B DELARSRAPPORT
JANUARI - MARS

| \\ Q1:2021

\ .Hroi resultat”

-
\
-




AGENDA| SWREEW,

TTTTTTTTTTTTTTT




ABRCSADING HAIR
BEAUTY SPOCIALIST




PASS \

PASS

A

53 - e A%
% | ranstm'aod}
¢ 1

b Wy D
3 &

e
L

aton
ATIONALL




DEVELUPMENT Online Retail
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Lyko has once again increased all KPls in the spontaneous brand funnel -
and is now also performing better than it’s strongest competitors

Spontaneous brand funnels — Swedish population
Numbers in grey are for 2019
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13 Q: Which retailers selling hair- and/or beauty care products have you seen an ad from during the past 30 days?, Which retailers selling hair- and/or beauty care products are you aware of?, Which other retailers
selling hair- and/or beauty care products could you shop at?, Next time you will buy hair- and/or beauty care products, which retailer are you most likely to shop at?, Last time you bought hair- and/or beauty care
products, which retailer did you shop at?
Base: 2021: Population — 801 IP, 2019: Population — 801 IP * The past 30 days and values not available for 2019

Nepa



Lyko has increased all KPls in the spontaneous brand funnel, while the
majority of the competitors has decreased, Vita still the strongest

Spontaneous brand funnel — Norwegian population
Numbers in grey are for 2020
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Q: Which retailers selling hair- and/or beauty care products have you seen an ad from during the past 30 days?, Which retailers selling hair- and/or beauty care products are you aware of?, Which other retailers

selling hair- and/or beauty care products could you shop at?, Next time you will buy hair- and/or beauty care products, which retailer are you most likely to shop at?, Last time you bought hair- and/or beauty care
products, which retailer did you shop at?
Base: 2021: Population — 824 IP, 2020: Population — 808 IP, * Values not available for 2020
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N
2 out of 5 say that they have changed their beauty care consumption o

during the pandemic, most mention buying more online and buying less
products

Changes done
(Population)
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While among those who have changed and say that they will keep that behaviour and the majority state
that they will continue buying more online

Q: During the past year, have you changed your consumption of hair- and/or beauty care products as a result of Covid-19?, Q: In what way have you changed your consumption habits of hair- and/or beauty care Ne pq
products in the past year?
Base: Population — 801 IP, Lyko — 191 IP, 16-24 y/o — 127 IP, 25-36 y/o — 235 |P, 37-49 y/o — 236 IP, Wordcloud Population — 312 IP
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INSTABOX ENVIRONMENT

Instabox Miljo

Kalmar Hemkop (1-3 dagar)

Instabox Express
DB Schenker
Postnord

Ekonomifrakt

Till dig

49 ki

instabox

29 Kr

DI SCHENKER




37 PERCENT DURING THE
SAME PERIOD 2020







MAKE UP STORE

 Strong Brand (25 yrs)

* Three stores in Sweden
* Franchise world wide
« D2C with great margins
* Good assortment for our expansion in Europe
« Great potential, Long-term
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ONLINE]

e Continued strong growth in the quarter

e Norway revenues 20 % of the total
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RETAIL]

e Retail sales continous to be impacted by COVID-19

e The store in Oslo closed due to restrictions during almost the full quarter

e Four stores closed during the quarter, one additional store closed in the beginning

of Q2

e No governmental support booked in the quarter, “omstallningsstod”
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NET SALES SALES GROKWTH

EBIT

SALES SHARE

EBIT MARGIN






Name Num. of shares Capital
7 672 087 50,1%

2264 293 14,8%
1986 246 13,0%
498 990 3,3%
490 000 3,2%
387 370 2,5%
365 535 2,4%
237 571 1,5%
174 798 1,1%
154 056 1,0%
80 986 0,5%
76 954 0,5%
45 492 0,3%
39 320 0,3%

(31Mar 2021



- Annual General Meeting 2021

- Interim Report January - June, Q2 2021

- Interim Report January - September, Q3 2021
- Interim Report January - December, Q4 2021

Rickard Lyko, CEO
+46(0)76-02674 28

Tom Thornblom,

Head of Sustainability & Communication

+46 (0)72-5550190






