


Join our community
of a fab-loving generation

We are building a company that shall generate sustainable and
attractive returns. A key fundamental for this is our loved
community powered brand — enabling high frequency, low
cost of sales and appealing margins.
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Q2 2021 Highlights
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We are live with our new high-capacity automated warehouse

« July 2021 Boras main Nelly warehouse, Falkenberg ramp-down (closure August)
« Ontime, kept delivery promises and we estimate to be within lower range of project related budget
« Standardized automation system (AutoStore) with 80 000 bins

mwm Y Lo e

| ,‘wmwrvwv- T I T R

NEHYCOM : NELLY.COM "!:3 g5 EET SaiE NI-SE EEG CSEE EPER () S5= (NS EERE ERES 'EER EEEE 0

F EreiE N EEE el SR e P mm—— e

i

iny \DD _1—P '-Drﬁ_}

wg}'rw W

e e

Cost efficiency: Time to customer Improved environmental Room for growth

Annual cost saving 35 SEKm Opportunity for same day delivery footprint
Green building certification "silver”
Sustainable district heating "bra miljoval”
Renewable energy
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Q2 2021 Income statement

Net revenue increased
3% growth in the Nordics
SEK 6m gross margin (SEK million) Q220

iImprovement Net revenue 391 397
SEK 4m lower fulfilment and Gross profit 176 182 +6
distribution cost, mainly due to

improved warehouse efficiency
and despite warehouse move Fulfilment and distribution cost

SEK 7m marketing spend Marketing cost

IETERIE due to .perfo.rmance Admin and other operating cost
marketing cost inflation and
brand repositioning

SEK 6m admin and other
operating cost improvement,

malqudue .tO streamllnlng of A =delta vs. 2020 WP = Warehouse project impact
administration

Gross margin 44.9% 46.0%

Operating margin -0.7% 1.8%




Q2 2021 - Operational & Financial Highlights

Warehouse project on
time & within budget

Continued strong
inventory turnover

Solid cash position and
sound balance sheet

- SEK 35m annual cost improvement target
- SEK 110m capex and lower end of SEK 35-45m
project cost range expected

« Continued strong inventory turnover
* Inventory +3% YoY but low share of older

Inventory
* Focus on outgoing season stock levels continues
to support margins and return on capital

- SEK185m cash position
* High inventory turnover supportive of cash
generation
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Repositioning our brand
towards our most profitable
and loyal consumer, Denise

She shops 18 times a year
for her appearance
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Encourage her to always feel fab
with a head-to-toe look
- and needs beyond fashion

~ Our strateg
~ for growth

=

Fashion market Fashion market Feel fab market

Low frequency needs catering High frequency needs catering High frequency made possible by

catering all her appearance needs
NELLY
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zalando

zalando
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ental share: Sizﬁzose
X, to H&M and Zalando
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Market share: Meniga card data Sweden April 2021 (R12)
Mental share: Meniga NEPA consumer tracking SE April 2021
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