Verkkokauppa

PROBABLY ALWAYS CHEAPER - cam

.
.e_{,_
¢

j Half-year Report Januan}-June 622
B2B a bright

= COI'ISUITIE |

\

14 July 2022 | Panu Poriie
LN v‘gﬁ‘;qdng.u_f

) .3 4

| — :;.....- , g

grkkokauppascom Oy;j
aupRa

L&
£ |
’
= #

e u



.

Q2 results presentation

Business review

v Q2 highlights

v' Key financials

Strategy execution and market outlook

v’ Strategic cornerstones and development
v' Business outlook for 2022 and financial targets

v Key takeaways



B2B a bright spot in a soft con

Sales
* Market continued challenging and consumer confidence low
* Overall revenue declined by -3.7%
* Online sales declined by -3.6% following lower total sales
* B2B sales continued solid and increased by +12.6%
* Export business declined by -8.7%
* Core categories declined by -7%, only positive performance in TV and MDA categories

* Online shift continued in evolving product categories where sales grew by 5%, share of
sales was 18% (17% PY)

Profitability
* @Gross profit was impacted by the rise in the overall cost level (fuel and energy prices,
logistics)

* Prolonged spring postponed the summer sales in higher margin categories

* Tight price competition across categories and actions to reduce over stock, pushing
down margins

* External warehouse operations main reasons for cost increases
* Comparable operating profit declined and stood at EUR -0.2 million (5.1)

* We have taken measures to secure healthy margin, such as price optimization,
supplier negotiations and adjustment in the delivery services

* Cost containment measures throughout operations



Q2/2022: Revenue and margin impacting
profitability

EUR million 4-6/ 2022 4-6/2021 Change,% 1-6/2022 1-6/2021 Change, % 2021

Revenue 125.7 130.5 -3.7% 250.4 264.5 53% 5745 ¥ Q2revenue
_ declined by -3.7%
Gross profit 19.4 224 -13.6% 38.6 442  -125% 912
Lo -
Gross margin, % 15.4% 17.2% 15.49% 16.7% 15.9% Tight competition

and unfavorable

Personnel expenses -10.0 -9.4 6.5% -20.0 -18.4 84%  -36.6 sales mix impacting

gross margin
Other operating

8.4 7.1 18.3% -15.6 -13.4 16.0%  -30.3 .
expenses v’ Operating expenses
Operati fit, EBIT 0.9 51 -117.7% 0.2 103 -102.4%  20.3 higher due to

perating profit, -0. . -117.7% -0. : -102.4% : logistics and
Operating margin, % 0.7% 3.9% -0.1% 3.9% 3.5% warehouse costs
Comparable EBIT 0.2 51  -103.8% 0.7 103  -93.4% 203 ¥ Dividend forthe
Q2 of 2022:
Comparable EBIT, % -0.2% 3.9% 0.3% 3.9% 3.5% EUR 0.062/ share
Net profit 1.1 3.8 -127.9% 0.9 76 -111.2%  15.1
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Q2/2022: Corporate business continued in a growth path, +12.6%

The consumer market continues soft Online sales” declined by overall sales decline
EURmilion Revenue EUR million
180.0 7% 120.0 -3.6%
160.0
140.0 124.8 1257 1000 76.4 75.1
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100.0 60.0
80.0
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Ql Qa3 Q4
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m2021 2022
B2B" continuing solid performance Fixed cost to revenue ratio, targeting <10% by 2025
Fixed costs
euRmilion B2B sales +12.6% 16.0% 13.8% 14.6 %
40.0 31.9 31.4 14.0%
12.0%
300 10.0% - Target <10%
80%
20.0 6.0 %
4.0%
10.0 0%
0.0 %

. 0
) 1 2 3 4 |/
a1 Q2 a3 Q4 . b ’ : .
5 14.7.2022 m2021 2022

m2021 m2022

1)  Without Export



e

Balance sheet & Cash flow Wl N ——

At the end of June 2022:
* Inventories were EUR 86.9 (78.5) million

« Cash flow from operating activities was
EUR -16.5 (-5.5) million

* Investments during Q2 were EUR 4.3 (1.7) million
» E-Ville acquisition
« Warehouse automation investment in Jatkasaari

« Cash, EUR 15.9 (18.6) million

« Equity ratio 18.2% (23.3%)

e Group had a total of EUR 25 million (0.0) of interest bearing debt
at the end of June




Company aims for carbon neutrality in

own operations by 2025

We concluded the company's first carbon footprint calculation For all emissions (scope 1, 2 &3)

Two main elements of total emissions (scope 1, 2
& 3)

comes from indirect operations

0
70% 226,441 tCO,
of from the production of
products sold

22%
from the use and life-cycle
of products sold

72,287 tCO,

0.1%

: 322 834 tCO,
from our own operations

Other elements are for example customers' trips to stores 6.5% and freight and distribution logistics 0.36%.

7 14.7.2022

Emissions from our own operations (Scope 1 & 2)

Goal of carbon neutrality regarding 5025
own operations by 2025 //
5
SEEPLSE /
(40\(’6‘0% 2021
(eé\)c
5
) 5'\0(\ '»\’\olo
NI 2020
e
182
Emissions reduced from 2019
2019 to 2021 in total 260 tCO,

Equals to @

31,627,088

smartphones charged
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We empower customers to follow their passion

/)
~) ~) ~) ~)

Assortment Experience Spe.ec.l .& Trust
Flexibility
The widest and most exciting Frictionless omnichannel Delivery experience fuelled by . Most transparent IDI'Odl{Ct
assortment in chosen categories, experience built upon inhouse highest availability and information platform (online &
available from single store/platform. technology stack. Customer journeys convenience. Always accurate and offline). fall’ pricing that you can trust
New (premium) products always designed around the digital transparent offering across all to be “probably always cheaper
available among the First in Finland consumer from day 1 channels and locations

O

Our mission is to provide the best possible customer journey within
Nordic retail for selected categories



The best possible
customer experience

10

We are renewing our eCommerce
platform to strengthen superior
customer experience and our brand
perception

We are aiming to achieve top-of-mind
and consumer preference throughout
several categories

Offering the most inspiring content,
product data and expert service

- To secure future growth and maximize
opportunities

- Supports future category expansion

14.7.2022
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Verkkokauppa.com recent recognitions I

Trust
Verkkokauppa.com won Google’'s FINNISH
‘Proj X 3.0' Omni-channel CX
oject BOX 3.0° Omni-channel C | | ) INNOVATION INDEX
benchmark in Finland ,
How customers see it
63%
* In June, for the second year in a row,
1 Verkkokauppa.com was awarded as one of the most
innovative companies in Finland
« The Finnish Innovation Index has been developed
together with the Norwegian School of Economics
7 ,‘ « Verkkokauppa.com was be listed among the Top 10
=20 | companies in Finland
,\ « The award was presented by Hanken School of
I Economics, which conducted a study
.' « The index is already in use in six countries
e.e https://www.hanken.fi/en/departments-and-centres/department-
*Google evaluated 137 European retailers based on a set of custom marketing/cers/work/research-projects/finnish-innovation-index-0

principles and criteria that indicate if retailers have succeeded in creating
seamless and frictionless experiences across channels for their customers



Brand position durable L

Trust

v’ Best positioned brand in e-commerce in Finland, most visited Finnish webstore
v Exceptionally positioned in YouGov Recommend Ranking compared to retail comparisons

YouGov Brand Buzz - Positive talk about brands YouGov Brand Recommend sector rankings
Net Score 1-6/2022** Net Score 1-6/2022*

250 1 220 40.0

34.8

20.0

15.0

10.0

5.0

**Source: YouGov BrandIndex, N=1796



Next steps for warehouse automation

Autostore at Full speed

13

Autostore automation in Jatkasaari was
finalized during the first quarter

Automation improves the capacity of the
warehouse and the availability of products

First results on Autostore production very
efficient; picking speed up to 200 articles per
hour (4x to previous manual picking)

14.7.2022

Speed &
Flexibility

Next, Packaging automation

« Next phase is to build packaging
automation during Q3

« Automated packaging process is 5-7
times more efficient than the current
manual packaging

« Automated picking and packing process
is an enabler for strategic goal of.faster
order fulfillment
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The continuously evolving @%
assortment ‘

Assortment

« E-ville integration and own brand product
sourcing in China proceed as planned with
first co-sourced products arriving in shelves
during Q4

« Today our assortment close to 90 000
articles

« We continue to expand in evolving categories
with attractive margins and lower online
penetration

* Inthose categories we have room for
significant growth

« Examples of growing product categories
during Q2 2022:

4 el 1’Yiggage and travel +97%, Toys +28%, children’s
accessories +6%, and TV & video +4%




Services complements customer experience

Standalone store

& online services Installation & N:_ae':;ier nsaer:.c‘:,tiecaer;d - Recycling and
Over 20 000 passport set-up services & _______ disposal services
photos during Q2 ' : +13% growth in sales
E%% 9 : with recycling pick-up
45
+22% growth in
sales with
installations @
Customer
ﬁnan.cmg Product protection N
services £
services
+60% monthly
growth in Tili credit I
account customers -
in total >7 000
g Delivery services

15 14.7.2022
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Consumer confidence in June on the lowest level ever

- Expectations concerning consumer's own i i
finance and Finland's economy were very Consumer confidence indicator
peSSimiStiC Balance

10

* InJune, consumers had very little intention
to spend money on durable goods. The time
was considered the least favorable ever for
making purchases

« Estimates and expectations concerning
inflation rose even further. Expectations &
concerning inflation in 12 months were
higher in June than ever before in the 10
measuring history

« Consumers' own Financial situation was still 15 2021M06 2021M07 2021M08 2021M09 2021M10 2021M11 2021M12 2022M01 2022M02 2022M03 2022M04 2022M05 2022M06
good in June, and the estimate of the threat
OF Unemployment Or tempo ra ry lay-OFF 27 June 2022: Statistics Finland, consumer confidence

. . . https://www.stat.fi/en/publication/ckta4nx747iut0c009u7uvy0t
remained fairly bright
17

14.7.2022




Short-term business and market outlook

The strong acceleration in
inflation and rise in the interest

There is uncertainty about the The company's growth prospects

future outlook in relation to for the current year are L.
" S : ) rates, as well as the crisis in
geopolitical conflicts in the world, § considered challenging due to : .
o ) ) : Ukraine, have further undermined
the crisis in Ukraine and the changes in the operating : : :
: : household confidence in their
macroeconomics environment
economy
We will succeed in taking
We estimate consumer advantage of the online The company estimates
demand and consumer transition, and that the shift of customers
business to continue soft increase our market share in to online is permanent

chosen product categories

18 14.7.2022
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Previous guidance:

Revenue: EUR 530-590 million
Comparable EBIT: EUR 12—19 million

TR !

Targets by the
end of 2025

Revenue: EUR 1 billion
EBIT margin: 5%
Fixed costs: <10% of
revenue

Dividend policy

We continue to pay out a
quarterly growing dividend

Dividend in 2022:

EUR 0.246 per share in total

(EUR 0.060 per share on 4 April 2022 + Board authorization
to pay EUR 0.186, divided in three quarters)



Key takeaways from the 2" quarter

Soft consumer demand throughoyt Automated logistics hub in Jatkasaari
the quarter, consumer uncertainties -
was finalized

impacting purchasing behavior
We have taken actions to mitigate

Good performance in pressure on margin, cost levels and
B2B sales, increase of +12.6% profitability

Despite competitive environment We are determinedly continuing strategy
execution towards long-term targets by

the end of 2025

and soft season sales in higher
margin categories, gross margin
remained on a good level of 15.4%

m



More Information

Financial events in 2022-23

The Financial Statements for 2021 on 2 March

2022
Virtual AGM on 24 March 2022

Interim report for January — March 2022 on
Thursday 28 April 2022

Half-year financial report for January — June 2022

on Thursday 14 July 2022

Interim report for January — September 2022 on

Thursday 27 October 2022

Financial statements bulletin for the year 2022 on

Thursday 9 February 2023.

21

Investor Relations contacts:

Marja Makinen

Head of Investor Relations &
Corporate Communications
marja.makinen@verkkokauppa.com

+358 40 671 2999

Mikko Forsell, CFO
mikko.forsell@verkkokauppa.com

Panu Porkka, CEO
panu.porkka@verkkokauppa.com

investors@verkkokauppa.com

Links

Visit our Investors website:
www.verkinvest.com

Join mailing list for Company releases:
www.joinverk.com

Watch investor Webcasts:
www.verklive.com

g https://twitter.com/verkkokauppacom

n https://www.facebook.com/verkkokauppacom/

I@l https://www.instagram.com/verkkokauppacom/
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This document is not an invitation to subscribe for or purchase any securities or make any investment decisions in respect
of the Company or its securities.

This document is not for publication or distribution, directly or indirectly, in or into Australia, Canada, the Hong Kong
special administrative region of the People’s Republic of China, Japan, New Zealand, South Africa, Singapore or the
United States, or any other jurisdiction in which the distribution or release would be unlawful.

The inclusion of financial information in this presentation should not be regarded as a representation or warranty by the
Company, or any of its affiliates, advisors or representatives or any other person as to the accuracy or completeness of
such information’s portrayal of the financial condition or results of operations of the Group.

This document includes “forward-looking statements” that involve risks, uncertainties and other factors, many of which are
outside of the Company’s control and could cause actual results to differ materially from the results discussed in the
forward-looking statements. Forward-looking statements include statements concerning the Company’s plans, objectives,
goals, future events, performance and/or other information that is not historical information. The Company undertakes no
obligation to publicly update or revise forward-looking statements to reflect subsequent events or circumstances after the
date made, except as required by law.

The market and industry data and forecasts included in this presentation were obtained from internal surveys, estimates,
experts and studies, where appropriate, as well as external market research, publicly available information and industry
publications. The Company and its affiliates, directors, officers, advisors and employees have not independently verified
the accuracy of any such market and industry data and forecasts and make no representations or warranties in
thereto. Such data and forecasts are included herein for information purposes only.
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