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Bjorn Borg Ag
Robust Underlying Growth Driven by Sports Apparel

BjornBorg( BjBdbmrrgf Ke mpaonyt Be o uipd )

wellestablishedand renowned company with a rich history VARl 2N

spanningdecadesgarningits placeas a favoredbrandamonga

broadconsumerbase Neverthelessthe predominantssociation el | ) e () e
of BjornBorgwith underweapresentsa compellingchallengeto

transition consumerperceptionfrom an underwearbrand to a Bear Base Bull
sports fashion brand This strategic shift, central to the SEK 40.4 SEK 56.4 SEK 68.7
Company'svision since 2014 has alreadyyielded noteworthy

progress, driven by amplifiedinvestmentsin social mediaand

successfullaunches of new sport collections Analyst Group KEYINFORMATION

foreseesan attractivegrowth trajectory on the horizon, which SharePrice R02405-22) 56.2

promises improved margins The forecasted EBIT for 2024
standsat SEK124m (127), and by applyinga forward EV/EBIT Shares Outstanding 25,148,384
multiple of 115x (10.7), this presents a potential value of

SEK56.4 (54.1) per sharein a Basescenario Market CapSEKm 14133
) Net cashy{)/debt(+) SEKn) 129.0
A Footwear ShortTermChallengesut Long TermPotential )

Enterprise ValueSEKm 1,5424
Net salesamountedto SEK256.8m (246.9) during Q1-24, in line " Nasdag Stockholm

with our estimatesof SEK2554m, representinga 4% Y-Y growth
Notably,footwearexperienceda sharp salesdeclineof -46% due Quarterly Report 2 2024 202408-16

mnctor SExc o At bumtic e, semocasemioe T
. . . . SHAREPRICEDEVELO|
impactof SEK-12m attributableto this, salesincreasedby 10% AR Sl

Y-Y. Hence,Bjorn Borg started the year with robust underlying Bjérn Borg (Indexed) OMXSPI (Indexed)

growth, driven by an impressive 24% Y-Y growth in Sports 150

Appareland a 9% Y-Y growth in Underweardemonstratinghat 130

the brandis gainingtractionin all markets The progressin Own W
E-Commercewas a further indicationof strength, as evidentby 110 P

the Y-Y growth of 21% Despitethe shortterm challengesof TN A ﬁ'h‘

integratingthe footwearbusinessin-house,the categoryis expee % YA

tedto be a keygrowthdriverin the longterm. 70

A Profitability DevelopmenEalls Shortof Expectations

The gross margincamein at 53.3% (52.2%9), and the Fxneutral
marginamountedto 53.1% Hence,the outcomefell short of our
estimates (55.8%), as we had anticipateda more significant o

positive margin impact from the strong growth of Own E NordnetPensionsforsakring 12.7%
CommerceFurtherdownthe P&L,BjérnBorgreportedan EBITof Martin Bjaringer 9.9%
335 (31.4), correspondingo an operatingmarginof 13% (12.7%
whenincludingFX) Thus,the EBITdid not meetour expectations
due to higherthanexpectedSG&A The EBITmarginwithin Own Thomas Eklund 5.5%
E-Commercg14%) experienced decline,both Y-Y (21%) and Q-
Q (26%), partly due to higher logistic costs The Wholesale
businessreportedincreasedorofitabilityduringthe quarter,which,

Mats Nilsson 6.5%

Lazard Fréres Gestion 5.2%

Forecast SEKm 2021A 2022A 2023A 2024E  2025E

coupled with reduced discountsin direct sales to consumers, Net Sales Growth  8.9%  8.7%  44%  7.5%  7.2%
compensatedor the weakermprofitabilitywithinOwnE-Commerce Net Sales 768 835 872 938 1,005
A RevisedValuationRange coes AL A0 423 449 47O
Gross Profit 444 450 491 519 556
Thestrongunderlyinggrowth during Q1 servesas a testamentto Gross Margin 54.2% 50.8% 54.0% 54.9%  55.3%
BjornB o r pa®son driving growth aqd gainingfurther market OPEX 305 342 357 364  -383
share,fueled by the solid performancgn Sports A.ppare.l Folle EBITDA 139 108 134 155 173
wing th_e report, AnalystGrouphas rewgedthe top-line estlmayes, EBITDAnargin 181% 12.9% 153% 165%  17.9%
expecting stronger developmentwithin Sports Apparel going
forward Wehavemadeslightadjustmentdo the estimatedprofit EBIT 104 n 101 124 142
ability projections, anticipating a more targeted focus on EBIIEMarom Qebao B0 LAY 8 2
acceleratinggrowth, which we believewill resultin a somewhat EV/S 19 18 17 1.6 15
increasedcostbase Allin all, the estimatedeBITof SEK124m for EV/EBITDA 11.1 14.3 11.6 10.0 8.9
2024, in combinationwith a multiple expansionamong peers, EV/EBIT 14.9 21.1 15.3 12.4 10.8

hasresultedin a newvaluatiorrange
1Debt + Leasing Liabilities excl Deferred Tax Liabilities.
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Value Drivers

Low High

The key value drivers of Bjérn Borg going forward consists of a
continuoussuccessfulwork in changingthe c o n s u pegcepsidRof
the Bjorn Borg brand, from underwearto a Sports Fashionbrand The
expansiorwithinthe Germammarket,as well as withinthe US, will playa
vitalrole in the C o mp afotyre®ysowth and will thereforebe important
marketsto monitorgoingforward Additionallyfurtherincreasein online
sharewould lay the foundationof higherprofitabilityas salesscale,and
providebetterdataas well asinsightsin customerbase,whichwill be an
importantassetto e.g. increaseefficiencyin marketing

Management & Board

Low High
Analyst Group argues that the managementand board of Bjorn Borg
possessthe requisite qualificationsand experienceto adeptly steer the
Companythrough the challengesof the competitiveand rapidly evolving
apparelindustry Many have served the Companyfor 3-5 years, with
experiencefrom prominentappareland retail firms. HenrikBunge,Group
CEOGsince 2014 brings a strong leadershiphistory from companiessuch
as PeakPerformanceAdidas,and HastenSangar The insider ownership
amountsto ~12.7% with managementiolding ~0.5% of the capital To
earna highergrade AnalystGroupprefersgreatermanagemenbwnership

Ag

ABOUTTHECOMPANY

The Bjorn Borg Group owns and developsthe Bjorn Borg brand
Thefocusof the businessis on underweaand sportsapparelwith
additionalproduct lines such as footwear, bags, eyewear,and
hometextilesthroughlicensees Bjorn Borg productsare available
in aroundtwenty markets,with Swedenandthe Netherland$eing
the largest The Bjorn Borg Group has operationsat every level
from brandingto consumersalesin its own BjérnBorgstoresand
e-commerce Operationgomprisebranddevelopmenandservices
for the networkof licenseesand distributors,as well as product
developmenin the core underwearmand sportsapparebusinesses
BjornBorghasbeenlistedon NasdadStockholnsince2007.

CEO\NDCHAIRMAN

CEO Henrik Bunge
Chairman HeinerOlbrich
ANALYST

Namn Oscar Mardh
Phone +46 76044 29 70
E-mail oscar.mardh@analystgroup.se

Historical Profitability

Low High

BjornBorghasan extensivaecordof showingprofitabilityand FCF,
with an averageoperatingmargin and FCFmargin of 9.8% and
11.0% respectivelyfor the past six years On a currencyneutral
basis,the operatingmarginhas exhibiteda positivetrendin recent
years,amountingo 10.6%in 2023 whilethe FCFmarginamounted
to 12.6% during same period The grade is based on historical
performanceandhence notforwardlooking

Risk Profile

Low High

The risk profile of Bjérn Borg is generallyconsideredto be low,

owing to the C o mp a soyn®Isalancesheet marked by a net
debt/EBITDAf 1.25x (incl leases),and 0.95x when excluding
leases a substantiatrackrecordof consistentlygrowingsales,and
maintainingstable EBITand FCFmargins However,a few factors
contributeto an elevationof the risk profile Theseinclude the

dynamicnatureof the fashionindustry,intensecompetitionin the

market,and the ongoingchallengeof ensuringthat Bjorn Borg is

not predominantlperceivedasan underweabrand

/\nalyst Group Please read our disclaimer at the end of the report
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SEK 256.8m
NET SALES
Q1 2024

RevenuesGrewl0% Y-Y whenExcludingFootwearSales

BjornBorgsnet salescamein at SEK256.8m (246.9) inthe C o mp afinsyg@esterof fiscal2024 marking
a Y-Y increaseof 4.0% when factoringin currencyeffects, and 3.7% when excludingthese effects The
outcomeexceededur estimatesby a slight margin(SEK2554m or 0.5%). Lookingat the productareas,
salesfrom SportsApparelwitnesseda strong growth of 24% comparedo the sameperiodpreviousyear,
constituting27% of total salesduringthe quarter DuringQL-23, the aforementionedhareequaled23%
showcasinghat BjornB o r sfr@tagicshift in strengtheninghe perceptionas a sports fashionbrandis
bearingfruit. The Underweararea grew 9% Y-Y, where the solid developmentwas attributedto both
wo me an@® e n @derwear During Q1-24, Bjérn B o r lic@singpartnerfor the footwearcategory
went bankrupt,which had a significantlynegativeimpacton the footwearsales,as evidentby the sharp
declineof 46% in sales Thedeclinemainlystemmedfrom disruptionsin the supplychainandwas further
impactedby weaksalesfrom the former partner Worthhighlightingis that salesincreasedby 10% when
excludingfootwear,whichillustratesthat Bjérn Borg has startedthe yearof 2024 on a strong note, albeit
the Companys facingshortterm headwindswvith regardsto the footweararea

Revenue Mix %

Underwear Sport Apparel
Other products
*
19%
53%
27%

*Footwea(5%), Bags (6%),
OtherProducts (8%)

Revenue Mix: Q1 2024

SportApparel Underwear
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40%
ONLINE SHARE
Q24

Analyst Group

Reviewinghe channelmix for the currentquarter,it is notablethat the C o mp a @QwnB®mmerceis
continuingits strong momentumand gainingnotabletractionin the overallchannelstrategy Salesfrom
the C o mp amcpn@rerceplatformamountedo SEK40.6m (33.4) in the first quarter,reflectinga solid
21%increaseY-Y. Theperformanceof onlinesalesmaintainedstrongmomentum comprising40% of total
salesin Q1-24 and42%LTM

Thegraphbelowdemonstrateghe robustgrowthin own Ecommercesincethe end of year2018 which,
accordingto AnalystGroup,indicatesthat activitiesto bolster brand awarenesshave yieldedsignificant
resultsthroughouthe years,therebydirectinga growinginflow of trafficto the C o mp aawgh®reepage
The robust growth, despitethe challengedacedby the generale-commercesectorin recentyears,is a
testamento BjornB o r gré@ngth

The Strong Momentum in Online Sales Persist.
Sales Development in OwsOB&m, ECom and the Share of Online Sales, LT
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N

FAVORABLE
LONGTERM
POTENTIAL IN
THE FOOTWEAR
CATEGORY

53.1%
GROSS MARGIN
(FXNEUTRAL)

Analyst Group

Ag

In regardsto the salesgeographythe NetherlandsGermanyand Denmarkshowedgood progressionwith
growth of 10% 14% and 6% respectively However,other Nordic markets exhibited contrary perfor
mances with salesin Swedenand FinlanddecliningY-Y, entirelyattributedto the weakdevelopmenin the
footweararea

BjornBorglIntegratesFootweann-House

In FebruaryBjoérnBorgannouncedhatits distributionpartnerfor footwear,Serve&Volleyhas enteredinto
restructuring Shortlythereafteron March11th, BjérnBorgannouncedlansto fully integratethe footwear
productcategoryinto its own operations Thisintegrationmeansthat the Companywill handlethe design,
product developmentand distribution of footwearin all markets Apart from enablingBjérn Borg to
enhancecontroloverquality,innovatiorand design,the integratiorwill createsynergieswith otherproduct
categoriesin distribution Sincethe distributionof footwearis alreadyintegratedin Sweden,Finland and
Denmark,and consideringBjorn Borg's extensiveexperiencein developingand manufacturinghigh
performanceproductsin underwear,sportswear,and bags, AnalystGroup believesthat the Company
possessesall the necessaryprerequisitesto leveragethe strong brand and achievesignificantgrowth
within the footwearsegment Therisk of the Company'dormer licenseeadverselyaffectingBjorn Borg's
salesanddeliveryopportunitieds evident,and BjdrnBorg'sassessments thatthis couldnegativelympact
EBITfor 2024E by up to SEK5m wherewe estimatea result of SEK126m for the full year Althoughthe
first quarterdemonstrateghat transitioningfrom a licensingmodelto in-houseintegrationcan negatively
impactoperatingresultsin the short term, AnalystGroup believesthat the longterm net effect will be
positive andthatthe footwearbusinesscouldserveas a solidgrowthenginein the comingyears

LowerProfitability Developmenthan Expected

During Q1-24, the Companyachieveda gross margin of 53.3% (when includingFxeffects) and 53.1%
when excludingcurrencyeffects, which was lower than estimated(55.8%). The gross marginincreased
from 52.2% in Q1-23 but exhibiteda declinefrom the previousquarter(Q4-23), whenthe gross margin
amountedto 56.8% The improvementY-Y was primarily attributedto greater profitability within the

wholesalebusiness,as well as reduceddiscountswithin the direct salesto consumer AnalystGroup
estimateda strongergross margindevelopmenin the first quarter,expectinga more significantimpact
from the robust performanceof Own E-Commercewhich has a higher profitabilityprofile comparedto

othersaleschannels

Moving forward, the Companyis expectedto further strengthenits online presencethrough continued
investmentsin marketingand other activities that enhancebrand visibility, particularly via Own E

commerce AnalystGroupforecastsa sustainedise in onlinesales,whichis projectedto setthe stagefor

a grossmarginwithinthe rangeof 55-57%rangein the comingyears

The CurrencyiNeutral Gross Margin has Shown a Positive Trend Since the Beginning of 2021.
Gross margin, Gross margin (Curremgutral), USD/SEK, LTM
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SEK 33.5M
OPERATING
RESULT
Q124

SEK 58.8
FCFFLTM

1.25x
ND/EBITDA
END OF Q24

Analyst Group

Bjorn Borgreportedan operatingresult (EBIT)of SEK33.5m (31.4) for the first quarter,correspondingo
an EBITmarginof 13% Adjustingfor currencytailwindsin the quarter,the operatingresult amountedto
SEK32.7 (33.6), correspondingo a currencyneutralEBITmarginof 12.7% Thisoutcomefell short of our
expectationgd SEK46.7m), and the worsethanexpectedresult was primarily attributedto higher other
externalcosts (SEK60m comparedto SEK54m) than estimated,as well as higher personneicosts (SEK
37m comparedo SEK34m).

Despite Fluctuations in the Operating MargirDue to Seasonality, the Lofigerm Trend Remains Positive.
EBIT and EBlMargin, 20222024

SEKm s EBIT EBIT margin

+6.6%
45
15,6%

40
35 12,3% 12,7% 13.0%

30 ’ ‘ , ‘ 10,2% 335

25 30,6 31,4
20 4,9%
15 3,9% =7
o,
10 3,2%
52 7,8 8,1
0

Q2-22 Q3-22 Q4-22 Q1-23 Q2-23 Q3-23 Q4-23 Q1-24
Source: Bjorn Borg

Thelntegrationof the FootweaBusinessincreasedthe CapitalTie-up DuringQ1-24

TheCompanytendsto tie up a significantportionof its workingcapitalin the first quarter,whichwasalso
evidentin Q1-24, but the quarterwas heavilyimpactedby the integrationof the footwearbusinessin-
house BjérnBorggeneratedSEK-107.7m (-29.8) in free cashflow (FCFFHuring Q1-24, primarilydue to
an increasein working capital, which amountedto approximatelySEK 1299m. Thus, cash flow from
operatingactivitiesin QL amountedto SEK-1032m (-27.1). Giventhe natureof the industry,Bjérn Borg
normally experiencesfluctuationsin working capital, with the most significant change in accounts
receivableand accountspayableduring the first and third quarters However the significantdeterioration
comparedto the previousyear is explainedby a higher capital tie-up, attributedto the shortterm
headwindsfollowingthe integrationof the footwearbusiness,as the distributionpartnerwent bankrupt
AnalystGrouphadnot anticipatedsucha largeimpactfrom the integrationof the footwearbusiness At the
sametime, we emphasizdhat this is a shortterm effect, which, as previouslymentioned,we expectto
resultin a positivenet effectin thelongerterm

Lookingat FCFHor the last twelve months (LTM), which usuallyprovidesa more representativeview of
the underlyingcashflow generatioras it smoothsout the seasonabariationsand sharpquarterlyswings,
Bjorn Borg generatedSEK58.8m in FCFALTM, representinga decreaseof 28% comparedto the same
periodlast year, wherethe decreaseis also attributedto the negativeimpactfrom the integrationof the
footwearbusiness

Giventhe currentEBITDA. TMof SEK135.1m anda net debtpositionof SEK1754m at the end of March,
the net debt/EBITDAatio standsat 1.25x (includingleasingliabilities),and 0.95x when excludingleases
ConsequentlyBjorn Borg increasedthe C 0 mp a dept @asition in QL, primarily due to shortterm
interestbearingliabilities as a resultof the negative-CFFreatedby the high capitaltie-up in the quarter

Despitethe high capitaltie-up, AnalystGroupconsidersthat Bjoérn Borg has built up a solid and healthy

financialposition,wherethe Company'slebt positionincreasedio SEK175m (146) and SEK136m (98)
excludindeasingliabilitieswhichis anincreaseboth Y-Y andQ-Q.

Please read our disclaimer at the end of the report 5
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ConcludingRemarksAboutthe QL Report

In conclusion BjornBorgdelivereda QL reportthat camein line with our estimatesregardingtop-line but
fell short of our estimatesin terms of profitability Howeverthe developmenturing the quarterfurther
demonstrategshe C 0 mp astrgn@somentumwithin OwnE-Commercewhich exhibitedstrong growth

FurthermoreAnalystGroupis pleasedo seethe solid progresswithinthe SportsApparelarea,illustrating

thatthe strategyto transitionconsumerperceptionfrom an underweatbrandto a sportsfashionbrandhas
yieldednotableresults

Whilethe footwearbusinessput shortterm pressureon the sales,AnalystGroupbelievesthat the product
area carries substantialpotential in the long term, and that the C o mp a prgvi@us experiencein

developingand manufacturinchigh-performanceproductsin underwear sportswear,and bags, will pave
the wavefor a promisingperformancewithinfootwearsales

New Estimates Old Estimates Change (%)
SEKm 2024E 2025E 2024E 2025E 2024E 2025E
Net Sales 938 1005 914 975 2.6% 3.1%
Gross Profit (adj.) 519 556 507 544 2.4% 2.2%
Gross Profit (Curreneyeutral) 519 556 507 544 2.4% 2.2%
Gross Margin (adj.) 54.9% 55.3% 55.5% 55.8% -0.6% -0.5%
Gross Margin (Currenayeutral) 54.9% 55.3% 55.5% 55.8% -0.6% -0.5%
EBIT 124 142 127 143 -2.1% -0.4%
EBIT (Currenegeutral) 124 142 127 143 -2.1% -0.4%
EBIT margin (adj.) 13.1% 14.2% 13.9% 14.7% -0.8% -0.5%
EBIT margin (Currendyeutral) 13.1% 14.2% 13.9% 14.7% -0.8% -0.5%

Overviewof BjérnB o r @l®eport2024
KeyK P Ifr@rsthe report

Q124

BJORN BORG @

SEK-108m

FreeCashFlow Q%24

13.0 %

EBITMargin

256.8 el

OrganicGrowth Y-Y

21% 24%

3 3 5 Y-Y Growth OwnE-com Y-Y Growth SportApparel

53.3%

GrossMargin

Source: Bjorn Borg
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CAGR
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(BASE SCENARIO)

FIECRCE
COMPETITION AND
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FASHION LANDSCAPE

Analyst Group

Ag

SportApparelis Expectedo be the Future GrowthMachinex

For over two decades Bjorn Borg has maintaineda marketleadingpositionin the N o r dni ecn@mder

wear market, creatinga stable revenuefoundationwhile establishinga strong brand awarenesdor the

Group Howeveras the revenuesrom underweaibusinesshasbeenrelativelyunchangedor the pastfive
years, Sport Apparelhas emergedas an increasinglyimportantgrowth driver showinga CAGRof 9.1%
during 20182023 In 2023 Sport Apparelcontributedto approx 21% of total sales,a notableincrease
from the 17% sharein 2018 Thisshift has beenpropelledby a combinatiorof intensifiedinvestmentsn

buildinga strong community,primarily through social media, as well as engagingcampaignsand offline
events The launch of sport apparelthat resonateswith target customers has been pivotal to this

transformationSocialmediahas becomean increasinglymore importantplatformin order for Bjorn Borg
to connect with its end customers, and during 20212022 Bjorn Borg made its most significant
investmentsin building a community, activating collaborationswith hundreds of influencer These
investmentshasundeniablybornefruit, with Sport Apparelecordinga 18% growthin 2022 a growthrate
thatwasmaintainedluring2023despitea challengingnacroenvironmentAnalystGroupprojectsthatthis

positive momentumwill persist, with sport apparelexpectedto be the driving force behindthe Groups
futuregrowth

o Wherea SuccessfulCategoryMove AmongConsumersVill Playa PivotalRole

ThechallengdacingBjornBorgis to reshapeconsumersperceptionof the brand Ratherthanassociating

aBjornBorgsolelywith men'sunderwearthe aimis to establisnthe Companyas a prominentsportsfashion
brand,a goalthat has beena top priority since 2014 Promisingly significantprogresshas alreadybeen
made,as evidencedby the fact that 47% of SwedishrespondentsncludedBjérn Borg in their top three
preferred brands, accordingto the Company'sown surveysin 2022 Neverthelessthere remains a
considerablgourneyahead pfferinga substantiabpportunityto boostsalesby successfullynavigatinghis
shiftin consumerperception Thistransformatiorwouldalsofacilitatethe introductionof additionaproduct
lines,capitalizingn the brand'snewfounddentityas a sportsfashionbrand

FromNicheto ThrivingIndustry. The ActiveweamMarketSurgesto a Valuationof 319mdUSDn 2022

In recentyears,the popularityof athleisurewearhasskyrocketedas consumersseekcomfortableand sty
ish clothingworn duringandafter physicalactivity Therise of the athleisurerendhasundoubtedlyblurred
the lines betweenathleticappareland everydayfashion,enablingconsumersto seamlesslytransitionfrom
workoutto casualwear Thepandemicavean upswingto the athleisureindustryas more peopleadopted
remote work and sought comfortableclothing for both working from home and leisure activities Once
confinedto a nichein the athleticapparelsector,athleisurewear has transformedinto a flourishingindu-
stry, andin 2022 the marketreacheda valuationof USD31%n andis poisedto experiencea 5.8% CAGR
from 2022to 2028 In additionto an increaseddemandfor comfortableand stylish clothingas mentioned
above the growthis expectedo be fuel by an acceleratedjlobalemphasison healthandfithessaswellas
arisingparticipationn sportsactivitiesglobally Whilethe projectedCAGHRor BjornB o r av@®alinetsales
is 7.3% during2024-2025 the SportsApparebusinessis anticipatedo demonstratea more robust CAGR
of 19.2% outpacinghe marketgrowth,resultingin increasednarketsharesfor BjérnB o r gp®tapparel

Valuation ASummary

Bjorn Borghasa proventrackrecordof steadyprofitablegrowth,while deliveringa lucrativedividendyield
to shareholdersAnalystGroupforeseesthis trend continuing with the Sport Apparelbusinessservingas
the main catalystfor future growth, as the structuraltrends within the athleisurewear market provide
favorabletailwinds Basedon FY2024 projectedEBITof SEK124m (127) anda forwardEV/EBITultipleof
11.5x (10.7x), an EnterpriseValueof SEK1,429m (1,356) has beenderived After adjustingfor estimated
capitalstructurein 2024 AnalystGroupseesa potentialvalueof SEK56.4 (54.1) per share Therelative
valuatioris substantiatedy our DCFjndicatinga valueof 51.4 (52.1) pershare

Competitivdndustryand Fast ChangingFashionTrendsare Risksto Monitor

The apparelindustry is renownedfor its fierce competition,with numerous establishedbrands and
emergingplayersvying for consumerattention To both maintainand expandmarketshare, Bjérn Borg
must implementstrategicmeasuresthat enhancebrand awareness This involves maintaininga robust
brandidentity,consistentlydeliveringop-qualityproducts,and ensuringexceptionatustomerexperiences
Furthermore the introductionof new collectionsthat align with consumerpreferencesis of paramount
importance These strategieswill not only enable Bjorn Borg to navigatethe everevolving fashion
landscapéut alsosolidifyits statusas a relevantandcompetitivechoicefor its targetaudience

Please read our disclaimer at the end of the report
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TRAIN TO LIVE

SUSTAINABILITY
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THREE BUSINESS
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Sustainability
Goals:

86%

84%
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TheTimelessAppealof the BjornBorgBrand Rootedin the 80s

Bjorn Borg is a Swedishsports fashion brand renownedfor its distinctiveblend of sporty style and

innovativedesign In 1984 the Companyaunchedits first collection? The Bjorn Borg Collection- named
afterthe legendan/Swedishtennisplayer,Bjorn Borg The Companybeganby offeringsportsapparel but

in 1989 BjérnBorgtook a step into the underwearbusiness This move has since becomea majorasset
for the Group,contributingsignificantlyto both revenuesand brand awarenessin 2014 Bjérn Borg got

backto the C o mp aDNA asnelysportsapparelwith the missionof becomingthe No.1 SportsFashion
Brandfor the ActiveandAttractive

In 2006 the Companyacquiredthe trademarkBjorn Borg and since then the Grouphas held the global
rightsto the brand,meaningthat Bjérn Borgare ableto controltheb r a mle/&@opmenandoperatefrom
a positionof strengthinternationallyThebrandwas acquiredfor SEK124m (cashpurchase)andtogether
with additionalpurchaseconsiderationthe Companyvaluesthe Bjorn Borg brandto SEK187.5m in the
balancesheet, a valuethat has been unchangedup to this day Throughits brand, Bjérn Borg aim to
inspirepeopleto be their own best version,with trainingbeinga centralpart to achievethat By inspiring
peoplewho wantto live a little longer, be slightly happier,a bit smarter,and to havea better memory,
Bjorn Borgultimatelyaddressesa broadgroup of people,includingthosewho not buys sportswearoday
TheCompanyhasa clearandsimplemessagehatit wantsto spread? Trainto Live

Sustainabilityand CompanyCulturePlaysa Big Partfor Bjérn Borg

Sustainabilitys one of Bjérn Borg's top three businessgoals and the Company'ssustainabilitywork is
dividedinto threeareas 1) responsibleproduction,2) reducedclimatefootprint,and 3) drivingsustainable
consumptionForexamplejn 202Q the Companyestablishedhe goalto reacha 50% reductionin carbon
dioxidein absoluteterms in 203Q Further,Bjérn Borg's has a goal to offer productsthat are 100%
sustainableand,in the Autumn/WinteR023collection, 100% of clothing,35% of bagsand51% of footwear
includesmore sustainablematerialssuch as recycledpolyesterand polyamide L WGcertifiedleather,and
cottonthatsupportsBetterC o t t nassi@s

A 50% reduction of

—— A S0 rnevalo sy ir 41004 15l uced it
) reduction pl’_OJeC'[S A No conventional cotton (2024) 70% (iJn tier B 9y
A 2030 reduction model A 80% sustainably sourced fibers . ;

created A 100% transparency in tier3L
A Living wage throughout tier 1

TheteambehindBjornBorg,togetherwith the brand,are significantassetsfor the Companywhichis also

why Bjorn Borg puts a big emphasizeon the C o mp a quljur® 8jorn Borg's cultureis characterizedby

high ambitionand drive, fueled by a strong passionfor sports and fashion Employeesare motivated,
creative,and committedto the brand's success, driving innovationand productivity This enthusiasm
positivelyinfluencesthe Company'sinancialperformance gnhancingshareholdevalue The Company's
shared values,such as Passion,Empowering WinningAttitude, Bold, and Magnetic,serve as guiding

principlesin dailywork Thesevaluescreatea unifiedandmotivatedworkforce alignedwith the Company's
mission,whichis a driverof employeecommitmentndfinanciakuccess

Highemployeeengagemen(86%9 indicatesa committedand motivatedworkforce Theemployeestrustin
management(84%) reflects the success of the Company'sleadershipin fostering a positive work
environmentwhich, in turn, drives performanceand shareholdervalue Giventhe broadbrandawareness
for the Bjorn Borg brand and high-performing K P | r@garding employee satisfactionand trust in
managementthe Companyis ableto attracttalentedworkforceand by keepingthe workforcemotivated
andpassionateBjornBorgcreatesanimportantreceiptto deliverlongterm shareholdevalue

Please read our disclaimer at the end of the report 8
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Bjorn Borg

Company Description

SWEDEN IS THE
LARGEST
MARKET
TO DATE

Sales
Geographics,
% of sales

BJORN BORG
HAVE A DISTINCT
SEASONAL
PATTERN

SEKm m

BusinessModel

Over the years, Bjorn Borg has expandedits product range to include a wide array of sportswear,
underwearswimwear footwear,bagsandotheraccessoriesin 2023 the underweabusinessconstituted
approx 55% of the total revenues,while the correspondingshare for Sport Apparelamountedto 21%
footwear8% bags 6% and other products10% The Bjérn Borg Groupis representedn abouttwenty
markets around the world and is responsiblefor the distribution of underwearand sports apparelin
primarily Sweden,England Finland the Netherlandsand Germany Followingthe in-houseintegrationof
footwearin Q1-24, whenthe formerlicensepartnerwentbankruptthe Groupnow alsohandlesthe design,
productdevelopmentand distributionof the footwearcategoryin all markets Bjorn Borg also distribute
their productsin other marketssuch as Norway the US, France Belgium,and Canadahroughlicensees,
externalretailers,and collaborationsThe aspectof the businessmodelthat relieson externalpartnersis
quite capitalefficientfor the Company Thisis becausethe network'sexternallicenseesand distributors
takeresponsibilityfor marketingjncludinginvestmentsandinventory in their respectivemarkets,which,in
turn, minimizesrisk and requiredinvestmentsfor Bjorn Borg Swedenhas been,and still is, one of Bjorn
Borg's most influentialmarketand makesup the lion share (~36% in 2023 of the revenuedistribution
globally,with the Beneluxregion being the secondbiggestmarketin terms of revenue(~23% in 2023.
HoweverGermanyhasbecomean increasinglyimportantmarketfor Bjorn Borg, constitutingapprox 10%
of the revenuesin 2023 and has showna strong growthin recentyears,whereE-tailerssuchas Zalando
hasplayedanimportantrole in thatgrowth Theresponsefrom the US market,sincethe launchof its own
brandpageon Amazorcom abouta yearago, has beensomewhatmodest However jt holds substantial
growthpotentiabs BjornBorgdedicatesnoreresourcesandoperationafocusto this market

36% 23%
AR A * LY AR é
v w .TlF‘ W

Bjorn Borg's financialperformancehas historicallyexhibiteda distinct seasonabpattern,with B consist
ently emergingas the most revenuegeneratingquarter,while Q2 typicallymarksa relativedip in perfor
mance However this seasonalityowesless to fluctuationsin consumerpurchasingoehaviorjnsteadthe
primarydriver behindthis seasonalitys the strategicorderingpracticesof a significantportionof the retail
operations Theseretailersplacesubstantialorders with Bjérn Borg a full yearin advanceconsequently,
Bjorn Borg fulfills these orders and invoicesthem during the third quarterof the year This phenomenon
resultsin a pronouncedconcentratiorof the revenuegenerationand since the cost baseis fairly stable
throughouthe quartersthe operatingprofitstendto peakduringQ3, with reverseconditionregarding2.

Q2 Q3 Q4

v,
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N Y
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Bjorn Borg

Company Description

39%
IN ONLINE SALES
(2023)

GROSS MARGIN
IS ENSITIVE TO
CURRENCY
FLUCTUATIONS

THE COST
STRUCTURE
ENABLES
INCREASED
OPERATIONAL
LEVERAGE

Revenue Mix
% of total sales

A 4

55%

Ag

BusinessModel, Contd

Bjorn Borg uses severaldifferentsaleschannelsto distributeits products,and the mainrevenuestreams
are divided into Wholesale OwnEcommerce Own Stores, Distributorsand Licensing In recentyears,
Bjorn Borg has experienced strong developmentvithin its onlinedistributionand in 2023 onlinesales
constitutedapprox 39% of total sales In comparisonjn 2018 around16% of the revenueweregenerated
through online channels The positivedevelopmentas especiallypbeenfueledby the Co mp aowp ® s
commerce, growing 36% Y-Y in 2023 This, in combinationwith high doubledigit growth in own
comparablestores,is a sign of strengthof the brand Ownstoresconsistsof concept(full price) andoutlet
storesin Swedenthe Netherlandsnd Belgium andbetween20182023the storesamounthasdecreased
from 31 to 16 stores,with outletstoresmakingup the largepart of total storescountandis a development
thatalignswiththe C o mp asirate@yso closeunprofitablestores

CostStructure& Supplychain

The Company'smajor cost driver is the Costof GoodsSold (COGS)encompassingexpensesdirectly
associatedwith productionand delivery,including raw materials,labor, manufacturingoverheads,and
shippingcosts Most productionis outsourcedto suppliersin Asia, particularlyChina,thoughthere has
been a shift towards Europeanproduction, primarily in Turkey This strategic move not only reduces
deliverytimesbut alsoenhancesupplychainresiliencelt is importantto note that BjérnBorg'sCOGSire
notablysensitiveto fluctuationsin the USDdue to a large portion of the purchasesare in USD,while the
majorityof salesbeingconductedn SEKandEURwhichimpactsthe grossmarginsignificantly

TheCompanyhasexperienced reductionin its workforcesince2019as resultof closingunprofitablefull-

conceptstores, with the pandemicfurther contributingto layoffs As of the end of 2023 Bjérn Borg
employedl51 individuals makingstaff costs a substantiaportion of operationakxpensesaccountingor

15% of net sales Otheroperationabxpensesamountedto 22% of net salesin 2023 totalingSEK206m.

Theseexpensescover rental costs, marketingactivities,sales costs, and administrativeexpenses with

marketingrepresentingapproximatel38% of operationaéxpensesgequivalento 8% of netsales In 2021

2022 Bjorn Borg made significantinvestmentsin building a strong community, activatingnumerous
influencer collaborationsin all operatingmarkets This led to increasedmarketingexpensesbut also
enhancecdbrand awarenessa pivotalfocus for Bjérn Borg Consequentlythis cost item is anticipatedo

continueto rise in the future Historically,Depreciatiorand AmortizationD&A) has representedslightly
over 1% of net sales Nonethelessdue to the acquisitionof Rightof-Use assets, particularlypremises,
D&Ahasseenanincreaserecentyears,reachingd%in 2023

As fixed costs constitute a significantportion, roughly half of Bjorn Borg's total costs, the Company
demonstratesrobust operationalleverage This leveragehas the potentialto further enhanceas the
Companycontinuesto expandsalesthroughonline channels The shift towardsonline channelsexpands
the Company'sustomerreachbut alsoenablemore costefficientoperations Througha digitalexpansion,
the dependencyon traditional brickandmortar stores reduces, thus offering greater flexibility and
scalability As a result, BjérnBorgis welkpositionedto optimizeits cost structureand enhanceoperational
efficiency especiallyasit leverageshe powerof e-commerce

Channel Mix Other

% of total sales

65%

Wholesale

Cost Structure
% of total sales

45%

COGS

151
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Ogy

Underwear m. Workforce
R cortmer 24
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v Sport Apparel 0 Expenses 16
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'.' % Bags, Footwear, U o, 1% %) 4%
9,0 Glasses, and other Licensing []
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Bjorn Borg

Company Description

1
€<
LowRisk HighRisk
Industry Dynamics
5
Business Lifecycle
Fragility
5

Market Swings
6

BusinessModel? In Depth

Bjorn Borgoperatesin the fashionand apparelindustry,which can be subject
to moderateto rapid changes Fashiontrends can changequickly,but the rate
of changein this industry may not be as high as in e.g. some tech sectors

BjornBorgis a wellestablisheccompanywith decadesof history. It is notin
the earlystagesof developmenbut ratherin a maturephase

Bjorn Borg, being a wellestablished brand, provides some economic
resilience In toughereconomicimes, consumersmaystill buy essentiaitems
like underwearand sportswear,which could work in the Company'sfavor.
However, the fashion industry can be sensitive to economic downturns
Reducediebtpositionsanda strong FCFgeneratiorprovidesa soundfinancial
positionfor BjérnBorg

Thedemandfor fashionand apparelproductscan be somewhatcyclical,with
seasonalvariationsand trends However,Bjorn Borg's focus on underwear,
sportswearandlifestyleproductsprovidessomestability

Revenue Mix and Income Consistency Bjorn Borg primarily relies on sales of underwear,sportwear,and related

5
Dependency

Pricing Power
5
Operational Leverage

5

Financial Resource Commitment

6

Capital Requirements

accessories,which provides a diversified product range within this niche
Howeverthe revenuesare not recurring whichlimitsthe incomeconsistency

Bjorn Borg has a diversifiedretail network and a directto-consumeronline
presence which togetherwith a broad selectionof independenpartnersand
Groupowned stores, results in a relatively low dependencywithin its
distributionchain

Dueto challengingexchangerates and a surgein raw material,especiallyin
20222023 Bjorn Borg managedto increaseconsumer prices successfully
Howeverthe C o mp aprigin@ower might be somewhatimited giventhe
competitivefashionindustry, as Bjorn Borg is not consideredto be a luxury
brand

Giventhat half of Bjorn Borg'stotal costs are fixed, the currentcost structure
offers operationalleverageas the businessscales Economiesof scale in
manufacturingand distribution, along with a growing online presence,
contributeto additionatostefficienciesandleverage

WhileBjoérnBorgdoesnot investin substantiahssetslike heavymachineryas
an apparelcompany,a notableshare of its capitalis allocatedto inventory,
accountsreceivable,and accounts payable The fastpaced nature of the
fashionindustrypresentsa risk of accumulatindpighinventorylevels

As a maturecompanyconsistentlygeneratinghigh FCFand payingdividends,
Bjorn Borg operatesits core businesswithoutthe needfor externalfinancing
Neverthelessthe utilizationof its currentcreditline variesthroughoutthe year
and may increasein responseto larger expansion,higher working capital
requirementsor investmentsn newmarkets

/\nalyst GI‘OUp Please read our disclaimer at the end of the report 11



Bjorn Borg

Company Description

StrategicOutlook- BusinessStrategygoingforward
Todriveprofitablegrowth,the strategyonwardscirculategprimarilyaroundthreekeyfocusareas

Increqse the share 1 Increasethe share of online and businesse-tailers 2 The own E-commerceis, and will still be, a high
of online sales priorityfor the Companyasit presentsa greatopportunityto increasemarginsas salesscales

Growthe businessshare and preferencein sports apparel?2 The objectiveis to sustainand propelthe
Grow the Sports 2 momentum fortifying Bjérn Borg's standingas a sports fashionbrand This will be accomplishedhrough
ApparelBusiness steadfastmarketand brand communicationywhere social media,campaignsand eventsserve as pivotal
channeldn achievinghis goal

Expand 3 Expandgeographically - Especiallyn Germanywith Zalanddbeingan importantpart goingforward The
Geographically US will also be a marketof interestfor the Companyin comingyearsand since a year back Bjorn Borg
havehadtheirownbrandpageon Amazorcom

FinancialObjectives

Bjorn Borg's financialobjectiveswere last updatedin early 2019 and was set for a five-year period to
2023. Belowtheseobjectivesarepresented

>5% >10%

AnnualSalesGrowth AnnualOperatingMargin
BJORN BORG @

1 In conjunctionwith the Q3 report > 5 O % > 3 5 %

(2023, the financial objectives

were prolongedand are valid until i : . .
furthernotice - AnnualDividendof Net Profit EquityAssetRatio s

Average Average By analyzindBjorn Borg's historicalfinancialperformanceijt becomesevidentthat the COVIEL9 outbreak
20192023 20192023 significantlyimpactedthe Company'sability to achieveall of its financialobjectives This impact was
(eieeniinl(ieeeldiell - markedby reduceddemandin the retail market,disruptionsin the distributionchain,unfavorableurrency
effects, and the closure of physicalstores Excludingthe tumultuousCOVIByear, Bjorn Borg has, on
NetSalesGrowth average,met all the expectedbenchmarksso far. However,when consideringthe pandemicyear, the
7.20 4.4% C o mp agnowt®fsll shorton the establishedbjectivespn averageduring20192023 It's worth noting
that, except for the exceptionalyear of 202Q Bjorn Borg has consistentlydistributed dividendsto
shareholdergveryyearsinceits IPOin 2007.

OrganicNet SalesGrowth

5.2% 3.0% Outcome (2012023): Financial Objectives
EBITmargin ® Net Sales Growth = Organic Net Sales Growth  EBIT margin EBIT margin (adj. & Currency-Neutral,
10.2% 9.1% 17%
13,5% 13,7%
11,5% 9 11,5%
EBITmarginadj.? 12% | 10,6%
8,6% 8,9% 8,7% 8,8%
11.0% 9.9% 6,6% 6,8%
7% 3 79} 4,7%5:2% 4,7% 4.4%
Dividendof Net Profit 8
90.7% 72.5% 2% . 0.7%
Equity/Asset
quity: 3%
48.1% 47.9%
2 Adjusted for Other Operating -8% -6 9%'5'8%
Income OtherOperating=xpenses, 2019A ' 2020A 2021A 2022A 2023A

andCurrencyEffects
Source BjérnBorg
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Bjorn Borg

Market Analysis

Apparel Industry
Characteristics

USD 451bn
GLOBAL
ACTIVEWEAR

2028E

Analyst Group

Transformed-roma M e n @nslerweaiCompanyo a SportsFashionCompany

In 2014 Bjorn Borg establishedh new businessplan - NorthernStar - with the aim to expandthe Bjérn
Borg brand from being synonymouswith me n @ederwearto being synonymouswith sports fashion,
Sincethen, the SportApparebusinesshasgrownfrom approx 10% of revenueto 21%in 2023 Oneof the
C o mp ahigge@tiecusareasgoingforwardis to growthe SportApparebusinesssubstantially

Givenits fashionorientationmix of majorandsmallproducersjow obstaclego entry,the flow of localand

importeditems, and a wide varietyof retailingtechniquesthe apparelindustryis competitive Bjérn Borg
competeswith a plethoraof domesticand foreign designers,brand owners, producers,and retailersof

apparel,accessoriesand footwear,including,in certaininstancesthe wholesalecustomers'privatelabel
brands Moreover,the ongoingshift in consumershoppingpreferencestowardsthe digital channelhas
spurredstrong industrygrowth This hasled to an influx of companiesin the apparelsector, alongwith

increasedransparencyn pricingand productcomparisonsThesefactorscollectivelyinfluencepurchasing
decisions Consumersare alsobecomingmore concernedwith circularityin the apparelindustry,and new

marketactors'abilityto rentor acquirepre-ownedapparels influencingourchasinglecisions

ActiveweaMarketSizeand the CovidEffect

Thesport apparelmarket,also knownas the athleticwearor activeweamarket,is a sub-segmentof the

larger apparelindustry, and includesclothing and accessoriessuitablefor sports, fitness activates,and

generallyactive lifestyle Productswithin the industry stretchesfrom clothing for running, yoga, and

fitness,as well as generalathleticwear such as athleticshoes,performancefabrics,and sportswear The
Covid19 pandemichad undoubtedlysignificanteffects on not only the sport apparelmarket, but the

broaderretail and apparelindustry, including global supply chain disruptions,retail closures, canceled
sportseventanddeclinein gym attendanceHoweverthe pandemicalsobroughtseveraltrendsandshifts

in consumerbehaviorswith e.g., Ecommerceexperiencinga materialsurge in demandand usage The

pandemicalso acceleratedhe athleisuretrend and has further blurred the lines betweenathleticapparel
and everydayfashion,as more peopleadoptedremote work and sought comfortableclothing for both

workingfrom homeand leisureactivitieswhich,in turn, increasedhe demandfor comfortableand stylish

athleisurgproducts

Theglobalactiveweaexperiencedaccordingto Statista,a growthof 5.3%in 2022 whichvaluedthe total

globalmarketto USD31%n. Themarketis expectedo witnessa 5.8% CAGRIuring20222028 leadingto

a marketsizeof USD451bn in 2028 Importantgrowth driversare estimatedto comefrom an increasing
globalemphasison healthand fitness, an increaseddemandfor comfortableand stylish clothingworn

duringandafterphysicahctivity,aswellasrisingparticipationn sportsactivitiesglobally

An IncreasingGlobalEmphasison Healthand Fitness, IncreasedDemandfor Comfortableand Stylish Clothing, and
RisingParticipationin SportsActivitieswill Supportthe Growthon the ActiveweaMarketGoingForward

GlobalActiveweaMarket,20222028
Global Activewear Market 2022028
USDbn
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Source:Statista 2023
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Market Analysis
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Analyst Group

Sustainabilityhas Becomea Critical FocusAreafor Consumersnd Brands

Sustainabilithas been a longtime trend within the fashionindustry, but in recentyearsit has been
increasinglyimportantin the athleisuremarket,as consumersmore than ever seeks productsthat are
environmentallyriendly, ethicallyproduced,and sustainablebenefittingcompanieshat has incorporated
sustainableracticesnto their productsandsupplychains

A MeKinseysurvey revealedthat sustainabilityengagementamongstconsumersdeepenedduring the
COVIEL9 crisis Europearconsumersnow expectfashioncompaniego act responsiblyand considerthe
socialand environmentaimpactsof their businessesThecrisis has madeit evenmore importantto limit
climatechangeimpacts,as reportedby two-thirds of surveyedconsumers Additionally88% believemore
attentionshouldbe givento reducingpollution Consumersre alreadychangingtheir behaviorsto align
with theseconcerns Over60% are recyclingand purchasingoroductsin environmentalljriendlypackage
ing. Sustainablematerials have become an important factor for 67% of consumerswhen making
purchasingdecisionsand 63% considera brand'spromotionof sustainabilityust as crucial Lastly,there's
a growinginterestin purchasingsecondhandashionitems amongyoungerEuropearconsumers Approx
50% of GenZ andmillennialexpectto buy moresecondhandtemsin the post COVIEL9 era

Other important consumertrends includes personalizatiorand technology,where the former involves
productsthatis tailoredto eachindividualsneedsand preferencessuch as the abilityto choosedifferent
colors and designs The latter reflects an increaseddemandfor productsthat incorporatetechnologyto

enhanceperformanceand overall experience,such as moisturewicking fabrics, temperateregulation,
compressiontechnology,GPStrackingor biometricsensors Thus, sportswearbrandsinvest heavilyin

R&Dto be ableto meetconsumersdemandor enhancegerformancdeaturesin the products

Major MarketPlayersin the SportsFashionMarket

Thesport apparelmarketis dominatedby weltknownbrandssuchas Nike, Adidas,UnderArmour Puma,
and Reebok These companiesoffer a wide range of sportswearproducts and accessoriesand often

collaboratewith athletes In recentyears,severalnew and innovativebrandshaveemergedin the sports

apparel market These brands often focus on sustainability,eco-friendly, or performanceenhancing
materials,and some welkknown examplesincludesLululemon,Fableticsand GymsharkIn the Swedish
market,brandssuch as Stronger,A i m&nd ICIWhavegrown stronglythe last coupleof years,both in

terms of revenuesand awarenessAll three brandshaveshownan exponentiagrowth sinceits inception,
andbetween20192022the netrevenueCAGRamountsto 28% 25% and38% respectively

Despitethe dominanceby globalplayerssuch as Nike and Adidas,the brand awarenesf Bjorn Borgis
strong, especiallywithin the underwearbusinesswherethe Companyis a marketleaderin the Nordics
Howeverijt is apparenthatthe BjornBorgbrandis gainingtractionin the Swedishsportsappareimarket,
and accordingto the Company'sown polls and measurements47% of the Swedishrespondentsanked
Bjorn Borg as one of their three preferredbrandsin 2022 with Nikeand Adidascomingfirst and second
place

InfluencerMarketinghas Becomean ImportantToolfor SportApparelBrandsto EnhanceAwareness

Overthe past few years, the strategicuse of influencermarketingand brand partnershipshas playeda
pivotalrole in the promotionof sports apparelbrands Throughteamingup with socialmediainfluencers,
athletes,andcelebritiesthesebrandstapinto their extensivareachand credibilityto elevatetheir presence
and appealamongconsumers Thesecollaborativeefforts not only help shapea strong and compelling
brandimagebut also establishdeeperconnectionswith specifictargetaudiencesln addition,the industry
facesintensecompetitionfrom both establishedlayersand emergingbrands Consequentlyin order to
maintaina competitiveedge, companiesspecializingn sports apparelmust continuallyfoster innovation,
channelresourcesinto researchand developmentand introducedistinctiveproductsthat align with the
everevolvingdemandsof consumers

During 2021-2022 Bj6érn Borg made substantialinvestmentsin community building, initiating multiple
influencercollaborationsacrossall the marketswhere the Companyis active This strategicupsurgein

influencemarketinghasfirmly establishedjérnBorg'sbrandpresenceon socialmediaplatforms,aligning
with where consumersdedicatea substantialportion of their time. Theseinvestmentsn influencersand
social media have notably heightenedthe brand awarenessof Bjérn Borg as a sports fashion brand,
markinga significantmovein their ongoingefforts to enhancetheir brandrecognitionwithin this segment
in the future

Please read our disclaimer at the end of the report 14



Bjorn Borg

Market Analysis /g

Q

Consumer
confidence is
showing signs of
recovery

%%

=z )

Retail sales, though
relatively weak, have
been making some
improvements
recently

The Swedish Textile Initiative
for Climate Action

STICA
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TheApparellndustryis Sensitiveto ConsumeiSpendingand Sentiment

The sports apparelindustry, as well as the generalapparelindustry, is highly sensitiveto consumer
spending,consumersentiment,and the broaderenvironment Consumerspendingpatternshavea direct
impacton the sale of both generaland sport apparel, whenconsumerhave more disposableéncomeand
are willing to spend, they are more likely to investin clothing, including sportswear Since apparel,
especiallysportswear,is often considereda discretionarypurchase,consumersare likely to cut backon

nonressentialspendingduringeconomicdownturn,and vice versa Consumergerceptionsof the general
economy, job security, and financial weltbeing, in other words the consumer sentiment, strongly
influencespurchasingdecisions,where high consumerconfidencetends to boost consumerspending,
includingon discretionaryroductssuchas clothing

Consumersentimenthas deterioratedsomewhaton a globalbasis as a result of recentrise in interest
rates, high inflation, geopoliticaluncertainty,volatile energy prices, and a generaleconomicdownturn
Theseeventshas also impactedconsumersdisposableéincomewhich, in turn, has affectedretail sales
Below we have highlightedthe Swedish consumer confidenceduring the past three years and the
developmentwithin Swedishretail salesfor the past five years, which showcasea somewhatsoftening

retailindustryand a descendingconsumerconfidencesincethe peakin 2021, althoughthere hasbeena
positivetrendshift sincelate2022

Sweden: Consumer Confidence y | ‘
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RegulatoryEnvironment

In the comingyears,the sportsappareindustryis likelyto seeincreasedattentionon sustainabilityethical
manufacturingand responsiblebusinesspractices Brandsthat proactivelyaddresstheseissuesand stay
up-to-date with relevantregulationsare more likely to thrive and maintaina positive reputationin the
market Many large playerswithin sports appareland the generalapparelindustry, such as H&M and
Adidas, has implementedseveral sustainabilitygoals going forward For example, Adidas has made
sustainabilitya priority, and the companyhas set a goalto becomeclimateneutralby 2050 while H&M
aimsto becomel00%circularandclimatepositiveby 2030 BjérnBorgis a memberof the SwedishTextile
Initiativefor ClimateAction (STICA)and has committedto reduceits absolutegreenhousegas emissions
by 50% by 2030from a 2020baseyear
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Financial Forecast

HistoricalPerformance

BjornBorgis a wellestablisheccompanywith decadesof history.
Hence,it is not in its early stagesof developmenbut ratherin a
mature phase, which becomes evident when studying growth
rates, profitability, CAPEXevels, cash flow, and other financial
metrics From 2014 to 2023 Bjorn Borg grew net saleswith an
annual compoundingrate (CAGR)of 5.5% accompaniedby a
relativelystable operatingmarginof approx 7-10% and a gross
marginbetween52-55%

However,due to its relativelysmall size comparedto the bigger
playerswithin sports apparel,accessoriesand underwear,(e.g.
Nike, Adidas, Lululemon),it leavesa higher potentialto gain
marketshares Forobviousreasons,it is far easierto scalefrom
SEK800m to SEK1,600m, thanto scalefrom SEK80bn to SEK
160bn.

Since its inception, Bjorn Borg has more or less been solely
associatedwith beinga me n @derwearcompany,which the

Companyup to this datestill are to a large extent However the

underwearshare of total sales have been decliningin recent
years,from 62%in 2019to approx 55% in 2023 while segments
such as Sports Apparel, Footwear, and Bags have taken a

successivelylarger chunk of the sales In 2014 Bjorn Borg
increasedts effortsto expandthe SportsApparebusinesswhich
is also one of the key focus areasgoing forward Since 2014

Sports Apparelhavegrown from constituting10% of revenuesto

approx 21%in 2023

By successfullyachievinga categorymovein consumerspercep
tion of BjornBorgas a brand,from me n @derwearo a sports
fashionbrand,BjornBorghasa greatpotentiako increasesales It
also simplifiesthe introductionof new product categorieswhen
being perceivedas a sports fashion brand, and thus makingit
easier to succeed with other products There is increasing
evidencehatconsumerspreferenceor BjornBorghashboostedin
recent years and accordingto the Company'sown polls and
measurements47% of SwedishrespondentsrankedBjérn Borg
as one of their three preferred brandsin 2022 with Nike and
Adidas coming first and second place This leaves a great
possibilityfor Bjorn Borgto capitalizeon the increasedawareness
and preferencefor the brand going forward, by makingsure that
the Companydistributesits productswhere the consumersare
For example,Bjérn Borg has successfullyincreasedthe Groups
shareof onlinesalesfrom 23%in 20181to 41% in 2023 through
own E-commerceand E-Tailers,while at the sametime closing
unprofitablephysicalstores, as more customersare turningto E
commercefollowingthe COVIBEL9 pandemic

The Swedishmarkethas historicallybeenthe majorcontributorto
the Groupstotal sales, makingup approx 35% of the salesin
2023 followedby the NetherlandsFinland and Germanyjn that
order. However Germanyhasbeen,during20192023 the fastest
growingmarket,with the GermarE-tailer Zalandlayinga crucial
rolein thatgrowth BjérnBorgis responsiblefor the distributionof
underwear,sports appareland bags in the Germanmarketand
has its own sales organizationand office in the country The
Germanmarketwill continueto be a key marketfor Bj6érn Borg,
amongothers,and AnalystGroupforeseesa stronggrowthin the
countrygoingforward

Analyst Group

Ag

Historical Sales Trajectory.
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BJORN BORG IS A
PREFERRED
BRAND AMONG
CONSUMERS

1 Source: Bjorn Borg
2Source: Bjorn Borg

DOUBLBIGIT
GROWTH IS
EXPECTED FROM
THE SPORT
APPAREL
BUSINESS

MARKETS IN
FOCUS
COMING YEARS
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Analyst Group

Ag

CategoryMovewill be a Main KeyRevenueDriverto SupportProfitableGrowth

The re-positioningfrom being synonymouswith underwearto a sports fashionbrand is, accordingto
AnalystGroup,one of the key revenuedriversgoingforward Thistransformatioris expectedo be driven
not only by continuingbut also by amplifyingmarket activities,especiallythrough the power of social
media,includinginfluencermarketing In additionto onlineinitiatives,physicaleventsand campaignswill
play a pivotalrole in addingfurther exposureand awarenesgo the equation By strategicallyengaging
influentialambassadorsvithin the BjérnBorg network,in synergywith the brand'ssocialmediachannels,
the Companyss ableto consistentlyfortify its marketpresenceandbrandcommunicationThisapproachs
instrumentaln buildinga more robustand engagedcommunity,expandinghe customerbase,and cem
entingBjorn Borg'sstandingas a sports fashionbrandgoingforward This marketingstrategyhas already
demonstratedts efficacyduring2021-2022 resultingin a substantiakurgein brandpreference Notably,
30% morefemalecustomersand 40% more malecustomersincludedBjoérn Borgas one of their preferred
sportsbrandsin 2022, whilethe overallpurchasententhasshowngreatprogressrecentyears

2,
Purchase Interit Purchase Intent: Underwear

@-= Purchase Intent: Sports Apparel
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40% 28% 30% . 29.0% 30,0% 32%
30% o 25,0% . . &
16,0% ,0% )
20% ’
® [ )
10%
0%
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Moreover lookingahead ,new and successfulcollectionlauncheswill continueto be a vital componentn
stayingrelevantandattractiveas a brand Innovationsn design,functionalityand style are key in meeting
the evolvingtastesof consumers Furthermorethe Company'sledicationto sustainabilityand enhancing
the qualityof its clothingis anothersignificantdriver of revenuegrowth Thetrend towardsustainabilitys
of paramountmportanceo modernconsumersandis hereto stay.

The Underweabusinesshas remainedstablefor the pastfive yearsand althoughits shareof total sales
has experienceda noteworthydecline during the period, the sales in absoluteterms has been fairly
unchanged AnalystGroup foreseesthat his patternwill persistin the future, allowingthe Companyto

maintainits marketleaderposition TheSportsApparebusinessis, howeverexpectedo exhibita double

digit growthin comingyearsas a result of an enhancedcategorymove amongconsumersand by being
one of the C o mp a most@sportantgrowth areas,the lion share of the GroupsOPEX and CAPEX
investmentsare expectedo be allocatewithin this businesssegment Thegrowthin Other,e.g. bagsand
footwear are anticipatedo showcasea mid singledigitgrowthduringthe forecastperiod

Germanyandthe USWill Be TwoMarketsof HighImportanceGoingForward

Germanyis expectedo be the fastestgrowingmarketduringthe forecastperiod,supportedby increased
directedmarketactivitiesin the country and intensifiedcollaborationsvith the GermanE-tailer Zalando
This collaborationwith Zalandois set to amplify the brand's visibility and customerreachin Germany,
leveraginghe E.commercegiant'sexpansivaiserbaseandrobustdistributionnetwork

Bjorn Borg made its market introductionin the US market a few years ago through Amazorcom,
establishingts own brand page Whilethe Companycurrentlyfocuseson distributingits sports apparel

and underwearofferings,it's worth notingthat the US salesonly constitutea smallportionof theGr o u p ®

geographicsalestoday The US markethas remainedsomewhatinconspicuousas it has been grouped
togetherwith other smallermarkets,includingSwitzerlandSloveniaFrance and CanadaNonethelessthe
United Statesis poisedto becomea key focal point for the Groupin the comingyears,representingan
immensesalesopportunity However |t is importantto recognizethat the competitivdandscapen the US
marketis exceedinglyfierce Thislandscapds largelydominatedby weltkknownbrandssuch as Adidas,
Nike, and Lululemon,among others To succeedand carve a significantmarket share in this highly
competitivespace,collaboratingvith the right type of influencerwill be of greatimportance Thestrategic
selectionof influencerscan significantlyimpactbrand visibility,consumerengagementand drive strong
growthin the US market The salesdevelopmentn the US has been,accordingto the Companyslower
than expectedup to this date, however,through increasedsales efforts in the region, AnalystGroup
estimatesa stronggrowthgoingforward,althoughfrom lowerlevels
Please read our disclaimer at the end of the report 17
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Online Sales
Share
2018A2028E

7.5%
NET SALES
GROWTH (2024E)

Analyst Group

OwnE-commercds Poisedto GrowStronglyin ComingYears

With increasedsales efforts investedin digital channelstogether with the underlyingstructural trend
towardsincreasedusageand demandfor E-commerce,AnalystGroupestimatethat Bjorn B o r gnéng
salessharewill rise abovethe 50%-markin 2027. This developmenis expectedto be supportedby an
increasein presencdn the GermarmarketthroughZalandaandthe C o0 m p aawy ERzemmercewith the
lattercontributingwith the strongestgrowthamongsthesechannels

Structural Tailwinds Within EECommerceand Intensified Collaborationwith Zalandois Anticipated to Drive an
IncreasedOnlineSalesSharefor Bjorn Borg

OnlineSalesShareof TotalSales

Analyst Groups
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Source: Bjorn Borg and Analyst Group

Despitea slowingeconomy a high inflationthat lowersthe household'slisposabléncome,rising interest
rates, decreasingconsumerconfidence and increasegeopoliticaworries, Bjorn Borg has delivered4.4%
net salesgrowth in 2023 whereof0.7% were organic Hence,Bjérn Borg has not beenimpactedto any
large extentby the worseningeconomicclimateas of now, whichillustratesnot only the strengthof the
brand but also indicatesthat consumersstill wantsto consumeproductsthat are associatedwith better
health However,abovementionedactors could hamper sales volumesgoing forward and are risks to
consider In 2024 BjérnBorgis estimatedto demonstratea net salesgrowth of 7.5% primarilydrivenby
the Sport ApparelBusiness,Own E-commerce,and increasedmarketsharesin the Germanand the US
markets The growth during 2023 has been somewhatrestrainedby the uncertainmacro environment,
encompassingfactors such as consumer spending, interest rates, high inflation, and geopolitical
uncertaintiesamongothers Goingforward,the growthrate is estimatedto pick up, mainlydrivenby the
strong anticipatedgrowth within Sports Appareland an enhancedmacroeconomidandscape For the
explicitforecastperiod,20242025 AnalystGrouphasestimatedan annuahnet salesCAGRof 7.3% Below,
our netsalesprojectiongto 2025are displayedwith further detailson revenuemix, channelmix, andsales
geographic®n pagel9.

Bjorn Borg has ShownResiliencein a ChallengingEnvironmentand Analyst Group Believesthat the Companyis
WellPositionedto GrowSaleswith a CAGRf 7.3% during 20242025

NetSalesandNetSalesGrowth
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GrossExpenses

Thegross expensesare constitutingfor the majorityof Bjorn Borg'stotal cost structureon an operational
basis,and primarilyconsistsof all costs directly associatedwvith producingand deliveringghe Co mp an y «
products,such as raw material,labor costs, and manufacturingoverheadsput also shippingand freight
costs Thegross marginis thereforesensitiveto changesin theseinputs, as e.g. an increasein shipping

and freight costs has a directimpacton the gross expenseswhich was the caseduring 2022 whenfuel
pricesincreasedrapidly,resultingin highershippingcosts Furthermorethe gross marginis significantly
influencedby currencyexchangerates Giventhat Bjorn Borg primarilyconductsits productsalesin SEK

and EUR while the majority of purchasesare madein USD,andto some extentin EUR the strengthor
weaknes®f thesecurrenciecanhavea profoundimpacton profitmargins

Specifically,when the USD weakensagainstthe
SEK,t tendsto havea favorableeffecton margins,

2023 A% Sales EBIT CurrencyEffects, LTM (Gross Margin)

2 USD/SEKL0%

+0.4% -26.4%

boosting profitability Converselya stronger USD
relative to SEK has the opposite effect, exerting

Gross margin

0, - 0% + 0, .
AUSD/SEKLO oo e downward pressure on margins Similarly, when 58% ==0==Gross Margin (Currency-neutral) 1
A EUR/SEKIO% +4.2%6 +16.9% 1he EURweakensagainstthe SEK,it can havean USD/SEK
EUR/SEKO0% -4.2% -16.9% adversempactonmarginsandviceversa 56% o 1
\ ' - L\)% 10

However, these events are tied to the current 54%
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macro environmentand when stripped out of the \} 9
equation, the gross margin is affected by sales 529 S .

volume, discounts,revenuemix, and channelmix. 8
Since early 2021 the gross margin, currency sgog
neutral, has been on an upward trend, with
increasedsales,reduceddiscountsto retailers,and 450, 6

increased share of own E-commerce being the ENRNENENENENENENENENENENENENEN
primarilyunderlyingactorsbehindthis. 0335683033553 3s

Givenour estimateson sales, revenuemix, and channelmix, AnalystGroup sees room for additional
improvementson the gross margin aspect,supportedby increasedsales, higher share of the business
coming from Own E.commerceand E+tailers, and continuedreduced discountto retailers However,
AnalystGroupestimatesthat the Sports Apparelbusinessis of lower gross marginthan the Underwear
business,with lower salesvolumebeing one explanatiorbehindthat Thisis expectedto suppressthe

gross marginimprovemensomewhain the shortterm, however as the SportApparebusinessscalesup

further, we see a higher underlying profitability in the Sports Apparelbusiness going forward, and

ultimatelycontributeto a higheroverallgross marginfor the Group In 2024 we estimatea gross margin
of 54.9% andin 2025 we seea gross marginof 55.3% dueto abovementionfactors,however,n 2028

the gross marginis expectedto reach 56.6% as the Sports Apparelgrows in scale, togetherwith an

improvedchannemix.

OperatingexpensesOtherOperationaExpenses

Onan OPEXevel,other externalcosts constitutesthe largestexpense amountingto SEK206m in 2023

Thesecosts encompassvarious costs relatedto premises,sales, marketing,administrationand other
operationabspects,with marketingbeingthe majorcost driver. Between20182022 Otherexternalcosts
exhibiteda consistentannualdecreaseof approx 1.4% while net salesexperiencedan annualgrowth of

4.1% Thisdivergences largelyattributedto a significantchangein how premisescosts were accounted
for. Thetransitionresultedin a decreaseof approx SEK42.5m in premisescosts between20182019as

leasepayments with the adoptionof the new accountingprinciplefor leasing,no longerwere treatedas

immediateexpenses instead, they were recognizedas interest and amortization Hence, the historical
developmentn Otherexternalexpenseds not accompanieavith any substantiatost efficaciesbut rather
attributedto changesn accountingrinciplesfrom IAS17 Leasedo IFRSL6 Leaseanore specially

In additionto an overallincreasein Otheroperationakosts,in SEKm as Bjorn Borg grow sales,Analyst
Groupanticipatesthat there will be ongoinggrowth in marketingactivitiesto facilitatefurther expansion,
particularlyin Bjorn Borg'sown E-commercesegment,as well as in the USand Germanymarkets During
2022and2023 the marketingexpensesaccountedor an averageof 8.4% of sales AnalystGrouppredicts
that this figure is set to experiencea slight uptick over the next two to three years Subsequentlyit is
expectedto revertto the 8% threshold This sustainedinvestmentin marketingreflectsthe Company's
commitmento expandingts presenceandcustomerasewhilemaintainingosteffectiveness

Please read our disclaimer at the end of the report 19
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OperatingExpenses Staff Costs

In 2023 staff costsaccountedor approx 15% of total net sales,totalingaroundSEK135m, representinga
declinewhencomparedo historicalyears(~16-20% of net sales) In 2019 the yearbeforethe COVIBEL9
pandemic,the Companyhad an averagenumber of employeesof 213 However,in responseto the
p a n d e impact,BjérnBorgreducedits headquarterstaff by approx 20 individualsduring202Q This,
coupledwiththe C o mp aaveraRchingstrategyto closeunprofitablestores,led to a significantreduction
in the numberof employeesand at the end of 2023 the Grouphad 151 employees The accompanying
graphbelowillustratesthe trendin staff costs, numberof employeesandnumberof GroupOwnedstores,
revealinga clearcorrelatiorbetween20152019

The reason why the decreasein headcount Staff Costs: 2012023
since2019wasnot fully reflectedthe staff costs Staff costs

in 2022 was primarilyattributedto the incentive >EK™ & Average Number of Group Empoyees
planthatwasinitiatedin 2019 andconcludedn Number of Stores (Group-Owned)

2022 as well as severancepay in conjunction 250
with lay-offs. Theincentiveplanwastargetedat
the Co mp a mgn@gementand entailed a

213
200 s OI 151
variablecashrenumeratiorbasedon the share 159 135
price of Bjorn Borg By the end of 2022 the l
Companyhad recordeda cost of SEK138m 100

associatedwith this plan, which subsequently g,

contributedto the increasein staff costs In

2023 the staff costs amountedto SEK135m, O
representinga4%decrease 2015 2016 2017 2018 2019 2020 2021 2022 2023

Looking ahead, with a higher proportion of net sales anticipatedto originate from online channels,
particularlythrough Bjorn Borg's own E-commerceplatform, AnalystGroupexpectBjérn Borgto achieve
more with fewer resources,as E-commerce provides a broader reach and sales opportunity when
comparedto physicalstores However,as E.commercesalescontinueto scale,additionalstaff and key
competencesare expectedto be required Therefore consideringfurther closuresof own conceptstores
are expectedto materializeand no additionaleffects of any incentiveplans, AnalystGroupestimatesthat
staff costs will experiencea CAGRof 3.6 % duringthe explicitforecastperiod,representinga slowerpace
comparedo netsales

CAPEXndD&A

As a result of previous mentionedtransitionin accountingprinciples regarding lease payments for
premises,Bjorn Borg has experienced substantiaincreasein D&A expensesfrom SEK9m in 2018 to
SEK33m in 2023 Thisincreaseis primarilyassociatedwith the balancesheetitem Rightof-Use Assets
(ROU) representinghe right to use the asset(premisesin this case)for the durationof the leaseterm
Simultaneouslya correspondindeaseliabilityis recordedto accountfor the C o mp aabligaiento make
lease paymentsover the leaseterm. In 2019 ROUassetsaccountedfor SEK13Im ontheCo mp any ¢
balancesheetand are subjectto amortizatiorover the combinedleaseterm, consideringany additional
usufruct rights and any renegotiatedor terminated contracts Additionally,Bjérn Borg leases retall
premises,vehicles,and office e q u i p neaah wit® garying maturities,all of which contributeto the
overallD&Aexpense From2019to 2023 owingto additionalisufructrights, terminatedandrenegotiated
contracts,andthe differingmaturitiesof leasedassets the annualamortizatiodinkedto leasinghas shown
adecreasindrend AnalystGroupanticipatehis trendto persistmovingahead

Between20192023 amortizationhas accountedfor a substantialportion of the total D&A However,
AnalystGroupforeseesthat, overtime, the contributionsof depreciatiorand amortizatiorio the total D&A
will become more balancedas Bjorn Borg continueto amortizeon the ROUassets, while continuing
makingnewinvestmentsn PP&Etechnologyandlicenses

During20182019 BjérnBorgmadesignificantinvestmentsn the EEcommerceplatform,a new enterprise
informationsystem (EIS), existing stores, and a centralizedvarehouse Hence,AnalystGroupdoes not
anticipatesubstantialCAPEXnovingforward and estimatesa somewhatiower CAPEXas a percentageof
net sales during the forecastperiod (~1.3%), comparedto the mean level of 1.4% during 20182023
Consequentlyconsideringthe reduced levels of amortizationand expecteddecreasein CAPEXD&A
expensesare projectedto exhibita slightannualdecreaseluringthe forecastperiod
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1COGS/Average
Inventory

2For this comparison Analyst
Group has, in addition to
mentioned sports fashion
brand, studied Puma, FILA
andColumbigSportswear

WorkingCapital

Operatingas a sports fashionbrandwithin the clothingindustry,Bjérn Borg has a significantportionof its

workingcapitaltied up in inventory,accountsreceivableand accountspayable Giventhe fastpacedand

seasonalnature of the fashionindustry, effectiveinventory managemenis of paramountimportance
Between2018and 2023 Bjorn Borg has maintaineda relativelysteadyinventoryturnoverratet at approx

2.4. Thismeansthat the Company'snventoryis sold and replenishedabout2.4 timesa year Thisfigure,

whileindicatinga healthypaceof inventoryturnover,is somewhatowerthanthe generaffigure withinthe

broaderappareindustry,whereinventoryturnoversusuallyrangebetweerd and>5. In the realmof retail, it

is not uncommonto witnessevenhigherturnoverrates, with reports from CSIMarke{2023 suggesting
figuresnearingll

However,when consideringsports fashionbrandssuch as Lululemon,Adidas,Nike, and Under Armou?
overthe periodfrom 2016to 2023 AnalystGroupfind thattheir averagenventoryturnoverhoversaround
2.5 to 3.0. Consequentlyywhen comparingBjorn Borg's inventoryturnoverwith its counterpartsin the
sports fashionindustry, it becomesevidentthat the Company'sturnoverrate is in line with industry
standards affirmingits sound managemenbf inventoryin this dynamicmarket However,during 2020
2023 Bjorn B o r mv@mstorylevelsincreasedwith approx 50% with net salesincreasingapprox 24%
duringthe sameperiod Thisdynamicis a resultof a newemergingtrend, with BjérnBorgreceivinglower
baseorders from wholesalepartners,eventhoughretailersmore or less havethe samesalesbudgets,
meaningthat the Companyneedto store a largerportionof retailerspurchaseordersin its owninventory
This,in turn, hason one handtied up higherlevelsof workingcapital but on the otherhandstrengthened
the underlyingprofitabilityasthe retailershas,consequentlybeenreceivingowerquantitydiscounts

Furthermorea stronggrowthin own E-commerceandin countrieslike the USwill requirea highercapital
commitmentas BjornBorgneedsto be ableto deliveron the increaseddemandfor variousproductsand
collectionsresultingin increasednventorylevels,whichis a future developmenthat AnalystGrouphas
incorporatednto the projectionsof the workingcapital

BjornBorghasa distinctseasonapatternin its workingcapital wherethe Companyendsto showcasehe

strongestcashflows in the secondand fourth quarter OnaverageBjornBorghasa workingcapitalcycle,

alsoreferredto as the cashcycle of 130 dayswhenstudyingat a quarterlybasis (Q4-20 to Q1-24) and

123 days on an annualbasis (20182023. In 2023 the correspondingfigure amountedto 86 days,

representinganimprovemenfrom 2018 whenthe workingcapitalcycleamountedo 190 days Compared
to the samesportsfashionbrandas mentionedabove,its evidentthat BjornBorghasa shortercyclethan

the meanvalueof approx 110 days Goingforward, AnalystGroupforeseesa somewhathigherworking

capitalcyclefor the Companyconsideringhe estimatedexpansiorwithinits own E-commerce

BjornBorghasImprovedits WorkingCapitalCyclein RecentYears,Yetlt Still SurpasseOthersportsfashionBrands

WorkingCapitaitemsandWorkingCapitalCycle

Working Capital items Working Capital Cycle
==@==|nventory as % of COGS Receivables as % of Net Sales #—=\\orking Capital Cycle
Days
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SEK 101m
EBIT(2023)

SEK 124m
EBIT (2024E)

1 Gross Margin Adjustedfor
Other Operatinglncome and
CurrencytEffects
EBITDA/EBIT Adjusted for
Other OperatingIncome and
Other Operating Expenses
andCurrencyEffects

Analyst Group

Margin Expansions Anticipatedto be Fueledby an ImprovedRevenueand ChanneMix

In 2023 Bj6rn Borg reportedan operatingprofit of SEK101m, correspondingo an operatingmargin of
115% CurrencyNeutral,the operatingprofit for the full year 2023 would have landedon approx SEK
96m, translatingto an operatingmarginof 10.5% markinga solidimprovemenfrom historicalyears,with
the operatingmargin hoveringbetween7-9% This developmenis a result of increasedeconomiesof
scale,reductionin workforce,as well as an improvedrevenueand channelmix. For the fiscalyear2024
AnalystGroupestimatesan EBITof SEK124m, correspondingo an EBITmarginof 13.1% andrepresents
arobust23.6% EBITgrowthY-Y.

In comingyears,as BjornBorgincreasethe shareof SportApparebf total net sales,the marginprofile for
the segmentis expectedto improve This, combinedwith a further estimatedincreasein online sales,
particularlythroughown E-commerceand Etailers as well as further reduceddiscountsto wholesale|s
projectedto contribute significantlyto the operating margin's improvementin the long perspective
ConsequentlyAnalystGroupanticipateghat BjérnBorgwill deliveran operatingmarginsurpassingl 7%in
2028 However for the year 2025 the operatingmarginis projectedto be 14.2% driven by increased
sales,animprovedmarginprofilewithinthe SportsApparebusinessanda continuedfocuson operational
efficacy

In belowtablewe havesummarizedur projectionsto 2025 with graphsandillustrationson revenuemix.
channelmix, profitability,cost structure,and salesgeographicsduring the explicitforecastperiod 2024
2025arepresentecbn the nextpage

Base scenariSEKm 2020A 2021A 2022A 2023A 2024E 2025E
Net Sales Growth -6.9% 8.9% 8.7% 4.4% 7.5% 7.2%
Net Sales 705 768 835 872 938 1,005
Other Operating Income 29 28 26 20 4 0
Total Sales 734 796 861 892 942 1,005
COGS -335 -352 -411 -401 -423 -449
COGS (Currendyeutral) -339 -362 -372 -395 -423 -449
Gross Profit 399 444 450 491 519 556
Gross Profit (Currenefeutral) 395 434 489 496 519 556
Gross Margin (adj.) 52.5% 54.2% 50.8% 54.0% 54.9% 55.3%
Gross Margin (adj. & Currenbleutral) 51.9% 52.9% 55.5% 54.7% 54.9% 55.3%
Other External Expenses -159 -158 -181 -206 -219 -231
Staff Costs -130 -126 -141 -135 -143 -152
Other Operating Expenses -36 -21 -20 -16 -3 0
SG&A -325 -305 -342 -357 -364 -383
EBITDA 74 139 108 134 155 173
EBITDA (Currendyeutral) 70 129 147 139 155 173
EBITDAnargin 10.5% 18.1% 12.9% 15.3% 16.5% 17.2%
EBITDAmargin (adj.) 11.5% 17.2% 12.2% 14.9% 16.4% 17.2%
EBITDAmargin (adj. & Currendyeutral) 11.0% 15.9% 16.9% 15.5% 16.4% 17.2%
D&A of Intangible/Tangible NGarrent 41 36 35 33 31 30
Assets
EBIT 33 104 73 101 124 142
EBIT (Curreneieutral) 29 94 120 96 124 142
EBITmargin 4.7% 13.5% 8.8% 11.5% 13.3% 14.2%
EBITmargin (adj.) 5.7% 12.6% 8.1% 11.1% 13.1% 14.2%
EBITmargin (adj. & Curreneyeutral) 5.2% 11.3% 13.7% 10.5% 13.1% 14.2%
Financial items, net -16 3 -2 -3 -8 -2
EBT 17 107 71 98 116 141
Tax 1 -21 -20 -22 -24 -29
Net profit 18 86 51 76 92 112
Net margin -1.5% 7.5% 3.0% 6.5% 9.4% 11.1%
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In below graph and illustrations,we have summarizedour projectionsfor the revenuemix. Profitability,
coststructure,salesgeographicsandsaleschannemix duringthe explicitforecastperiod20242025

Revenue Mix carr
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Valuation Selectionof Peers

To derivea companyvaluatiorfor BjérnBorg, AnalystGrouphas examineda wide rangeof publiclylisted
brand apparelcompanies The peer selectionencompassessompanieswith varying degree of focus,
rangingfrom thoseheavilyinvolvedin sportsapparelto luxuriousbrandandretail To furtherenhancethe
valuationperspective particularlyconcerningBjoérn Borg's sports apparelsegment, AnalystGroup has
incorporatednsightsfrom a selectionof prominentSwedishunlistedsportsweacompanies

SportsApparelBrands

The Sports Apparelpeer group consistsof a selectionof welkknown brands Lululemon,Adidas,Nike,
Under Armour Puma, Fila, and ColumbiaSportswear The averageand medianMarket Capitalizatiomnf
\ thesecompaniesare significantlylargerthan that of Bjérn Borg, however,as these brandscompetewith
@ cﬁhus ..!c.:s., Bjorn B o r tar@et audience the comparisonremainsrelevant Furthermore they have similar financial
characteristicswith regardsto historical growth, growth prospects, profitability, operationalrisk, debt
&  PUmMA =ILA position, and capitalcommitment AnalystGroupwill assigngreateremphasisand weight on the sport
apparepeergroupwhenvaluingBjorn Borg,as sport apparelconstitutesthe C o mp aprimagy/business
& Columbia focus and is anticipatedio captureadditionalmarketsharesduring the forecastperiod Below,we have
highlightedkey ratios with regardsto historicalgrowth, margins,debt position, capitalcommitment,and

valuatiormultiples(LTM)

Whileit is apparentthat Bjorn Borg exhibitssomewhatsimilar figuresin terms of 3Y EBITgrowth, gross
margin,EBITmargin,EquityRatio,debtratio,andassetturnover,its 3Y salesgrowthhasfallenshortwhen
comparedo the meanlevelsof its peers In the followingpages,AnalystGroupwill delvedeeperinto how
Bjorn Borgis expectedto performduringthe forecastperiod comparedto its peersin order to derivea
suitablevaluation

voes (D) N IR i FILA o0

Bjorn Borg Lululemon Adidas AL:, nmdoeurr S%zl::?vs)eiir

Net Sales Growth, 3Y 29.8% | 51% | 5.0% | 8.4% 18.0% | 1.8% 3.2% 10.2% | 5.1%
Net Sales Growth;Y 18.6% | -4.8% | 1.9% | -3.4% 1.6% | -5.1% -2.5% 0.9% | -2.5%
EBIT Growth, 3Y 37.5% | -31.1% | -4.8% | 177.7% | 43.8% |-14.9%  -10.4% 28.2% | -4.8%
EBIT Growth,-Y 27.9% | -61.7% | -2.9% | -19.0% -3.0% |-30.2%|  -19.4% -15.5% | -19.0%
Gross Margin 58.3% | 47.5% | 44.3% | 46.1% 46.3% | 48.9% 50.0% 48.8% | 47.5%
EBIT Margin 22.9% | 13% | 11.6% | 4.0% 7.2% | 7.6% 9.4% 9.2% 7.6%
Equity Ratio 59.7% | 25.4% | 38.1% | 45.2% 38.5% | 51.3% 69.1% 46.8% | 45.2%
Net Debt/EBITDA -0.3 2.3 0.2 1.2 0.9 2.0 -0.8 0.8 0.9
Debt Ratio 0.7 2.9 16 1.2 16 0.4 0.4 1.3 1.2
Asset Turnover 1.4 1.2 1.4 1.2 13 0.8 1.2 1.2 1.2
Days Working Capital 7.1 17.2 47.9 53.8 50.1 45.1 104.2 46.5 47.9
EV/EBITDA 16.1 30.8 20.7 9.2 8.6 6.9 10.4 14.7 10.4
EV/EBIT 18.9 158.4 | 237 14.9 13.8 8.7 14.5 36.1 14.9
EV/S 4.3 2.1 2.8 0.6 1.0 0.9 1.4 1.9 1.4
Market CapSEKn) 418,638 | 469,206 (1,503,28] 31,994 | 86,725 |19,183| 54,452 369,069 | 86,725

/\nalyst Group Please read our disclaimer at the end of the report 24




Bjorn Borg

Valuation

IVMH KERING

N

BURBERRY

PRADA tapestry

-

f
RALPH LAUREN

BJORN BORG

VS
Luxury Brand
(Mean)

CalvinKlen
TOMMY : HILFIGER

i AP

#
. 4

AMERICAN EAGLE
OUTFITTERS

14%
12%
10%

8%

BJORN BORG @

VS 6%
Retail sector 4%
2%
(LTM) 0%
o
&

Analyst Group

7,1%

LuxuryBrands

To providesomeinsightinto the valueof a strongbrand,a widerangeof luxuriousbrandcompanieshave
beenselected encompassesf MoétHennessy ouis Vuitton(LVMH),Kering,Moncler,BurberryTapestry,
Prada,and RalphLauren Luxurybrandsare knownfor their high prices, exclusivity superiorquality,rich
heritage, strong brand identity, pricing power, and profitability They maintainan aura of desirability
throughlimited production limited editions,and exceptionamarketing Luxury brandsoffer an exclusive
customerexperiencejnnovativedesign,andrarity in their products,makingthem highly soughtafterand
often enjoyinghigher profit margins In below llustrations,it becomesevidentthat the abovementioned
luxury brandshas, in comparisonwith Bjorn Borg, a significanthigher profitability(gross margin& EBIT
margin)dueto pricing powerand exclusivity however,accordingto AnalystGroup,it demonstratest the
sametime the possibilitiesfor marginexpansiorwith a strengtheningorand A luxury brand,as well as a
strongbrand,alsoenabledongterm growth prospects Manyof aforementioned¢ompanieshaveexhibita
10Y CAGPRof approx 10% as the customerbasetypicallycomprisingwealthyand loyal brand customers,
providinga high degreeof resilienceoveraneconomicycle

Net Sales Growth, 3Y Gross Margin EBIT Margin
20% 25%
80%
15% 17,4% 73,8% 20% 22,5%
60%
54,3% 19%
0, y (]
10% 40%
10% 11,6%
5% 20% =
0% 0% 0%
Bjorn Borg Mean Bjorn Borg Mean Bjorn Borg Mean

Retail

In this peer group, AnalystGroup has studied a few retail companies from the Swedishinternational
clothing retailer Hennes& Mauritz,to the Americanclothing and accessoriesretailer AmericanEagle
Outfitter,to PVHCorp,with brandssuch as CalvinKleinand TommyHilfigerconstitutingover 90% of their
total revenue,and lastly, the globalretailerGaplnc. Thesecompaniesare, in general,of lower grossand
operatingmarginsdueto its businessmodels,weakermrand,andhence lowerpricingpower Furtherthey
haveexhibiteda low, but steady,revenuegrowth recentyears,havehigherdebt positions,strongerasset
and inventoryturnover,when comparingto the more luxuriousbrands Theseretail companiestend to
havea higherphysicalpresence althoughE-commerceis gainingmore focus from the operationsgiven
the structural trends that was acceleratedafter the pandemic However,as of today, physicalstores
constitutethe majorityof its saleschannelsandtheir onlineshareis, on average)owerthanthat of Bjérn
Borg, varyingbetween20-38% PVHCorpis an especiallyinterestingpeer as one of its iconic brands?
CalvinKlein 2 is one of the most prominentcompetitorsfor the underwearbusinessof Bjérn Borg,
particularlyon the Swedishmarket

Net Sales Growth, 3Y EBIT Margin Debt Ratio
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STRONGER
73%

CAGR 2012022
(Revenue)

CAGR 2012022
(Revenue)

@ )

ICANIWILL

93%

CAGR 2012022
(Revenue)

EBIT EBIT

Profitability margin  margin
Meart

Stronger -6,1% 14,9%
Aimn 0,5% 22,9%
ICANIWILL 6,4%  7,6%

1Sinceeachc ompany ®s
inception

BJORN BORG
@ ]

Analyst Group

Ag

UnlistedPeers

StrongerAB, Aim ApparelAB,and ICANIWILIAB, are the namesof someunlistedSwedishsport apparel
brand companiesthat has establishedthemselveson the Swedish market in recent years These
companieshas severalthingsin common they all haveexperiencedn unprecedentedalesgrowthwhile
showing profitability, prioritized social media channelsand collaborationswith influentialindividualsto

spreadtheir messageto buildthe brand,andfocusedon developingustainablepparelswvith high quality,
andanappealinglesign

Latest 1.5
Valuation SEKb

EV/EBIT EV/Sales
150.6x 3.9x

Year
2021

Stronger AB

StrongerABis a renownedactiveweaand lifestylebrandknownfor its distinctivedesignsand sustainable
ethos Foundedin 2013 Stronger AB has rapidly gained popularityfor its high-quality fitness apparel,
includingleggings,sports bras, and accessoriesThe companyfocuseson empoweringndividualsto live

active and confidentlives With a strong online presenceand a commitmentto eco-friendly practices,
StrongerABcombinesfashionwith sustainabilitymakingit a notableplayerin the activeweamdustry

EV/EBIT EV/Sales
22.1x 3.5x

Latest 1.5
Valuation SEKb

Year

Aim Apparel AB 2021

AIM ApparelAB, operatingunderthe brand AIM'N,is a Swedishcompanyspecializingn activewearand
athleisurefashion Establishedn 2013 AIM'Nhascarveda nichefor itself by offeringstylishandfunctional
workoutclothingandaccessoriesincludingleggings,sports bras,and more Thecompany'smissionis to

inspire and empowerwomento lead active and healthylifestyles AIM'N has successfullyleveragede

commerceandsocialmediato connectwith a globalcustomerbase Witha focuson trendydesignsanda

commitmento encouragin@ctiveliving, AIM'Nhasbecomea prominenthamein the activeweamdustry

Latest

ICANIWILL AB Valuation

N/A N/A N/A N/A

ICANIWILIAB,a Swedishcompany s a prominentplayerin the fithessand activeweaindustry Founded
with a vision of promotingmotivationand confidencethroughfitness, ICANIWILIoffers a rangeof high
qualityworkoutappareland accessoriesSinceits inceptionin 2012 the brandhas gainedrecognitionfor
its commitmento helpingindividualsachievetheir fitnessgoals Witha strongonlinepresenceanda focus
on communityengagementiCANIWILEencourages healthyandactivelifestyle Thecompany'sledication
to customersatisfactiorandempowermenhaspositionedt as aleadingnamein the activeweamarket

TheUnlistedPeershas Experiencedn UnprecedentedalesGrowthin RecentYears

In 2018 BjornB o r §p@rsApparebusinessreporteda turnoverof approx SEK124m, whileits unlisted
peers still were in their early stages, generatingrevenuesin the SEK20-50m range The subsequent
explosivegrowth of these companiescan be attributedto their successfulexecutionin leveragingsocial
mediachannelsto build attractivebrandsthat resonatewith consumers By 2022 these peer companies
hadachievedsignificantlyhigherturnoversthanBjornB o r $p@rsApparebusiness Howeverdueto the
substantialnvestmentdn digitalmarketingon socialmediaplatformsundertakerbetween2021and 2023
Bjorn Borg has experienceda strong growth within the Sports Apparelbusiness These increased
investmentsalsolaysthe foundatiorfor furtherstronggrowthgoingforward

SEKm

Turnover (SEKm) Stronger AB AIMIN Apparel AB
450
= ICANIWILL AB ® Bjorn Borg - Sport Apparel
200 Bjorn Borg
350 Sport Unlisted
228 N P | Peers
ppare 269 285
200
150 16
50 22
; 2 60
2018 2019 2020 2021 2022
Source: Bjorn Borg and Allabolag
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Valuation All Put Together

Equity Enterprise Revenue EBIT
Value Value EV/EBITDA EV/EBIT CAGR cpem G G [EET O [EEV
Marln Marln Marln Marln

Company (SEKm) (SEKm) 2024E 2025E 2024E 2025E 20242025E 20242025E 2024E  2025E 2024E 2025E
Sports Apparel
Lululemon 418,638 409,614 13.1x 11.8x 153x  13.9x 11.2% 11.1% 58.6%  58.6% 23.1% 23.2%
Adidas 469,206 509,073 23.1x 12.7x  54.8x  22.9x 9.0% 167.3%  48.4%  49.8%  3.6%  7.5%
Nike 1,503,287 1,519,726 17.9x 16.0x 20.1x  17.9% 4.0% 104%  455%  45.9% 13.4% 14.1%
Under Armour 31,994 38,253 12.8x  8.6x  19.6x  12.3x -1.8% -3.0% 47.0%  47.4%  3.6%  5.3%
PUMA 86,725 104,516 8.6x  7.6x  135x  11.5x 5.8% 121%  47.1%  47.7% 7.5%  8.1%
FILA 19,183 26,383 58x  49x  7.7x  6.1x 4.0% 34.3% 50.7%  50.9% 10.3% 12.6%
Columbia 54,452 50,410 11.7x  10.6x 17.1x  15.1x 1.1% -3.5% 50.6%  50.9% 8.1% 8.8%
Sportswear
Luxury Brands
LVMH 4,462,504 4,784,648 13.9x 12.8x 17.4x  15.8x 6.1% 6.8% 68.6%  68.7% 26.4% 26.9%
Kering 477,850 639,305 10.8x  9.5x  15.7x  13.5x 1.4% 7.3% 76.3%  75.3% 18.6% 20.3%
Moncler 193,896 198,072 13.1x 11.9x 17.7x  15.9x 9.2% 9.7% 77.4%  77.6% 29.9% 30.2%
Burberry 51,883 67,232  6.7x  6.0x  13.7x  1l.1x 1.6% 3.2% 68.6%  69.3% 12.4% 14.5%
Tapestry 104,414 124276  7.7x  7.4x  88x 8.4« 2.9% 6.0% 735%  73.7% 19.4% 19.7%
Prada 214,674 236,901 10.2x  9.4x  16.9x  15.0x 9.6% 13.1% 80.1%  80.2% 23.1% 23.9%
Ralph Lauren 115,237 124,240 10.0x  9.2x___ 12.6x _ 11.4x 4.4% 11.4% 66.9%  67.3%  13.4% 14.1%
Retail
H&M 266,376 320,131 7.5x  7.x  15.6x  14.2x 2.3% 24.7% 53.1%  53.4% 8.6% 9.2%
PVH Corp 69,328 99,753  7.8x  7.3x  105x  9.5x -1.5% 2.7% 60.2%  60.5% 10.2% 11.0%
American Eagle 49,948 57,790  7.9x  7.4x  11.8x  10.9x 3.4% 49.5% 38.7%  38.9% 8.4%  8.8%
GAP 86,129 124,414 9.0x  87x  158x  14.8x 0.7% 13.7% 39.4%  39.3% 5.0% 5.2%
Maximum 4,462,504 4,784,648 23.1x  16.0x 54.8x 22.0x 11.2% 167.3%  80.1%  80.2% 29.9% 30.2%
75th Percentile 380,572 387,243 13.0x__ 11.5x _ 17.4x__ 15.1x 6.0% 13.5% 68.6%  69.1%  19.2% 20.1%
Median 109,826 124,345 10.1x  9.0x  15.7x  13.7x 3.7% 10.8% 55.9%  56.0% 11.4% 13.4%
Mean 481,985 524152  11.0x  9.4x _ 16.9x  13.3x 4.1% 20.1% 58.4%  58.6%  13.6% 14.6%
25th Percentile 58,171 75362  7.9x  7.4x  12.8x  1l.1x 1.5% 3.9% 475%  48.2% 8.2%  8.8%
Minimum 19,183 26,383 58x  49x  7.0x__ 6.x -1.8% 7.3% 38.7%  38.9%  3.6%  5.2%
Bjorn Borg 1,413 1542 89x _ 83x _ 12.4x__ 10.8x 7.3% 19.0% 54.9%  55.3%  13.3% 14.2%

Source Tikrcom

GivenBjornB o r exterssivehistoryof beinga profitablecompany AnalystGrouphavebasedthe valuatioron the EV/EBITultipleto
derivea motivatedvalueper sharefor BjornBorg Whenstudyingthe peertableabove,it is evidentthat the SportApparel ~ Sawd )
LuxuryBrand( ~ L d@dup sharesimilar growth prospectsduring the explicitforecastperiod 20242025 approx 4-5% per annum,
whilethe SportApparelgroupis expectedo, on averagegexperience highergrowthin EBIT(CAGRHuringthe period Howeverthe
marginprofileis substantialjhigherwithin the LuxuryBrandgroupthanthe otherpeergroups Withthe EBITgrowthbeingthe major
factor driving the EV/EBITmultiple, it is not surprisingthat the Sports Apparelpeer group tradesat a higher averageand median
EV/EBITultipleon FY2024forecastwhencomparingo the LuxuryBrands(SAmean 21.2x, SAmedian 17.1x & LBmean 14.7x, LB
median 15.7x). In 2024 AnalystGrouphas estimatedthat the Sport Apparelbusinessof Bjorn Borg will constituteapprox 25% of
totalnet sales Hence we arguethat BjérnBorgdo not earnan EV/EBITultiplein the ballparkof peercompaniesuchas Lululemon,
who has a significanthigherexposureto Sport Apparel,and a substantiallyhigherEBITmargin Noteworthy BjérnB o r prcgested
EBITgrowthoutpaceshe SportApparepeergroupduringthe period20242025 as shownin the abovetable,with the corresponding
currencyneutralEBITCAGRor 20242025 standingat 22.1% giventhatthe FY2023EBITwasimpactediy currencytailwinds

Companiessuch as Adidas,Nike, and Pumahas a greatshare of its saleswithin Applied Forward EV/EBIT Multiple
footwear, bags and other accessories,and when taken Bjorn Borg's business ggk (2024) & Share Price
segment Ot hnémrccount,the correspondingshareincreasesto 45% in 2024 66.3
Still, the underwearbusinessis expectedto accountfor the rest of the salesin 0 61,4 '

2024 and when studyinga companysuch as PVH Corp, who owns the brands 60 56,4

CalvinKlein,it appearsevidentthata lowermultipleis reasonabldor the underwear 5o 46,6

segment Consideringhe factthat Bjorn Borgsharessimilarfinancialcharacteristics

with the SportApparelgroup,hasa significantijjowerMarketCap,holdsa relatively 40

weakerinternationabrandthanmostof the SportApparepeers,thatapprox half of 30

the revenuein 2024is expectedo comefrom the underweabusinessandthatthe

estimatedevenueand EBITgrowthare at a somewhahigherpacecomparedo the 20

SportApparelgroup, AnalystGrouparguesthatan EV/EBIultipleof 11.5x (10.7) ;4

on FY2024 estimatesis reasonableGiventhe appliedmultipleand estimatedeBIT

for 2024 of SEK124m (127), coupledwith the assumedcapitalstructureat the end 0

of 2024 a potentiavalueof SEK56.4 (54.1) per shareis derived 95x  10,5x  115x 125x 13,5

/\nalyst Group Please read our disclaimer at the end of the report EVIEBIT Multiple

51,5

27




Bjorn Borg

Valuation

DiscountedCashFlowAnalysis(DCF)

Wecomplementhe relativevaluatiorwith a discountedcashflow analysisto
provide additionalinsight on the valuation Our DCFconsistsof an explicit
forecastperiodup to 2026 a normalizedperiod from 2027 to 2033, anda
terminalperiod Duringthe explicitforecastperiod, Bjorn Borgis estimated
to achievean organic CAGRin net revenue of 6.6% Furthermore,the
Companyis expectedto increasethe EBITmarginfrom 10.5% in 2023 to
15.0% by 2026 Duringthe normalizatiorperiod, Bjérn Borgis projectedto
exhibita CAGRn net revenueof approx 4% andin the terminalperiod,we
haveapplieda growthrate of 2% The EBITmarginis estimatedto peakat

17.4%in 2028 beforecontractingslightlyandsettlingat 14%in the terminal ~ Tax Rate

perioddueto somepricepressurefrom competitors

CAPBE)nvestmentsas a percentageof net revenueare anticipatedo remain
relatively steady throughoutthe forecast period, comprising 1.3% of net
sales, slightly below the 1.4% averageobservedbetween2018 and 2023
Thisdecreases attributedto significantrecentinvestmentsn areassuchas
the Ecommerceplatform,EISsystem,andthe establishmenof a centralized

warehouse As a result, the proportion of D&A in relationto revenueis _ Tax Rate

expectedo declineduringthe forecastederiod

Moreover,the projectedworking capitalrequirementsare likely to followa  Market Risk Premium
patternresemblinghistoricaltrends Neverthelessye forecasta progress  Levered Beta

ively larger portion of revenue,approx 11% being allocatedto working
capital,reflectingour expectationdor continuedexpansionwithin the Sport

Apparelsegment To determinethe presentvalue of FCFFwe applieda oSt of Equity

WACO®f 11.5% resultingin a DCFvaluatiorof SEK51.4 (52.1) per share

DCEF Input
Net Sales, CAGR 202026E 6.6¥
Net Sales, CAGR 202028E 3.9%
Net Sales, CAGR 202933E 3.5%
EBIT Growth, CAGR 262@26E 25.79
EBIT Growth, CAGR 202028E 11.79
EBIT Growth 2022033E 2.0y
Working Capital (as a % of Net Sales, 2023BE) 11.29
Capex (as a % of Net Sales, 22TB3E) 1.2y
D&A (as a % of Net Sales, 262@33E) 1.7y
20.6%
Terminal Growth 2.0y
Longterm EBIT margin (adj) 14.09
Working Capital (as a % of Net Sales) 11.29
D&A (as a % of Net Sales) 1.3y
CAPEX (as a % of Net Sales) 1.3%
20.6%
Risk Free Rate 2.59
5.6%
1.1
SmalCap Risk Premium 2.0y
Company Specific Risk Premi 1.3%
11.99
Target Debt/(Debt+Equity) 10.29
Cost of Debt (after tax) 7.79
11.5%

Cash Flow Distribution WACC

Valuation SummanSEK

PV Normalization Period (202
oy
Net Debt, Q24

PV Explicit Forecast Period (2024-
2026E)

S

-

PV Explicit Forecast Period (28ZR5E) 289.1
PV Normalization Period (262632E) 575.:
Terminal Value 556.:
Terminal Value as a % of Enterprise Value 39.29
Total Enterprise Value 1,420.¢
129.(

Total Equity Value 1,291.¢
Outstanding Shares (in millions) 25.1
514

| Equity Value Per Share

FreeCashFlowMargin Profileis StrongWhenComparedo Peers

From2018to 2023 BjornBorgdemonstratecin average-CFmarginof 11% 20182023
surpassingthe averagefor sport apparelpeers(7.5%9, signifyinga superior

capabilityto generateFCFfrom sales With the enhancedprofitability that

AnalystGroupforecast,the FCFmarginis expectedo climb, reachinga peak 203E

of 14.5%in 2029 beforestabilizingat 11.3%in the terminalyear

Average | EBIT Margin FCF Margin

1 Consistingpf two time periods,2026:202& and 2029

2EstimatecEBITmargin(adj & CurrencyNeutral)

Profitability

Forward Multiples

EBITDA-margirs EBIT-margin==@==NOPAT-margire=@==FCF-margin EV/EBITDA EV/EBIT ==@==E\V/NOPAT ==@==EV/FCF

25%

20%

20x

15x

15%
w__‘_.\’ 10x
10%

5%

0%

2024E 2025E 2026E 2027E 2028E 2029E 2030E 2031E 2032E 2033E Terminal

Analyst Group

5x

0x

Value
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SEK 56.4
PER SHARE
BASE SCENARIO

Analyst Group

SensitivityAnalysis

Toillustratethe sensitivityof our potentialtarget price for Bjérn Borgto changesin underlyingvariables,
we havechosento constructa sensitivityanalysisregardingthe DCFanalysis In this sensitivityanalysis,
our focusis on the impactof slightadjustmentgo the residualconcerningterminalgrowth, EBITmargin,
andappliedWACCIf the appliedgrowthrate in the residualwereto be 3% or 1% the justifiedtargetprice
for Bjérn Borgwould correspondto SEK54.0 and SEK49.3 per share,respectivelyall else beingequal
Adjustmentsn the EBITmarginhavea more substantiaimpacton the shareprice, where,for instancea
longterm EBITmarginof 16% or 12% justifiesa stock price of SEK54.5 and SEK48.3, respectivelyall
elsebeingequal

Below, we lllustrate the Impactof Minor Adjustmentsin TerminalGrowth, WACCand AssumedEBITMarginin the
TerminalPeriodon BjornB o r §h@rsPrice

SensitivityAnalysis
Terminal Growth EBIT Margin (terminal period)
10.0% 12.0% 14.0% 16.0% 18.0%

Source: Analyst Group

ConcludingRemarks Valuation

Toderivea valuatiorfor BjérnBorg, AnalystGrouphasusedtwo valuatiormethods Relativévaluatiorand
a DiscountedCashFlowAnalysis Therelativevaluationindicatesa shareprice of SEK56.4 (54.1), usinga
forward EV/EBITultiple of 11.5x on FY2024 estimatedEBITof SEK124m (127m). The appliedmultiple
correspondgo a -31%discountcomparedo the medianEV/EBITultipleof the SportApparefpeergroup,
and-27% whenexamininghe total peergroup, as we arguethat the peers'brandsare strongerand have
higherawarenes®n a globalscale

OurDCFshowsa valueper shareof SEK51.4 (52.1) for BjérnBorgbasedon whatAnalystGroupbelieves
are somewhatconservativeestimates The terminalgrowth standsat 2% longterm EBITmarginat 14%
andthe FCFHasbeendiscountedwvith a WAC®f 11.5% which AnalystGroupargueis a reasonablédevel
for a companyof BjoérnB o r ma@ketcapitalizatiorand financialcharacteristicsAs we havehad a large
guantityof similar companiesto base our relativevaluationon, but also to capturethe current market
sentimentbetter, we put a higheremphasison the derivedvalue per share from the relativevaluation,
whichindicatesa motivatedvalueper shareof SEK56.4 (54.1), whichwe havesupportfor in our DCF

Basedon a RelativeValuation,AnalystGroupSeesa MotivatedValuePer Shareof SEK56.4 for BjérnBorg

SharePriceat 2023yearend,Currentshareprice DCFvalug andValueper Sharefrom Relativev/aluation

Valuation: A Summary

Share Price: 2023-12-29

Current Share Price

SEK 0 10 20 30 40 50 60

Source: Analyst Group
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Bull & Bear Ng

Bull Scenario

In a Bullscenario AnalystGroupestimatesthat Bjérn Borgwill continueto achievesignificantsuccess
within the E.commerce and sports apparel segments, and we foresee solid longterm growth

stemming from the successfulin-house integrationof the footwear category The Companyhas Bu ”
demonstratedts abilityto adaptto the evolvingretaillandscapeandits onlinesaleshavebeensteadily .
growing, providing a solid platform for growth in an increasinglydigital shopping environment Scenario

Moreover, Bjorn Borg's strategicfocus on building strong relationshipswith wholesalepartnersis

anticipatedo yield positiveresults Building,as well as maintainingstrong partnershipswill not only

ensurea wider distributionnetworkbut also strengthenthe b r a romhr®channelpresencethrough Estimated EBIT 2024E
physicaktores,contributingo reachinga broadercustomerbase

Brand awarenessis anotherstrong point for the Companyin a Bull scenario Bjérn B o r e@st SEK 138m
efforts to boost brand awarenesshave alreadyborne fruit, evidencedby the successfulmarketing
campaignsand partnershipsthat have led to increasedbrand recognition Looking ahead, Analyst
Groupforeseesevengreatersuccessin brand promotion,especiallythrough socialmediaand other
brandactivatingevents, such as collaborationwith influentialambassadorsThis is anticipatedto

cultivateevendeeperconsumettrust andloyalty furthersolidifyingthe brand'spositionin the market | Applied EV/EBIT Multiple

Moreover,the pivotal US expansionremainsa driving force for Bjérn B o r gr@&wh in the coming 12 .5x
years,eventhoughthe resultsfrom the launch,approx a yearago, hastakenslightlylongertime than
the Companyinitiallyexpected The Americanrmarketrepresentsa significantgrowth opportunity,and
a wellexecutedexpansioncan unlock substantiakevenuestreams,potentiallyservingas a blueprint

for further internationaimarketpenetration In a Bull scenario,we haveincreasedthe probabilityof Potential Share Price
Bjorn B o r gu@csssin the US market during the forecast period Lastly, in a Bull scenario,we
anticipatepositiveresponsedo newcollectionlaunches Theselaunchesare expectedo resonatewith SEK 68.7

targetaudienceand help the brand maintainits relevanceresultingin increasedsalesand elevated
brandawarenessnd perceptiorto newheights In a Bullscenario AnalystGroupestimatesan EBITof
SEK138m (136m) for the fiscalyear2024 and,applyinga forward EV/EBITultipleof 12.5x (11.7x),
asharepriceof 68.7 (63.7) hasbeenderivedin a Bullscenario

BearScenario

In a Bearscenario,AnalystGroupforeseesthat the E-commercescaleup for Bjorn Borg may take

longerthanin other scenarios,causinggrowth to be pushedfurther into the future As onlinesales Bear
becomeincreasinglyimportantin the retail landscapeany delaysin this areahavethe potentialto .
impederevenuegrowth goingforward Wholesaleartnersplaysa vital role for both distributionand Sce nario

brandawarenes®f BjérnBorgand,in a Bearscenario AnalystGroupaccountsfor a higherprobability
that Bjorn Borg might face difficultiesin establishingstrong and enduringpartnershipswith influential
wholesalepartners Thiswould,in turn, resultin a reductionin the availabilityof BjérnB o r pra&@scts
in key retail stores, ultimatelyleadingto a declinein brandvisibilityand marketshare,and negatively
impactsalesandmarketpositioning

Estimated EBIT 2024E

SEK 99m

Stagnatindorandawarenesss anotherrisk factorto considerin a Bearscenarioaccordingto Analyst

Group If effortsto boostbrandawarenesdail to gainfurthertraction,Bjérn Borgmay continueto be

predominantlyperceivedas a men'sunderweacompany a businesssegmentthathasshownrelative

ely unchangedevenuesrecentyears Sucha limited brandperceptionis also expectedto hinderthe

C o mp aabiltyeosliversifyits productofferingsfurtherand,hence targeta broadercustomerbase  Applied EV/EBIT Multiple

Furthermorethe currentchallengingnacroeconomienvironmentmarkedby lowereconomicgrowth, 10.5x
high inflation, weakenedconsumerspending,and geopoliticaluncertaintiesjs expectedto have a )
negativeimpacton salesand profitabilityoutlookduringthe forecastperiodin a Bearscenario Bjorn
Borg, alongsideother clothing brands, may encounter difficulties in maintainingor growing its
customerbaseundertheselessfavorableeconomicconditions ! .
Potential Share Price
Lastly,in a Bearscenario, AnalystGroupestimatesthat new collectionlaunchesdoesnot achievethe

samepositiveresponseasin a Baseor Bullscenario It is anticipatedhattheselaunchesot alignwith SEK 40.4
consumerpreferencesandtrendsto the sameextent,whichis estimatedto leadto weakersalesand

excessinventory In a Bearscenario AnalystGroupestimatesan EBITof SEK99m (98m) for the fiscal

year2024 and, applyinga forward EV/EBITultipleof 10.5x (9.7x), a shareprice of SEK40.4 (37.3)

hasbeenderivedin a Bearscenario
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Bjorn Borg

Management & Board

Analyst Group

Ag

0.5% | Total Ownership

HenrikBunge? CEO by Management

Henrik Bunge, the CEOsince 2014 holds a LLB from the Universityof Uppsalaand has a strong
backgroundn salesand managementhavingpreviouslyservedas the CEOQof PeakPerformanceandin
variousleadershipolesat AdidasandHastenssangar

Shareholdingn the Company110,000shares(0.44%)

JensNystron? CFO

JensNystrom,the CFOsince2018 bringshis financialexpertiseto the team,havingpreviouslyworkedat
Hagléfs SanofiPasteuMSD,andSCJohnson

Shareholdingn the Company5,000shares(0.02%9
RobinSalazar’ GlobalE=Commercéirector

RobinSalazarthe GlobalE-commerceDirectorsince 2017, specializesn digital marketingand has held
positionsat PeakPerformancendothercompanies

Shareholdingn the Company1,500shares(0.01%)
EricShuurmar? ManagingDirectorCentralEurope

Eric Schuurmanthe ManagingDirector CentralEuropesince 2020 has a diversebackgroundjncluding
rolesat Bolcom,adidasGroup,andReebokamongothers

Shareholdingn the CompanyEricdo not holdanysharesin BjornBorg
JoacimSjédin2 GlobalSalesDirector

JoacimSjodin the GlobalSalesDirectorsince2015 haspreviouslyservedas a countrymanagerat Adidas
GroupandEuropearsalesDirectorat PeakPerformance

Shareholdingn the Company10,000shares(0.04%)
EmmaBengtssor? MarketingDirector

EmmaBengtssonthe MarketingDirectorsince 2015 holds degreesin strategiccommunicatiorand PR
Shehaspreviouslyworkedat Indiskaandheld other positionsat BjérnBorg

Shareholdingn the Company4,079shares(0.02%9
DanielGrohmar? GlobalOperationsDirector

DanielGrohman the GlobalOperationsDirectorsince 2015 has an MBAand a backgroundn business
developmentincludingrolesat BjérnBorg, EfvaAttling and AdidasGroupNordic

Shareholdingn the Company3,796 shares(0.02%9
AndreasGran? CreativeDirector

AndreasGran the CreativeDirectorsince2019 hasa backgroundn fashionanddesign,with experiencet
H&M,GANTandTigerof Swedenamongothers

Shareholdingn the Company245 shares(0.00%)
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