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Second quarter — Six months —
Sales increased by 4% to 2,117 MSEK Sales increased 2% to 4,172 MSEK (4,111),
(2,0386), organic growth up 3% and up 3% organic growth up 1% and unchanged in
in comparable units comparable units
Online sales increased by 36% to 202 Online sales increased by 27% to 421 MSEK
MSEK (148) (332)
Operating profit amounted to 204 MSEK Operating profit totalled 351 MSEK (314).
(148). Excluding the effect of IFRS 16, Excluding the effect of IFRS 16, operating
operating profit totalled 185 MSEK (130) profit totalled 313 MSEK (277)
The operating margin was 9.6% (7.3). The operating margin was 8.4% (7.6).
Excluding the effect of IFRS 16, the Excluding the effect of IFRS 16, the
operating margin was 8.7% (6.4) operating margin was 7.5% (6.7)
Net debt/EBITDA excluding the effect of Profit after tax totalled 251 MSEK (221)
IFRS 16 (12 months) amounted to -0.8 Earnings per share amounted to 3.97 SEK TH(I)EPQES:;'II!‘I‘E(; r;x%FII-II-FFR%FﬁG)
times (-0.3) (3.49)
Profit after tax totalled 148 MSEK (105)
Earnings per share amounted to 2.34 SEK Events after the end of the reporting
(1.65) period
Non-recurrent payment from Fora of 25 Sales in November increased by 6% to 1,021
MSEK, recognised as other operating MSEK (960), an organic increase of 4% and F?,EE;QT('E”;%[".;‘Z’;‘Q'%,
income an increase of 4% in comparable units

Online sales in November increased by 9
per cent to 121 MSEK (111)

3 Months 6 Months 12 Months

Aug 2021 Aug 2020 Percentage May 2021 May 2020 Percentage Nov 2020 May 2020

-0ct2021 - Oct2020 change -0ct2021 - Oct2020 change - Oct 2021 - Apr 2021
Sales, MSEK 2,117 2,036 4 4,172 4111 2 8,346 8,284
Operating profit, MSEK 204 148 38 351 314 12 646 608
Operating profit, excl. IFRS 16, MSEK 185 130 42 313 277 13 573 538
Profit after tax, MSEK 148 105 42 251 221 14 452 421
Gross margin, % 43.1 41.8 1.3p.p 41.3 40.2 11p.p 411 40.5
Operating margin, % 9.6 7.3 2.4p.p 8.4 7.6 0.8p.p 7.7 7.3
Operating margin, excl. IFRS 16, % 8.7 6.4 2.3p.p 7.5 6.7 0.7p.p 6.9 6.5
Return on capital employed, % = - - = - - 15.6 15.2
Return on equity, % - - - - - - 20.6 21.0
’\C/leésEhEovv from operating activities, 068 73 266 667 654 5 1,301 1,88
Equity/assets ratio, % 31.7 33.9 2.1p.p 31.7 33.9 2.1p.p 31.7 35.8
Equity/assets ratio, excl. IFRS 16, % 47.2 52.2 -5.0p.p 47.2 52.2 -5.0p.p 47.2 556.2
Net debt/EBITDA ratio - - - - - - 0.9 1.1
Net debt/EBITDA excl. IFRS 16 ratio - - - - - - -0.8 -0.7
Earnings per share before dilution, SEK 2.34 1.65 42 3.97 3.49 14 7.13 6.65

*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 December 2021 at 07:00 a.m. (CET).
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A quarter with continued high profitability

We are currently in the midst of the most intense period of the year and we are
approaching Christmas sales with great self-confidence, having closed the best second
quarter in terms of earnings in Clas Ohlson's 103-year history. Even after adjustments
for the large non-recurrent item — the insurance payment of 25 MSEK that we, like
many other companies, received from Fora during the quarter — earnings are at a
record level. Operating profit for the second quarter totalled 204 MSEK. Total sales
for the quarter increased by four per cent and online sales increased by 36 per cent.
In November we observed a good start of Christmas sales with a total sales increase
of six per cent and an online increase of nine per cent. Compared to 2019, the
increase in online sales was 86 per cent and for the first time in the financial year we
saw an increase in customer traffic in November to our physical stores compared to
the previous year.

Customer-focused value creation

The key to our strong result is that we work relentlessly with things that we ourselves
can impact. We see that the focus areas we defined for the financial year;
strengthening key product categories, capturing traffic both online and in stores and
growing e-commerce, are developing positively. When customer footfall in physical
stores remains at lower levels than we are accustomed to, the importance of
delivering on our customer promise becomes greater than ever. We make everyday
life easier for our customers in all kinds of homes, which means it is essential that we
understand the various needs of our customers and are able to solve their problems
with the right products and the right service. Our co-workers who meet customers
every day do a fantastic job of putting the customer first and ensuring that the
customer receives a complete solution. This can be seen in our customer satisfaction
surveys and that average sales per customer are continuing to rise. We are also
taking further steps in developing our range and observe a good performance in
many product categories. During this dark time of the year, lighting is a particularly
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THE CLUB CLAS LOYALTY
PROGRAMME ACHIEVED A

important category and our sales of, for example, solar cell lighting and garden
lighting increased by 48 per cent and 17 per cent respectively, compared with last

year. In terms of our overall range, customer satisfaction is increasing and our MILLION MEMBERS IN
NORWAY IN NOVEMBER,
product reviews are continuing to improve. JUST A YEAR AFTER IT WAS

LAUNCHED.

The Club Clas loyalty programme reached one million members in Norway in
November, just a year after it was launched. We now have a total of 3.8 million club
members in our three Nordic markets. Club Clas plays a central role in our strateqgy
for long-term growth because it enables us to provide customers with a more
relevant offering and we can make use of customer data to also develop new
products and services that our customers want.

Higher availability with improved logistics

Another central aspect is to offer a higher availability of our products in all sales
channels. As a result of investments in automation and inventory control last year, we
succeeded in further cutting lead times for online orders, at the same time as
volumes are increasing. A prime example of our enhanced capacity is at our
distribution centre, where we during Black Week and Cyber Monday handled
considerably more orders compared with the previous year and despite that
processed a large share within one day and 94 per cent within three days. Due to
effective forward planning regarding our supplier orders, we secured well-balanced
inventory levels ahead of the second quarter of the year. Based on the same good
planning, we can now bring an attractive offering to our customers during the most
important sales period of the year. We are also glad to now see signs that previously
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CEO'S COMMENTS

rising freight prices have started to stabilise. We use several different tools to offset cost
increases and freight prices had a limited impact on our gross margin during the quarter.

Well-positioned for sustainable growth

Clas Ohlson has been in Nordic homes for more than a hundred years, and | am
convinced that we have a key role to play for at least a hundred more years. Our
strong financial position is a solid starting point and another basic prerequisite is our il
ambitious work to be a positive force for the planet, people and society. We have a il
Code of Conduct that clearly defines the demands we make on ourselves and our il

Strategic focus areas 2021/2022

Strenghten key product categories
Capture traffic

Grow e-com

partners, and we have a well-functioning control apparatus for monitoring compliance Financial targets/framework

with our Code of Conduct, something that we are continuously developing. For a few 1
months now, we have expanded our factory inspections by adding more
comprehensive environmental audits. This enables us to reduce our climate impact in
collaboration with our suppliers. Another area in which we want to make a difference
is our assortment that will help our customers make more conscious choices. An
example of this is that, we have converted our range of candles from paraffin to
stearin. In the past 12 months alone, this has saved 350 tonnes of fossil emissions and
we are making similar progress in several product areas.

In summary, we have delivered a quarter with healthy profitability, at the same time as
we are continuing to strengthen our relevance and competitiveness. This is important
in a market that is characterized by rapid changes, where there is still uncertainty
about the development of the pandemic with recently reintroduced restrictions in our
sales markets. | am proud of how the entire organisation works every day to make
things better and, with our long-term objectives as our compass, we are well-
positioned for all customers who need help to improve their homes — both today and
tomorrow.

Fol
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Kristofer Tonstrom
President and CEO of Clas Ohlson AB

Q2 presentation, 8 December 9:00 a.m. Calendar

The report will be presente:d at 9:09 am. Yia awebcast 9 March 2022 Nine-month Report 2021/22
teleconference. For more information, visit
D T 8 June 2022 Year-end Report 2021/22

7 September 2022 Three-month Report 2022/23

Al C L Santisy 7 December 2022  Six-month Report 2022/23

Current financial information is available at
bout.clasohlson.com/en/investor:
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Sales will increase organically an
average of 5% annually over a five-
year period

Operating margin willamount to
6-8% within a five-year period

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

The dividend is to comprise at least 50
per cent of earnings per share after
tax, considering the company's
financial position.

cus areas Sustainability

The Planet: Climate neutral and fully
circular by 2045

People: A sustainable and long-term
employer with happy co-workers
Society: Contributing to a fair and

prosperous society for future
generations
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Sales Distribution per sales channel, %
Distribution of sales
Q2
3 Months 6 Months
Percentage change Percentage change
Aug 2021  Aug 2020 May 2021 May 2020
MSEK -0ct2021 - Oct 2020 SEK  organic -Oct2021 -Oct2020 SEK  organic
Sweden 974 921 6 6 1,901 1,849 3 3
Norway 883 861 3 -1 1,780 1,765 1 -2
Finland 247 242 2 5 465 470 -1 2 _
Outside the Nordics 13 12 8 4 27 26 1 - " Stores - BOnine
Total 2,117 2,036 4 3 4172 4,111 2 1 o
Of which online Distribution of sales R12, %
202 148 36 35 421 332 27 25
sales
R12
Distribution of sales increase
3 Months 6 Months
Aug 2021 May 2021
Per cent - Oct 2021 - Oct 2021
Comparable units in local currency 8 0 " Stores ®Oniine
Change in store network 0 1
Exohange-rate offects y ] Distribution of number of stores
Total 4 2 100

by 3 per cent. Online sales increased 36 per cent to 202 MSEK (148). At the end of the
quarter, the total number of stores was 228, which is unchanged compared with the year-
earlier period (previous year unchanged). For a store overview see page 27.

80

Second quarter €0

Sales increased 4 per cent to 2,117 MSEK (2,036). Organic sales increased by 3 per cent 40
compared with the preceding year. Sales in comparable units and local currency increased 20 .

0

Sweden  Norway  Finland UK

Sales, MSEK

Six months 000
Sales increased 2 per cent to 4,172 MSEK (4,111). Organic sales increased by 1 per cent zzzz
compared with the preceding year. Sales in comparable units and local currency were oo
unchanged compared with the preceding year. Online sales increased by 27 per cent to 421

MSEK (332). During the first six months, the store network was unchanged (previous year 10
unchanged). %00

’ Q1 Q2 Q3 Q4

Retail trade development* =2020/21 ®2021/22

Q2 Q3 Q4 Qi Q2 N | o
% 2021 2021 20/21 2122 2122 Distribution per sales o:lLﬁanneI, %
Sweden Q2
Retail** 4.0 2.9 12.7 11.0 11.0
Consumer Confidence 2.2 0.5 5.0 8.5 6.4
Norway
Retail** 10.7 11.0 -2.6 3.4 2.8
Consumer Confidence -3.6 -1.0 2.6 5.7 5.6
Finland
- = Sweden = Norway
Retail** 5.6 9.4 10.6 4.7 6.0 ® Finland = Qutside Nordic
Consumer Confidence -6.0 -3.4 0,0 3.9 4.2

*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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Second quarter

The gross margin increased by 1.3 percentage points to 43.1 per cent (41.8). During the
period, the gross margin was positively impacted by a weaker purchasing currency (USD) in
relation to SEK, reduced sourcing costs and stronger sales currency (NOK). This was largely
offset by effects attributable to currency hedging (NOK) from both currency forwards and
exchange-rate effects relating to inventory delays. The reduced sourcing costs were
primarily attributable to more efficient logistics and goods management, _
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