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Premium Living has a premium position that is primarily based on

N stock keeping of external brands, which internationalises o
2 Scandinavian design in a scalable way from their Nordic base 3 /
- 4 .. | ~ 4 2.2 .2 o
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Note: 1) Excluding LampGallerian. Source: Company information wgo



Nordic Nest Group at glance ORI NEST

GROUP

Online-first with 26
sites in 16 local

languages,
26 34looom2 NORDIC . . ' supporl’ed bys
Sites Logistic center with flagship stores

global reach

70 500.

Countries Employees

2.1.. 450.

Sales 2023 # of brands
5« 4.7
L4Y adj. EBIT margin" Average customer review Inredning 2020 - 54 nreder du for

ett rofylit hem

score on main markets

53 Note: 1) 2020-2023. Source: Company information ug.



Nordic Nest Group’s pillars for success

g

World’s Best

e World’s Most Industry-leading
Experience Motivated Team profitability
47 91 59, >
/5.01) /1002) EBIT margin L4Y
S

-~y

-~
Note: 1) Truspilot score. 2) Internal employee survey
Source: Company information
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Superior customer experience

Global, loyal, and satisfied customer base

Large and global
customer base

Sales split 2023

g

43. 49 7-

Nordics Rest of Rest of
Europe World

55 Source: Company information

@ Majority between 18-

[
[ ()] 40 years old

Gender
Tilted towards female
customers

- Income

ea’ High income earners

Residency
i Large share of big city
E residents

Strong customer
characteristics

YTD 2024

50

Repurchase
factor

Recurring
customers

1.37

2.0.0.0.0_¢
* Trustpilot

KAk
(©) Prisjakt
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PriceRunner



Builds growing share of loyal and recurring customers

Significant increase in unique customers... ... with higher customer retention

@ Share of returning customers

CAGR:
32% 50%
CAGR:
1,036

95

710
61

2020 2023 2020 2023

56 Source: Company information wg [
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Partner of choice for brands

Strong offering of premium brands with support from increasing share of own brands

Focus on Nordic style home interior and furniture with 55 000+ SKUs in total

INSPIRING CUSTOMERS TO BUILD THEIR
HOMES PIECE BY PIECE Net sales by category, 2023

' Y

Lighting

Table setting & . .
Interior design

serving
Carpets
& Textiles
. \ 20/ Kitchen
Furniture o & Cooking
Other
PREMIUM i louis c ®
BRANDS FRITZHANSEN o Gewmncen GUBL poulsen  MATEWS  vifrd.
TRAFFIC - R . ——
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Source: Company information
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Well invested and efficient operating model

2022
Pre Phase 1
t ti
automation Picking

automation

Proven ability to acquire and integrate bolt-ons such as Svenssons and
Kitchen Time

2023 2024

Phase 2 Phase 3
Packing Internal
automation logistics

33-37 SEK per order .

Note: 1) Trustpilot score as of 1st of June 2021. 2) Trustpilot score as 1st of December 2023. Source: Company information

LTM net sales by quarter for * Trustpilot
Svenssons (SEKm) ACQUISITION OF
_ Svenssons )
° 4.4
®
N ] 530
Svenssons
2.9
326
Q2 Q4

21 23
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Attractive financial profile A

Outperforming the market and main peers with profitable growth

Net growth, Nordic Nest Group and online furniture market Adjusted EBIT margin, Nordic Nest Group and main competitors”

B Nordic Nest Group B Online furniture market H Nordic Nest Group B Peer average

55%

7%

4%
3%

14% 1%

__ . I -

-38% -6%
2021 2022 2023 2021 2022 2023

Note: 1) Peers include Bagaren och Kocken, Cervera and Royal Design. Figure for FY2020 for Cervera and Royal Design based on a 16-month period between 09/19-12/20. Based on EBIT if no °
adjusted figure has been reported. Source: Company information, financial reports, E-handelsindikatorn (by Svensk Handel). Source: Company information, annual reports



Fragmented competitive landscape

The interior design category is fragmented across markets with no multi-national

LY [ Y LY R -_ - s
w w ) + a 2':! - ) - w 0 = ° .
ONLINE
rocuss NORDIC
HOME
INTERIOR
PLAYERS
RoyalDesign
Rum®
WESTWING
NORDISKA
GALLERIET
Bﬂﬁﬂré‘l{l l;llﬂﬁjliumunf
FINNISH
DESIGN
SHOP
connox
MAIN
MARKET- kbl
PLACES CDON.COM GENERALLY SMALL OFFERING IN THIS NISCHE, WITH LIMITED ACCESS TO PREMIUM BRANDS
ebay

60 Note: Counted as per national website. List not exhaustive. Source: Company information
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Opportunity to continue successful »
internationalisation

Global footprint with clear strategy for winning premium Scandinavian design customers
What we are doing to win customers

Develop customer interactions in all
channels

f‘} Deepen collaboration with all partners
; [

Expand to new markets

49%
Europe
@ sales > SEK100m ! w:;ﬁ Continue building our strong culture
@ sales SEK10-99m 43%
Nordics
Sales SEK1-9m Analysis of customer and behavioral
Sales <SEK 1m data
Ships to customers in q
70 . sites in 16 different HQ LILE LTS .. ..
countricion a languages Sweden, and branch Ensure efficient global logistics
weekly basis office in Seoul, Korea

Notes: Based on sales figures for 2023. Source: Company information ug °



Profitable growth from all building blocks

MARKET
NORMALISATION

~7-8%
IMPROVED EFFICIENCY
CREATING
POWERHOUSES FROM
CONSOLIDATION
GROWTH INITIATIVES
3.2%
Structural growth

. [ Group wide agreements P.r(::mium'
Premium ) Living adj.
Living adj. . N\ L operating
operating Automation and leverage Macro normalisation margin over

margin (2023) Al as a tool for efficiency time
62 Source: Company information Hg [



	Slide 1
	Slide 2: Today’s agenda
	Slide 3: Strong management team with extensive experience
	Slide 4: Key messages today
	Slide 5
	Slide 6: We make living easy
	Slide 7: History of growth and profitability to continue
	Slide 8: Prepared for market rebound
	Slide 9: Well-positioned for continued profitable growth
	Slide 10: Our growing markets are driven by structural trends
	Slide 11: BHG Group offers a competitive value proposition
	Slide 12: Group functions further enhancing daily operations
	Slide 13: Applied on three profitable business areas
	Slide 14: Market-leading online positions
	Slide 15: We are confident in our updated financial targets
	Slide 16: Strategic focus areas: Clear roadmap for profitable growth
	Slide 17
	Slide 18: We have an attractive financial profile
	Slide 19: Maintained profitability every year since the IPO
	Slide 20: Capital efficient business model
	Slide 21: Market supported by continued online migration
	Slide 22: Market growth to return as macro normalises
	Slide 23: Delivering on announced improvement initiatives
	Slide 24: Strategic focus areas: Clear roadmap for profitable growth
	Slide 25: Drivers towards profitability target
	Slide 26: Committed to further reduce leverage
	Slide 27: Structured and highly selective M&A strategy since ‘23 
	Slide 28
	Slide 29
	Slide 30: Home Improvement at a glance
	Slide 31: Home Improvement consists of three main platforms
	Slide 32: Several initiatives in each platform to drive growth
	Slide 33: Growth and consolidation expected to drive improvement
	Slide 34
	Slide 35: Building the Nordic’s home improvement powerhouse
	Slide 36: Bygghemma to be established as a Nordic Home Improvement powerhouse
	Slide 37: As Nordic as possible, as local as needed
	Slide 38: The country destinations supported by category experts
	Slide 39: Why customers choose Bygghemma
	Slide 40
	Slide 41
	Slide 42
	Slide 43: Value Home at a glance
	Slide 44: Main characteristics of Value Home operations
	Slide 45: Value Home has several strategically positioned assets
	Slide 46: Consolidation and efficiency expected to drive improvements
	Slide 47
	Slide 48: Strategic rationale behind consolidation of  Hemfint, Trendrum and Outl1
	Slide 49: Thorough plan to ensure successful consolidation
	Slide 50
	Slide 51: Premium Living
	Slide 52: Premium Living business area at a glance
	Slide 53: Nordic Nest Group at glance
	Slide 54: Nordic Nest Group’s pillars for success
	Slide 55: Superior customer experience
	Slide 56: Builds growing share of loyal and recurring customers
	Slide 57: Partner of choice for brands
	Slide 58: Well invested and efficient operating model
	Slide 59: Attractive financial profile
	Slide 60: Fragmented competitive landscape
	Slide 61: Opportunity to continue successful internationalisation
	Slide 62: Profitable growth from all building blocks
	Slide 63
	Slide 64: Concluding remarks and key takeaways
	Slide 65: Key messages today
	Slide 66: Strategic focus areas: Clear roadmap for profitable growth
	Slide 67: We are confident in our updated financial targets
	Slide 68



