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Agenda

Q4 2013/14
Full year 2013/14
Strategic priorities

Events after period-end




High energy and strong position

185 stores in 73 million visitors 4,700

5 countries service-minded
omni-channel structure 36 million customers § employees

One of the strongest

R12 sales ; 1
6.8 billion SEK brands in retail in the
i e Nordics

High focus on

sustainability
agenda
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Highlights Q4

« Sales up 10 % in local currencies
 Strong LFL sales up 5 %

« Slightly improved gross margin

* Increased marketing spend

« Improved earnings per share

« Launched franchise concept and opened
a store in Dubai
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Sales Q4

« Sales up 9 %, in local currencies 10 %
 Strong LFL sales up 5 %

* Negative currency effect of 1 %

* Online sales up 44 % in local currencies
« Well received spring product range

Sales, MSEK

2 169 2 238
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Sweden Consumer Confidence
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Sweden Retall Index
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Sweden Q4

« Sales up 9 % to 651 MSEK
* Total 78 stores
— 2 new store during Q4

— 5 more stores compared
to preceding Q4

« Strong market position and
strengthened brand

* Positive spring sales

MSEK
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Norway Consumer Confidence
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Norway Retail Index
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Norway Q4

« Sales up 9 % in local currency
» Sales 538 MSEK, up 4 %
* 64 stores

— No new store during Q4

— 2 more stores compared
to preceding Q4

* Negative currency effects

« Strong market position and
strengthened brand

* Positive spring sales

Q4 Q4 Q4 Q4 Q4
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Finland Consumer Confidence
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Finland Retall Index
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Finland Q4

» Sales up 13 % in local currency
» Sales 128 MSEK, up 19 %

* 30 stores
— No new stores during Q4

— 3 more stores compared
to preceding Q4

 Strengthened brand and
market position in a soft market

Q4 Q4 Q4 Q4 Q4
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UK Consumer Confidence
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UK Retall Index
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Outside Nordics Q4

« Sales up 22 % in local currencies

« Sales 69 MSEK, up 33 %

» 13 stores whereof one franchise
— 1 new store during Q4 (franchise)

— 1 more stores compared
to preceding Q4 (franchise)

« Continued positive sales trend in
the UK, LFL up more than 5 %

« Opened store in Dubai 30 April

MSEK
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Improved gross margin

Gross margin 41.1 %, up 0.6 p.p
* Negative currency effect
« Positive sales mix Proggggent

prices

Customer
pricing

Freight &
distribution
costs
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Share of sales costs

% » Share of sales cost
39.3 %, up 0.3 p.p.

+ positive LFL sales
- increased marketing spend

Ql Q2 Q3 Q4 Ql Q2 Q3 Q4
12/13 13/14
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Operating margin and Profit after tax

Profit after tax, MSEK . s R12, operating margin, %
12

10
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Sales 2013/14

« Sales up 7 % in local currency MSEK
« Sales 6 808 MSEK, up 4 %
— Comparable stores in local ’
currency +2 % 6 260 6519 6 808

— New stores +5 %
— Currency effects -3 %

« 11 additional stores compared
to end of year last year (17)

11/12 12/13 13/14
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Profit 2013/14

MSEK

» Operating profit up 23 %
to 531 MSEK 561 ca1 10

« Operating margin up 1.2
percentage points to 7.8 %

« Earnings per share up 23 %
to 6.42 SEK

11/12 12/13 13/14
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Investments

» Total investments 172 MSEK (167) MSEK

 New stores and refurbishments
64 MSEK (103) 207

* IT-systems 41 MSEK (37)
— Preparation for new IT-platform

172

167

11/12 12/13 13/14
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Cash flow

 Cash flow operating activities was 689 MSEK (518)
— Inventory 1 348 MSEK (1 304)
— Inventory turnover rate DC 6.9 (6.9)
« Cash flow after investments and financing activities of 234 MSEK (17)

* Net cash holdings of 358 MSEK (125)
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Proposed dividend

* Proposed dividend

4.75 SEK per share (4.25) MSEK
4,75

« Equivalent to 77 per cent (84)
of net profit

* Inline with dividend policy

The dividend is to comprise at least
50 per cent of earnings per share
after tax, with consideration for the
financial position

4,25 4,25

11/12 12/13 13/14

clas ohlson







Our vision
IS to be a leading international modern
hardware retailer
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..broad offer at great value with an
| edge in clever practical solutions

\,.-4 ...proactive, knowledgeable and

35 mA ®
SO0 Hz 2

e Sl T\ " ' accessible customer service

; 1€ ..Inspiring, convenient
i and accessible shopping
Our I\/IISSIOh _ experience across all channels
IS to help and inspire people to

improve their everyday life by offering ...sustainable operations that take
clever and convenient practical people and the environment into
solutions at great value consideration
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Sweden

Strong market position
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Trends impacting strategic priorities

More conscious customers
» Shop with a clean and green conscience
« Demand higher quality and level of service

Demand for accessibility and information
» Mobile technology allows us to fulfil basic needs
* Increasing demands on information access

New competition

* Increased level of shopping centres

» More retailers and more stores per retailer
» Global competition in online sales channel
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Range development

« Continued development of range mix

« Well received fall and spring product range
 Positive new Iinitiatives

 Strong position in energy-saving products

 Positive private label development
* Increased sales in spare parts
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Sales channel progress

Stores

« Continued focus on converting
stores into new store concept

« Optimising current locations
and store formats

« Continue to improve sales solutions

Online

* Positive outcome from commercial L accesores
trading activities

 Substantial traffic growth versus last year
* Drives traffic and sales to stores
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Growth Into new
customer segments

» B2B offering creates leverage on strong
retail brand

 Easily accessible via store network,
internet and phone

* Estimated total SME Nordic market
value of 6 billion SEK

« Launch planned for 2014,
starting in Sweden and Norway

clas ohlson



Growth into new markets — Gulf region

* New franchising model developed
 Potential for minimum 20 stores during 2014-2019
* First store opened 30 April 2014 in Mirdif City Centre, Dubai
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a Bayarlar, Mohsen - alzGreup.of Companies,
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Growth into new markets — Germany

« 1-2 stores in northern part of Germany and online shopping
« Ongoing range adaptation and search for store premises
 Store opening planned for calendar year 2015
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Sales May

« Sales up 13 % in local currency
- Sweden +13 %
— Norway +11 %
- Finland +11 %
— Outside Nordic countries +26 %
« Sales 512 MSEK, up 12 %

9 additional stores compared to
end of May last year (17)

MSEK

434

May 12/13

512
455

May 13/14 May 14/15
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Summar

el e

« Continued growth in all markets
 Improved profit and cash flow

 Further potential to increase
sales and profit

— New customer segment (B2B)
- New markets
— Franchising model
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