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ÅThis is NELLY
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ÅFinancial summary

ÅQ&A



>MÃẏɾ ǪɐɃɃǸɅʌɾ èᶱ ᶰᶮᶰᶲ

ÅA healthier business

ÅFocus on profitable growth



A healthier business

Growth in own brand share

Å 45.2% (39.4%)

Å Strong position in jeans, knits, pants & tops 

Å Central to our Stockholm flagship store
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A healthier business

Further improved return rate

Å 27.1% (34.3%)

Å Cross-functional strategy

Å Positive impact on sell -through, costs, the 

environment and customer experience
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A healthier business

Strengthened gross margin

Å 54.5% (50.7%)

Å Higher full -price share

Å Lower discount levels

Å Growth in own brand share
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Focus on profitable growth

Investment in profitable marketing

Å 9.9% (8.9%) of net revenue

Å Driving towards full -price assortment

Å Improved profitability per order

Å Overall slight growth in traffic with lower 

conversion rate


