RESILIENT PERFORMANCE IN FY 2020/21: SUCCESSFUL
OMNICHANNEL MODEL ENABLED CECONOMY TO NAVIGATE
THROUGH THE PANDEMIC WITH GROWING SALES AND STABLE
EBIT
Dusseldorf, 26 October 2021

◼ Sales growth1 and adjusted EBIT2 well within guidance range; full-year sales exceed both
prior year and even the pre-pandemic FY 2018/19
◼ FY 2020/21 sales rose by +3.8% despite longer and tighter COVID-19 restrictions;
adjusted EBIT matches previous year’s level (FY 2019/20: 236 €m)
◼ Q4 2020/21 sales remained high; only slight decline of -1.0% against the backdrop of
prior year’s catch-up demand boost; sales rose by +6.0% compared to pre-pandemic Q4
2018/19; adjusted EBIT up slightly (Q4 2019/20: 123 €m)
◼ Online sales continued to grow strongly, reaching 6.9 €bn (FY +64.9% and Q4 +24.7%)
driven by higher number of visits, higher conversion rate and an increased average
basket, and accounting for 32.5% of total sales in FY 2020/21
◼ Focus now on upcoming Black Friday period and Christmas trading as well as accelerating
the omnichannel strategy; organization is well prepared to manage supply chain
uncertainties
“In the 2020/21 financial year, we served the high demand for consumer electronics and grew
our business beyond pre-pandemic levels. This is a great achievement since COVID-19
restrictions lasted much longer than in the previous year, particularly in Germany. However,
our results for the financial year demonstrate our relevance to customers and the resilience of
our business model. I would like to thank all our people for their hard work and dedication when
coping with the pandemic and serving our customers. This performance provides a healthy,
robust foundation on which we further execute and accelerate our omnichannel strategy. Our
focus is now on the upcoming peak season. Looking ahead to Black Friday and the Christmas
period, we recognize the existence of supply chain uncertainties currently affecting our industry.
Nevertheless, we are well prepared to serve our customers in the best possible way – and are
determined to do so,” Dr Karsten Wildberger, CEO of CECONOMY.

Sales growth = Total sales growth adjusted for currency effects and portfolio changes
Adjusted EBIT = EBIT excluding associates and non-recurring effects, and adjusted for portfolio changes
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FY 2020/21 preliminary results
◼ Sales1 increased by +3.8% (+4.1% on a like-for-like basis) thanks to strong customer
demand for consumer electronics and successful campaigns; significant growth in online
business partially offset by decline in brick & mortar sales due to significantly longer
temporary store closures
◼ Countries: Italy, Spain and Turkey performed particularly well, more than making up for
the challenges in Germany and the Netherlands, which suffered from long lockdowns and
opening restrictions
◼ Product categories: Demand was especially high for gaming consoles, TVs and computer
hardware as well as telco products and accessories, while the entertainment and photo
category remained down on the prior year
◼ Online sales rose +64.9% to 6.9 €bn, demonstrating the success of our omnichannel
strategy; online sales reached 32.5% of total sales (FY 2019/20: 20.2%); average basket
value further increased from an already high level; strong uplift in conversion; pick-up ratio
came in at 38%; around 8 million new webshop customers
◼ Services & Solutions sales declined by -2.4% due to temporary store closures and lower
store traffic; against this trend, solid demand for extended warranties and Smartbar
services as well as fast-growing online attachment rate; Services & Solutions sales share
came in at 5.2% of total sales (FY 2019/20: 5.4%)
◼ Adjusted EBIT matched prior year’s level (FY 2019/20: 236 €m), which is well within the
guidance range of 210 €m to 250 €m; gross margin down, but fully offset by sales
increase and ongoing cost savings

Q4 2020/21 preliminary results
◼ Sales1 remained high and declined only slightly by -1.0% (down -1.2% on a like-for-like
basis) against the backdrop of prior year’s high catch-up demand; sales increased strongly
by +6.0% compared to pre-pandemic level of Q4 2018/19
◼ Countries: Lower sales in Germany and Spain, while Italy exceeded previous year;
heterogenous development among other countries
◼ Product categories: Positive development in gaming consoles and telco products, offset
mainly by white goods and computer hardware
◼ Online sales rose +24.7% to 1.1 €bn driven largely by an increased average basket; online
sales share at 20.5% of total sales (Q4 2019/20: 16.1%); pick-up ratio above 40%
◼ Services & Solutions sales increased by +27.0%, amounting to 6.1% of total sales (Q4
2019/20: 4.7%); continuous recovery of Services & Solutions business following store
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reopening; online attachment rate grew particularly strongly, plus sound demand for
extended warranties and Smartbar services
◼ Adjusted EBIT improved slightly compared to prior year (Q4 2019/20: 123 €m); gross
margin stable, while sales decrease was more than made up for by operating cost savings

All figures reported herein are preliminary and unaudited. Full financial disclosure of the results
for the 2020/21 financial year will be published on 14 December 2021 at 07:00 CET.
Financial ratios: Further background regarding the financial ratios referred to can be found
on pages 28 to 30 of the annual report for the 2019/20 financial year published on the
company’s website:
https://www.ceconomy.de/media/ceconomy_annual_report_2019_20.pdf
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APPENDIX
Preliminary sales development

Online and Services & Solutions
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Store network

Financial calendar
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Contact
CECONOMY AG
Kaistr. 3
40221 Düsseldorf, Germany

Investor Relations
Telephone
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Website

+49 (0) 211-5408-7222
IR@ceconomy.de
https://www.ceconomy.de/en/investor-relations/

Communications, Public Policy & Sustainability
Telephone
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Website

+49 (0)151 5822-4202
presse@ceconomy.de
https://www.ceconomy.de/en/press/

Disclaimer
To the extent that statements in this document do not relate to historical or current facts, they constitute forward-looking statements. All
forward-looking statements herein are based on certain estimates, expectations and assumptions at the time of publication of this
document and there can be no assurance that these estimates, expectations and assumptions are or will prove to be accurate.
Furthermore, the forward-looking statements are subject to risks and uncertainties including (without limitation) future market and
economic conditions, the behaviour of other market participants, investments in innovative sales formats, expansion in online and
omnichannel sales activities, integration of acquired businesses and achievement of anticipated cost savings and productivity gains, and
the actions of public authorities and other third parties, many of which are beyond our control, that could cause actual results, performance
or financial position to differ materially from any future results, performance or financial position expressed or implied in this document.
Accordingly, no representation or warranty (express or implied) is given that such forward-looking statements, including the underlying
estimates, expectations and assumptions, are correct or complete. Readers are cautioned not to place reliance on these forward-looking
statements.
This document is intended for information only, does not constitute a prospectus or similar document and should not be treated as
investment advice. It is not intended as an offer for sale, or as a solicitation of an offer to purchase or subscribe to, any securities in any
jurisdiction. Neither this document nor anything contained therein shall form the basis of, or be relied upon in connection with, any
commitment or contract whatsoever. Historical financial information contained in this document is mostly based on or derived from the
consolidated (interim) financial statements for the respective period. Financial information with respect to the business of
MediaMarktSaturn Retail Group is particularly based on or derived from the segment reporting contained in these financial statements.
Such financial information is not necessarily indicative for the operational results, the financial position and/or the cash flow of the
CECONOMY business on a stand-alone basis neither in the past nor in the future and may, in particular, deviate from any historical financial
information based on corresponding combined financial statements with respect to the CECONOMY business. Given the aforementioned
uncertainties, (prospective) investors are cautioned not to place undue reliance on any of this information. No representation or warranty
is given and no liability is assumed by CECONOMY AG, express or implied, as to the accuracy, correctness or completeness of the
information contained in this document.
This document contains certain supplemental financial or operative measures that are not calculated in accordance with IFRS and are
therefore considered as non-IFRS measures. We believe that such non-IFRS measures used, when considered in conjunction with (but not
in lieu of) other measures that are computed in accordance with IFRS, enhance the understanding of our business, results of operations,
financial position or cash flows. There are, however, material limitations associated with the use of non-IFRS measures including (without
limitation) the limitations inherent in the determination of relevant adjustments. The non-IFRS measures used by us may differ from, and
not be comparable to, similarly-titled measures used by other companies. Detail information on this topic can be found in CECONOMY’s
Annual Report 2019/20, pages 28-30. All numbers shown are as reported, unless otherwise stated. All amounts are stated in million euros
(€ million) unless otherwise indicated. Amounts below €0.5 million are rounded and reported as 0. Rounding differences may occur.
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