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This presentation contains oral and written statements that are, or may be, “forward-looking statements” with respect to certain of AO World PLC’s (“AO” or "Company") plans and its 
current goals and expectations relating to its future financial condition, performance and results. These forward-looking statements are usually identified by words such as “believe”, 
“estimates”, “plans”, “projects”, “anticipates”, “goal”, “expects”, “intends”, “may”, “will”, or “should” or, in each case, their negative or other variations or comparable terminology. These 
forward-looking statements include matters that are not historical facts and include statements regarding the Company’s intentions, beliefs or current expectations.

Any forward-looking statements in this presentation reflect the Company’s current expectations and projections about future events. By their nature, forward-looking statements 
involve a number of risks, uncertainties and assumptions which may be beyond AO’s control and could cause actual results or events to differ materially from those expressed or 
implied by the forward-looking statements. There are important factors that could cause AO’s actual financial condition, performance and results to differ materially from those 
expressed or implied by the forward-looking statements, including, among other things: UK domestic and global political, social and economic and business conditions; our ability to 
maintain our culture, expand into new European territories, grow our brand and attract new customers; the resilience of our IT systems; changes in regulations or compliance and 
interruption to physical infrastructure. A further list and description of these risks, uncertainties and other factors, is set out in our Interim Results for the six months to 30 September 
2021, trading and strategic updates we issued over the financial year and our Annual Report for the year ended 31 March 2022 which will be available on our website when published at  
https://www.ao-world.com/investor-centre/.

Forward-looking statements contained in this presentation regarding past trends or activities should not be taken as a representation that such trends or activities will continue in the 
future. You should not place undue reliance on forward-looking statements, which speak only as of the date of this presentation. No representations or warranties are made as to the 
accuracy of such statements, estimates or projections. AO expressly disclaims any undertaking or obligation to update the forward-looking statements made in this presentation or 
any other forward-looking statements we may make except as required by law.

Please note that the Directors of the Company are, in making this presentation, not seeking to encourage shareholders to either buy or sell shares in the Company. Shareholders in 
any doubt about what action to take are recommended to seek financial advice from an independent financial advisor authorised by the Financial Services and Markets Act 2000.

A copy of this presentation can be found on our corporate website at www.ao-world.com.

Forward-looking statements disclaimer

*Certain financial data have been rounded. As a result of this rounding, the total of data presented may vary slightly from the arithmetic totals of such data.
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Financial 
Performance
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FY22 Revenue Highlights

£m
FY22 FY21

1YoY 
change

2YoY  
change

Group 1,557 1,661 (6)% +52%

UK 1,368 1,435 (5)% +52%

Germany 189 226 (17)% +51%

• Resilient UK performance against 
extraordinary comps

• Volatile year following robust growth during 
Covid

• Q1 performance in line with Board’s 
expectations

• Structural online penetration still increasing 
from 45% to 54%1

1  GfK MDA data
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• UK margins in FY22 affected 
by inflationary pressures in 
fuel and driver rates

• Increased costs offset by
• Higher product pricing

• Improvement in our Mobile 
business profitability  
relative to prior year

UK Gross margin
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UK SG&A costs

• Warehousing costs increased due to 
lower sales impacting the recovery of 
full year leasing costs on new 
properties

• Advertising and marketing costs 
reflect increased costs in digital 
advertising and brand awareness 
spend

• Other admin includes investment in 
call centre staff and IT staff in H2FY21 
flowed through to FY22

• Reduction of inventory well progressed 
as reflected in working capital on the 
next slide

For the 12 months ending 31 March 2022
Certain financial data have been rounded.  As a result of this rounding, the total of data presented may vary slightly from the arithmetic totals of such data
*Excludes impact of adjusting items
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* For the 12 months ending 31 March 2022
Certain financial data have been rounded. As a result of this rounding, the total of data presented may vary slightly from the arithmetic totals of such data
Excludes impact of adjusting items

UK Adjusted EBITDA progression
• Cost structure at beginning 

of year set up for bigger 
business

• B2B and Recycling 
performed well

• AO Care performance in 
line with expectations post 
year end.

• Increased acquisition and 
brand spending offset by 
lower TV and Mobile brand 
spend

• Other Admin includes call 
centre/IT staff costs 
incurred in H2FY21 flowed 
through to FY22
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UK Working Capital
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£m FY22 FY21

Adjusted EBITDA 9 64

Exceptional cashflows - (2)

Non-cash movements 6 (5)

Net change in working capital (68) 59

Movement in inventories 41 (68)

Movement in receivables (8) (36)

Movement in payables and provisions (101) 163

Taxation received / (paid) 2 (2)

Cash (used in) / generated from operating activities (51) 115

Capex (10) (9)

Financing activities 14 (45)

Movement in cash (47) 60

Opening cash 67 7

Closing cash 20 67

Unutilised facility 30 76

Total liquidity 50 143

Cash flow & liquidity
• Net working capital movement was the key 

driver of cash flow which is unwinding

• RCF facility renewed for £80m underpins 
cash position

• Placing in July restored liquidity levels to 
historical norm relative to revenues

• Net debt (pre IFRS 16) of £32.7m excluding 
operating leases

• Germany closure costs estimated at less 
than £5m

• Capex of £10m expected to halve into 
future years
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Germany

• Strategic review announced January 2022; 
decision to close June 2022

• Managing orderly closure of the business
• Business ceased trading on 1 July 2022 

• Physical operations have mostly ceased on 1 
August

• Expected cash costs in FY23 to be nil - £5m 
versus original estimate of £15m

*
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FY23 strategic pivot to cash and profit

• FY23 actions

• Rationalisation of stocks and SKUs

• Reduce Capex to £5m

• Less than £5m of German closure costs

• Headcount savings

• Additional actions in progress

• Rightsizing warehousing and logistics

• Review of offices and facilities

• Removal of international overheads

• Housebuilders and Tesco closed



FY23 financial outlook
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• Consumer markets continue to be affected 
by cost of living challenges and volatility

• Sensible strategic pivot to profit and cash 
generation with growth in medium term

• Guidance FY23:

• Group Adj. EBITDA £20m – £30m
• Revenues £1bn to £1.25bn 
• Capex of £5m

• Medium term operating ambitions:

• Continuing adjusted EBITDA margin 5+%
• Improved cash generation
• Revenue growth 10+%



Strategic 
Progress

John Roberts
Founder and Chief Executive



Our purpose

"To make our customers lives easier by helping them brilliantly"
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Ongoing Disruption

• AO model provides some inherent protection:

• 4 million customers added last two years

• 55% repeat purchase rate

• Largely ABC demographic customer base 
insulated by Covid savings boom

• Distress sales are over 70% of our MDA mix

• Strong finance offer deployed responsibly to 
help customer spread costs
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Strategic Realignment 
In progress or completed

1. Cash and profit focus with growth 
anticipated in the medium term

2. Simplification and focus

3. Operational efficiencies

4. Overhead reduction

5. Removal of international-
related overheads

Future strategic actions

6. Leverage AO platform 

7. Leverage significant customer base
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AO Flywheel
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Total addressable market

Online penetration UK1
Post - Covid online penetration higher than pre-Covid period in all categories

• One of the UK MDA market leaders with 18% 
total market share and 32% online share

• Total addressable market three times larger 
than at IPO

• Big growth opportunities and upside in newer 
categories
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Vertically 
integrated platform 
with scale and quality

1.4m sq ft UK warehousing 
capacity, 70,000 deliveries 7 days a 
week; next day delivery available for 
over 90% of UK postcodes1

Industry leading electricals recycling 
capabilities

Specialist expertise in 2-person 
delivery

1Source : Compa ny da ta  a nd FY22 a nnua l report  da ta

Attractive to leverage with partners 
including Homebase

Incredible AO infrastructure 
operating at the highest levels of 
quality and service
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Delighting Customers

1A customer is defined a s  a n individua l  who ha s purcha sed on a o.com in the  UK
2A repea t  customer is defined a s a n individua l customer who ha s previously purcha sed  on a o.com.
3Trustpilot  website , June  2022
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Doing the right thing

Ownership of one of Europe’s largest 
and state of the art recycling plants 
with over 5m white goods 
processed since 2017, including over 
2m fridges1

Extended producer responsibility 
for retailers from changes to 
legislation creates new, attractive 
opportunities, eg. Homebase

Innovative plastic recycling process 
turning waste plastics into high 
quality “environmentally friendly” 
polymers

Recycled polymers being used in 
new appliances and other products 
in our cradle to cradle, circular 
economy strategy

1Compa ny sources a nd AO Recycling’s opera t ion permit  da ta .



• Q1 FY23 trading in line with Board expectations

• MDA market underpinned by distress purchases

• Remain mindful of macroeconomic challenges

• Continue to put customers first and focus on 
our fundamentals

• Value of a well invested culture and strong 
partnerships

Outlook

1Source: Company strategic plan



Thank you



Questions
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