusing on online activation 

– Postponing retail marketing and distribution 
development activities 

• Special items related to cost reduction programme of DKK 
9m

• Government relief packages related to COVID-19 supported 
costs by DKK 6m

• Increase related to special items concerning cost 
reduction programme of DKK 13m

• Before special items costs declined by DKK 11m

-26.2%
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BALANCE SHEET AND CASH FLOW

• Impacted by negative free cash flow
• Leasing related interest-bearing liabilities 

impacted with DKK 153m (IFRS 16)
• Net cash position excluding IFRS 16 

amounted to DKK 146m

• Cash position of DKK 215m, reduced by 
DKK 112m in Q4

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

• Net working capital decreased by DKK 38m 
in Q4

• Continuous focus on net working capital 
management

• Special net working capital composition 
due to COVID-19

C A P E X , DKKm N W C , DKKm

• Free cash flow DKK 30m lower than Q4 
last year

• Mainly related to EBITDA which was DKK 
-92m

• Positive impact from net working capital 
reductions of DKK 38m

F R E E  C A S H  F L O W ,DKKm

• Investments primarily related to the 
development of new products and 
technology platforms

10

30 26 29
19

33
23

40

7

20

10

22

5

18
30

13

17

50

36

51

24

51 53 53

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

2018/19 2019/20

Intangible Tangible

193

393 400 410

511

400
366

328

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

2018/19 2019/20

-105
-84

-13

-69

-206

32 39

-99

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

2018/19 2019/20

862

636

517

420

170 196
257

146

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

2018/19 2019/20

Leasing liability
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DEVELOPMENT IN NET WORKING CAPITAL

I N V E N T O R Y

• Continued focus on alignment between production and 
sales 

• Further inventory reduction in Q4 however less than 
expected due to COVID-19

DKKm

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

• Trade receivables further reduced mainly due to 
lower sales 

• Q4, increase in extended credit due to instore display 
units of new products accounting for a higher share 
of revenue

• Year-over-year, impairments increased by DKK 22m 
and overdue increased by DKK 43m

DKKm % of revenue w/ 
extended credit

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

• Trade payables reduced following lowered production

DKKm

456

764

562 566

375
430

408

290

22% 32% 29% 29% 5% 7% 10% 14%

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

2013/14 2014/15

398
425

505

596 585
557

488
457

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

2018/19 2019/20

442

505
543

710

473

536
492

430

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

2018/19 2019/20
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S H O R T  T E R M ,  W E  W I L L  F I X  F U N DA M E N TA L S  I N  O U R  C O R E  B U S I N E S S ,  
A N D  S E I Z E  P OT E N T I A L  I N  O P P O R T U N I T Y  P O C K E T S

BUILD CULTURE & 

SIMPLIFY WAY OF WORKING

STRENGTHEN & DEVELOP STRATEGIC BRAND PARTNERSHIPS

FIT FOR FUTURE PRODUCT PORTFOLIO

BUILD LEAN COST BASE

WIN IN TOP SIX EUROPEAN MARKETS (DK, DE, UK, CH, FR, ES)

BUILD FOUNDATION FOR ACCELERATED GROWTH IN CHINA & SOUTH KOREA

REIGNITE BRAND, 

MARKETING & SALES

FUEL DIGITAL 

ECOSYSTEM

G E T
B A C K  I N  B L A C K

PENETRATE 

UHNWI SEGMENT

PURSUE DISTRIBUTION 

PARTNERSHIPS FOR SCALE 

(US)

WIN MORE 

B2B DEALS

S E I Z E  G R O W T H
O P P O R T U N I T I E S

+
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BUILD LEAN COST BASE |  ON TRACK TO DEL IVER ON COST  
REDUCTION PROGRAMME OF DKK 175M

LEAN ADMINISTRATION
ORGANISATIONAL 
SIMPLIFICATION

NON-PRODUCT RELATED 
SPEND

COST OF GOODS SOLD R&D EFFICIENCY 

✓ Headcount reductions 
implemented

• Outsourcing of certain 
finance and IT processes in 
progress

✓ Completed ✓ New procurement model 
implemented

• Right sizing of activities

• Reduce component and 
material costs

• Value engineering

• Expand supplier options

• Increase use of sea freight

• Portfolio review

• Utilise new product 
platforms to shorten time-
to-market

• Improve resource 
utilisation 

EFFICIENCY AND COST INITIATIVES
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FIT  FOR THE FUTURE PRODUCTS |  +10 PRODUCT LAUNCHES 
PLANNED FOR 20/21

PRODUCT DEVELOPMENT ACTIVTIES IN 20/21

SOLVE ISSUES WITH EXISTING 
PORTFOLIO

FUTURE PRODUCTS TO  TARGET 
NEW CONSUMER SEGMENTS

+10 PRODUCTS PLANNED FOR 
2020/21

Products launches planned for all 
categories

• New products
✓ E8 Sport launched

• Upgraded products
• Limited editions
• Classic
• Bespoke
• CMF*

Partnerships and collaborations

• Partnership with Xbox 
• Collaborations to build 

awareness, amplify the brand 
and strengthen distribution

• Investments in software 
resources 

• Improved connectivity issues in 
old products

• Improve customer service

• Systematic product tiering to 
ensure fit with target audiences

• Good, better, best products

• Utilise craftsmanship 
capabilities to offer bespoke 
products

* CMF: Colour, material and finish
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IMPROVING CUSTOMER SERVICE

DIRECT CUSTOMER SUPPORT SUPPORTING RETAIL PARTNERS

• 24/7/365 customer support implemented incl. 
proactive SoMe outreach

• Developing new digital service front-end on 
eCom platform

• Changed warranty handling policy for On-the-
go product category 

• 24/7/365 support function to help retail 
partners outside normal opening hours

• Changed warranty handling policy for On-the-
go reducing time needed to handle service

• “Product health center” enabling retailers to 
remotely support customers
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GO-TO-MARKET STRATEGY INDIVIDUALLY TAILORED |  FOCUS 
ON CHANNEL SPECIF IC  RESOURCES

REVENUE IN 19/20* CORE MARKETS

40%

26%

34%

6 core European markets

China and South Korea

Rest of the world

DKKm

* Excluding revenue from Brand Partnering & other activities

NON-CORE MARKETS

EUROPE
DK, DE, CH, FR, UK, ES

ASIA
CN & KR

REST OF THE WORLD

• New regional manager of 
Europe implementing new 
initiatives

• New country managers in 
UK, Switzerland, Eastern 
Europe and 
Sweden/Norway/Finland

• Channel responsibility 
moved to regional 
managers

• Increased resources, 
especially for multibrand 
and etailers 

• China Advisory Board 
established, utilising 
competences in the Board 
of Directors 

• Continue to strengthen 
distribution 

• Establish new partnerships

• Strengthening local team

• Seek large global 
distributors to penetrate 
non-core markets 

• Utilise distribution 
partners to add scale

• Agreement with ASBIS 
signed
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REIGNITING MARKETING EFFORTS AND ACCELERATING THE 
DIGITAL  TRANSFORMATION

CONSUMER INSIGHTS
• Enrich current insights around new 

target audiences and segments

MARKETING INITIATIVES 
• Digitalisation of content creation 

process
• Influencer marketing programs
• Establish activation channels targeting 

high net worth individuals

DIGITAL ACCELERATION
• Investing in own eCom
• Improve Product App and Experience App
• Increasing digital team through agency 

partner

OMNICHANNEL FOCUS IN KEY MARKETS
• Executing marketing activation plans in 

core markets
• Drive traffic to both physical stores and 

online 

DEMAND CREATION ACTIVITIES IN 20/21
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OUTLOOK 2020/21

OUTLOOK

Revenue 

Approx. DKK 2.2bn

EBIT BSI* 

Approx. DKK -100m

Free cash flow

Approx. DKK -200m

* BSI: Before special items

MAIN ASSUMPTIONS

▪ In an alternative scenario, management 
would expect EBIT BSI* to breakeven with 
revenue of DKK 2.4bn

▪ In this scenario, the implications of COVID-19 
are less severe than reflected in the 
preliminary guidance

▪ In a more adverse scenario, management 
would expect revenue of DKK 1.6bn, EBIT 
BSI* margin of -25% and free cash flow of 
negative DKK 400m

▪ In this scenario, COVID-19 extends further 
into 2020/21 with 50% of points-of-sale 
closed in Europe and North America before 
normalisation towards 30% in Q4

▪ China is assumed less impacted with around 
30% of points-of-sale closed for the first half 
of the year before starting to normalise

UNCERTAIN MARKET OUTLOOK

▪ COVID-19 increases guidance uncertainty due to lack of 
transparency and uncertainty around:
o Duration of the COVID-19 crisis
o Timing and speed of the re-opening of key markets
o Impact on the economies globally
o Financial and operational impact for business partners

▪ Revenue supported by more than 10 new product launches and 
upgrades as well as new colour, material, finish (CMF) versions of 
existing products

▪ EBIT impacted positively by lower capacity costs as a result of the 
cost reduction programme

▪ Free cash flow impacted positively by lower capacity costs as a 
result of the cost reduction programme

▪ Adverse impact from working capital management and use of 
government relief packages in 19/20 in especially Q1 20/21
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W E  A R E  O N  T R AC K  TO  F I X  T H E  BA S I C S  A N D  R EG A I N  S T R E N G T H

F I X  
T H E  B A S I C S

G R O W
S U S T A I N A B L Y

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

• P&L improvement
• Few priorities, 

deep implementation

• P&L robustness
• Proof of concept for scalability

• Healthy growth in focus markets
• Scalable business model
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INVESTOR RELATIONS CONTACT

Martin Egenhardt

+45 53707439

mare@bang-olufsen.dk


