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Forward looking statements

This presentation contains statements relating to the future, including statements regarding Matas A/S’ future
operating results, financial position, cash flows, business strategy and plans for the future. The statements can be
identified by the use of words such as “believes”, “expects”, “estimates”, “projects”, “plans”, “anticipates”,
“continues” and “intends” or any variations of such words or other words with similar meaning. The statements are
based on management’s reasonable expectations and forecasts at the time of the disclosure of the interim report.
Any such statements are subject to risks and uncertainties and a number of different factors, of which many are
beyond Matas A/S’ control, can mean that the actual development and the actual result will differ significantly from
the expectations contained in the interim report. Without being exhaustive, such factors include general economics
and commercial factors, including market and competitive matters, supplier issues and financial issues.
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The outcome of today’s meeting

= Meeting a broader part of daily management
= Perspective on Matas 2020 strategy

= A more detailed look into the strategy’s most importent value drivers
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Agenda

* Introduction to Matas

e Strategy 2020: “The Ultimate Difference”
e Club Matas 3.0

* Assortment Strategy

 Break 10.40

e Matas Omni Channel

e Store Network

e Financial Considerations

* Q&A
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Organisation — Matas Operations A/S

Management

CEO Terje List
CFO Anders Skole-Sgrensen

Strategy & Business 4 )
Development Investor Relations
Head of S&B Development Head of IR Sgren Mglbak

Katrine Bjarkov Benthien

Human Ressource Information/CSR

—
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Marketing
Marketing Director
Anne Lene Hamann

Purchasing Sales
Purchasing Director Stig Nielsen CEO Terje List

Finance & Administration

CFO Anders Skole-Sgrensen

scM Purchase Web shop Stores Stores StyleBox Corporate Club Finance/ Accoun- Lease/

East West Marketing Matas Bank ting Property

Head of Ecommerce Michael Wassmann
matas
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Today’s presenters

Terje List, CEO

* With Matas since 2000

* Previous employment:
- Suma Holding (CEO)
- Dagrofa (Retail Manager)

Anders Skole-Sgrensen, CFO

* With Matas since 2007

* Previous employment:
_ DT Group (Deputy CFO)
- Velux Group (Treasurer)

e With Matas since 2006

* Previous employment:
- Magasin (Retail Director)
- Nuance (CEO)

Katrine Benthien, Head of S&B Development

* With Matas since Feb. 2016

* Previous employment:
- Pandora (SV Group Strategy)
- Coloplast (Business Unit
Director)

Michael Wassmann, Head of Ecommerce

* With Matas since 2014

* Previous employment:
- Trendsales (Country Man.)
- We Love Design Shop (Ecom.
Manager)




Strong retail brand in Denmark
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Matas is the leading Health & Beauty retailer in Denmark

290

Matas stores —and a web
shop - across Denmark

~17 m

visitors on
Matas.dk in 2015

~1.6 m

Club Matas members

matas

#1

Health and Beauty retail
chain in Denmark

matas

>17%

EBITA Margin in
2011/12-2015/16

98 %

awareness
among women

3.4 bDKK

Revenue in 2015/16

~23 m

store visits in 2015/16



Matas operates with 2 store concepts

malas
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Matas stores with 4 shop in shops and high share of private label

Beauty shop Vital shop Material shop MediCare shop

Own brands: Striberne Exclusive brands: Rimmel

matas
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Market leadership through Matas’ extensive store network
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@ 275 retail stores

@ 15 associated stores
@ 5 StyleBox

290 Matas stores across Denmark

+ Matas.dk
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Strong performance — but flat top line in 2015/16

Total Matas revenues >
(mDKK) CAGR: 2.6%
- 3,433 3,426
3,500 3,200 3,345
3,097
3,000 -
2,500 A
2,000 A
1,500 A
1,000 A
500 -
O ]
2011/12 2012/13 2013/14 2014/15 2015/16
Like-for-like growth 3.0% 2.9% 3.4% 1.5% 0.3%
# of owned stores 255 258 268 273 272

matas
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Stable high EBITA margin

2011/12 2012/13 2013/14 2014/15 2015/16

Sales

Sales Growth

LFL Growth
Gross Margin (%)
EBITA Margin (%)

3,097
3.5%
3.0%

45.6%

17.2%

3,200
3.3%
2.9%

46.0%

17.1%

3,345
4.5%
3.4%

46.1%

17.1%

3,433
2.7%
1.5%

46.5%

17.5%

3,426
-0.2%

0.3%
46.8%
17.2%
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TILBUD

"The ultimate difference”
2020 Strategy
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The market dynamics have changed — but low impact so far

Intensifying competition

Parallel import ml

' EVERYDAY LOW PRICE = s

Online retailers with
price focus

nceZhoirs b

’
I

New competitor expanding; Aims to have
~80-120 stores over coming years

Online retailers gaining a limited share of
the High End/Selective segment

matas

Change in customer behaviour

Changing customer behaviour is putting
new requirements on both online and
Omni channel retailers
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Matas has a great starting point for future success

malas
Va4

Strong brand Unrivalled Large & loyal Unique Serving
& clear market store network customer base assortment & customers

leader supplier across
combination platforms

(Omni channel)
\ 7 \ 7 \ 7 \ 7 \ 7

RN STIDE R R STR DX X XX

. ] Mu sker der Sa let er det:
H o e ] noget helt NYT nareto o 300 0 o e
"""" =i i Club Matas! R
] W 2 ‘II‘

Become more customer focused Increase focus on online/Omni
— — e
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We aim to further strengthen our leading position

Matas today 2020 ambition
* 3.4 bDKK in turnover, with strong e Over 4 bDKK, with continued
profitability strong profitability
e Clear leader in offline beauty e Leader in both online & offline
market, clearly weaker position market
online

e The destination for beauty &
wellbeing

matas
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The Matas vision 2020

Be the #1 retailer in
Beauty & Wellbeing across channels

'The destination for Beauty & Wellbeing'

matas



Matas’ CVP: The destination for Beauty & Wellbeing

Best service
& advice

Close to me &
knows me

Trusted &
responsible

Inspiring &
engaging
experience

Easy &
convenient

The destination for
Beauty & Wellbeing

= S

Great value at
reasonable
prices

Unique offering
& brands

matas
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Customer journey of tomorrow — Full Omni channel integration

Get inspired Get Choose & Fulfillment Be loval
P informed buy of purchase y

(lahmatas

Home
Delivery

&
A~y

it | N ST )
Collect

b, Click &

"-.I_.II Reserve

Customer journey earlier= @—>@  Customer journey today and in the future= @——>@ 21



Two key focus areas to deliver on strategy

Customer centricity Digital leadership
Putting the customer in the center in Taking Matas’ digital presence to the next
everything we do, through three initiatives level and ensuring the best customer
experience, through two initiatives
1 Customer centric offering 4 Omni channel leadership
2 World class store experience 5 Full value of Club Matas

3 Effective pricing & promotions

TILBUD

Shap for
Point

made by

MATAS

22



3 key strategic initiatives to drive customer centricity

Effective pricing @

& promotions
@ Overall, a reduction in

World Class promo pressure
store experience

Customer \1 Invest in stores to lift Best promotions only on

centric offering concept to next level most price sensitive and —

) ¢ New concept traffic driving products ma aS

Customer view as e Facelifts L

th?:'i:gg Point for our _ ?educe broad non- Customer centric offering
Invest in our staff to unded promotions .

Increase focus on private drive sales excellence in and stores to reflect it

label & brand exclusivity stores ‘ALTID’ concept largely

Stores that are more kept at current level

engaging and adapted to Store network largely

local needs & unchanged

competition

* Impulse/novelties
i

The customers' needs are the
starting point for our offering

23



2 key strategic initiatives to drive 'digital leadership’

Omni channel ledership @

Stores and online working together to
drive sales for Matas
* Not relevant 'where' sales take place
— we work as one Matas

Matas to take full ownership of the
customer journey — engage and
influence customers before they enter
the store

Full value of Club Matas @

Develop club benefits & provide value to
the customers beyond points
e Club Matas 3.0 as first step to
individualise the rewards

Increase focus on brand building &
engagement

We will make even better use of insights
from our club members

Focus on fewer, but more strategic
partners for ClubM

° ot e..
(labmmatas
" ...o LI
= .. @
Clabm Y., ?

™ Club Maras Partner

maltas
Online market
leadership

24
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Other growth drivers

Vaers'go her er

1005

til dit naeste online keb pa

matas.dk

E-vouchers

malas

Impulse concept

matas

10,- KR RABAT

I

Club Matas byele

Events

25



Matas strategy house

Be the #1 retailer in
Beauty & Wellbeing across channels

'The destination for Beauty & Wellbeing'

Customer centricity Digital leadership
1 Customer centric offering 4 Omni channel leadership
2 World class store experience 5 Full value of Club Matas

3 Effective pricing & promotions

Operating model supporting strategy
An organisation that quickly responds to trends and changes in customer needs — using customer insights.
Continued development of close partnership with suppliers to ensure marketing support

26
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Club Matas in numbers ...

1.6 million members - only 4% left over the last 5 years

1.4 million members with permission to Club Matas marketing

95% women - demographic and geographic grouping similar to Danish female population
660.000 members visit our stores min. once a month

850.000 visits to clubmatas.dk on average every month — approx. 650.000 unique visitors
2.1 million “rewards” redeemed in total

95% of the members are “satisfied/very satisfied”

28



Club Matas Milestones

0.5 mio. members 1 mio. members 1.4 mio. members ~1.6 mio. members Club Matas 3.0
(March 2011) (April 2012) (January 2014) (June 2016) & New App
(May 2016)

Club Matas.dk
re-launched responsive

Sales tool on POS terminals
(Aug 2014)

Personal offers
(May 2014)

(Oct 2015) Sa let er det:

Club Matas Instagram
(Sep 2013)

Partner loyality program
(May 2012)

Club Matas mobile web,

Facebook, Youtube & App
(June 2011)

Club Matas

full launch
(Sep 2010)

matas

MEDLEMSKORT ( labm
1p
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Club Matas Universe — 1to1l realtime full scale marketing platform

Start: Store/Web/Mobile

POS terminal
sales message

Member App

Instagram & Invitations from local store

g N man% %
1 ¥ TIL DIG \
1 ~ “. I l‘mﬁs ™ ====|m==n=

YouTube

matas I-:;acebook

Matas Webshop

30



Club Matas customer segments

Basketsize

Purchasing Basket items
history

Club Matas
customer
segments

Segment Segment Segment Segment Segment Segment

A B C D E F

POS Terminal Special activities Personalised offers Follow-up Differentiated Space

A T

K i Matas.
_'. ~1"5|'“| L I::
it

malas
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Using big data across platforms requires a complex IT Infrastructure

SPSS SRRE Batch
(Analytics) Analytics “

—  Realtime

Social
media
Metadata

POS Terminal iBeacon Member app

32



We increase use of big data

Commercial

Promotional effectiveness

Pricing optimisation

Vendor & SKU management
Assortment & placement optimisation
Demand forecasting/optimisation

Store operations

Personalised cross/up selling
Online store personalisation

Floor planning optimisation

Geo analytics for store placements

Sales & Marketing

Personal communication & activation

CRM management

- lifecycle, value & trigger based

Optimise external online marketing campaigns
Big data as a service

malas




We know Christina and know what she likes ...

e Datais collected on all platforms
* We predict behaviour based on purchasing history
e And we utilise this on all platforms — realtime!

Segment A

* Preferences for Matas Natur e Clinique primary

U

e Not purchasing shampoo * Member of Clinique ”My Favorites’

* Purchasing face lotion every 3 months e Shows interest in Lancome

e Beautylover (SoMe) * Previously purchased sunscreen

* Frequent health customer Heavy user Club Matas points

matas
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Moving

towards a deeper relationship through engagement

ala
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The role of Club Matas — now and even more in future

e Anintegral part of the business model — across customer journey
and Omni channel

e Branding & communication platform to push Matas CVP and
image to create reasons to engage and visit (also beyond
transactional needs)

* Serve as prime customer relationship platform for Matas, to
create a personal connection and belongingness to the banner

e Platform to drive sales through points, relevant promotions &
products

* Deep customer insight through intelligent use of big data & use
learnings taking better commercial decisions though out the
organisation

matas
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Club Matas 3.0 - launched 27th of May

® More benefits for more members more
frequently

® |ncrease footfall & basket size
® (Create new excitement around Club Matas

® Becomes more and more valuable each day

malas

Nu sker der noget
helt NYT I Club Matas!

Nu far du striber, nar du handler,
og dine helt egne fordele.

Vil du have en gave, rabat eller ekstra point
pa dit naeste keb? DU BESTEMMER!

Sa let er det:

Hwver gang du handler
for 200.- fir du en stribe.
Nar du har 6 striber,
vazlger du din fordel.

5o mare | din
Club Matas
app.

37



Mechanism of human/customer behaviour

oo. Goal P J @ ” ” /
gradient Loyal to “own” investment
000 2

G Urgency (time) v C) Frequency v

-.—
—_—- Customisation v’ m Endowment v
@ — | |

Loss aversion v/ @ Curiosity v

v/ = Club Matas 3.0

matas
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The "Mine Striber” concept

® ”Stripes” awarded for DKK 200 purchase y =

® Six stripes = personalised benefit only for you

® The members can choose between 3 different benefits (b atas

® Benefits are on 3 different levels, increasing in attractiveness/value Pokikbon | Tpkation | Tibed | Mrene

® Normal point reward system remains J © I (61
Uplift basket size NYE FORDELE TIL DIG

Number of
customers ”””o ‘_,
Nér du har PSS
6 striber, kan du @ k
/\ veelge en fordel | ' .

AN S

/
/ S~ _ ®
malas




The concept of individual Club Matas benefits

Simple programme with recognition
Easy to understand

Relevant to all

Loyalty is rewarded

Customer Insigths Benefit Life cycle

Uncover behavioral You buy to get a benefit &
individual preferences, You buy to redeem your

need & motivation benefit

Member communication The Benefits
Marketing is targete.d W'th Big data tailored — best match
frequent, relevant relationship Easy to introduce new
benefits

matas
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Camilla

Purchase 200 kr. »Congratulations,
) ‘ you have a benefit
"Hey Camilla, waiting for you!”
Welcome to Club Matas. -
We have given you your Notification of
first stripe” obtained stripe //

Choosing
benefit g

(" JPurchase 150 kr. (" )Purchase 600 kr. (15% discount on next purchase)
(up sell from 559,-)

”"Hey Camilla
Purchase 200 kr. () Thar)1/ks for shopping!
Purchase 450 kr. We give you your first stripe,
(15% on purchase) SO now you are on your way...”
Notification of '
obtained stripe Purchase 250 kr.
. Notification of
obtained 2 stripes
Purchase 200 kr.
Notification of o Purchase 300 kr.
obtained stripe ”Congratulations,
. you have a benefit

" -
Notification of waiting for you!

obtained stripe Notification of
obtained stripe

matas
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Club Matas 3.0 on the Club Matas Platform

Clabmams o @

(lebmatas | e Il | (libmatas & mm @ |

Pointshop Inspiration Tilbud Mere v Pointshop Inspirafion Toud Mere «
Dine striber udlober: 21. juni 2016 i y q

Poinishop Inspiration Tilbud Mere v

Din valgte fordel

o m - Les MeRe () o  50kr.af dif nceste :
1 Mine Favoritter Mine Striber Migm 1 OM 3 STRIBER KAN DU 1 2 STRl BER "”" ° | : kgb o SOOkr :
) enae i

VZALGE EN FORDEL:
Udigber: 21. marts 2017

NYE FORDELE TIL DIG L e

""" S0 k. til culte )
e Du har:
§ VLG DIN FORDEL
incn 07, aprl 2016 0 STRIBER
Néar du har
6 striber, kan du 50 kr. rabat pa dif o K for 200kr. | mates og saml shiber.
nceste kab over 300 kr. &

veelge en fordel ¥
LAS MERE (%)

g .

e 15% rabat pa dit o
Du fortiener en sken duft! Uanset om den neeste keb e
er sad, Trisk, krydret eller blomsiret, kan du OM & STRIBER KAN DU
finde din yndingsdufi | Matas. ~ VZLGE EN FORDEL:

Overrask mig ®
VIGTIGT! Lees betingelserne: 50 kr. rabat pé& dif @
Lorem ipsum dolor sit amet, consectetuer. naeste kab over 300 kr.
)
- \, - e =

matas
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360 degree realtime — Club Matas 3.0

Clubmatas.dk POS terminal at store
CJilbﬂ'Nﬂ W S ST ) _wv__ ’-.-,

NYE FORDELE TIL DIG
mi ﬁ

Dw fir en stribe, hver gong du

keber for 200 k. | Malos m
T i
il

Member App

malas
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TV Commercial

0y

. I 1
| LR

matas
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Anders Skole-S@rensen, CFO

45



Matas stores with 4 shop in shops and high share of private label

Beauty shop Vital shop Material shop MediCare shop

/

- Health & Supplements | FootCare

- Selective skincare - MediCare
- Selective makeup - Vitamins & Minerals L Baby & Children L OTC

- Selective fragrances, woman - Diet & Weight loss - Mouth Care

- Selective fragrances, men - Food L Intime Care

- Beauty skincare - Sports Care

- Beauty makeup - Electrical

- Beauty private label (Striberne) L House & Garden

- Hair care & colour

- Lips & Nails

Several Private Labels & Exclusive Brands (~19% of total sales)

;‘I‘

Exclusive brands:
Rimmel

Own brands:
Striberne

matas
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Customer centricity to drive increased attractiveness

... will drive customer

A sharpened Matas offering based on customer needs ... loyalty and sales
-
\ Build signature profile J——
/‘\_/ {1 " Become "famous" fc?r ca‘tegories which l// More \\\
are top of customer's mind . e Y
I \
| 1
Strengthen uniqueness of brand . e m‘f\
ortfolio Use private label R _ N
P As key differentiator 4 S 4 N
Introduce new, trendy, exclusive brands I S e \
} \ Bigger |
v larger T share )
. \ \ 1
Drive inspiration and engagement Build depth where needed '\ baskets /¢ wallet /
. Manage number of SKU’s based on h NS S ’
Impulse, seasonal offering, novelty offer N "~ L’
performance and customer needs a7 S~ -k

Customer centric Category Management

matas
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The customer centric model

Customer-driven category management:
"We buy what you wish to buy"

Supplier . Assortment Logistics Marketing | Customer

» Differentiated individual goals, targets and strategy by category
— " this is what we want to achieve in this particular category"

e Offer driven by true understanding of customer needs and linked to
category strategies
e “Pull” from the customers rather than “push” from the suppliers

matas
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Implementing customer centricity

Product hierarchy, with the
customer as starting point

— %”F";

B o
:| | |
| g 4|
| ] Ml |
a ] &
i} |
] |

|

|

|

|

|
s}

Need to define product hierarchy
based on customer needs

matas

Differentiated category targets;
'‘Best where it matters'

Category roles will serve as guidelines on build-up of price
and assortment architecture (also for e.g. communication, promo)

Price and assortment architecture

Defining strategic roles to
categories with explicit targets
and KPIs for each category

Implement Customer- driven
Category Management process

+ Process and tool box. Feedback loop.
Bt Krow-organisation] [Crons-orgerscation)

Working according to new
process, with new targets and
customer centricity implemented
in process, with deep customer
insights

49



In Matas we work with four distinct strategic category roles

Category role

Drivers
Category in which Matas %@% Image
Health & Beauty retailer Exceptl'onal category
offering, worth a .
o Traffic
special journey
Category in which Matas will Traffic
"We show competence, at least match competitors' assortment — S}]g};
Core we are amongst the best" and should also support differentiation — Excellent category
to drive traffic and basket size offering, worth a detour Basket
Credible Category in which Matas will %
"We have what you need and expect" match competitors' assortment but not A very good categgry Basket
differentiate itself offering, worth a visit
Category in which Matas will reinforce the Some offering within Profit
"You might as well get this

image as a Health & Beauty provider and use

category, might visit
to build basket and profit

if already there

while you are here"

matas
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Category roles impacts key strategic levers

\VETRIAVEIES

Promotion

Core

Credible

Spacing/Displays Services Marketing/comm.

matas
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Assigned category roles set the direction

Roles

D‘m

Core

Selective

Beauty

Vital

MediCare

Material

Credible

malas
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Differentiated store build up to improve the shopping experience

As the average Matas store is ~187m?, More differentiated store build
space allocation across stores is key up improves experience further

Current modular assortment structure in Matas

A
________________________ :
X X X X X i
= Aisiaijgeneral rule,
g U U U U all Matas stores
5 need to carry (G)
% M M M M EEBONITIEE EIBTOEE Potential to differentiate build up of
@ categories stores to improve competitive
| position and shopping experience
G G G G G | e Already modular store build-up
l > * Trade-off between broad vs. wide

assortment guided by
competitive intensity and store
role

Category A
Category B
Category C
Category D
Category

Modular build up of assortment and
strong data foundation

ma tas G = Base, M = Middle, U = Extended and X = Extra



Example store classification

Main store, stand-alone

Main store and satellite stores

=
i % Lcuu i venlanday
® E \ Vejlands Al 2 Stenlandsve
Satellite store v R Ke Mandeate L CraesT L & hawinden
o o i ==
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More attention to destination and core categories

Present view Future view and guiding principles

100% A

100% A

80% -

60% -

40% -

20% A 20% -

0% - 0% -

Space Sales Space Sales

- Destination - Core - Credible - Add-on

malas

55



Private label and exclusive brands are key to support Matas CVP

Private Label as a differentiator

Brand portfolio/exclusivity of brands

: Havtorn
Havtorn
Showerdl Bodylotion
4 §|,§§1‘ ¥
P et

MATAS MATAS
Havtorn Bodybutter
b e

lllllllllll ALLE ia, A3
| 4 r/ Havtorn Saltbodyscr
A e e
e b VI)"":: v

GV

Differentiate, drive margin

matas

Differentiate, drive excitement, image
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Potential to differentiate through Private Label and Exclusivity

0 Differentiate

Matas' offering * Differentiate Matas from competition with exclusive brands
and private label — ultimately enhancing customer loyalty
* Support Matas' CVP of 'brands you do not find elsewhere'

Create strong _ ) ) )
a * Ensure an attractive entry price point to support Matas' CVP with

fairly priced products (value, trusted)

value perception

Secure strong
e eI e Ree s Ml ° Higher margins relative to branded products

* Shift power of control from supplier to Matas

Striberne

100% OMTANKE

= Destination
maljas e p

-
’
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Potential to boost excitement elements in stores

Five selected elements

Events

Feantt
!
4 6 3
=
i W?&mirum flw £]
Cross-sell Impulse
merchandise shopping

| ANTI-AGE

Novelty
products

Season
& themes

Option to engage
and create a 'buzz'
through events

matas

Impulse options
potential to enhance

Cross-selling based
on customer need,
to guide shopping

Play novelties to
larger extent

Allocate additional
resources to seasons
and themes
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Matas.dk — The largest Matas store

Matas.dk has 1.4 mio. visitors per month

— both shoppers and customers looking for
information or doing research

= 19.000+ SKUs in stock
= 600+ brands
= \We on average take 1.1 day to deliver an order

= Ecommerce was ~2% of total Matas sales in 15/16 with
rapid growth
- >25% growth in ecommerce sales last year

matas

malas = - =
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Matas Ecommerce — Market positioning

"For the emotional, less

price sensitive purchase"
e full service offering
* convenient pick-up
* high experience focus

High experience &
convenience focus

di(cféel

Limited price

focus

amazon
j ——

Transactional
experience

malas

> High price

s nice 7 hair gk focus

BEAUTYCOS.dk
e b

care for your ha

|uxp|us

"For the transactional purchase"
* Competitive pricing
* Focused assortment
* Low overhead cost
* High share of parallel import
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Matas Ecommerce assortment strategy

Matas.dk - Main categories:

= Endless aisles possibilities, which can supply width and depth to the assortment

Matas MediCare

CHANEL |
{ u & PaRFUM
Selective Mass Beauty Vital, Material Online only
Beauty & MediCare

matas
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Matas Ecommerce assortment strategy — Online only category

= Related product categories and niche assortments within or related to the core business

L Ol MewRigsey

L Perihaing

]
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Omni channel: Seamless integration of all touchpoints

Customised marketing — based on Personalised promotions
customer insights .=, Psed on purchase history and
RS o customer profile

Modern media mix — increased

. . . . Customised services & advice,
spend in online & social media /

enabled with new digitally
& enhanced tools

Personalised and

N | engaging loyalty scheme
(J“l)ma $ with Matas 3.0

Active search engine management
to increase Matas site traffic for both
purchase and inspiration

Matas' signature

_l_ Omnichannel Experience
Consistent Matas brand maias | Bl g are Extended offering in store via
projection across channelsand 7 4V 4 ‘ connected retail and webshop

. " : > j _7
medias - Vﬁf N only
a\® Flexible & fast fulfillment

options — enhanced through click
& reserve

Online tutorials to be an integral
part of the customers journey

Digitally enabled tools / Apps to Flexible return and exchange
ease the customer's purchase—  options — no matter where you
for example to guide color choice purchased

matas
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Matas Connected Retail and Click & Collect

Buy online
Pick up in Matas store
or choose alternative delivery

19.000+ SKUs/
600+ brands

Web sales "floor”

Top 100 stores

Online sales cashier

Buy "everything” in your Matas
Staff will assist. Pay now and choose
delivery in the store, at home or at drop-point

ma as 850 cashiers

in ~300 stores
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Matas Omni channel experience

= Exchange and return in all Matas stores -
= Building on strength in combining online and brick & mortar presence -

= Personalisation of the ecommerce platform

= Product ratings & reviews P — - ’

= Content marketing e e L
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Matas Ecommerce set-up

= Ecommerce is profitable on a stand alone basis, but not as profitable as the stores

= We are working to decrease the profitability gap and making sure the backbone of the web shop and
the logisitics set-up can cope with expected growth for next 3 years

= Optimising logistics

= Optimising distribution

matas
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Matas Ecommerce: Next steps and ambitions — short term

= Introducing trigger based email marketing
= Establishing online chat function

= Further connecting offline data and online data
— to fully exploit of all our data

= Club Matas 3.0 integration

= Developing “Click & Reserve”

= Making it possible to online reserve goods to be picked up within hours
at your favourite Matas store

=  Will increase both value to customers and profitability

" |ncreasing share of voice through investments in online marketing to
acquire new customers

malas

Nu sker der noget
helt NYT i Club Matas!

Nu far du striber, nar du handler,
og dine helt egne fordele.

Vil du have en gave, rabat eller ekstra point
pa dit naeste keb? DU BESTEMMER!

Sa let er det:



Matas Ecommerce: Next steps and ambitions — medium term

= Comparable market position online vs. offline
= Becoming the undisputed online market leader

= Full Omni channel experience; Seamless integration between online & stores, with holistic focus to
drive sales for Matas — independent of channel

= Full customer journey ownership, influencing purchase decision by activity across customer touch
points

matas = = -] - @ o prm——P
: | F 7
|
@ LOREAL ‘
!1
10 | 1
| st nusuo |
MY Stribe
x? ,|'I ”-'l
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Ensuring a world class store experience is crucial

Continued optimisation of the network and roll-out of the
new store concept is critical... ... to support the CVP

Q Store Network e Continued optimisation of the store network, which will

have approximately the same size in future Matas’ CVP

e On-going analysis of expansions, store mergers and
moves of stores in accordance with changing retail

patterns Best service
& advice
Close to me Trusted &
New store . . . .. . & knows me responsible
* A simpler, more engaging and inspiring store experience
concept
» Refurbishment of top 30-40 stores to a contemporary and
modern lay-out and upgrade of next tier stores Inspiring
Focus today and
convenient engaging
e e e e = = = experience
I - I _— R I Unique Grea;;/alue
* Invest in the sales organisation to further drive sales offering
e Sales Excellence 2 brants reasonable

excellence and world class store operations prices

* Up-skill store managers further
* Elements of the CVP most affected by the
initiative ‘world class store experience’

matas
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Store network is unmatched and delivers strong performance

Unmatched Store Network(?)

* Nation-wide coverage with prime retail
&'”’ Frederishann 290 locations in every large city and many smaller
+ town on the high street and in shopping malls

Leading Online H&B
Store e Strong performance across the entire store

— portfolio — business model with larger anchor
oo ' stores supplemented by smaller stores still
1Bor J — -
Hostebro 9 P works really well

— Store location often more important than size
as impulse purchases and convenience is a key
sales driver

— Many customers still prefer to shop locally and
love ‘their Matas store’

P
o
~
. R:ann\eLx!
. 275 Retail Stores ‘“—{’”"“ﬁ;‘,@pbing Falster
@ 15 Associated Stores
@ 5 StyleBox

1. Map shows Matas Store Network including Associated Stores, but excluding the associated store in Nuuk, Greenland, and our own retail store in the Faroe
l I l : l as Islands. Matas Store Network totals 290 physical stores, with 275 Danish Retail Stores and 15 Associated Stores. In addition to this, the Matas brand has one

webshop, and the Group also owns the StyleBox concept with five stand alone physical stores, a shop-in-shop and a webshop
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Successful business model with anchor stores and smaller stores

= City stores located in high

Anchor Stores _ \ | — B | - ‘ - footfall areas, typically on

250-450 m? W | N e “h = LA  high streets in larger cities
b ; < B . S = or in shopping centres

Smaller Stores : '_ = = N s, & " Smaller city stores located

100-250 m? = MBS PRk - e near an anchor store

J
\

Local Stores
100-250 m?

= Small town stores

malas
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Store portfolio varies in size to serve customers best

Average Matas store is ~190 m?

# stores

- 100 101-150 151-200 201-250 250-300 +300

d
ma I.a S Note: Excluding associated stores

Store size (m2)

e Optimal size of a Matas store depends on
sales potential in the catchment area and
varies widely

— Store size varies from 50-450 m? with an
average of ~190 m?

— Full presentation of Matas’ concept and full
assortment requires around 250-300 m?

e Smaller stores offer convenience

— Now also access to full assortment via
connected retail

— Many customers are reminded of a dormant
need when passing a store
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Wide store network is a valuable asset and priceless branding

= The branding value of the nation-wide store
network is significant

— Prominent visibility in prime locations across
Denmark

= Physical retail stores will not disappear despite
continued growth in online sales

— Stores offering an integrated omni-channel
experience will continue to be a key part of the
customer journey

— Instant product availability is valuable to
customers, as is the possibility to smell, feel and
test new products

= |n case of liberalisation of the pharmacy
sector, the national store network holds even
greater value
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@ Store network

Retail patterns are evolving

= The demographic shift from smaller towns to the
larger cities continues

= Nevertheless, we believe in sustained potential in
smaller towns and have a proven business model,
driving such stores profitably
— Low cost base

— Convenience

— Breadth of assortment

= Customers increasing expectations to the store
experience also has implications for the physical
lay-out of the store

matas

T -~
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@ Store network

Active store portfolio management

Case: Move of Matas in Gilleleje

Attractive Location with high visibility

Adamsens' Fisk

= We continuously monitor store performance

and evaluate whether to close, expand, <2 St LI Y. i
merge, or relocate stores ? canalvejen

= Stores are tagged for expansion, merger or Sy e 5 4

relocation and opportunities actively pursued ! ] s L

Matas Gilleleje Apotek |2 13

& ) = Mosberg Vinspecialisten g

Trolde & Eventyr, legete) Erasseriot Y

Havne, e

= We assess potential and evaluate
opportunities for new store openings, taking M
idllegade

1 Abageren

into account:
— Demographics and future outlook

— Presence of other traffic driving stores, such as
supermarkets and specialty stores

— Level of competition and cannibalisation

= Location and accessibility is assessed carefully,
i.e. whether it is a prime location with high

footfall, parking facilities etc.

matas




@ Store network

Store network will have roughly the same size in future

&

= |n future, customers will still experience that

the nearest Matas store is close by

— In all larger cities and malls we will continue to
have anchor stores with full concept presented

and full assortment

— Smaller stores continue to play a key supporting
role, offering convenience —and a few more will

be opened

= Some expansions and mergers of stores lead
to slightly larger stores on average

= Significance of associated stores will continue
to decrease — 4 have been acquired over the

last 3 months
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@ New store concept

New concept store — Bruuns Galleri
Rt =

N e LAP
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@ New store concept

New concept upgrade of small store — Kpbmagergade 55

r 4
{ P OWHeI e 09 Vlta j /

- ﬂﬁ Dior ATAS oK
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ugoET MERE
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@ New store concept

Selected concept store elements — |

;" “aiTEs = Selective universe
i £ | Clear branding and easy navigation — focus on novelty
products

b Y
|

= A complete selective make-up area with mirrors

=  Customers can touch and test products themselves

Mid-range cosmetics — Makeup lab

= Concert/ stage theme to create a natural link for the
customers to situation in which the make-up will be used

= Makeup tables and ‘play zone’ to test the products and
engage customers in a fun experience

= Stronger expression with more light, colors and louder music

Made by Matas
= Strong, branded presentation of private label products

Visual lift, with simple expression and feminine touch

Light and easy layout to signal purity, responsibility and trust in
accordance with our CVP
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@ New store concept

Selected concept store elements — Il

Impulse shopping
= Impulse products placed at every register

= |nspiring customers with seasonal and novelty products - new
impulse assortment being tested

Navigation
= Navigation signs on all gondolas
= Large navigation light boxes above wall fixtures

= Branding and navigation on all Made by Matas gondolas

Facade and window
= More open facade
=  Better and more unobstructed view into the store

= Simpler expression and more light
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@ New store concept

New concept — learnings so far

= Qverall, satisfactory performance in two test
stores, Fields and Bruuns Galleri

= Sales growth demonstrated in selective universe
where assortment is available for customers to test,
touch, smell and feel products

= Make-up has significant potential to drive traffic
into store — mirrors are used extensively —and
make-up accessories category has further potential

= Differentiation necessary depending on store
location and customer base

= We have had some learnings, and have already
implemented changes in the two stores, such as
= Tweaking of impulse furniture
= Abandoning round check out desk

= Refurbishing more stores will generate further
learnings that will be used to tweak the concept
—and implemented right away

matas
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@ New store concept

30-40 stores will be refurbished over the coming years

Refurbishment of top 30-40 stores over the next couple of years

Refurbishment of top = Learnings incorporated from first two test stores, e.g. impulse concept
30-40 stores has been tweaked

=  Two more stores planned for refurbishment in the Fall

Facelift of next tier of stores concurrently

= |ncorporating several elements of the new store concept, creating a
consistent store experience for our customers

= Giving the stores a significant lift visually

On-going maintenance of smaller stores as usual

On-going facelifts of =  Where possible, incorporating a few selected elements of the new store
smaller stores concept, creating a consistent store experience for our customers

= Focus on maintenance efforts that create the biggest (visual) impact

malas
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More of this ...
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Revenue and LFL growth — Last five years

matas

Revenue
mDKK
3,500
3,450
3,400
3,350
3,300
3,250
3,200
3,150
3,100
3,050
3,000

LFL

4.0%

3,433 3,426 359

3.4%
3,345

3.0%  2.9% 3.0%
. o}

2.5%
2.0%

3,200

1.5%
1.0%

3,097

0.5%
0.3%

0.0%

2011/12 2012/13 2013/14 2014/15 2015/16
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EBITA — Last five years

matas

mDKK
620

600
580
560
540
520
500
480

602
590
571
548
532 I

2011/12 2012/13 2013/14 2014/15 2015/16
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Cash Flow — Last five years

Payment of tax: mDKK 90,
mDKK acquisition of stores: mDKK 114

567
iy
422
350 360
174

2011/12 2012/13 2013/14 2014/15 2015/16

600

500

400

300

200

100

M Cash from Operating activities ~ ™ Free cash flow

malas
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Gross Debt - Five years

matas

mDKK
2.400

2.200
2.000
1.800
1.600
1.400
1.200
1.000

2.451
2.284

1.763 Target
1.606 gross

1.494 debt

2011/12 2012/13 2013/14 2014/15 2015/16
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High profitability vs. peers

Gross margin around 46-

50% / 47%, comparable to peers

45%
40% ———— , lLowvs. peers—low
0 net marketing costs

35%
30% Rent/sales around 5% -
25% low vs. peers
20%
15% Around median of peers.
10%

5%

0% EBITA margin around 17%

® EBITA mPayroll mRent m Other costs, incl. net marketing high vs. peers

malas
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Competitive issues — spot Normal entry date — Town A

%
20

15
10

-10
-15
-20

malas

1

3

5

7

Sales development vs. region

9

11 13 15 17 19 21 23 25 27 29 31
Months
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Competitive issues — spot Normal entry date — Town B

%
20

15
10

-10
-15
-20

malas

Sales development vs. region

1234567 8 9101112131415161718192021222324252627
Months
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Competitive issues — spot Normal entry date — Town C

%
20

15
10

-10
-15
-20

matas

Sales development vs. region

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20
Months
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Distribution policy is of key importance to Matas

= Dividend and share buyback in line with capital structure policy

Capital Structure

Gross debt level DKK 1,600 - 1,800m 2016 dividend of
DKK 6.3/share

Dividend and share buy-back /

Dividend pay-out ratio At least 60% of Adjusted net profit

Share buyback of

Distribution of excess cash through DKK 125 m in

Share buyback share buybacks

Expected to be
larger and to start
earlier

2015/16. 2016/17:

matas

@120
DKK/Share:

>5% dividend
—)p yield

>2.5%
buyback
yield
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Gudiance unchanged

Guidance Realised
2016/17 2015/16

Revenue

L|ke-for-l.|ke growth "between 1-3%” 0.3%
assumption

Earnings

EBITA margin “slightly below 17.0%” 17.2%

matas
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Matas strategy house

Be the #1 retailer in
Beauty & Wellbeing across channels

'The destination for Beauty & Wellbeing'

Customer centricity Digital leadership
1 Customer centric offering 4 Omni channel leadership
2 World class store experience 5 Full value of Club Matas

3 Effective pricing & promotions

Operating model supporting strategy
An organisation that quickly responds to trends and changes in customer needs — using customer insights.
Continued development of close partnership with suppliers to ensure marketing support
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