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Strong growth in online and
corporate sales
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Business review

v' Development in Q3 and January — September 2021

v" Key financials

Strategic overview
v’ Strategic cornerstones

v" Trust, assortment & experience - our value proposition
v" Business outlook for 2021 and financial targets
v

Key takeaways



Solid 3" quarter

Sales
v On-line sales continued to grow, +18.7% y-on-y
v’ Robust B2B sales with increase of +22.0%
v' Good performance in core categories, such as TV and computers

v Also growth in several evolving categories like gaming, sports, toys and
home & lighting

v’ Export sales turned back to growth path and increased by +4.5%

v Our sales in GfK reported categories grew by 13.4%, while market
grew by 3.7% (GFK data per July-Sep 2021)

Profitability

v' Tight competitive environment along with sales mix in favor of lower
margin categories having an impact on gross margin

v’ Operating profit declined by EUR 0.9 million totaling EUR 4.7 million
(5.6)

v’ Verkkokauppa.com's Board of Directors has decided today to pay
fourth dividend instalment of 0.059 euros per share on 2 November

GfKis an independentintelligence platform and consulting service for the consumer products industry (www.gfk.com).




In Q3/2021, on-line sales:grew by +18.7%

Market share gains in a competitive market
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Robust growth in B2B sales

+22. 0%
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Online shift continues
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Q3/2021: Robust revenue growth

EUR million 7-9/ Change, % 1-9/ 1-9/ Change, % FY 2020

d .
2020 2021 2020 v" 331 consecutive
growth quarter

Revenue 141.0 129.3 9.1% 405.6 377.6 7.4% 553.6
Gross profit 209 209 -0.3% 650 618 5.3% gg.4 ¥ Robustrevenue
growth of 9.1%
Gross margin, % 14.8% 16.2% 16.0% 16.4% 16.0%
| . - ) v' Gross margin
Personnel expenses -8.5 -8.1 4.5% -26.9 -25. 7.0% -35.6 decreased due to
Other operating expenses -6.8 6.1 10.5% 202 -19.9 1.5% -28.8 market environment
Operating profit 4.7 5.6 -17.0% 15.0 13.4 11.8% 196 Vv Quarterly growing
Operating margin, % 3.3% 4.3% 3.7% 3.5% 3.5% dividend of
EUR 0.059 per share
Comparable operating profit 4.7 5.6 -17.0% 15.0 14.2 5.5% 20.4

Comparable operating 33% 4.3% 3.7% 3.8% 3.7%

margin, %
. Net profit 3.5 4.2 -17.9% 11.1 10.0 11.5% 14.6




1-9/2021: Verkkokauppa.com had a brisk growth
during first 9 months

Revenue Online sales B2B sales

Comparable EBIT Earnings per share
EUR 15.0 million EUR 0.25



Balance sheet & Cash flow

At the end of September 2021:
* Inventories were EUR 79.2 (65.7) million

e Cash flow from operating activities was
EUR 2.0 (6.5) million

* Investments during Q1-Q3 were EUR 3.0 (0.9) million
e Cash, EUR 21.8 (36.5) million
* Equity ratio 22.4% (25.9%)

* Undrawn revolving credit facilities of EUR 20 million
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Strategy execution —
developing our operations towards our targets

) o) ) )
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Assortment Experience Speed & Trust

Flexibility

& £ 1A

The widest and most exciting Frictionless omnichannel Delivery experience fuelled by ~ Most transparent product
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). !‘:alr pricing that you can trust

New (premium) products always designed around the digital consumer transparent offering across all to be “probably always cheaper

from day 1 channels and locations

available among the first in Finland

O

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



Verkkokauppa ranked as a forerunner in customer

experience and loyalty

Customer Relationship Index study is the widest annual survey made to investigate customer experience and loyalty.
3 700 consumers assessed the customer experience and loyalty to customers in different companies.

1st position in customer loyalty among retail

Customer loyalty, retail
6 65 70

o
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IKEA

Motonet
Yliopiston Apteekki
Musti&Mirri
S-ruokakaupat
Zalando

Lidl
K-ruokakaupat
Biltema

Sokos

Clas Ohlson
Tokmanni

XXL

Gigantti
Amazon

Ellos
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Great improvement in our positioning regarding customer
experience

Customer experience, retail
65 70 75 80 85
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Alko
Yliopiston Apteekki
Musti&Mirri

Verkkokauppa
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Zalando

IKEA
K-ruokakaupat
Motonet
S-ruokakaupat
Sokos

Biltema

Lidl

Clas Ohlson
XXL

Amazon

Ellos

Gigantti
Tokmanni

ASML, Suomen Asiakkuusmarkkinointiliitto (Data & Marketing Association of Finland) survey is conducted annually
since 2009. Asiakkuusindeksi 2021: https://www.asml.fi/seminar/asiakkuusindeksi-2021-tutkimus/

N

Trust



Our assortment is expanding
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We are expanding our assortment
at a record pace

Up to 100 new product launches daily

We evaluate new possibilities on a daily
basis pursuing to meet the evolving
consumer demand

We use growth hacking to find new trends
to utilize in product development

Currently up to 80 000 products in our
assortment

21.10.2021
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New Search User interface
*

*

Product recommendations

Hundreds of new search * Based on image similarity

filters * Find and recommend

Clear performance benefits items that looks the same

* Allow customer to easily
find interesting items to
mach his style preference

Improved conversion for
both mobile and desktop
users

-
r R

Experience

B —

)’

Customer care

* Order splitting, when all the
items in the order are not
immidiately available

* Al bot for emails — increase
speed in customer service



Continuous progress in sustainability work N

Trust
GHG emissions
We promote responsible working conditions scopes 1 &2
and environmental practices throughout the i F
supply chain 4

=mp By joining amfori BSCI, we are able to
further develop this aspect especially in
private label sourcing

500

400

300
We aim to minimize our impact on the climate

We show notable downward trend in R’

GHG emissions from our own
operations (scope 1&2)

100

|
-30%
|
I _36%

2019 2020 2021e 2022e

We are prepraring emissions calculation
for indirect (scope 3) emissions, which
cause majority of our climate impact

M Direct emissions (Scope 1) = Indirect emissions from purchased energy (Scope 2)

Our Greenhouse gas emissions (scopes 1 & 2) intensity is very

low comparing to peer group: 0.87 tonne CO,/ million euros in 2020 v
13 21.10.2021
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Short-term market outlook
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Our operations are

estimated to develop
positively

We expect to further

benefit from the shift

in consumer behavior
to online sales

21.10.2021

We believe to significantly
grow our market share in
evolving categories

Component shortages and
congested freight services, may

have an impact on the availability
of some products in the
remainder of the year

As travelling opens, we will
see a gradual opening of

export business

The strong balance sheet
enables us to expand our
operations in accordance

with our strategy



Financial targets and dividend policy
- unchanged

Guidance for 2021 Targets by the end Dividend policy

Revenue: EUR 570-620 million of 2025 Our goal is to continue to
(2020: EUR 554 million) Revenue: EUR 1 billion pay out a quarterly growing
Comparable operating profit: EBIT margin: 5% dividend

EUR 20-26 million
(2020: EUR 20.4 million)

Fixed costs: <10% of revenue

16 21.10.2021



Key takeaways from 39 quarter

€
2
3

17

Solid performance in our
B2B business, sales +22,0%

The online shift in retail continued,
our online sales increased by
+18.7%

Strong market share gains in a tight
competitive environment and a
softer market, with +3.7% market
growth

O

5
O

All focus on upcoming season and
ensuring attractive campaigns fueled
by good availability

Our investment on automated
Jatkasaari logistics hub progress
as planned

We are executing our strategy
towards long-term financial targets
by the end of 2025



More Information

Upcoming events in 2022-23

2021 Financial statements on 10 February 2022

The Financial Statements for 2021 during the week
starting on 28 February (week 9) in 2022

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.
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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

https://twitter.com/verkkokauppacom

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

@ https://www.instagram.com/verkkokauppacom/

@3
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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 relation thereto. Such data and forecasts are

included herein for information purposes only.
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