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Distinct market position within Home Improvement based on:
Unbeatable assortment of popular brands

Price leadership
Combination of dominating generalist and agile

specialists
Predominantly drop ship model
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Typical customer is a homeowner with above average
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Home Improvement consists of three main platforms

I bygghemma

Comprising 12+ brands

All-purpose platform serving a wide target group

BUILD AND MERGE TO FORM NORDIC HOME IMPROVEMENT POWERHOUSE

Go-to online Nordic platform for all home improvement needs, and
preferred destination for A-brands

Direct fulfilment with high reliability

Expectational depth in product assortment

Supporting the all-purpose platform

Strong direct-to-consumerin niche

categories
HAFA | Hard noro
BRAND | westerbergs
GROUP | bathlife landskap High margin products and ensures product

Comprising 13 brands availability (enables PL offering)

Focus on bathroom products, windows and
home appliance

BUILD RESILIENCE BY CONSOLIDATING AND COLLABORATING

‘ Lu Focus on outdoor, hunting, garden and

HYMA =
Skog & Tradgard ==X Fast-moving assortment tailored to target
v customers’ needs

Comprising 5 brands

% Brings niche expertise to the Group

ESTABLISH PAN-NORDIC MARKET POSITIONS

Note: 1) Cross-selling from e.g. Husqvarna, and others. 2) Product distributor with wide reach; Bygghemma the largest seller and customer for Hafa
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Several initiatives in each platform to drive growth

/|j[| Growth actions in Norway and Denmark

I bygghemma

e Data-driven assortment expansion, and customer
Q|
== loyalty

HAFA | Hard noro

HYMA

BRAND | westerbergs
GROUP bathlife landskap

@ Geographical expansion of D2C business

Assortment expansion within bathroom segment based on
Bygghemma customer insights

Skog & Tradgard
@ Geographical expansion within Nordics (and beyond)
D
C%'[l Increased share of private label in selected categories
0

Key enablers

Shared resourced within supply chain, assortment and marketing

Consolidated sourcing, Group-wide agreements and sharing best
practices

bhg.



Growth and consolidation expected to drive

improvement

0.9%

GROWTH INITIATIVES

Category expansion

Geographical expansion

Increased share of private

CREATING
POWERHOUSES FROM
CONSOLIDATION

~1-2%

Nordic Home
Improvement powerhouse

IMPROVED EFFICIENCY

~0.5-1.5%
and1.0%
run-rate

Group wide agreements

MARKET
NORMALISATION

~0.5-1.5%

Automation and leverage
Al as a tool for efficiency

Structural growth

Macro normalisation

33 Source: Company information

~5-6%

Home
Improvement
adj. operating

margin over
time
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Building the Nordic’s home improvement 3

powerhouse

Strategic ambition
Be the #1 online Home Improvement

platform in each of the Nordic
countries

| Most trusted by customers
|

Market’s widest offering range to be a
true DIY one-stop-shop

THE online Nordic destination for
Home Improvement suppliers

Creating powerhouses
from consolidation

da

From #1-5 today to

Leading customer retention rate,
in per market
within Home Improvement

and
(assortment & services) for Home
Improvement

customer and supplier
experience with
for multiple destinations



Bygghemma to be established as a Nordic Home -

Improvement powerhouse i

Dominating the online Home Improvement category by leveraging consolidation

synergies
Unbeatable assortment

AS NORDIC AS
POSSIBLE, AS SHARED

LOCAL AS Competitive prices

NEEDED BACKBONE

m bygghemmu #1 online platform in the Nordics, with strong brand
_I=_I_=- NORDICS awareness
TRULY

Destinations supported by well-known category experts and

AND category must-haves

INITIATIVES

Customer base with strong purchasing power



As Nordic as possible, as local as needed e

Local customer preferences remains high, but will gradually become harmonised

Boozt I3] bygghemma

= mmstee—m mu NORDICS

11% Other
N\

30-35% Pan-Nordic and Global A-brands

Kihrs * Global/Nordic Brands
uuuuu . “Iﬂﬂ]l * Similar market
= preferences/demand
89%
GlobalAhbrands ‘ 10-20% No and own brands
RAllzg}llu(l?n«'\l : E ° No Strong brand
FILIPPAK presence

e Price driven

YVES SALOMON

SeeByChloé

¢ Customer Preference

* Local building codes

elfa fafa sveoeercs HARVIA



The country destinations supported by category

experts

}/ﬁ\ Destinations

Highest strategic priority

:‘; Category Experts and Must haves
* &% Part of strategy

Characteristics

Well-known & strong pan-Nordic brand

Brands

il bygghemma
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Specialists that support the Home Improvement Powerhouse

Bygghemma
brand in
Finland

BADSHOP se shop.se
a vy p wskupnm

/" POLARPUMPEN

E t(lloon.com vitvaruexperten

Cd
J

t Hemmy.se

Creating powerhouses

from consolidation
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Why customers choose Bygghemma

Significant increase in unique customers...

B Unique customers (‘000s)

~5%
with >3
orders
301
2019

Notes: Figures for Bygghemma Sweden. Source: Company information

495

2023

~5%
with >3
orders

4.5

... driven by a superior online shopping experience

*Trustpilot

PriceRunner
4.5

(~25,000 reviews) (~800 reviews)
Great
customer =  Customers recognise great value proposition, with
experience 4.5 Trustpilot score (increased from <3 in 2020)
A4
Wide
assortment = 900+ SKUs live on site today and 2x increase since
o®0 2019, with offerings within all price brackets
IP":Ie hi = Best-in-class prices with 90% price leadership
eadership across primary offerings (bathroom, doors and
windows, floors)
Exceptional = Exceptional delivery-to-promise of 90%,
delivery increasing from 80% in the last two years
service
@ = Home delivery of bulky products
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