Three-month Report
2020/21

First quarter — 1 May to 31 July Events after the end of the reporting
1 Sales increased 1% to 2,074 MSEK (2,044), period
organic growth up 7% and up 8% in 1 Sales in August decreased by 7% to 689
comparable units MSEK (740), organic sales down 2%
1 Online sales increased by 63% to 184 and a decrease of 1% in comparable
MSEK (113). units.
1 Operating profit totalled 166 MSEK (79). 1 Online sales in August increased by 35%
Excluding the effect of IFRS 16, operating to 47 MSEK (35).
profit totalled 147 MSEK (52). 1 Kristofer Tonstrom appointed new
1 The operating margin was 8.0% (3.9). President and CEO of Clas Ohlson — will
Excluding the effect of IFRS 16, the take up his new position no later than
operating margin was 7.1% (2.6). 9 March 2021
1 Net debt/EBITDA excluding the effect of 1 CFO Péar Christiansen appointed acting
IFRS 16 (12 months) amounted to -0.5 CEQO as from 4 December, when Lotta GROWTH ONLINE
FOR THE QUARTER
times (0.0) Lyra is leaving the company, until
9 Profit after tax totalled 117 MSEK (49). Kristofer Tonstrom takes office
1 Earnings per share amounted to 1.84 SEK
0.77).
3 Months 12 Months
May 2020 May 2019 Percentage Aug 2019 May 2019
-Jul 2020 -Jul 2019 change -Jul 2020 - Apr 2020
Sales, MSEK 2,074 2,044 1 8,789 8,758
Operating profit, MSEK 166 79 109 636 549
Operating profit, excl. IFRS 16, MSEK 147 52 181 548 454
Underlying operating profit, MSEK 147 91 62 637 581
Profit after tax, MSEK 117 49 138 444 376
Gross margin, % 38.7 38.1 0.5p.e 40.0 39.8
Operating margin, % 8.0 3.9 41p.e 7.2 6.3
Operating margin, excl. IFRS 16, % 71 2.6 4.5p.e 6.2 5.2
Return on capital employed, % = - - 16.0 13.5
Return on equity, % - - - 25.2 21.4
Cashflow from operating activities, MSEK 580 310 - 1,654 1,284
Equity/assets ratio, % 31.9 31.0 09p.e 31.9 30.5
Equity/assets ratio, excl. IFRS 16, % 51.0 50.8 0.2p.e 51.0 51.0
Net debt/EBITDA ratio - - - 1.2 1.8
Net debt/EBITDA excl. IFRS 16 ratio = - - -0.5 0.0
Earnings per share before dilution, SEK 1.84 0.77 139 7.01 5.94
*The 2020/21 financial year comprises the period from 1 May 2020 to 30 April 2021. Contact person:
This is information that Clas Ohlson AB (publ) is obliged to publish pursuant to the EU Market Abuse Niklas Carlsson, Group Head of Communications
Regulation. This information was submitted for publication, through the agency of the contact person indicated, -+46 247 444 29, niklas.carlsson@clasohlson.se
on 9 September 2020 at 7:00 a.m. (CEST).
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A very strong first quarter in
an uncertain market
climate

Ability to face rapid changes

Clas Ohlson is passionate about simplifying life in all kinds of homes. After a summer
when many people spent more time at home, | can conclude that we were very
successful in meeting the new customer needs that arose. According to a survey we
conducted among our Club Clas members in July, three out of four said that they would
spend their summer holidays fixing up their homes, which was also reflected in the
demand for products for repairs, decoration and other small home and garden projects.
In addition to offering a relevant product range, our initiatives in expanding sales onto
other platforms such as MatHem and Kolonial performed very positively. In combination
with our store network and our numerous flexible delivery alternatives, this means we
have taken an important step in staying close to our customers. Total organic growth for
the first quarter was 7 per cent, and online growth was 63 per cent.

It is also interesting that nearly half of our Club Clas members in the previously mentioned
survey said that they would likely stay at home during the next holiday period regardless
of the trend in the coronavirus pandemic. Moreover, many of them—young people in
particular—stated a preference for renting tools instead of purchasing them. This shows
the importance of a rapid response and sensitivity to customers’ needs, which are now
changing even more quickly than ever before. For some time now, we have been offering
a range of rental products in all our stores, which provides customers with the opportunity
to rent various tools instead of buying them. Together with the autumn campaign’s focus
on smart products for taking care of what you already have, we are showing how our
commercial initiatives not only support our long-term profitability target of an operating
margin of 6-8 per cent, but also our new ambitious sustainability agenda.

Growth initiatives and cost measures continue to deliver results

Operating profit amounted to 166 MSEK (79). The operating margin (excluding IFRS 16)
amounted to 7.1 per cent (2.6). This shows that, after the initial phase of implementing
our growth strategy (carrying out the CO100+ action programme and closing down the
store network in Germany and the UK), we have built a stable platform for profitable
growth. On the other hand, the drop in the Norwegian krone has ha a negative effect
during the quarter. At present, we anticipate that foreign exchange fluctuations will at
least persist in the short term and thus have a negative effect on profitability for the year.

As a brand, Clas Ohlson is strong and its offering has demonstrably hit its mark. The

Norwegian operations continue to yield strong growth. Adjusted for the effect that Covid- TO AT E DURING THE

19 has brought, through reduced customer traffic in a limited number of central locations G R%“v}‘ ND ETT. 'Rco’ Uvéf. '}'\%‘ﬁv E
and in stores that normally benefit from cross-border trade, the development in Sweden oF ,? i b?é' :N”DR F°E”NSDTE°D”'§ P
has been good. In Finland, we continued our work on strengthening Clas Ohlson’s R CANGES I s ANP
position in the market but the restrictions imposed to stop the spread of coronavirus had CONTROL.

a significantly negative impact on sales for the quarter. With more efficient inventory
control, we have been able to balance the effects of weaker sales, reducing inventory
levels by approximately 250 MSEK compared with the year-earlier period. Corona has, to
date, had a limited effect on our supply chain and we are confident in the supply of goods
as we approach the autumn. The gross margin improved to 38.7 per cent for the quarter
compared with 38.1 per cent in the preceding year.
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Strengthened competitiveness converted into customer and shareholder value
An important starting point for our growth strategy is that competition is becoming
tougher, and we are continuing to develop our customer offering and optimise our cost
structure in order to strengthen our position in the market. Leveraging our own power, we
have successfully reduced our costs levels to the 225-250 MSEK range over the last two
years, and the remaining cost reductions of approximately 150-160 MSEK will be realised
during the current 2020/21 financial year. In parallel, we are working every day to find new
opportunities for simplifying and enhancing the efficiency of every part of our operations
for the purpose of remaining competitive and profitable under all market conditions. At the
same time, we are investing in our digital infrastructure and digital skills so as to scale up
our business over time. For example, we have recently implemented a new inventory
management system, and we are continuing to build our team of specialists in digital
customer experience.

Continuing to act quickly in a changeable market will be crucial going forward as well, and
we remain humble with respect to the continued effect of the coronavirus pandemic on
the macroeconomy and customer behaviour. An important strength for Clas Ohlson is
that we meet the challenges with a strong financial position built by generating stable
cash flows from operating activities. To date during the pandemic, we have grown
through active work on our customer offering and fended off rapid changes in demand
with strict cost control, which have made an especially positive contribution to profitability
during the quarter. Moving forward, we are prepared for the fact that uncertainty will
remain. We will meet this by continuing to focus on what we ourselves can influence, and
by continuing to develop Clas Ohlson at the same high tempo as we have done over the
last few years. This is how we will achieve our goal of generating sustainable customer
and shareholder value for at least 100 more years.

Lotta Lyra
President and CEO of Clas Ohlson AB

Calendar

12 Sep 2020
2 Dec 2020
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2 Jun 2021

Annual General Meeting
Six-month Report 2020/21
Nine-month Report 2020/21
Year-end Report 2020/21

https://about.clasohlson.com

about.clasohlson.com/en/investors

In 2018, we presented our five-year
growth strategy: Clas Ohlson 100
more years. Under this strategy, we
will leverage the strength of our
relevant offerings and large, loyal
customer base, to play a greater and
more important role in every home
and grow profitability in the Nordic
market. We do this by providing a
unique customer offering,
outstanding customer service and by
conducting operations in a smart and
simple manner.

Passionate about
simplifying life in
all kinds of homes

Smartness
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Sustainable
profitable growth

9
Y, ®
g ¢ o
Ng custome!

Financial targets/framework*

1 Sales will increase organically an
average of 5% annually over a five-
year period.

Operating margin will amount to 6-
8% within a five-year period.

The dividend is to comprise at least
50% of earnings per share after tax,
with consideration for the
company’s financial position.

Net debt in relation to EBITDA to fall
below two (2) times.

*Adopted by the Board of Directors
and communicated at the Capital
Markets Day on 3 May 2018.

To continue to link the earnings trend
for the 2020/21 financial year to the
established financial targets, operating
margin and net debt/EBITDA are also
stated excluding the effects of IFRS 16.
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PROFIT/LOSS FOR THE PERIOD

Sales Distribution per sales channel, %
)
3 Months
Percentage change
May 2020 May 2019
MSEK - Jul 2020 -Jul 2019 SEK organic
Sweden 928 937 -1 -1
Norway 904 832 9 22
Finland 228 243 -6 -4 =Stores ™ Online
Outside the Nordics* 14 32 -57 -65
Total 2,074 2,044 1 7 Total number of stores
Of which comprise online sales 184 113 63 70 20
*Affected by store optimization in UK and Germany. 200
May 2020 100
Per cent - Jul 2020 50
Comparable units in local currency 8 0
Change in store network -1 Qi Q2 Q3 Q4
Exchange-rate effects -6 5201920 ®2020/21
Total 1 Distribution of numbers of stores
120
First quarter 100

Sales increased by 1 per cent to 2,074 MSEK (2,044). Organic sales increased 7 per cent @
compared with the preceding year. Sales in comparable units and local currency increased 8 ©
per cent. Online sales increased 63 per cent to 184 MSEK (113). At the end of the quarter, the
total number of stores was 228, a net decrease of four stores compared with the year-earlier ©
period (unchanged the preceding year). For a store overview see page 25. 0 I

0 —

Sweden Noway Filend UK Germany

Retail trade development*

Q1 Q2 Q3 Q4 Qi Sales, MSEK

% 19/20 19/20 19/20 19/20 20/21 3500
Sweden 3000
Retail™ 3.9 1.0 3.4 0.5 4.7 2500
Consumer Confidence -5.7 -1.1 -1.9 -1.4 -1.56 2000

1500
Norway 1000
Retail** 0.7 1.0 -0.1 0.5 13.2 500
Consumer Confidence 12.8 -3.2 -3.5 -6.5 -2.0 0

. Qt Q2 Q3 Q4
Finland
: 5201920 ®2020/21

Retail** 1.3 1.0 0.6 0.3 6.7 Distribution of sales, %
Consumer Confidence -3.4 6.2 -4.6 -5.8 -4.8 01 1

*Source: Eurostat, Opinion AS, Trading Economics.
**Increase in % compared with the same quarter in the preceding year, measured at current prices.

= Sweden u Norway
= Finland = Qutside Nordic
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Results

First quarter

The gross margin was 38.7 per cent (38.1). During the quarter, the gross margin was
positively impacted by effects from currency hedging (NOK) from currency forwards and
exchange-rate effects related to delays in inventory, an improved product mix, lower campaign
intensity and lower sourcing costs. This was largely offset by a weaker sales currency (NOK)
and a stronger purchasing currency (USD).

The share of selling expenses declined 3.3 percentage points to 28.1 per cent (31.4). The
share of selling expenses during the quarter was impacted by lower costs for store operation,
including urban locations primarily in Sweden and Finland, where traffic has been lower owing
to COVID-19; no costs related to the CO100+ action programme and lower costs in the UK
and Germany.

Operating profit amounted to 166 MSEK (79). IFRS 16 had a positive effect of 19 MSEK on
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