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Our core target group is
represented by “Denise”

She shops 18 times a year
for her appearance

NELLY



Nelly has exited non-Nordic markets and prioritises improving

profitability before growth

Nelly Group Net Revenue & sessions
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Nordic focus
Non-Nordic markets exited in
early 2020
Focus on a narrower 15-25 year
old Nordic customer

Objective
Penetration in Nordic target
group
Driving orders per customer
through existing categories (all
occasions) and expansion into
new categories
Focus on profitable
transactions



Nelly focuses on improving gross margin by increasing own brand sales
and disciplined purchasing to avoid clearance sales

Nelly Group Gross margin and own brand sales [%]
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Automated warehouse expected to decrease fulfiiment & distribution
cost share of sales vs previous manual warehouse

Nelly Group fulfilment & distribution cost as a share of Net Revenue [%]
Successful warehouse
automation project concluded
in Q3 2021, annual cost-saving
of SEK 35m targeted (2020
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Warehouse efficiency gains

16 4 combined with increased
operational leverage expected
to decrease costs as a share of
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New warehouse enables
improved last mile offering and
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Marketing cost share of sales has increased compared to pre-pandemic
levels and Nelly is seeking to maximise organic traffic

Nelly Group marketing cost as a share of Net Revenue [%]
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Nelly focuses on reducing admin and other operating cost to improve

operating margin

Nelly Group Administrative and other operating expenses [SEK million]
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During 2020 Nelly executed
two redundancy notices

Cost reduction after integrating
previous central functions in
Nelly's Boras based
administration during 2021

Nelly focuses on further
reducing operating costs in
order to improve operating
margin

Cost line includes depreciations
and IFRS16 effects from
warehouse automation with full
effect from Q4 2021



Nelly focuses on improving operating margin by improving
gross margin and lowering operating costs

Nelly Group [SEKm]

Net revenue
Gross profit

Gross margin

Fulfiiment and distribution
cost

Marketing cost

Admin and other
operating cost

Operating profit or loss

Operating margin
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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%

NELLY



