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Our core target group is
represented by “Denise”

She shops 18 times a year
for her appearance
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For the rainy Tuesday. For the Friday after work.

For the graduation celebration. For every day.

Nelly considered NO. 1 party/nightlife destination and growing Nr of visits to party wear pages at Nelly.com
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Successful marketing initiatives results in +9% direct traffic and
less dependency of paid channels in Q1

The Nelly target group is digital native and

J | jrou The Nelly House
lives her life mobile first

+ 17M views on Nelly House content
#nellycom hashtag more than doubled (6,7M)

* 90% of 16-35 years old's use social

media every day TikTok

* The Nelly target group spends an
average of 3 hours a day on social
media platforms

e ~100 minutes of those on TikTok

1IM views of #nellycom Q1 2022 (5M total in 2021)

Nelly.com mobile app

+59% organic traffic from app Q1 2022 vs Q1 2021
Top ranked shopping app in Norway

NELLY.COM



Q1 2022 Income statement

(SEK million)

Q1 21

Net revenue

Gross profit

Gross margin

Fulfilment and distribution cost
Marketing cost

Admin and other operating cost
Operating profit or loss

Operating margin

A =delta vs. 2021

312
136
43.7%
-54



Q1 2022 - Operational & Financials

Fewer orders
AOV growth

Continued solid inventory
turnover and a fresh
stock

Working capital changes
No interest-bearing debt

- 520k Orders, -6% YoY
+ SEK 761 Average Order Value, +7% YoY

- Continued strong inventory turnover
* Inventory share of sales at 17.3% and low share of old
iInventory

- SEK -147m net cash flow in seasonally weak quarter

+ SEK 5Im cash position
* No interest bearing debt & untapped credit lines
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OUR OVERALL SUSTAINABILITY GOALS

Sustainable targets 2021 reached

2022

ployx:

2025

2030

Nelly’'s own brand
products will only be
made by externally
inspected factories

Nelly will achieve
net zero in its own
operations

50% of textile
products will be
made of more
sustainable
materials

Emissions of

greenhouse gases.in
the value chain will
have decreased by

S50%
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