


Our journey from a loved brand
towards social commerce

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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We exist thanks to our
loyal & engaging community










Transitioning from expensive paid traffic to organic
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Warehouse project closed on time and below budget

Project closed on time in Q3
Project cost 25% lower than estimated
CAPEX 6% below budget

Standardized automation system Cost efficiency target of
(AutoStore) with 80 000 bins SEK 35 million confirmed

Cost efficiency target Time to customer Improved Room for growth

Annual cost saving Opportunity for same day delivery environmental footprint

tz—kl)rgetjd aCSER 35|mi|lion Green building certification
a5ed on 2028 VEUreS “Good Environmental Choice” district heating
Renewable energy
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Q3 2021 Income statement

(SEK million)

Net revenue

Gross profit

Gross margin

Fulfilment and distribution cost
Marketing cost

Admin and other operating cost
Operating profit or loss

Operating margin

A =deltavs. 2020 WP = Warehouse project impact




Q3 2021 - Operational & Financial Highlights

Warehouse project
closed on time & below
budget

Continued good control
of inventory levels

Solid cash position and
sound balance sheet

- SEK 35m annual cost improvement target confirmed
- SEK 103m capex, 6% lower than SEK110m budget
+ SEK 26m project cost, 25% below SEK 35-45m range

Continued strong inventory turnover
Inventory +5% YoY and low share of older inventory

SEK 141m cash position

Solid 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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= to H&M and Zalando
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Market share: Meniga card data Sweden Sept 2021 R12M, WMN <25 yrs, total transactions
Mental share: NEPA consumer tracking SE Sep 2021 (R12, brand awareness, 15-25 yrs)







