
©2023 AO World All Rights Reserved

FY24 Interim Results
John Roberts, Founder and CEO

Mark Higgins, Group CFO

21st November 2023



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, 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 Annual Report for the year ended 31 March 2023, which is available on our website 
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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HY24 Financial Summary

• Increase in liquidity - £99m (FY23: £89m)

• Increase profitability – PBT £13m (2.7% of revenue)

• EPS at 1.64p (HY23: 2.14p loss)

• Revenue £482m – impacted by the Pivot

*Image generated by AI
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• Pivot to cash and profit produced 
expected impact on revenue

• Annualisation of delivery charges
• Contract Handset Acquisition Market 13% 

down in the last 6 months

• Strong online MDA penetration at 29.6%

1  GfK MDA data

Revenue Highlights

£m FY24 H1 FY23 H1
YoY 

Change
Product revenue 370 433 -14%
Services revenue 30 23 31%
Commission revenue 57 66 -14%
Logistics revenue 13 13 3%
Recycling revenue 11 12 -5%

482 546 -12%

*Image generated by AI
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• Against the same period in 
the previous two years we 
see the compounding 
benefits of:
• Range rationalisation
• Removal of discount codes
• Delivery charging

• Continued uptake in our 
extensive service offering 
for customers

• Inflationary pressures in 
delivery offset with 
efficiency savings

UK Gross margin
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UK SG&A costs
• Annualisation of cost base reset and 

relentless control of costs

• HY Cost savings of £19m (YoYoY 
saving of £36m)

• Change in marketing spend strategy:-

• increased investment in direct marketing 
including TV advertising

• Reduction in acquisition spend  – move 
away from PPC and affiliate spend

• Warehousing costs have fallen £6m 
YoY – third party leasing and 
continued efficiency improvements

• Annualisation of strategic review of 
headcount in FY23 and property 
rationalisation 

For the 6 months ending 30 September 2023
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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• Strategy is delivering 
profitability

• Cost structure 
appropriate for ongoing 
business

• Still opportunities for 
further efficiencies 

• Operationally geared for 
growth with little further 
overhead anticipated

UK Adjusted  EBITDA and PBT progression
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UK Working Capital

Values and  number of days is at 30September 10
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Cashflow and liquidity 

40 days

34 days

34 days

44 days

56 days

• Efficient management of working 
capital

• Capex spend of £4m including £3.5m 
on the purchase of recycling site – 
further c£3m expected in H2

• Revolving Credit Facility undrawn at 
the period end



FY24 financial outlook

16

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

• Continued focus on profit and cash 
generation with growth in medium term

• Updated Guidance FY24:

• Group Adj. PBT £28m to £33m
• Revenues c.- 10% 
• Capex of £7m

• Medium term operating ambitions:

• Scale leverage PBT margins
• Convert profits to cash
• Revenue growth  10 - 20%

*Image generated by AI
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HY24 continued progress

• Actions delivering what we expected

• Pivot to profit materially complete

• Solid increase in PBT

• Resilient model underpinned by distress 
market

• Operational gearing with growth delivers 
margin opportunity

14

*Image generated by using an old  one
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• Compounding effect of 
scale and operational 
excellence

• Continued brand 
investment –
spontaneous awareness 
at an all time high

• 11.6m customers 
transacted to date

• Our difference is how we 
do it, not what we do

How we will 
grow

15*Image generated by using genuine drivers and 
Dan’s mum (she only got to look at the washer)
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Who do customers trust?

Data taken Mon 13/11/23
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How we will grow

• c500k AO Finance customers are around 
10% of retail sales. £700m available to 
spend

• B2B has doubled over the last three years

• Continued, disciplined innovation for 
customers

• Artificial Intelligence offers medium term 
productivity gains through our vertically 
integrated model 

• High quality foundations and brilliant 
retail basics

17

*Image generated by reusing another old one
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