


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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First quarter 2021 highlights
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Q1 2021 Income statement

Net revenue increased 3.0%,
5.5% in local currencies

SEK 13m gross margin (SEK million) Q120 m

Improvement Net revenue 303 312
SEK 15m lower costs through the Gross profit 124 136 13
Nelly business and due to Boras Gross margin 40.9% 43.7%

integration of Group functions Fulfilment and distribution cost

SEK 6m marketing spend Marketing cost

increased due to new initiatives Admin and other operating cost
and higher performance
marketing costs

Operating profit or loss

Operating margin -14.1% -4.8%
SEK 27m EBIT increase due to
higher efficiency, focus on the
Nordics and lower return rate




Q1 2021 - Other Highlights

* First deliveries from new warehouse expected
early Q3

Warehouse Project * SEK 35m annual cost improvement targeted

Update .
- SEK TIOmM capex and SEK 35-45m project costs
expected
* Turnover on in-season stock nearly doubled
Strong Inventory * Inventory down 28% YoY
Turnover * Focus on outgoing season stock levels continues

to support margins and return on capital

- SEK 185m cash position in seasonally cash
draining quarter

* High inventory turnover supportive of cash
generation

* Low volumes of Q4 returns received

Solid Cash Position and
Sound Balance Sheet
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Situated in the Swedish heart of
E-Commerce and Fashion
Boras

2021 new automated high-capacity
warehouse

Inspirational head to toe look

Mix of Own Brands, must have
brands & Co-Labs

Worn by icons / by customers
in "her channels”

Sold through own inspirational
platforms and B2B presence

The group also consists of the Brand
NLYman, targeting the growing
online Men's segment




This is how we utilize our platform and expand our business

NELLY



An engaging community

@ biancaingrosso %

[ BIANGE NGRS

207 113 visningar - Gillas av moaforseen och alexivogn

biancaingrosso Advertisement for @nellycom

New amazing campaign for the best @nellycom is finally
LIVE "%,

| truly have the best time ever with the funniest, craziest
and most inspiring women at @nellycom

Visa alla 211 kommentarer
anty @O @ Q
ramihanna § & @ V)

For 4 dagar sedan - Visa 6versattning

‘g )\ biancaingrosso ¢

Strandvagen 1

®

@ linnahlborg &

Qv W

@D Gillas av svenssoncaroline och 55 307 andra

linnahlborg It's quite sick when you think about it, that | have
shopped and loved @nellycom since | was 15 years old and
today that same little kid is FRONTING A FUC * ING
CAMPAIGN for them @ @ @ Thank you for today the whole
team, you are incredible! 8

@ stephanies

Qv . W

289 gilla-markeringar

stephanies Quick response and helpful staff. Love that you
get a answer with a greeting about: a dreamy day! It makes
your day! Thank you®

17 mars - Visa 6versattning
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This is 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 strate
. 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

i €

ental share: Sizﬁzose
X, to H&M and Zalando

B

Market share: Meniga card data Sweden 2020
Mental share: Meniga NEPA consumer tracking SE 2020







Introducing a new high-capacity automated warehouse

« 35000 sgm, opens summer 2021
* Located in e-com center Boras
« Standardized automation system (AutoStore)
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Cost efficiency Time to customer Improved environmental Room for growth
footprint
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46% in own 6\) through public list of suppliers
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