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Select financial highlights
Journey of growth continues, in a post-covid operating environment

Sales

3,060m

Total: 33.6%
Pro-forma organic: 10.2% 

Organic: 5.5%

164m

5.4%

-232m

Earnings Cash flow



Organic growth
Y-on-Y development

INCLUDING
M&A P.F.



Significantly strengthened position
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BHG… plenty of room for sustained growth
Strong geographic footprint – in rapidly growing markets
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Our strategy remains focused on four cornerstones
The BHG ecosystem

The Product Offering as the base… …with the Customer at the centre
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Organic + M&A + Synergies
BHG - Clear value creation path



Strong development in recent acquisitions
So far this year, we have added six new businesses to the portfolio
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We are taking important steps to accelerate 
our organic initiatives

• Assortment expansion – evolving 
the BHG ecosystem of external 
and proprietary brands and 
installation services

• Automated product exchange –
proprietary system launched for 
exchange of product information 
between Group companies

• Proprietary brands – Gathering 
select brands, including Bathlife, 
under Hafa Bathroom Group

Assortment Delivery Data & Automation

• Drop shipping 2.0 – investments 
in tech and automation to further 
develop the drop shipping model, 
including a closer IT integration 
with our main partners

• Warehouse, showroom, last mile 
– SE/FI/NO hub in place, first 
showroom opened in the Oslo and 
introducing last mile; New DK 
infrastructure established; 
expanding NN warehouse and 
bringing in Svenssons

• Significant investments to 
maximise the breadth of our 
offering and use all of the data to 
optimise operations and further 
enhance the customer experience

• Launching upgraded customer 
platform in the first half of 2022

• Our first inventory automation will 
be ready to be deployed ahead of 
the important Black Week period 
for our Danish DIY platform

Customer Centricity & ESG
In everything we do



32% YoY pro-forma growth in active customers 
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BHG at a glance – significant scale and profitability
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We remain strong, in a post-covid environment

1 463,8
1 862,0

833,8

1 205,92 290,3

3 060,5

Q3 2020 Q3 2021

DIY Home Furnishing Eliminations

131,2 129,5

82,9
48,5

194,0
164,5

Q3 2020 Q3 2021

DIY Home Furnishing Other*

33.6%

-15.2%

8.5% 5.4%



Bridge 2020 Q3 → 2021 Q3
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DIY segment
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1 463,8

1 862,0

Q3 2020 Q3 2021

131,2 129,5

Q3 2020 Q3 2021

Solid quarter given high comparative figures and 
market-related challenges

23.1% 23.3% 9.0% 7.0%

+27% -1.3%
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833,8

1 205,9

Q3 2020 Q3 2021

82,9

48,5

Q3 2020 Q3 2021

Home Furnishing segment

Third quarter characterised by weaker demand, higher traffic 
generation costs and continued supply chains disruptions

+45% -42%

30.7% 29.3% 9.9% 4.0%



221,9 

( 232,0)

0,6 

(24,0)

(430,5)

EBITDA Adjustments for
items not

included in cash
flow

Income tax paid Change in
working capital

Cash flow from
operating
activities

299,0 

677,4 

223,6 

(1 793,9)

1 948,7 

Q4 2020 liquidity CF from
operating
activities

CF from
investing
activities

CF from
financing
activities

Q3 2021 liquidity

Cash flow and financial position

Cash flow impacted by supply-side disruptions



BHG’s financial position remains robust

• Net debt / EBITDA of 1.8x, within financial target 
of 1.5-2.5x

• The Group’s unutilised credit facilities amounted 
to SEK 800 million at the end of the period, 
compared with SEK 300 million at the beginning of 
the year

• BHG’s financial position means that we can 
continue to execute our organic growth initiatives 
robustly and also combine them with an active 
acquisition strategy moving forward

Overview of financial position

Cash flow and financial position
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Several initiatives launched on next leg of our ESG journey
We are determined to incorporate ESG into our entire value chain 



Q3 Summary
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Appendix



Condensed consolidated financial information

∆%  ∆%



DIY segment



Home Furnishing segment



P&L



Balance sheet



Consolidated statement of cash flows



Reconciliation of non-IFRS metrics




