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Sales

Profitability

Operating environment contini chllen‘g&ng:»

Market continued challenging and consumer confidence was low
Overall revenue declined -2.3%

Online sales declined -3.5%, following dampened discretionary shopping
B2B sales continued solid and grew +5.0%
Export business grew +35.1%

Core categories declined by -5.2%, with positive performance in major
home appliances, cameras and TV & audio categories

Sales in the evolving product categories grew +3.1 percent and totaled
14% of total sales. Especially toys, bags, and home lightning products
performed well.

Gross profit was impacted by the unfavorable product and customer
segment mix

Overall cost level remained high (inventory levels, logistics and inflation)
External warehouse operations main reasons for cost increases

Comparable operating profit declined and was EUR 2.1 million (4.7)
e-ville.com had EUR 0.6 million negative impact on the operating profit
Tight cost containment measures throughout operations in focus



Q3/2022: Sales mix and costs impacting profitability

EUR million 7-9/ 2022 7-9/2021 Change,% 1-9/2022 1-9/2021 Change, % 2021

v Q3 revenue declined
Revenue 137.8 141.0 -2.3% 388.2 405.6 -43%  574.5 239,
Gross profit 20.1 20.9 -3.6% 58.7 65.0 -9.7% 91.2

v" Margin was impacted
Gross margin, % 14.6% 14.8% 15.1% 16.0% 15.9% by increased share of
sales of low-margin
product and customer
segments

Personnel expenses 9.1 -8.5 7.8% -29.1 -26.9 8.2% -36.6

Other operating
expenses

-71.7 -6.8 13.7% -23.3 -20.2 15.2% -30.3

v' Overall expense level
Operating profit, EBIT 1.7 4.7 -62.9% 1.5 15.0 -90.1% 20.3 was high, especially

logistics and

Operating margin, % 1.3% 3.3% 0.4% 3.7% 3.5%

warehouse costs
Comparable EBIT 2.1 4.7 -55.3% 2.8 15.0 -81.5% 203 Dividend for the
Comparable EBIT, % 1.5% 3.3% 0.7% 3.7% 3.5% Q3 of 2022:

EUR 0.063/ share
Net profit 0.7 3.5 -80.9% -0.2 11.1  -101.8% 15.1
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Q3/2022: General economic uncertainty (the cost-of-living crisis)

impacting the consumer market

The consumer market continued soft,

export rebounded to a level of previous year
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Balance sheet & Cash flow

At the end of September 2022:

Inventories were EUR 94.8 (79.2) million

Cash flow from operating activities was
EUR -14.0 (2.0) million

Investments during Q3 were EUR 1.0 (1.0) million

Packaging automation, click&collect service among others

Cash, EUR 13.1 (21.8) million
Equity ratio 16.3% (22.4%)

Group had a total of EUR 25 million (0.0) of interest-bearing debt
at the end of September
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We ensure that our products are safe, long-
lasting and responsibly produced S

Responsibility barometer 86% ESG

94% appreciates
 In August, we carried out an extensive customer _ help in
survey on the responsibility of electronics and online value longevity making \’
stores, and we received more than 18,000 responses and durability responsible ‘/

choices

« We asked our customers e.g. about their electronics
consumption habits and what kind of responsible
actions they expect from electronics manufacturers
and online stores

74% 52%
want more say certificates

product such as energy

specific label affect

sustainability purchase decision
information

* The answers showed readiness to acquire used
electronics and to recycle electrical and electronic
waste.

« We are now using the obtained results to develop our

services and our responsibility work WANTED: 77%
repairability and

: _ are willing to
repair services buy used

households and abundant users of online stores are overrepresented in the survey sample. electronics

Disclaimer: In comparison to the general Finnish population, men, city dwellers, single

7 26.10.2022
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We empower customers to Follow their passion

\_/ \_/ \_/ %
. Speed &
Assortment Experience P or ops Trust
Flexibility
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/platForn,m technology stack. Customer journeys convenience. Always accurate and offline). Fair 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



Q3/2022 highlights in strategic development

10

Completed initiatives Details to follow

@5% Assortment

P> Sourcing capabilities integrated from e-ville
P> Dropshipment capability and integrations with two largest distributors and 10+ suppliers

Comprehensive consumer study & customer segmentation to enable more precise selection of
exciting assortment for our customers

g@ Experience

Inspirational Online Experience: design phase done for our new online and mobile channel
Increasing Loyalty and retantion through systematic segmenting and modeling
Expansion of service portfolio (Tili consumer finance, trade-in service)

=. Speed &
Flexibility

Warehouse automation (Autostore) ramped up to Full capacity
Packing automation tested and in Full operation as of Oct

VVVY VVY

Pick-up lockers successfully launched in Sept

=0 Trust

26.10.2022

Launch of customer account based personalized marketing
Piloting new "voice of customer” system with customer contact data

A A 4



Simultaneously improving operations scalability
and customer experience through automation

Autostore warehouse system

e Autostore was commissioned in Jatkdsaari
during Q1/22, now ramped up to its full
capacity with further optimization ongoing

e First half-year results: picking speed up to
200 articles per hour (>4x faster to past
manual process)

' « Better availability of products
l « Faster fulfillment

11 26.10.2022

Cutit!EVO

Packaging automation

Automated packaging equipment
and process in use as of October

First measurements show that the
process is 5-7 times more efficient
than the current manual packaging

Less waste, greener packaging
Faster fulfillment

Speed &
Flexibility

Pick-up lockers

Pick-up lockers launched to end-
customers in September

Capacity to handle >2,000 orders per
day, important for year end peak season

Reduced traffic in store pick-ups

Superior experience

Flexibility on pick-up times
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Consumer confidence hit rock bottom in September, however,
the long-term shift to shopping online is here to stay

— The energy crisis, inflationary pressures, and rising

10.0 %
Co Loy 7B% 8% 76% 79% intgrest rat.es weakened con.sumers' confidencein
5% 5o their own finances, and confidence sank to a new
6.0% 1o 45% low in September
4.0%
— Consumer's intentions to spend money on durable
207 I I I I I I I I goods were record low in September
0.0%
Jan-22 Feb-22 Mar-22 Apr-22 May-22 Jun-22 Jul-22 Aug-22 Sep-22 + Slow-down in online retail business is seen as rather
® Inflation, % cyclical than a structural shift

5.0
+ Acceleration in online penetration during pandemic

00 g -Oi- . .
K] is seen as a structural change, and online sales are
-5.0 expected to continue to grow at a similar pace as
00 before, but with a higher level of penetration
-10.5
-14.3 14.9

117 116 + Consumers increased willingness to shop
15.9 online during the pandemic has triggered
-20.0 -18.3 a permanent shift in consumption
Jan-22 Feb-22 Mar-22 Apr-22 May-22 Jun-22 Jul-22 Aug-22 Sep-22
B Consumer confidence indicator v
13 26.10.2022
27 September 2022: Statistics Finland, consumer confidence https://stat.fi/en/publication/ckta4upOw7j540c00e3vsfl8m

-15.0



Short -term business . and ' market outlook

« There is uncertainty about the future outlook
in relation to geopolitical conflicts, the crisis in
Ukraine and the macroeconomics

 The company's growth prospects for the current
year are considered challenging

« The strong acceleration in inflation and rise in the interest
rates have further undermined consumers’ purchasing
power

« We estimate consumer demand and business to continue
challenging

« We will succeed in taking advantage of the online consumer transition,
and increase our market share in chosen product categories

« The company estimates that the shift of customers
14 2610.2022 to online is permanent



Given the market context, short-term Focus will be improving our
core performance, while building Foundations for future profitability

Short term
themes

Improvement
actions

Targeted
results

@) Optimize core retail business and capture

Full potential across the value chain

( Diversify business portfolio and
increase platform opportunities

) )
v \
\_/ \_/
Operational excellence Commercial excellence Profitable (new) business models
1. Supply chain flows and 4. Systematic category 7. B2B expansion (incl. sourcing services)
automation management _ . . .
8. Financial and lifecycle services
2. Inventory optimization 5. Strategic pricing ) . o
9. Retail as a media opportunities
3. Cost efficiencies 6. Efficient customer
throughout operations acquisition and retention

Profitability improvements
Better cash Flow position

Structurally more profitable and
resilient business
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We updated our guidance
For FY 2022 on 24 October 2022

Revenue: EUR 530-560 million
(2021: EUR 574.5 million)

Comparable EBIT: EUR 5-9 million

(2021: EUR 20.3 million)

Third quarterly
dividend

The Board decided that a
divided of EUR 0.063 per
share will be paid on 7
November 2022



Key takeaways from the 3rd quarter

We will focus in strengthening our core business and improving profitability — prioritizing customer service experience

Soft consumer demand
throughout the quarter,
uncertainties weakened
purchasing power

Export rebounded to
a level of previous year

Sales mix and higher logistics
and warehouse costs impacted
profitability

17
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In Jatkasaari, the warehouse
automation was finalized with
automated packaging system and
click & collect augurated

We have taken actions to mitigate
pressure on margin, cost levels,
and profitability

As the challenging market
environment continues, we focus on
measures aimed at strengthening
the core business and improving

profitability
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More Information

BEH

Upcoming Financial events

Interim report for January — September 2022 on 27 October 2022
Financial statements bulletin for the year 2022 on 9 February 2023

The Financial Statements for 2022 during the week starting on 27
February in 2023

Annual general meeting on 30 March 2023 in Helsinki

Interim report for January — March 2023 on 27 April 2023
Half-year financial report for January — June 2023 on 20 July 2023
Interim report for January — September 2023 on 26 October 2023

Financial statements bulleting for the year 2023 on 8 February
2024

19

Investor Relations contacts

Marja Mdkinen
Head of Investor Relations &
Corporate Communications

marja.makinen@verkkokauppa.com

+358 40671 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 fFor Company releases
www.joinverk.com

u 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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