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Strategic positioned assets
with room for improvement
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2.9bn after 4.1% after
divestments" divestments"

Value Home operates primarily in the Nordic and Eastern

European markets. Value-driven model that focuses on O
offering competitive prices, enabled by hare of private label o n o (o)

.

Net sales SEKm Adj. EBIT-margin %
2023 2023

Share of Group sales Net sales by country  Share of private label
2023 2023 2023

RoW 28%

12%
9%

el%

. Note: 1) Divestment in Germany and Denmark and closing of stores in Sweden. Source: Company information wg °
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Main characteristics of Value Home operations

Mix between private and white label products

Working with producers not brands/distributors

BHG managing content creation as well as product
quality and compliance

Deep understanding of local customer preferences

Bulky products require complex supply chain
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Value Home has several strategically positioned

assets

_ Nordic home, garden and leisure in the value

_ Nordic furniture and interior

segment

her fln'r se 0UTL1
trendrum.

PRIVATE LABEL OFFERING (94%)

Ny gl
ﬁi,',# Metalcraft  Trekkrunner®

v' Specialty expertise in doors, windows and bathroom
productsin the Nordics

_ Outlet with focus on home

design in the value segment

HOME
FURNISHING:
| NDRDIC

e( 1
{‘\ trademax.se 3“

ARERRORIHE MMET ;‘

Chil i.se - rurniTure

PRIVATE LABEL OFFERING (91%)

SCANDINAVIAN

CHOICE

COMFORT GARDEN

v" One of Northern Europe's largest online destinations
within home and furnishing

OPERATIONAL EXCELLENCE & CONSOLIDATION JOURNEY

in CEE

‘_lmuﬁm EU

-

WHITE LABEL OFFERING (100%)

FURNITURE1 | EU
EN—|

v" Furniture player focuses on 10+ European markets
outside of the Nordics

SIMILAR OFFERING TARGETING DIFFERENT GEOGRAPHICAL MARKETS
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Consolidation and efficiency expected to drive

improvements

GROWTH INITIATIVES

~1.5-2.5%
1.3%

Selling through
external marketplaces

Internationalisation

Product expansion

IMPROVED EFFICIENCY

CREATING ~2-3%

POWERHOUSES FROM and1.2%

CONSOLIDATION run-rate
~1.5-2.5%

Hemfint Group

N X Group wide agreements
consolidation P 9

MARKET
NORMALISATION

~9-10%

~0.5-1.5%

Automation and leverage
Al as a tool for efficiency

Structural growth

) Value Home
adj. operating
margin over

) time

Macro normalisation

Source: Company information




Hemfint
consolidat

ion journey

David Olhed
Group CCO
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Strategic rationale behind consolidation of -

Hemfint, Trendrum and Outl1

Three brands with similar competencies, assortment and customer base

OUTL1

An outlet with
focus on home
and leisure

OUTL!

The three
brands will
maintain own
identities

trendrum.

HEMFINT

A department store for
the homeowner in the
value segment

TRENDRUM

Furniture and
interior design in
the value segment

Operational
synergies

3

Revenue
synergies

al

Cost
synergies

®

Creating powerhouses
from consolidation

Reduce organisational complexity
Allow for coordination of assortment
range (shared assortment between
brands)

Increase sales from cross selling
between brands

All supporting activities consolidated
Common purchasing, larger quantities,
and structured benchmarking
Reduced marketing spend

Lower fulfillment costs, as warehouses
are moved to cheaper warehouses



Thorough plan to ensure successful consolidation <z

Overview of planned activities

Planned activities to reach target state Target state

Immediate Short-term Mid-term

Warehouse Consolidate all incoming goods across

d logisti ﬁ Accelerate move from expensive brand ti t ¢ Move
and logistic B warehouses rands, move current inventory to warehouses
new warehouses
Customer
service Q Consolidate into one organisation, Focusin-house resources to single
leverage off-shoring solutions location
IT @ .
Eeell ez pdensien Sieyleng S Start consolidation Consolidate
system set-up
Marketing ¢
Establish a new joint group organisation
Establish the new organisation
. e (including recruitment if needed)
Finance ! Consolidate into a single organisation,
with existing resources Co-location

Purchasing @G-

Consolidate based on existing resources Establish the long-term organisation
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