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First quarter — Events after the end of the reporting
Sales declined by 1% to 2,056 MSEK period
(2,074), organic growth down 2% and Sales in August increased by 3% to 711
down 2% in comparable units MSEK (689), an organic increase of 3% and
Online sales increased by 19% to 219 MSEK  an increase of 3% in comparable units
(184) Online sales in August increased by 22% to
Operating profit amounted to 147 MSEK 58 MSEK (48)

(166). Excluding the effect of IFRS 16,
operating profit totalled 128 MSEK (147)
The operating margin was 7.2 per cent
(8.0). Excluding the effect of IFRS 16, the
operating margin was 6.2% (7.1)

Net debt/EBITDA excluding the effect of
IFRS 16 (12 months) amounted to -1.0 times
(-0.5)

Profit after tax totalled 103 MSEK (117)
Earnings per share amounted to 1.63 SEK

OPERATING PROFIT FOR THE
QUARTER (EXCL IFRS 16)

(1.84)
OPERATING MARGIN
FOR R12 (EXCL IFRS 16)
3 Months 12 Months

May 2021 May 2020 Percentage Aug 2020 May 2020

- Jul 2021 - Jul 2020 change -Jul2021 - Apr2021
Sales, MSEK 2,056 2,074 -1 8,266 8,284
Operating profit, MSEK 147 166 -11 589 608
Operating profit, excl. IFRS 16, MSEK 128 147 -13 518 538
Profit after tax, MSEK 103 117 -11 408 421
Gross margin, % 39.5 38.7 0.8p.p 40.7 40.5
Operating margin, % 7.2 8.0 -0.9p.p 7.1 7.3
Operating margin, excl. IFRS 16, % 6.2 7.1 -0.9p.p 6.3 6.5
Return on capital employed, % - - - 14.4 15.2
Return on equity, % — - - 19.2 21.0
Cashflow from operating activities, MSEK 399 580 -31 1,107 1,288
Equity/assets ratio, % 37.2 31.9 5.3p.p 37.2 35.8
Equity/assets ratio, excl. IFRS 16, % 56.0 51.0 5.0p.p 56.0 55.2
Net debt/EBITDA ratio - - - 0.9 1.1
Net debt/EBITDA excl. IFRS 16 ratio - - - -1.0 -0.7
Earnings per share before dilution, SEK 1.63 1.84 -11 6.44 6.65

1“The 2021/22 financial year comprises the period from 1 May 2021 to 30 April 2022.

This is information that Clas Ohlson AB (publ) is obliged to make public pursuant to the EU Market Abuse
Regulation and the Swedish Securities Market Act. This information was submitted for publication,
through the agency of the contact person set out above, on 8 September 2021 at 07:00 am. (CEST).
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A solid quarter with strong
profitability

At a time when customer behaviour is changing more rapidly than ever before, we
can show in the first quarter of the financial year that Clas Ohlson stands strong. Our
sales of 2,056 MSEK were almost on par with last summer's record-breaking sales,
and even though operating profit of 147 MSEK declined year-on-year, we can deliver
one of our best results for a first quarter. As a comparison, operating profit is up 85%
compared with the first quarter of 2019.

Two important reasons for the stable trend is that we can offer customers a relevant
product range and we have a high level of service in our sales channels. This has led
to higher average sales per customer, which has been decisive during a period of
lower customer footfall in our physical stores. We have seen a continued positive
trend for our online sales, which rose 19% during the quarter, but it is perhaps even
more pleasing that we have successfully shortened lead times and increased
conversions for our online shopping. This shows that the investments we have made,
and are continuing to make, in our digital customer meetings and for a quicker and
more efficient logistics chain have yielded results. At the same time, we have
managed to maintain a healthy cost control, which is reflected in the gross margin
increasing to 39.5% (38.7). Excluding IFRS 16, operating profit declined to 128 MSEK
(147) and the operating margin thus decreased to 6.2 per cent (7.1).

Development focusing on growth

Although the effects of the pandemic remain evident in customers' purchasing
patterns, we continue to plan for more normal market conditions during the autumn.
As an increasing amount of people visit city centres and shopping centres, we will
reach even more customers who wish to simplify their everyday life in the home. This

is where the updated visual identity that we launched in August will be crucial. In ° N,EO%FAO,E,F; SBTE SQTU ,F: E ? lEJF'; s
addition to showing our customers that we are progressing as a company — from a

mail order company to the DIY company with complete solutions for customers in-

store, online and in their homes that we have today — we make it easier for customers

to recognise us in all channels where we meet each other. | am also particularly proud
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that we are making this change in our very own Clas Ohlson way. For example, it was
a given to reflect on our rich history when we renewed our look, and the new CO
symbol is a modification of what has, in one way or another, adorned our head office
in Insjén ever since 1972, Doing this in our way also means that we will replace store
design, store signs and product packaging in a sustainable way by, in time, replacing
products that have reached the end of their service lives or if we have sold out of a
particular product.

Just as a more distinct look strengthens the link between us and our customers, our
Club Clas loyalty programme is one of our major competitive advantages and growth
drivers. As such, | am happy to announce that we have exceeded our targets and now
achieved 800,000 members in Norway, barely one year after launch. Our Club Clas
members account for a major proportion of our total sales, and the loyalty
programme is an important tool for building relationships with our most valuable
customers through directed and relevant communication. In total, we now have 3,5
million members in Sweden, Norway and Finland.
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Intense work to strengthen our long-term competitive advantage
As always, our main focus is on what we can do to make Clas Ohlson as strong as

possible ourselves. The flexibility that our organisation has demonstrated in recent times
with changing and finding new solutions when restrictions have prevented our customers
from visiting our stores or when customers have, for other reasons, rapidly changed their
behaviour, will also be important moving forward. The much-publicised disruptions in
goods transports from Asia is a further challenge that has led to slightly higher transport
costs during the quarter, and will have a major impact in the future. In addition to actively
working with our customer pricing, we are always looking for the best possible solutions to
each individual goods transport, for example, by collaborating with other companies on
freight consolidation. We also mitigated the effects of a lack of transport capacity by
optimising internal processes and a more diversified supply chain. Work in this area is
particularly valuable at the moment and provides us with long-term advantages, for
example, through our investments of more purchase offices in new markets. These
activities also assist us with our ambitious sustainability efforts. We will be climate neutral
along the entire value chain by 2045, efforts that we are continuously following up onin
terms of how we can succeed in our work to be both a good employer and a positive
force in the communities in which we are active. During the past 15 months, 99% of
suppliers have complied with the requirements of our Code of Conduct as regards
working conditions, human rights and environment (target: 100%) and we have carried out
335 supplier audits in the same period.

Continued high pace

As we leave the summer behind us and enter the autumn while beginning to prepare for
the important Christmas sales period, we do so strengthened by positive results in the first
quarter and a robust base to stand on. The positive results are the fruit of hard work and |
am proud and grateful for the energy and determination that our co-workers have
demonstrated during the special circumstances that the pandemic has brought with it. We
will also continue to develop Clas Ohlson with the same energy and determination,
creating customer and shareholder value with profitable growth over time.

Kristofer Tonstrom
President and CEO of Clas Ohlson AB

Q1 presentation, 8 September 9:00 a.m. Calendar

The report will be presented at 9:00 a.m. via a webcast 10 Sep 2021 2020/21 AGM

teleconference. For more information, visit )
https://abou Y 8 Dec 2021 Six-month Report 2021/22

9 March Nine-month Report 2021/22

Al C L Santisy 8 June 2022 Year-end Report 2021/22

Current financial information is available at
about.clasohlson.com/en/investors
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FINANCIAL STATEMENTS

Sales
Distribution of sales

3 Months

Distribution per sales channel, %

Q1

Percentage change

May 2021 May 2020
MSEK -Jul 2021 - Jul 2020 SEK organic
Sweden 927 928 0 0
Norway 897 904 -1 -3
Finland 218 228 -4 -1 = Stores mOnline
Outside the Nordics 13 14 -5 -5
Total 2.056 2074 -1 2 Total number of stores
'y y
Of which online sales 219 184 19 18 0
200

Distribution of sales increase 10

May 2021 100
Per cent -Jul 2021 50
Comparable units in local currency -2 0
Change in store network 0 Q @ @ Q4
Exchange-rate effects 1 ®2020/21 ®2021/22
Total -1

First quarter

Distribution of number of stores

Sales declined by 1 per cent to 2,056 MSEK (2,074). Organic sales declined by 2 per cent 100
compared with the preceding year. Sales in comparable units and local currency 80
decreased by 2 per cent. Online sales increased 19 per cent to 219 MSEK (184). At the end 60
of the quarter, the total number of stores was 228, which is unchanged compared with the o
year-earlier period (a decrease of 4 in the previous year). For a store overview, see page
20
25.
0
Sweden  Norway  Firland UK
Retail trade development*
al Q2 Q3 Q4 Q1 Sales, MSEK
% 20/21 20/21 20/21 20/21 21/22 3000
Sweden 2500
Retail** 4.7 4.0 2.9 12.7 11.0 2000
Consumer Confidence -1.5 2.2 0.5 5.0 8.5 1500
Norway 1000
Retail** 13.2 10.7 11.0 -2.6 3.4 500
Consumer Confidence -2.0 -3.6 -1.0 2.6 5.7 0
. QL Q2 Q3 Q4
Finland
=2020/21 ®2021/22
Retail** 6.7 5.6 9.4 10.6 4.7
Consumer Confidence -4.8 6.0 3.4 0,0 3.9 Distribution per sales channel, %
*Source: Eurostat, Opinion AS, Trading Economics, SCB, SSB, STAT. Q1 1
**Increase in % compared with the same quarter in the preceding year, measured at current prices.
= Sweden B Norway
H Finland ® Qutside Nordic
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Gross margin,
rolling 12 months, %

43.0
3 Months 12 Months
42.0
May 2021 May 2020 Aug 2020 May 2020 40
MSEK - Jul 2021 - Jul 2020 - Jul 2021 - Apr 2021
Sales 2,055.6 2,074.3 8,265.6 8,284.4 00
Cost of goods sold -1,244.4 -1,272.6 -4,900.4 -4,928.6 0
Gross profit 811.2 801.8 33652 33558 80
0 Q1 Q2 Q3 Q4 Q1
Selling expenses 6141 583.4 25781  2,547.5 e ez
Administrative expenses -49.7 -50.7 -194.2 -195.2 Share of
Other operating income/expenses -0.3 -1.4 -3.8 -5.0 selling expenses. %
Operating profit 1471 166.2 589.2 608.2 500
40.0
30.0
20.0
3 Months
May 2021 100
MSEK -Jul 2021 0.0
Operating profit corresponding period previous year 166.2 o o o o
Profit from sales -30.7 2ozl 2zl
Change in gross margin 16.7 Operating profit, MSEK
Increased administrative expenses 1.4 450
Change in expansion costs stores -0.7 350
Change in depreciation, excl IFRS 16 7.2 250
Change in other operating income/expenses 1.2 150
Accounting policy effect, IFRS 16 0.4 0
Operating profit actual period 147.1 0
e Q1 Q2 Q3 Q4
2020/21 2021/22
First quarter Operating margin,

The gross margin increased by 0.8 of a percentage point to 39.5 per cent (38.7). During the  roliing 12 months, %
period, the gross margin was positively impacted by a weaker purchasing currency (USD) in 120
relation to SEK, stronger sales currency (NOK) and reduced sourcing costs. This was largely 100
offset by the effects of currency hedging (NOK) from currency forwards and exchange-rate 80
effects related to delays in inventory and product mix and higher campaign intensity. Higher 60

sea freight prices have had a limited impact during the quarter related to warehouse 4.0
processing times. 2.0
0.0
Q1 Q2 Q3 Q4 Q1
2020/21 2021/22

The share of selling expenses increased 1.8 percentage points to 29.9 per cent (28.1). The
share increased mainly as a result of reduced sales in comparable units and more
normalised costs for store operations, with lower costs during the preceding year as a
result of the COVID-19 pandemic.

Administrative expenses decreased by 1 MSEK till -49.7 MSEK (-50.7). There was a major
focus on costs related to the high uncertainty caused by the ongoing pandemic.

Operating profit totalled 147 MSEK (166). IFRS 16 had a positive effect of 20 MSEK on
operating profit, resulting in operating profit of 128 MSEK (147) excluding this effect. To
date, the company has chosen to refrain from applying for state short-time work allowance
in Sweden. Operating profit was positively impacted as a result of COVID-19 relief
concerning sick pay compensation totalling 2 MSEK. These have been reported as a
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reduction in cost of the items the subsidy pertains to once the criteria are deemed to have

been met.

Spot exchange rates for key currencies averaged 0.99 for NOK and 8.46 for USD,
compared with 0.97 and 9.37, respectively, in the year-earlier period. Currency hedging
was undertaken in USD and NOK. Currency hedging that fell due during the quarter had a

ne
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