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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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DOUBLE-DIGIT REVENUE GROWTH AND POSITIVE EBIT | UPDATED

OUTLOOK FOR 2020/21 FROM 15 DECEMBER MAINTAINED

 Growth across all regions

* Revenue growth driven by strong
strategy execution, successful
product launches and higher demand

for home entertainment products

e COVID impact resulted in lockdowns a
of stores, higher logistics and

component costs
e Cost reduction programme on track

» Positive free cash flow improved the

liguidity position

Q2 2020/21 H1 2020/21 OUTLOOK FY 2020/21
REVENUE REVENUE REVENUE
DKK 693m DKK 1155m DKK 2.3bn to 2.5bn

12% growth in local currencies

EBIT
Before special items

DKK 28m

DKK 90m better than Q2 LY

FREE CASH FLOW

DKK 139m

DKK 107m better than Q2 LY

12% growth in local currencies

EBIT
Before special items

DKK -11Tm

DKK180m better than H1 LY

FREE CASH FLOW

DKK 7/m

DKK 25Tm better than H1 LY

EBIT
Before special items

DKK -50m to 25m

FREE CASH FLOW

DKK -50m to 100m
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MANAGING NEW WAVE OF COVID-19

LOCKDOWNS COMPONENT AND LOGISTICS
PRODUCTION
1
» * Attheendof Q2 82 monobrand stores More unstable supply situation due to: + Reduced global logistics capacity
Z closed, primarily in France, Belgium, UK and
9 Austria (currently approx. 160 stores are * Global scarcity on electronic components e Increased use of air freight as a result of
I<—[ closed) leading to higher prices on some components supply chain pressure
L:) » Most closed stores can still run installation * Reduced labour capacity at suppliers « Higher logistics costs
o business
>
L
1
g » Leveraging existing customer base * Increased internal resource allocation to * Return to ship and rail freight, when supply
= strengthen supply chain chain normalises
<« * Focuson digital efforts
©) » Alternative component partners being
— * Higher e-commerce revenue sharing in investigated
E markets impacted by lockdown
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STRATEGY EXECUTION ON TRACK

GET
BACK IN BLACK

®)

REIGNITE BRAND, ] BUILD CULTURE &

MARKETING & FUCEgSDISITAL SIMPLIFY WAY OF
SALES E YSTEM WORKING

z{}/ STRENGTHEN & DEVELOP STRATEGIC BRAND PARTNERSHIPS

v BUILD FOUNDATION FOR ACCELERATED GROWTH IN CHINA & SOUTH KOREA
“ FIT FOR FUTURE PRODUCT PORTFOLIO
foé WIN IN TOP SIX EUROPEAN MARKETS (DK, DE, UK, CH, FR, ES)

BUILD LEAN COST BASE

SEIZE GROWTH
OPPORTUNITIES
N7
PENETRATE

UHNWI SEGMENT

PURSUE DISTRIBUTION

PARTNERSHIPS FOR
SCALE (US)

WIN MORE
B2B DEALS
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SIX EUROPEAN CORE MARKETS REPORTED GROWTH

&
od
[ Je

Strong sell-out of Staged and Flexible
Living

Operating model in the multibrand
channel changed

New multibrand partners onboarded
and expected to drive improved
performance in the second half of 20/21

15%

REVENUE GROWTH
COMPARED TO Q2 LY

Comprehensive monobrand partner
survey conducted to uncover
improvement areas for strengthened
collaboration and partnership

Takeover of two monobrand stores in
London, targeting HNWI segment

GROWTH IN CORE MARKETS DRIVEN BY STRATEGY EXECUTION

TWO ASIAN CORE MARKETS REPORTED GROWTH @ o

» Strong sell-out of Staged and
Flexible Living but On-the-go
impacted by decline in travel

* Growth in Flexible Living and
Staged speakers supported by
demand for home entertainment

» Change of leadership in December
to accelerate multichannel growth
and execution

* The organisation will be
strengthened further with added
resources in the coming quarters

6%

REVENUE GROWTH
COMPARED TO Q2 LY
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SUCCESSFUL LAUNCHES AND SOFTWARE UPDATES TO CURRENT

PORTFOLIO

NEW
PRODUCTS

BEOREMOTE HALO

BEOVISION CONTOUR

UPGRADED
PRODUCTS
BEOLIT 20

8

BEOVISION ECLIPSE

=

COLOUR, MATERIAL

& FINISH

GOLDEN COLLECTION

E8 SPORT x RAPHA

CLASSIC

BEOGRAM 4000C
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ACCELERATING DIGITAL INITIATIVES

eCommerce

AR Experience
App

Customer
Service

Content
Creation

Customer
Experience
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Revenue from eCommerce grew by 74% compared to Q2 last year

Digital-to-store activities: ‘Click & Collect’ pilot running in the UK, ‘Ship-from-
Store’ options available

Virtual try-on feature of headphones for customers to pick their favourite style
eCommerce enabled directly in the AR Experience App

Digitalisation of customer service allowing for remote diagnostics and
deployment of software updates over the air

Content production now largely digitalized, and through computer generated
imagery, content can be produced faster and at a lower cost

Program established to gain visibility of customer painpoints

Recent updates show improvements on customer satisfaction across all
product categories
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SECOND CONSECUTIVE QUARTER WITH +11% REVENUE GROWTH
DRIVEN BY FLEXIBLE LIVING GROWING 61%

EBIT MARGIN BSI*

REVENUE GROSS MARGIN
DKKm
693 43.9% o 44.6% 4%
42.5% 9% 42.8% 0.3%
627 613 39.4% —_—
36.7% .
462
419 o
I | I _9.8% _8.56
_ o -30.0%
I Q1 Q2 Q3 Q4 Q Q2 30.8%
Q1 Q2 Q3 Q4 Q1 Q2 2019/20 2020/21 Q1 Q2 Q3 Q4 Q1 Q2
2019/20 2020/21 2019/20 2020/21
e Product sales up by 10.4%, driven by: «  Excluding provision for component liability last e Increased due to higher gross profit and lower

— Net positive YoY effect from product launches

— Growth in all regions and especially within
Flexible Living, up by 61%

— Multibrand impacted negatively by the work
changing the operating model and COVID-19

- Own eCom up by 74%
Brand Partnering & other activities up by 13.2%

11| *Before special items

year, gross margin declined YoY, driven by

— Higher component costs due to increased
global demand for consumer electronics

— Higher logistics costs impacted by use of air
freight and increasing freight rates

capacity costs

*  Cost reduction programme progressing
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GROWTH ACROSS ALL REGIONS

BRAND PARTNERING &

EMEA AMERICAS ASITA OTHER ACTIVITIES
DKKm DKKm DKKmM . DKKm +16% in LC
o +5% in LC
AL C— +41%in LC — . .
5 45 209 216

24 22 352
A S I
I |

Q219/20 A Staged A Flexible A OTG Q2 20/21

Living

Solid growth from all channels except
multibrand

Strong growth from Flexible Living
and On-the-go

Decline in Staged related to TV
portfolio, as last year was supported
by product launches

Staged further impacted by supply
constraints on certain Beolab
speakers

35

Q219/20 A Staged a Flexible A OTG Q2 20/21

Living
Growth from all channels and all
product categories

Staged mainly driven by speakers,
but limited by supply constraints

Flexible Living supported by key
multibrand partners expanding
product offering

On-the-go growth driven by new
product launches

-14
-4

Q219/20 A Staged A Flexible A OTG Q2 20/21

Living
Growth mainly related to monobrand
channel

The growth in Flexible Living driven
by all speakers

Decline in Staged category related to
TV's. Growth from speakers, but
impacted by supply constraints

On-the-go impacted by lower travel
retail sales

0

7
Ql Q2 4 Q1 Q2
2019/20 2020/21

71 68
5 56
I 51 I
Q3 Q
Growth driven by higher revenue

from licence income, mainly related to
PC sales

Car manufacturing was normalised in
Q2
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CAPACITY COSTS DECREASED BY 14% EXCLUDING SPECIAL ITEMS |
SUPPORTED BY COST REDUCTION PROGRAMME

DISTRIBUTION & COST REDUCTION
DEVELOPMENT COSTS MARKETING COSTS ADMINISTRATION COSTS PROGRAMME
DKKm m Incurred development costs before DKKm 1% DKKm DKKmM
capitalisation -1l 45%
m Development costs recognised in the
consolidated income statement 56 175

—14%

+1%

191
184
170 173 43
68 69
37
5g 60 142 34 . 32 63
29
I I I I :
Q1 Q1 Q2 Q3 Q4 Q1 Q2 Q1 Q2 Q3 Q4 Q1 Q

Q3 Q4 Q1

2019/20 2020/21 2019/20 2020/21 2019/20 2020/21 Q1 20/21 Q2 20/21 H120/21  Target FY21/22

e Decline in development costs « Positive impact from cost reduction «  Excluding special items, * Q2 savings of DKK 32m

e T e o SEUroscrven oy
* Incurred development costs were in digital and in-store marketing * Savings primarily related to cost o

line with last year and related to activities due to COVID-19 reduction programme ~ Hesdcount reduction in

roadmap of Upcoming product administrative functions

launches * Aclivities directed Iowards bfamd + Product related cost reduction

awareness and online activation ambition delayed due to supply chain

challenges
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STRONG NWC MANAGEMENT, IMPROVED FREE CASH FLOW AND
STRENGTHENED LIQUIDITY POSITION

CAPEX NWC FREE CASH FLOW AVAILABLE LIQUIDITY
DKKm H Intangible DKKm 0% of LTM revenue DKKm DKKm
E Tangible 139
582
5N
497
51 53 53 32 39
244 275
27 19.2% )
24 16.8% | 161% | [16.1% | [16.9% o2 215
A -99
33 v 32 11.4%
19 23 20 l
-206
Q1 Q2 Q3 Q4 Q1 Q2 Q1 Q2 Q3 Q4 Qi1 Q2 Q1 Q2 Q3 Q4 Q1 Q2 Q1 Q2 Q3 Q4 Q1 Q2
2019/20 2020/21 2019/20 2020/21 2019/20 2020/21 2019/20 2020/21

« Investments primarily in intangible
assets related to
— Development of new products
— Technology platforms
¢ Investments in retail were lower than
planned due to COVID-19

« Decreased by DKK 108m in Q2 due to
higher trade payables and other
liabilities

e Other liabilities increased by
DKK 56m, related to accruals in
respect of employee costs, VAT and
holiday allowance

« NWCin % of LTM revenue declined to
11.4%

« Compared to Q2 last year, free cash
flow was positively impacted by:
— Improved earnings, EBITDA of
DKK 74m compared to
DKK -22m last year
e Impact from net working capital
changes on same level as Q2 last
year

* Available liguidity increased to
DKK 582m

« To avoid the effect of negative
interest rates, the company
invested in bonds

e |Impact from the purchase of own
shares amounting to DKK 42m
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CONTINUED OPTIMISATION AND MONITORING OF INVENTORY,
PAYMENT TERMS AND RECEIVABLES

INVENTORY TRADE PAYABLES TRADE RECEIVABLES
DKKm DKKm DKKm (T % of revenue w/ extended credit
536
585
557 473 492 481 430 408 417
488 430 375
457
413 415 331
327 290
Q1 Q2 Q3 Q4 Q1 Q2 Q1 Q2 Q3 Q4 Q1 Q2 Q1 Q2 Q3 Q4 Q1 Q2
2019/20 2020/21 2019/20 2020/21 2019/20 2020/21
« Stable inventory in Q2 due to effective e Increase by DKK 154m, driven by ramp up of e Trade receivables increased by DKK 86m,
management and sales performance production during Q2 to meet expected demand driven by higher revenue
* The company faced scarcity of certain * Extended credit was 5% of revenue in the
components and products guarter, which was related to display units for
new products including the Golden
Collection
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AGENDA

KEY HIGHLIGHTS AND UPDATE ON STRATEGY

FINANCIAL PERFORMANCE

b4
o
o
-
-
-
O
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OUTLOOK 2020/21 | UNCHANGED COMPARED TO 15 DECEMBER 2020

OUTLOOK MAIN ASSUMPTIONS

= The impact of COVID-19 in H2 will not be materially different from HT
= Syccessful launch of more than five new and upgraded products in H2
Revenue =  [icensing income expectations based on normalisation of car manufacturing and PC sales maintained

at H1 level
DKK 2.3bn to 2.5bn = |ncreased efficiency of sales and marketing spend
=  No significant changes to product prices

= No other material changes in the market landscape, competitive situation or regulatory changes

EBIT BSI* = Component and logistics costs in H2 expected at the same level experienced in Q2
= Suyccessful continuation of the planned product roadmap
DKK -50m to +25m »  Continued implementation of cost reduction programme

Eree cash flow =  Use of government relief packages (postponement of VAT and other taxes) in 2019/20 will adversely
impact cash flow throughout 2020/21

DKK -50m to +100m »  CAPEX reflecting product development continuing as planned
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SUMMARY | ANOTHER STRONG QUARTER I

FIX
THE BASICS

e The strategy works e

* Focus on core markets pays off

« Seven new products launched in H1 well received by the market, and strong
demand continues

« New distribution partners onboarded to strengthen multibrand and B2B
performance

« Accelerated efforts on digital and e-Commerce progress well
 |nitiatives launched to mitigate impact from COVID-19 and lockdowns

 Available liquidity of DKK 582 million
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INVESTOR RELATIONS CONTAC
Martin Egenhardt

+45 53707439
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