Third quarter - 1 November to 31

January

1 Sales declined 9% to 2,635 MSEK
(2,905), organic growth down 5% and
down 5% in comparable units

1 Online sales increased by 59% to 283
MSEK (181)

1 Operating profit totalled 358 MSEK (378).
Excluding the effect of IFRS 18, operating
profit totalled 342 MSEK (355)

1 The operating margin was 13.6% (13.0).
Excluding the effect of IFRS 16, the
operating margin was 13.0% (12.2)

1 Net debt/EBITDA excluding the effect of
IFRS 16 (12 months) amounted to -1.2

Nine-month report
2020/21

Nine months - 1 May to 31 January

1 Sales declined by 5% to 6,746 MSEK
(7,115), organic growth and comparable
units were unchanged

9 Online sales increased by 50% to 621
MSEK (413)

9 Operating profit totalled 672 MSEK (590).
Excluding the effect of IFRS 16, operating
profit totalled 619 MSEK (515)

9 The operating margin was 10.0% (8.3).
Excluding the effect of IFRS 16, the
operating margin was 9.2% (7.2)

1 Profit after tax totalled 486 MSEK (422)

9 Earnings per share amounted to 7.67 SEK
(6.68)

GROWTH ONLINE
QUARTER

times (-0.3)
1 Profit after tax totalled 265 MSEK (283) Events after the end of the reporting
1 Earnings per share amounted to 4.18 SEK period
(4.47) 9 Sales in February decreased by 13% to
494 MSEK (570), organic sales and FOR R12 (Exct TERST
comparable units down 11%
91 Online sales in February increased by
112% to 69 MSEK (33)
1 Kiristofer Tonstrém took office as the new
President and CEO on 8 February 2021
3 Months 9 Months 12 Months
Nov 2020 Nov 2019  Percentage May 2020 May 2019 Percentage Feb 2020 May 2019
-Jan 2021 -Jan 2020 change -Jan 2021 -Jan 2020 change - Jan 2021 - Apr 2020
Sales, MSEK 2,635 2,905 -9 6,746 7,115 -5 8,389 8,758
Operating profit, MSEK 358 378 -5 672 590 14 631 549
Operating profit, excl. IFRS 16, MSEK 342 355 -4 619 515 20 558 454
Profit after tax, MSEK 265 283 -6 486 422 15 440 376
Gross margin, % 41.3 40.1 1.3p.p 40.7 39.8 0.8p.p 40.5 39.8
Operating margin, % 13.6 13.0 0.6p.p 10.0 8.3 1.7p.p 7.5 6.3
Operating margin, excl. IFRS 16, % 13.0 12.2 0.7p.p 9.2 7.2 1.9p.p 6.7 5.2
Return on capital employed, % - - - = - - 15.9 13.5
Return on equity, % - - - - - - 23.0 21.4
,\C/lass;ﬂow from operating activities, 859.2 863.5 - 15127 13184 - 14783 12839
Equity/assets ratio, % 36.3 30.3 59p.p 36.3 30.3 59p.p 36.3 30.5
Equity/assets ratio, excl. IFRS 16, % 54.2 50.4 3.9p.p 54.2 50.4 3.9p.p 54.2 51.0
Net debt/EBITDA ratio — - - - - - 0.7 1.8
Net debt/EBITDA excl. IFRS 16 ratio - - - - - - -1.2 0.0
Earnings per share before dilution, SEK 4.18 4.47 -6 7.67 6.68 15 6.94 5.94

*The 2020/21 financial year comprises the period from 1 May 2020 to 30 April 2021.

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 indicated, on 10 March 2021 at 07:00 a.m. (CET).

Contact person:
Niklas Carlsson, Group Head of Communications
+46 247 444 29, niklas.carlsson@clasohlson.se
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Drive generates results now
and in the future

As we look back on the third quarter of the financial year, we can see that we
succeeded in offsetting the reduced customer traffic with reduced costs and reached
a result that totalled 358 MSEK. A strong result in a turbulent time where we among
other things handled new restrictions in Sweden shortly before the year’s most
important sales week and the lockdown in the Oslo region in January.

Our long-term effort to create a strong omni offering with improved digital capacity
was a major advantage during a different kind of Christmas trading. We also
demonstrated drive by acting swiftly and adapting to new conditions with the
customers’ and employees’ safety as our clearly highest priority. For example, in
November, we brought forward the refurbishment of our store in Barkarby, Stockholm,
to enable it to also serve as a logistics hub for home deliveries. This entails that
customers in major parts of Malardalen could receive their goods already the following
day after making an online order. This also strengthens our offering in the long time
through increased options and flexibility for our customers in a densely populated
catchment area. During the final spurt of Christmas sales, we were also able to offer
access to our range through the Click & Collect alternative in 30 minutes until the day
before Christmas Eve. In Norway in January, we rapidly adjusted from normal store
operations to offering delivery of online orders outside the store when the new
restrictions were introduced.

These are just some examples of how we are working to increase our sales despite
the challenging market climate. In February our organic sales decreased by 11 per
cent while online sales increased by 112 per cent. This reminds of the importance to
continue to develop our offer and our sales channels in order to meet the rapidly
changing customer needs.

Strengthened gross margin through new ways of working and good cost control OUR LONG-TERM EFFORT TO
During the quarter, sales declined by a total of 9 per cent. Organic growth for the third R AT A RO SMN
quarter was -5 per cent and online growth was 59 per cent. DIGITAL CAPACITY WAS A

MAJOR ADVANTAGE DURING
A DIFFERENT KIND OF
. . o CHRISTMAS TRADING.
We are humble that an increased rate of infection in our sales markets could have a

major impact on our operations. At the same time, we are resolute in continuing to
exert influence on what we can affect and thereby achieving the best possible results
from the given conditions. For example, the limited customer traffic to our stores as an
effect of the pandemic has meant that we have focused particularly intensively on
retaining effective cost control. Through our earlier investments in new work methods,
processes and a modern inventory control system, and with, for example, reduced
campaign activity in our stores, we succeeded in strengthening our gross margin to
41.3 per cent. Excluding IFRS 16, operating profit declined to 342 MSEK (355) and the
operating margin increased to 13.0 per cent (12.2).

We continue to counterbalance changes in an uncertain business environment
We are in a market situation that is characterised by a continued high uncertainty and
changing conditions for our operations. The tighter restrictions in Norway meant that
we closed at most approximately 30 per cent of our Norwegian store network. In
addition, the performance of the NOK continued to have a negative impact on us and
we asses that the dependency of the Norwegian Krone will have an effect on our
results going forward. Another uncertainty factor is the pandemic’s intensifying impact
on the global logistics chains.

CLAS OHLSON NINE-MONTH REPORT 2020/21



We see that as a company, we are well prepared for this, with the possibility to adapt our
offering, and with a newly opened purchasing office in Poland, we will have additional,
more local alternatives in our supply chain. Working with suppliers closer to our sales
markets is also a key step in our sustainability agenda.

Great potential of the home as a commercial arena

As the new CEO as of 8 February, | am very confident about the future when | see how
Clas Ohlson, with its 100-year history, continues to adapt to new customer needs and
consumption patterns, regardless of the pace of change and underlying causes. We were
able to see this not least in the third quarter of the financial year. In addition, we stand
well-equipped with a strong financial position, competent employees, an ambitious
sustainability agenda and distinct growth strategy.

With a focus on digitalisation and a unique customer offer that simplifies life in the home,
there is fantastic potential in our business. The home has never been as important as it is
now and with the right solutions at the right time, we will be able to make an even greater
difference for our customers in the future. We have already refined our offering in repairs
and DIY and taken several more steps in becoming the customers’ first choice for
organising their home. And more is in the works.

I now look forward to working with the entire organisation to create the conditions for
sustainable customer and shareholder value for at least 100 more years. Strengthened by
a well-established position on our Nordic home markets and a vibrant corporate culture |
am confident that this will be a successful journey.

Kristofer Tonstrém
President and CEO of Clas Ohlson AB
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In 2018, we presented our five-year
growth strategy: Clas Ohison 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.

7 o
Meryice i varteS"

Financial targets/framework*

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

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

The dividend is to comprise at least
50 per cent 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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FINANCIAL STATEMENTS

Sales
Distribution of sales

3 Months 9 Months

Percentage change Percentage change

Nov 2020 Nov 2019 May 2020 May 2019
MSEK -Jan 2021 -Jan 2020 SEK  organic -Jan2021 -Jan 2020 SEK  organic
Sweden 1,152 1,311 -12 -12 3,001 3,221 -7 -7
Norway 1,149 1,196 -4 5 2,915 2,917 0 11
Finland 319 376 -15 -12 788 902 -13 -10
Outside the Nordics 16 23 -31 -24 42 75 -44 -41
Total 2,635 2,905 9 5 6,746 7,115 5 0
:;I‘f:i':h online 288 181 59 65 621 413 50 56
3 Months 9 Months

Nov 2020 May 2020
Per cent -Jan 2021 -Jan 2021
Comparable units in local currency -5 0
Change in store network 0 0
Exchange-rate effects™ -4 -5
Total 9 5

*Average exchange-rate for the Norwegian krone during the quarter was 0.96 compared to 1.05 the year-earlier
period.

Third quarter
Sales declined by 9 per cent to 2,635 MSEK (2,905). Organic sales declined 5 per cent

compared with the preceding year. Sales in comparable units and local currency declined 5 per
cent. Online sales increased 59 per cent to 288 MSEK (181). At the end of the quarter, the total

number of stores was 227, a reduction of a net three stores compared with the year-earlier
period (a net reduction of eight stores in the previous year). For a store overview see page 27.

Nine months

Sales declined by 5 per cent to 6,746 MSEK (7,115). Organic sales were unchanged compared
with the preceding year. Sales in comparable units and local currency were unchanged. Online
sales increased 50 per cent to 621 MSEK (413). The store network was reduced by a net of one 1000

store during the nine-month period (a decrease of two in the previous year).

Retail trade development*

Q3 Q4 al Q2 Q3
% 19/20 19/20 20/21 20/21 20/21
Sweden
Retail™ 3.4 0.5 4.7 4.0 2.9
Consumer Confidence -1.9 -1.4 -1.5 2.2 0.5
Norway
Retail** -0.1 0.5 13.2 10.7 11.0
Consumer Confidence -3.5 -6.5 -2.0 -3.6 -1.0
Finland
Retail** 0.6 0.3 6.7 5.6 9.4
Consumer Confidence -4.6 -5.8 -4.8 -6.0 -3.4

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

Third quarter

The gross margin was 41.3 per cent (40.1). During the quarter, the gross margin was positively
impacted by an improved product mix, lower campaign intensity and lower sourcing costs.
This was largely offset by a weaker sales currency (NOK). Effects attributable to a weaker
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