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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
presentation.

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. See also "Risk and Opportunity Report" in CECONOMY's
most recent Annual Report for risks as of the date of such Annual
Report. We do not undertake any obligation to publicly update any
forward-looking statements or to conform them to events or
circumstances after the date of this presentation.
This presentation 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 presentation nor anything contained
therein shall form the basis of, or be relied upon in connection with,
any commitment or contract whatsoever. CECONOMY AG assumes no
liability for any claim which may arise from the reproduction,
distribution or publication of the presentation (in whole or in part).
The third parties whose data is cited in this presentation are neither
registered broker-dealers nor financial advisors and the permitted use
of any data does not constitute financial advice or recommendations.

Historical financial information contained in this presentation 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 presentation.

This presentation 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 2016/17, pages 49-52.

All numbers shown are before special items, 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.

This disclaimer shall apply in all respects to the entire presentation
(including all slides of this document), the oral presentation of the
slides by representatives of CECONOMY AG, any question-and-answer
session that follows the oral presentation, hard copies of the slides as
well as any additional materials distributed at, or in connection with
this presentation. By attending the meeting (or conference call or
video conference) at which the presentation is made, or by reading
the written materials included in the presentation, you (i)
acknowledge and agree to all of the following restrictions and
undertakings, and (ii) acknowledge and confirm that you understand
the legal and regulatory sanctions attached to the misuse, disclosure
or improper circulation of the presentation.

To the extent that statements in this presentation 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
presentation 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
multichannel sales activities, integration of acquired businesses and
achievement of anticipated cost savings and productivity gains, and
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Independent and 
ready for the future
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Sales1

CECONOMY achieved all targets in FY 2016/17

FY 2015/16 Outlook
(fx-adjusted)

€m

Total sales growth

Investments 1

LfL sales growth

EBIT before special items

+0.6% Slight increase

+0.1% Slight increase

466 Slight increase

406 300-350

1 Excluding the acquisition of the Fnac Darty stake. 2 Before special items.

Achieved

✓

✓

✓

✓

Dividend ✓n.a. 45-55% of EPS2
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Online/mobile sales >€2bn Roll-out of smart bars and at home 
service via RTS and DTB

Opening of Shop-in-Shop Solutions in 
Belgium, Hungary and Russia

Largest shareholder of Fnac Darty 
following acquisition of c. 24% stake

Successful turnaround to profitability 
in Turkey; restructuring of redcoon 
completed

>6m customer contacts daily; 
customer programmes with >14.5m 
members internationally

Public

Strategic highlights in FY 2016/17

Note: Selected achievements in FY 2016/17. 

@
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Our achievements were recognized and rewarded across all value drivers 

Online, Mobile, Store

// MediaMarkt.de -
Germany’s best online 
retailers (DE) 

// MediaMarkt -
Germany‘s best 
retailers (DE) 

Services & Solutions

// Customer Service 
Excellence Award –
MAPIC (ES)

// Champions of Service 
(IT)

Customer Data/CRM

// E-Mail-Award 2017: 
GOLD „Europe‘s first 
behavioural-based 
customer programme 
in real-time“ (AT)

Digital & Technology 
Leadership

// MediaMarkt Germany -
“No. 3 in L2’s Digital IQ 
Index ranking: Retail 
Europe 2017“ (DE)

People 
Transformation

// Top Employer 2017 
(AT)

// HR Ambassador Award 
(BE)

Note: Selected awards in FY 2016/17. 
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Strategy
02

Pieter Haas, CEO
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Digitisation has fundamentally changed the Consumer Electronics market

Consumers have more resources and power than everTransparency#1

International competition is more intense as channels blur

Unlimited choice and changed customer behaviour

Increasing customer demands: 
fast, consistent, cross-channel

Innovative new concepts, sales channels and floor concepts to 
make shopping an experience

Globalisation#2

Complexity#3

Convenience#4

Technology #5
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We live in the age of the „phono sapiens“ 

Earlier Today

Self-

actualisation

Esteem

Love and belonging

Safety needs

Physiological needs

Self-
actualisation

Esteem

Love and
belonging

Safety needs

Physiological needs

Wi-Fi access

Battery life

Smartphone

Already today, more 
people have a mobile 
phone than access to 

running water …
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We know what the „phono sapiens“ needs and ensure that its 
digital world is up and running

The phono sapiens has outsourced
parts of his brain into his smartphone. 

The phono sapiens is unable to 
handle certain tasks when his 
smartphone is dysfunctional.

The phono sapiens has to and wants
to be „online“ all the time.
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We are excellently positioned to seize the opportunities 
that emerge with the changing CE industry

Daily customer
contacts

>6 Mio.

Total
stores

>1,000

Employees all 
over Europe

>65.000

Members in 
customer 

programmes

>14,5 Mio.

We empower life in the digital world
„We are everywhere“ „We are solutions“ „We are digital“

Daily visitors of our 
websites

>3,6 Mio.

Supported
start-ups

10
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Our plans show a clear and strong value creation potential
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Competitive Cost Base

Online, 
Mobile, 

Store

#1
Services & 

Solutions

#2
Customer 

Data/CRM

#3
Selective 

Expansion

Category 
Management, 

Pricing, 
Supply Chain

#5

Digital & Technology Leadership

People Transformation

#4

#6 #7

Net Working Capital
#8

#9

#10
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Full multi-channel customer 
journey leads to a 
conversion rate >20%

There is a 60% higher 
likelihood of selling a 

product if the 
customer visited our 

web shop before

63% of our web shop
visitors use our mobile site,
tablet  or app versions to browse
for products 

30% of all store visitors
have initially

visited our
web shop

More than 50% of
online purchases
started in one of our stores

We are everywhere: „Multi-channel“ is the key to success 

PublicAnnual Results Press Conference FY 2016/17



// 1619 December 2017

We are solutions: products and services

Services & Solutions

 Consumer credit and leasing

 Insurance

 Extended warranties

 Care plans

 @home advice

 Personalised products

 Customer advisory & training

 Delivery 

 Set-up & installation

 Digital content

 Refurbishment

 In-warranty repairs

 Repairs not covered by 
insurance or warranty

 Asset recovery and recycling

Pre-Buy Set-up and Use Repair

3rd party services as 
add-ons to core products

 Energy contracts  

 Connectivity contracts

 Digital content 
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We are digital: technology as „enabler“ 

Improved product availability

Optimising processes
(procurement, supply chain, assortment)

Enhancing 
customer experience

Optimised pricing strategy across the 
entire product life cycle

Lower inventories

Automated pricing
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We have initiated the 
cultural change
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Product

Analogue

Decentralised

Customer

Digital

Agile
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Not a digital retailer, 

but a retailer for the digital world!
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We have defined clear ambitions

1 At constant currency before portfolio effects. CAGR = Compound Annual Growth Rate. 2 Before special items. 3 Cash investments. 4 Free Cash Flow conversion defined as EBITDA less cash investments plus/minus changes in net working 
capital divided by EBITDA; 2015/16 EBITDA before special items, based on reported segment investments and adjusted for changes in net working capital. 5 Reported earnings per share. 6 Adjusted for one-time investment in Digital Shelf 
Labels (DSLs).

Investments3

Sales1

EBITDA Margin2

Tax Rate2

FCF Conversion4

Dividend

€22bn

3.3%

49%

1.5%

44%

N.M.

of sales

PublicAnnual Results Press Conference FY 2016/17

> 3%

5%

40%

1.5%

60 – 70%

45 – 55%

direction

direction

% of EPS5

CAGR

of sales
6

(2.0% of sales incl. DSL)

Core metrics1 FY 2015/16 Mid-term ambitions
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Performance
03

Mark Frese,  CFO
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CECONOMY 2016/17 with solid sales growth

// Total sales slightly increased by 1.3 percent to €22.2bn (+1.4 
percent adjusted for currency effects)

// Germany, Spain and Turkey led in terms of sales growth 

// Sales decline in Russia and Switzerland; first signs of 
recovery in Switzerland in Q4 2016/17

// Strong sales growth in Q4 2016/17 
(+4.6 percent to €5.26bn)

+1.3%

FY 16/17

22,155

FY 15/16

21,870

(€m)

Sales Highlights
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// Online business of MediaMarktSaturn grew by
40 percent yoy1

// Online in FY 2016/17 represents 10.9 percent of total sales 

// Pick-up rate at about 42 percent of all online generated 
transactions 

// Online assortment further expanded to c. 350k SKUs from c. 
280k SKUs one year ago

Online once again one of the key growth drivers –
with increasing share of total sales

Online Sales (in €m)

+23%

FY 16/17FY 15/16

1,952
2,407

Online Sales (% of total sales)

FY 16/17FY 15/16

8.9%

10.9%

1 +23 percent including pure player; especially redcoon.
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Continuously rising demand for Services & Solutions

// Continued growth in FY 2016/17 (+6 percent yoy); largely 
driven by mobile and financing services

// Continued roll-out of service “smart bars” to now 642 stores 
(+77 stores in Q4 2016/17)

// At home consultation service of Deutsche Technikberatung 
(DTB) now already offered at more than 200 stores in 
Germany

// Significant sales increase in Services & Solutions (+16 
percent) in Q4 2016/17

1,301 1,379

+6%

6.0% 6.2%

Highlights

Annual Results Press Conference FY 2016/17 Public

Services & Solutions Sales (€m)

Services & Solutions Sales (% of total sales)

FY 16/17FY 15/16

FY 16/17FY 15/16
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//  EBIT slightly above prior year as expected; EBITDA slightly 
lower

// Gross margin increased by 0.2 percentage points to 20.6 
percent

//  Earnings impacted by additional expenses for the formation 
of CECONOMY Holding

//  Previous year’s earnings included higher income from the 
redemption of pension obligations

// Unscheduled write-downs about €20m lower compared to  
previous year

// Strong EBIT growth by €37m to €244m in Q4 2016/17

Operational profitability significantly improved

-15

FY 16/17

704

FY 15/16

719

(€m)

EBITDA     EBIT

FY 15/16

466

+6

FY 16/17

471

Note: EBITDA and EBIT adjusted for special items
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Highlights



// 2619 December 2017

MediaMarkt Club and Saturn Card continue to grow strongly

// Linear growth of MediaMarkt Club Germany continues with 
around 1m new members every 6 months, now counting 
3.2m members 18 months after launch

// Successful launch of Saturn Card in Germany with more than 
600k members after 4 months; Austria launched the Saturn 
Card in September

//  All customer programmes counted more than 14.5m 
members in total internationally

// Our customer programmes also allowed us to focus our 
advertising budget, which helped to lower marketing spend 
in FY 2016/17

PublicAnnual Results Press Conference FY 2016/17

Customer Programme Members 
Germany (in k) 

Sept ’17

3,805

609

3,196

Jun ’17

3,028

265

2,763

Mar ’17

2,366

65

2,301

Dec ’16

1,813

32

1,781

Sept ’16

1,235

+662
+777

+553
+578

*16 November – 17 April: Saturn Card pilot running with 14 pilot stores; nation-wide roll-out of Saturn Card on 29 May 2017.

Q4 16/17

25%

Q3 16/17

25%

Q2 16/17

23%

Q1 16/17

18%

Q4 15/16

16%

Sales Penetration MediaMarkt Club Germany 

Saturn Card*MM Club

Highlights
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Continued reduction in average store size

Average Size of Stores (in sqm)

-3.4%

Sept ’17

2,811

Closings

c. 2,140
c. 1,600

Sept ’16

2,909

Number of Stores

Sept. 17

1,053

Closings

-10

Openings

+40

Sept ’16

1,023
// In total, 40 openings and 10 closings in FY 2016/17

// Average store size reduced by 3.4 percent over the last 12 
months

// 84 additional Shop-in-Shop solutions in Russian Metro Cash 
& Carry stores opened in October and November 2017; in 
total, 89 Shop-in-Shop solutions now live in Russia

// Low to mid double-digit number of net openings in FY 
2017/18 planned, excluding Shop-in-Shop formats and 
adjusted for closings

Openings

Highlights
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Positive development of the CECONOMY share since the demerger

// Manageable volatility in the first days after independent listing on 13 July 2017

// Share price of ordinary share up 4 percent until 29 September 2017, approx. 25 percent until 15 December 2017

// Dividend proposal of 0.26 Euro per ordinary share to Annual General Meeting on 14 February 2018

Share price (ordinary share; XETRA) 
Share price in € per share

PublicAnnual Results Press Conference FY 2016/17
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Outlook
04

Pieter Haas, CEO and Mark Frese, CFO
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We will achieve further strategic and operative progress in FY 2017/18

Milestones
in FY 2017/18

Further develop 
store/online/mobile 

experience

Roll-out service 
“smartbars” and 

“@ home services”

Reach more than 
2 million new members 

in customer programmes

Further roll-out Shop-in-
Shop concepts

Implement category 
management framework

Introduce multi-level 
logistics concepts (cross-
docking, regional hubs)

Improve performance in 
Russia and Sweden

Leader of consolidation 
in the European CE sector
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Outlook: We are also financially planning for further growth

The outlook is adjusted for currency effects and portfolio changes.

Public

FY 2016/171 FY 2017/18

€m

1 EBITDA & EBIT in FY 2016/17 before special items. EBITDA & EBIT in FY 2017/18 as reported. 2 Correspondingly, a slight improvement in NWC compared with the previous year is expected.

Sales1Total sales

EBITDA (excl. Fnac Darty)

EBIT (excl. Fnac Darty)

22,155

704

471

Fnac Darty profit share (consensus) n.a.

Slight increase 2

At least mid single-digit % growth

Low to mid double-digit €m amount

At least mid single-digit % growth
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Independent and 
ready for the future

// CECONOMY became independent and is the largest Consumer 
Electronics platform in Europe

// CECONOMY achieved all targets in FY 2016/17

// CECONOMY’s plans show a clear and strong value creation potential 
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Q&A
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Pieter Haas, CEO Mark Frese, CFO
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CECONOMY AG   
Corporate Communications

Benrather Strasse 18-20
40213 Dusseldorf
Germany

Tel.: +49 (211) 5408-7125
Email: presse@ceconomy.de
https://www.ceconomy.de/de/presse/

CONTACT
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