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Rugvista offers a world-
class customer experience

Rugvista Group sells rugs and carpets online under the brands
Rugvista and Carpetvista and is one of Europe's leading "direct-to-
consumer" (D2C) e-commerce companies. The company was founded
in 2005 and has since strived to deliver a world-class digital shopping
experience and achieve high customer satisfaction. Rugvista offers

a broad and relevant selection of high quality and affordable design
and traditional rugs. The assortment primarily consists of in-house
developed or carefully selected products that can only be purchased
from the company.
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The year in

numbers

The external factors
during the past year
placed high demands
on our ability to
continuously navigate
the changing climate.

| am proud that we as
an organization showed
initiative, successfully
managed to adapt, and
given the circumstances
were able to deliver
good profitability for
the year.

Michael Lindskog, CEO
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639 million

Net revenue for 2022 (SEK)

112 million

Net cash position (SEK)

63

NPS-value for 2022

Selected KPIs

Director’s Report

75 million

EBIT for 2022 (SEK)

32 million

Web shop visits (SEK)

(See page 120 for definitions and justifications for KPIs)

Financial Reporting

180 thousand

New customers

January-December

SEK thousand if not stated otherwise 2022 2021
Net revenue 639,273 704,984
Net revenue growth, % -9.3% 25.5%
Organic net revenue growth, % -13.1% 34.0%
Gross profit 396,145 455,698
Gross margin, % 62.0% 64.6%
EBIT 74,919 127,658
EBIT margin, % n.7% 18.1%
Profit for the period 58,872 99,851
Profit margin, % 9.2% 14.2%
Earnings per share, SEK 2.83 4.80
Number of orders, thousand 252.9 273.0
Number of new customers, thousand 179.8 197.2
Average order value, SEK 3,569 3,636
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2022 highlights

Customer satisfaction all-time high

During the year we continued to focus on developing all aspects of our
customer proposition to ensure high customer satisfaction. For 2022 we
achieved an average NPS score of 68 which is a new all-time high. We are
incredibly pleased and proud that such a high share of our customers
would recommend us to friends and family. To ensure high customer
satisfaction is undoubtedly our top priority in everything we do.

Proven strength in our
business model

2022 was a geopolitically
uncertain and macro-
economically challenging year
where the purchasing power

of most European households
decreased. These external factors
also impacted us. However, thanks
to the strength of our Direct-
to-Consumer (DTC) business
model, we were able to successfully
navigate the market and adjust
accordingly. Despite the challenging
economic climate, we delivered 75
million in EBIT equating to an EBIT
margin of 11.7%.

Improved delivery
experience

By integrating a new shipping
booking component into our
e-commerce platform, we have
improved the buying experience
for our customers in more than

Rugvista Essentials a tremendous success 10 markets during the year. This
We introduced Rugyvista Essentials at the beginning of 2022. Rugvista means that we in an efficient
Essentials is our assortment for those decorating their first home and way have introduced more
consists of a collection of trend-right and affordable rugs. The collection localized and improved delivery
exceeded our expectations and accounted for almost a third of all design alternatives, and thereby further
rugs we sold by the end of the year. Rugvista Essentials has also meant that developed our customer offering.

we have attracted a customer group that we did not reach before.

6 Annual Report 2022 | Rugvista Group



New initiatives materializing

2022 was the year when we opened
our first physical showroom where
customers in the Malmé region can
experience our brand and products
in a physical environment before
buying. During the year we also
took another step in our ambition
to make the trading of rugs more
circular. This was achieved by
introducing the Rugvista RE.USE
marketplace where customers can
offer their Rugvista rugs a second
chance to embellish someone's
home and to extend the life of the
products by selling them to other
private individuals.

About Rugvista

The Rugvista brand

An important part of our
long-term strategy is to build
a more well-known brand.
During the year, this work
started by clarifying the brand
positioning and our customer
promise. We developed a

new communication platform
with a clear perspective and
creative concept that included
an updated visual identity for
the Rugvista brand. This is
just the starting point of the
exciting brand journey that we
face and look forward to.

T

RUGVISTA

Quality rugs online

Nominated to
e-commerce player of
the year

We were nominated for the
"2022 e-commerce player of
the year" also known as the
"D-Award 2022". Svensk Handel
has since 2019 nominated
three companies that have
contributed the most to driving
digital commerce forward
during the year. Rugyvista,

Inet, and Djerf Avenue were
nominated for the 2022 prize.
Inet was the winner of the vote
and we congratulate them on a
well-deserved victory.

Rugvista Group | Annual Report 2022
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Good profitability despite
a challenging market

Dear shareholders,

2022 was a year characterized by Russia’s war of aggression
against Ukraine and macroeconomic uncertainty. The
uncertainty in the international economy resulted in high
cost inflation and higher interest rates which caused
reduced purchasing power for the households in most
markets. The external factors during the past year placed
high demands on our ability to continuously navigate the
changing climate. | am proud that we as an organization
showed initiative, successfully managed to adapt, and given
the circumstances were able to deliver good profitability for
the year.

Our net revenue for 2022 decreased by -9.3% (25.5%) and
the organic net revenue growth was -13.1%. Despite lower
revenue, we achieved good profitability for 2022 with an
EBIT margin of 11.7% (18.1%). Our focus on profitability and
the measures implemented during the second half of the
year had a positive effect by reducing both variable and fixed
costs.

For 2022 we can look back at several successes related
to our strategic initiatives. The introduction of Rugvista
Essentials, our assortment targeting those decorating
their first home, exceeded our expectations and will
undoubtedly be a key to future growth. Rugvista’s updated
brand positioning, the new communication platform, and
the associated modernization of our visual identity is the
starting point for the exciting brand journey that we are
about to embark upon. We expect that this effort will attract
existing customers but especially new customer segments
which we are not reaching today. The integration of the new
freight booking platform is also a highlight that has enabled
us to offer localized delivery alternatives in more than ten
countries during the year.

Our average NPS-value for the year was 68 which is an
all-time high and we are incredibly proud that such a high
share of our customers is willing to recommend us to friends
and acquaintances. That we, during a year that demanded
a strong focus on profitability, were able to increase our
already very high NPS score is truly evidence that everything
we do in our daily work to ensure high customer satisfaction
is noticed and appreciated by our customers.

Annual Report 2022 | Rugvista Group

To take responsibility for and work towards a more
sustainable future, both from a social and environmental
perspective, is extremely important for us. As one of the
leading players in the European rug industry, we want to
assume a leadership role in the industry’s development
towards a more sustainable future. During 2022 we have
made progress on our sustainability agenda including
analyzing the environmental impact of different product
materials. The insights from this work will influence how
we develop products going forward and serve as a basis
for initiatives to reduce the environmental impact of each
material. A key to reducing our environmental impact is to
continue to increase the share of recycled materials in our
products and to reduce the impact from the non-recycled
materials used. Please see our sustainability report for more
information about our sustainability work.

During 2022 we saw proof of the strength in our Direct-
to-Consumer (DTC) business model. Largely because of it,
we were able to successfully navigate the market conditions
and deliver good profitability. We continue to be financially
strong with cash on hand of SEK 140 million. The Board of
Directors proposes a dividend payout of SEK 1.50 per share
(SEK 31.2 million) which represents approximately half of our
annual profits and meets the target in our dividend policy.

| especially want to thank all co-workers for their
continued engagement and commitment to our long-term
vision even when we had to take difficult decisions which
affected some employees. When reflecting on 2022, | am
incredibly grateful and proud that we have come together as
a team to jointly solve the challenges we have faced during
what was undoubtedly a macroeconomically tough year.

The prospects for the future are uncertain, but we know
that 2023 will bring us new opportunities and challenges. We
are well equipped and eager to take these on. | am convinced
that we will continue to make progress on our journey
towards the vision of becoming the center of gravity for the
European rug industry and to deliver on our mid- to long-
term financial targets and sustainability ambitions.

With best wishes,
Michael Lindskog
CEO Rugvista Group

Financial Reporting
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About
Rugvista

Introduction

Rugvista Group sells rugs and carpets online under the brands
Rugvista and Carpetvista and is one of Europe's leading "direct-
to-consumer" (D2C) e-commerce companies. The company
was founded in 2005 and has since strived to deliver a world-
class digital shopping experience and achieve high customer
satisfaction. Rugvista offers a broad and relevant selection

of high quality and affordable design and traditional rugs.

The assortment primarily consists of in-house developed or
carefully selected products that can only be purchased from
the company. Rugvista Group offers free shipping and return
to customers within the EU. The business is divided into three
segments: Private consumers (B2C), Business consumers (B2B),
and Marketplaces & Other (MPO). The B2C segment represents
the consumer market and is Rugvista’s core segment.

Within the B2C segment, Rugvista offers high-quality rugs and
carpets for different target audiences. Within the B2B segment,
the company focuses on small and medium-sized businesses
and specifically on the customer groups interior designers

and hotels. Within the MPO segment, the focus is on selling
Rugvista's assortment through rapidly growing and large third-
party marketplaces. Currently, the segment focuses on Amazon's
European platforms where Rugvista is working to develop and
grow sales. Since the end of 2022, Rugvista also offers circular
trade of carpets under the concept RUGVISTA RE.USE.

During 2022, Rugvista Group had an average of 92.5 full-

time employees. In all internal functions such as technology,
customer service, warehouse operations, and other corporate
functions, the daily focus is on ensuring and developing a
world-class customer experience and achieving high customer
satisfaction levels.

Rugvista Group has its headquarters in Malmé and two
warehouse facilities in the area. The company’s shares are
traded on Nasdaq First North Premier Growth Market under
the "RUG"” ticker symbol. More information about Rugyvista is
available on the company’s website www.rugvistagroup.com.

Annual Report 2022 | Rugvista Group
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Business model

Our Direct-to-Consumer business

model is a strategic advantage

We operate a Direct-to-Consumer
(DTC) business model which means
that unnecessary intermediaries in
the value chain are eliminated. We
have internal design and product
development and cooperate directly
with producers to manufacture our
in-house developed products. Our
products are then sold directly to

the end-customer through our own
web-shops. The business model
allows us to offer high-quality rugs at
competitive prices while maintaining a
healthy gross margin. Our web-shops
should offer a world-class customer
experience and are continuously
optimized to meet changing customer
needs and expectations.

Internal processes, systems, and
infrastructure are continuously
adapted and optimized according
to the business model to ensure
operational efficiency and, above
all, the best possible experience for
our customers. Another advantage of
the D2C business model is that it is
scalable and only requires moderate
investments in fixed assets. Instead
of owning and operating our own
production facilities, we collaborate
with leading producers mainly in India
and Turkey. The business model also
provides scale advantages in terms of
better purchasing conditions, more
efficient marketing investments,
operational efficiency, and economies
of scale on fixed costs.

Annual Report 2022 | Rugvista Group

STRENGTHS AND COMPETITIVE
ADVANTAGES

We have a strong history of profitable
growth since our startin 2005. Along
the journey, some years have been
more successful than others. 2022
was a challenging year with decreased
net sales due to the turbulent
macroeconomic and geopolitical
environment. Despite decreased net
salesin 2022, we managed to navigate
the external challenges and deliver
good profitability and cash flow from
our ongoing operations.

An explanation for our history of
profitable growth is our strengths
and competitive advantages which
also make up the foundation for our
visions and long-term goals. Our most
important strengths and competitive
advantages are described in more
detail below.

Strong and deep product and
assortment expertise

We have long experience and
expertise within the rugs product
category. This allows us to develop and
offer a wide and relevant selection of
high-quality, affordable design- and
traditional rugs. The buying power
that follows from our size means that
we can source products at favorable
prices and terms. These savings can
be passed on to our customers and

is a reason why our products offer
outstanding value-for-money.

Director’s Report

Value proposition

Our largest segment, and primary
focus, is the B2C segment and we
continuously develop our value
proposition for these customers.
Some of the most important
elements in our current value
proposition are:

* A wide selection of design-
and traditional rugs in various
categories, styles, colors, and
sizes

¢ High quality and value-for-
money products in all price
ranges

¢ Convenient and seamless
digital shopping experience
with a focus on user
experience

* Free shipping and return
with locally adapted delivery
options

* Free of charge and accessible
customer service in over 20
languages

¢ High trust factor thanks to
excellent customer reviews

* Partnership with reputable
suppliers

* Locally relevant and secure
payment options

Financial Reporting
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 Internal design and product
development as well as
sourcingStrong and deep
product and design expertise

+ Internal software development
and technical infrastructure
Focus on best possible user
experience within the product
category rugs and carpets

» Locally adapted marketing

communicationWide and
carefully curated assortment
offeringDedicated and
customized warehouse and

Our assortment is developed for and adapted to our target
customer audiences’ needs, expectations, and current
trends within the home decoration category. Customer
surveys and sales data combined with trend forecasts are
used to continuously refine and adjust the assortment as
preferences, trends, and needs change.

World-class customer satisfaction levels and growing
customer base

After every placed order, we ask our customers for
feedback in the form of a survey about the entire customer
experience. The survey includes the NPS' question which

is our primary KPI to measure customer satisfaction. We
also follow the average rating of our TrustPilot reviews

as a complementary customer satisfaction metric. The
average customer satisfaction score from our customers is
unparalleled within our category and on par with world-class
brands.

That our customers are satisfied with the overall
experience after making a purchase from us is our highest
priority. We see satisfied customers as a fundamental
prerequisite for our future profitable growth.

During 2022 our customer base grew by approximately
180 thousand individuals and we have attracted more than
500 thousand new customers since 2020. Since most of our
customers are very satisfied after making a purchase from
us, we see our growing customer base as an important asset
for future growth.

Leading position in a market where size is important
We are one of the leading players within the European
digital commerce of rugs. Our size and digital business
model provides scale advantages compared to physical rug
stores and smaller digital players. These scale advantages
include the ability to negotiate favorable prices and terms
on purchases of products and services, more efficient

" Net Promoter Score.

order fulfillmentCustomer
service with product expertise
available in approximately 20
languages

marketing, the ability to offer a wider and more complete
range of products, and the ability to recruit the most skilled
employees.

Track record of profitable growth and high cash
generation

We have a track record of profitable growth and between
2019 and 2022, net revenue grew at an average annual rate
of 16.2% while EBIT grew at an average annual rate of 16.9%.
During the same period, our average EBIT-margin was 14.9%
and our operating activities generated SEK 318 million in
positive cash flow.

Our ability to generate positive cash flow in combination
with profitable growth enables continued investments into
our customer value proposition and organization with the
purpose of further improving our long-term prospects.

Fit-for-purpose technology platform and data driven
operational model
Our overall technology platform mainly consists of
proprietary software adapted to our needs and processes.
The technology platform is based on so-called "open
source" technology and we use Amazon Web Services as
our operating environment. This architecture makes our
technology platform scalable, reliable, and future-proof.
We see technology and data as levers that can drive
further development and efficiency improvements in both
operational and commercial processes. We use data to
better understand customer needs and trends as well as
to identify improvement opportunities in our offering and
other commercial processes. Functionality and algorithms
have also been developed to automate, optimize, or support
recurring internal processes resulting in efficiency and
quality improvements across several of the company's
functions.

Rugvista Group | Annual Report 2022
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The market for rugs
and carpets

Comparatively low e-commerce
share provides continued growth
opportunities

SIZE AND FORECAST

Rugs are part of the mega-category of home furnishing products.
Last time we did an extensive study? to quantify the value of the
market, the European home furnishing market was valued at SEK
2,170 billion for 2019. The average annual growth rate between
2015 and 2019 was 12.3%. In the survey, the rug category was
estimated to be worth SEK 193 billion annually, or approximately
9% of the mega-category of home furnishings. In the same study,
e-commerce was estimated to account for 16 percent of sales

in the rug category. Our estimate is that the e-commerce share
increased to around 18-20% during the pandemic years of 2020
and 2021. By the end of 2021 and the beginning of 2022, pandemic
restrictions were gradually lifted likely resulting in a decrease in
the e-commerce share within the category. We estimate, however,
that the e-commerce share of sales within the rug category during
2022 still exceeded the 16% that was the case for 2019.

2022 was a challenging year for the global economy with
geopolitical uncertainty and a significant increase in cost inflation
resulting in decreased purchasing power for most of the European
households. Our assessment is that the decreased purchasing
power and uncertain future prospects resulted in households to a
large extent opting out of investments into home furnishing during
2022. This behavior also had a negative impact on the rug market
which we estimate decreased in value during the year.

Despite the uncertain outlook for 2023, we are convinced

that the low e-commerce share within the rug market?, overall
market trends in the home decor category, and structural
changes in the European carpet market continue to offer good
growth opportunities in the medium to long term.

2Technavio 2020.
5More mature e-commerce categories such as fashion has an estimated online share of
approximately 30%.

Annual Report 2022 | Rugvista Group
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MARKET TRENDS

The rug market is largely inspired and driven by the same
trends and factors that influence the home furnishing
market. These factors include among other the desire for
the home and home furnishing to reflect the individual's
personality. This is a mega trend that we estimate has been
present during the past 10-15 years in Europe and we expect
it to continue in the foreseeable future.

STRUCTURAL TRENDS IN THE EUROPEAN MARKET
FOR RUGS AND CARPETS

We are convinced that certain structural trends over the
past 5 years have driven, and will continue to drive, the
transition from physical to digital rug sales in Europe. These
trends are described in more detail below.

Availability and convenience

For many customers, digital commerce can be a more
accessible and convenient shopping experience compared
to shoppingin a physical store.

Factors that make digital commerce more accessible
include that customers can purchase products and services
at any time of day, wherever they are, and from various types
of digital devices, e.g., mobile phones and laptops.

Convenience factors for digital commerce includes the
possibility to more easily organize and visualize a large
product selection, customers being able to effortlessly
search for products or services that meet their needs,
access to fast and often free deliveries, secure payment
methods, and seamless return procedures often at no extra
cost to the customer. Digital commerce also means that the
customer can make their purchases without physically going
to the store and handling the product. This is especially
valuable for relatively bulky and heavy goods such as rugs.
Rugs are also a product that very rarely gets damaged during
delivery, which makes it possible to distribute the products
in good condition directly to the end customer's home.

Selection

By visiting an online store, the visitor can in a few seconds
get access to a wide and relevant selection of rugs. Online
stores generally offer a much wider range which is an
advantage compared to physical stores where the store
space is often limited.

One advantage for the product category rugs compared to
many other product categories is that rugs are not destroyed
when stored for a longer period and that the trend risk is
lower than for example fashion. E-commerce retailers of
rugs can therefore stock a wide range of products without
incurring high inventory risk.

Online retailers can also, compared to physical stores,
more quickly optimize their selection based on customer
demand and preferences by using data to identify consumer
behavior and offer customers a more relevant selection.

Demographic factors

We assess that younger consumers (Generation Millennials
and later - see graph) generally have a higher propensity to
shop online compared to older consumers. This customer
group is likely to contribute to e-commerce increasing its
share of the total market as they establish themselves in
the labor market, increase their disposable income, and
start moving into their own homes. Our opinion is thus that
a larger share of rugs in the future will be purchased from

Annual Report 2022 | Rugvista Group
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an online store because a larger share of the market has an
imbedded behavior to purchase products and services from
digital stores.

We also see that middle-aged and older consumers are
becoming increasingly willing and accustomed to shopping
online. This was accelerated by the Covid-19 pandemic when
alarge part of Europe's physical retail network was closed
during certain periods. The fact that also older consumers
have become more accustomed to shopping from digital
stores is expected to result in a wider target audience for
digital stores in general.

European Millenials and later generations
25 years or older.

SEK millions

250
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50

2020 2025 2030

Source: European population statistics. Millenials defined as those
born 1980 and later.

COMPETITIVE SITUATION

Online and offline sales of rugs and carpets in Europe is
fragmented. We divide the different types of resellers of rugs
and carpets on the European market into four overall types.

Traditional resellers
Traditional retailers of rugs mainly focus on sales in physical
stores and can be divided into two subtypes.

Subtype one is small and local physical rug stores that only
offer a limited selection of rugs of a certain type. Alarge
part of these stores offer traditional hand-knotted rugs, but
some stores focus on offering design rugs that have been
mass produced as well as wall-to-wall carpets. The stores
that offer wall-to-wall carpets often offer the ability to
purchase custom sized rugs.

Subtype two are local physical furniture stores. These
resellers often focus on offering various types of furniture
such as sofas, beds, tables and the like, but often provide a
narrow and limited selection of rugs and carpets.

Large and medium-sized home furnishing chains
Large and medium-sized home furnishing chains are
resellers that offer a wide range of products for the home.
Some of these focus on home improvement products, some
on furniture, while others focus more on products that can

Financial Reporting



be classified as home furnishing textiles. A few of these
players offer a selection of all these product types.

Historically, these resellers have focused on sales via
physical stores, but during the past few years they have
also developed online stores. The Covid-19 pandemic
accelerated this development in many cases. Examples of
large and medium-sized home furnishing chains are IKEA,
Mio, Jysk, and Bauhaus.

Digital department stores
Digital department stores are resellers that operate
e-commerce within a wide range of product categories.
Within this type of retailer there are two subtypes.

Subtype one is players that offer a very wide range of
products across multiple mega-categories. An example of
a reseller of this type is Amazon, which offers everything
from books, clothing, sports equipment, furniture, and home

Rugvistas customer target groups

About Rugvista ————

decor textiles including rugs and carpets.

Subtype two is players offering a wide range of product
types within the mega-category of home furnishing.
Examples of resellers of this subtype are Wayfair and
Home24, both offering a wide range of product types within
home furnishings but no other product categories.

Digital rugs and carpets specialists

Digital rug specialists focus on selling rugs and related
products through online stores. There are many digital
rug stores in Europe but only a few are significant in size
and offer their assortment to a larger part of the countries
in Europe. The bigger players often take advantage of
being able to offer a wide range of different types of rugs
at competitive prices. Most also have an organization
specialized in digital commerce. Examples of digital rug
stores are Rugvista and Benuta.

Within the Private Customer (B2C) and Business Customer (B2B) segments, we work based on identified customer target
groups. For B2B, the focus is primarily on three customer groups: interior designers, hotel chains, and boutique hotels.
For B2C, we conducted a new customer segmentation study in Europe during 2022. Based on the study regarding private
customers, five (5) customer types were identified (see below) for which we want to be a relevant option.

The premium customer

Very interested in interior design and
home decor and sees the rug as an
important part of the decor. Quality
and exclusivity are important when
choosing a product.

The cautious customer

Interested in home decor and sees
the rug as an important interior
design detail. Has a lower income and
is therefore cautious and willing to
compare between different stores
when choosing the perfect product.

The visual customer

Very interested in trends, both in
fashion and home decor. The look and
trendiness of the rug are important
factors when choosing a product.

The price sensitive customer

Low interest in home decor and sees
the rug as a product that creates a
more personal and cozy feeling in the
room, but still a peripheral detail in
the home. Price is the most important
factor in the choice of product.

The situational customer
Interested in home decor. Sees
furniture as the most important part
of the decor and that rugs should
complement the rest of the decor.
The purchase process begins based
on needs, for example due to new
furniture being purchased, something
is worn out, or a move.

Rugvista Group | Annual Report 2022

The market

17



About Rugvista Sustainability Report Corporate Governance Report Director’s Report

18

Purpose, vision, and
values

Rugvista was founded in 2005

and has always focused on high
customer satisfaction. Delivering an
extraordinary customer experience
is still our most important task.

As part of further developing the organization and defining
long-term ambitions, we clarified the company's purpose, vision,
and values in 2020. Our purpose, our visions, and our values

are something that permeates our daily work. The company's
strategic initiatives, decisions, and priorities are always linked to
the realization of our purpose and visions.

Annual Report 2022 | Rugvista Group
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Business

To be the center of gravity
for the European rug
industry

<

Tvwwww)

Focus on impact

Sustainability Report

Corporate Governance Report

Purpose

We help people to a home they love

Our visions
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To attract, motivate, and
retain extraordinary people
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Our purpose

Our purpose is the reason why we as a company exist

and also forms the basis for everything we do. We have
expressed our purpose as "We help people to a home

to love". The words that form the building blocks of our
purpose are important to us. "We help" is what we want
todoin all parts of the company. We see ourselves as rug
experts and can therefore help our customers make the
best possible choice when they want to buy a rug. It can

be about providing inspiration in the choice of rug for a
certain interior design style or a product recommendation
when they need an outdoor or washable rug. It can also be
informing about the craftsmanship and origin of a traditional
rug and explaining the background of the pattern and colors.
Of course, we also help our customers if something went
wrong with the delivery or if they want to make a return. "We
help" is part of our DNA.

With the word "people" we are addressing all those
interested in buying a rug. Our ambition is to offer a
selection of rugs in different styles and types that are
relevant and meet the needs of almost all customer
segments.

The words “to a home to love” reflects our starting point
that the rug is the stage where life happens and can make a
huge difference in how a room is perceived and therefore is
a decisive part of the home decor. Through our products,
we get to be part of helping our customers decorate rooms
and homes that reflect their personalities and needs.

Annual Report 2022 | Rugvista Group

Our visions

During the work of developing our long-term ambitions, we
chose to define three visions where each has a clear purpose
and ambition level.

We have specific visions for our business (Business vision),
our sustainability efforts (Sustainability vision), and for us an
employer (People vision). These visions are directed towards
our key stakeholders and we see these three areas as equally
important for the company's long-term success. Our visions
include clear goals and priorities within each area and
together form the entirety of our long-term ambitions.

Our Business vision defines how we view our role within
the rug industry and is primarily directed towards our
shareholders and business partners. Our Sustainability
vision defines how we view our role in society at large and
how we can take responsibility and be part of the solution
for the sustainability challenges the world is facing. Our
People vision defines the role we have towards existing and
potential employees.



BUSINESS VISION

About Rugvista ————

To be the center of gravity for the

European rug industry

The vision reflects the ambition we are working towards, to be the obvious choice in the future when someone
asks themselves "l need to buy a rug, where should | buy it¢". The vision also means that we want to be the
obvious partner for the best rug producers and other third-party suppliers.

To achieve our vision, we have identified several strategic initiatives. These initiatives are described in more

detail below.

Strategic initiatives

Win the key European

©
1M markets

w Showcase our
b 4 assortment

—

Leverage data & technology Y
to fuel the initiatives v
Continue to ensure high

customer satisfaction

ratings

Win the key European markets

To become the center of gravity of the European rug
industry, we need to win the major European markets such
as Germany and France. Our home market Sweden is also an
important market for us. We believe that if we succeed in
achieving an even stronger position on the major markets,
we will be able to benefit from it to become successful in the
smaller markets in Europe as well.

We have identified several priorities in our ambition to
win the European key markets. We need to further develop
and localize our customer offering. Parts of our commercial
approach such as languages and currencies are already
localized, but it is not enough to really win in the most
important markets. We need to localize more parts of the
customer offering and develop market-specific commercial
strategies to attract a larger share of customers in key
markets. This could for example mean more local payment
options, that we collaborate with the best shipping options
for each market, and that we tailor campaigns both in our
webshops and in the ads we buy on external ad platforms.

The next priority in this initiative is to build a well-known
and popular brand in the key European markets. Step one
in this process is to create broader brand awareness among
potential customers and awareness of and trust in our offer.
The intention is that the increased brand awareness will
result in more individuals making their first purchase from
us instead of a physical store. Since we already have very
high customer satisfaction, we are convinced that these new
customers will also be satisfied with our products, the digital

Be world-class in
everything we do

Leverage data &
ves technology to fuel the
initiatives

Business vision

To be the center of
—>  gravity for the
European rug industry

purchase experience, our payment and delivery options, and
customer service.

During 2022, we have already improved our delivery
options in more than ten markets, expanded the number of
local payment options, and continued to develop our new
e-commerce platform that will enable further localization of
the digital shopping experience.

Showcase our assortment
Our broad and carefully curated assortment has always
been one of our greatest strengths. That large parts of our
products are in-house developed means that most of our
product offering is only available for purchase from us. We
need to leverage this advantage to a greater extent and
become better at conveying to our web shop visitors that
the products are in-house developed or exclusively available
from us. We expect that increased awareness of this will
lead to increased loyalty and brand recognition over time.
Part of this strategic initiative includes further developing
the shopping experience in our web-shops by offering more
options for our visitors to discover the assortment. We have
conducted various customer and market studies that have
given us insights into different customer groups product
needs, but also how the approach to finding the perfect rug
differs between different customer groups. Some want to
find something that fits a specific room while others know
what type of rug they are looking for and want to be able to
search for it. Others want to find a rug whose pattern and
colors match a specific interior design style. The structure

Rugvista Group | Annual Report 2022
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and features available in our online stores need to better
satisfy these different customer journeys.

Another part of this initiative is that we want to offer a more
inspirational and informative experience for those who visit
our web-shops. This includes, among other things, that we
plan to present our in-house developed product collections
with more inspirational images, descriptive content, and even
video in some cases. Care instructions, product category
descriptions, and advice on how to find the perfect rug for
a specific room are additional examples of inspirational and
informative material that we need to produce more of.

Progress within this initiative in 2022 includes the
introduction of Rugvista Essentials, our product offering
targeting those decorating their first home. Rugvista
Essentials are quality rugs in colors and patterns that appeal
to a slightly younger target group and are attractively priced
as the target group often has lower purchasing power than
the slightly older customer. The structure, features, and
content developed in conjunction with our new web shop are
based on and intend to meet the needs identified within this
strategic initiative.

Be world-class in everything we do

Our historical success is largely a result of our passion

for rugs, exceptional product expertise combined with a
technical and operational platform tailored to deliver the best
overall experience for customers within our vertical. Offering
the best overall experience for anyone wanting to purchase a
rug from an online store remains our highest priority.

We are aware that the digital commerce within the rug and
carpet category, like most product categories, is constantly
evolving and we strive to continuously improve both the
experience for and the offering to the customer. We
expect that future customers will have higher demands and
expectations on the customer experience when shopping
from a web store within all product categories. Therefore,
we do not settle for comparing ourselves with other digital
rug specialists and other resellers of rugs. Instead, we
compare ourselves to world-leading e-commerce retailers
regardless of product category. If we can be inspired by these
references and incorporate the insights based on the needs
and circumstances within our vertical, we are convinced that
we can achieve our business vision of being the center of

Annual Report 2022 | Rugvista Group
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gravity for the European rug industry.

During 2022, the focus within this initiative has been on
making improvements to our customer offering and preparing
for future improvements rather than seeking inspiration
from the outside world. One reason that we introduced new
delivery options in more than ten markets during the year was
the realization that this was a part of the customer experience
where we needed to better meet expectations. We have also
focused on developing our internal planning and commercial
governance processes, which was a significant reason
why we were able to effectively navigate the challenging
macroeconomic climate during 2022.

Capture selected marketplace opportunities

Until we are the obvious market leader within the European
rug industry, we recognize that other digital platforms

and marketplaces will attract customers interested in

buying arug. Amazon is today's leading global digital
marketplace and also has a strong position in several of the
European key markets we sell to. To capture the demand
that exists on Amazon, we have chosen to actively sell our
proprietary products on several of Amazon's European digital
marketplaces.

We have offered our products through Amazon for several
years and have learned that the preferences of a typical
Amazon customer differ somewhat from those who visit our
own online stores. The Amazon customer is often very price-
focused and we have therefore chosen to focus our Amazon
offer on a product selection that is the most relevant for
these customers.

Besides optimizing the product offering, we need to
effectively utilize the tools and opportunities the Amazon
platform offers its sellers. Efficient marketing directly on the
Amazon platform is currently the most important approach to
drive sales on the platform. Achieving Prime status on a large
part of the assortment is also a long-term ambition.

2022 was a challenging year for our Amazon sales and
we assess that the macroeconomic climate had a greater
negative impact on the typical Amazon customer compared
to visitors to our own web stores. Despite the challenges
of 2022, we still see future potential in being visible on and
offering a selection of our products through the Amazon
platform.

Financial Reporting
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SUSTAINABILITY VISION

To lead the rug industry towards a socially and
environmentally sustainable future

As one of the leading players in the European rug industry, we see that we have a responsibility to
lead the rug industry towards a more sustainable future. Based on this mindset we have defined our
vision and associated long-term plans and ambitions.

During the past few years, we have focused on creating transparency on the environmental impact
of our business in addition to working closely with our producers to further develop and follow their
social and environmental sustainability practices. In the future, we also see possibilities of closer
collaboration with other stakeholders such as investors, customers, and other rug retailers in Europe.
Only then will we really start to approach our vision of leading the rug industry towards a socially and
environmentally sustainable future.

To realize our sustainability vision and make our ambitions transparent, we developed our long-
term sustainability strategy, LEAD.CHANGE during 2020, consisting of three focus areas: Planet,
People, and Business.

Our sustainability work during 2022 is described in more detail in our sustainability report.
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PEOPLE VISION

To attract, motivate, and retain extraordinary people

Our coworkers are Rugvista's single most important asset. Our competitiveness and ability to realize our other visions
depend on their commitment, competence, and performance. Our People vision is defined based on this insight.

Our People Vision is derived from and based on the company's values. We have established three values and for each value
also formulated behaviors that clearly defines what the values means in practice. The ambition is that our values should
permeate decisions, priorities, and the daily work within the company thereby forming the basis for our corporate culture.

24

Our values

<

—————

Focus on impact

We are obsessed with delivering
customer value

Our first, second, and third priority
is the customer. We consider the
customer’s perspective in every
decision and aim to exceed their
expectations.

We are sustainability leaders
Our ambition is to make a positive
impact on all stakeholders that
we touch. Our Code of Conduct
guides us and acts as proof of our
commitment.

We make decisions based on
insights and the best arguments
Our decision-making leverages

data driven insights and logic, not
hierarchy or emotions.

We earn responsibility and are
accountable

Responsibility is earned and not
entitled. We deliver on commitments
and hold ourselves accountable for

A

————

Stay true

We put purpose and team first,
ego last

We work together and support each
other toward achieving our visions.
Our work is focused on developing
the organization, not our own
position.

We act with integrity, respect,
and honesty

Different perspectives, experiences,

and backgrounds makes us a better
team. We dare to be ourselves and
express our opinion.

We appreciate our differences

Different perspectives, experiences,

and backgrounds makes us a better
team. We dare to be ourselves and
express our opinion.

We take pride in and celebrate
our successes

We seek opportunities to enjoy and
celebrate our achievements and
successes; both big and small.

Be entrepreneurs

We seek to improve ourselves
and our business

We are committed to constantly
improve and always seek the next
opportunity to learn, develop, and
grow ourselves and our business.

We pursue excellence

We strive for excellence in
everything we do because we
understand that it is the key to our
long-term success as individuals
and as an organization.

We dare to change

We challenge the status quo and
encourage a “test-and-learn”
mind-set in everything we do.

We act as owners

We consider the company’s
success our own and we use
organizational resources as we
would our own.

both good and bad outcomes.

Rugvista’s employer value proposition
An important part of realizing our People vision is to continuously
develop our employer offering. We have developed a framework
to define our employer value proposition with a holistic
view of what drives coworker satisfaction, engagement, and
performance. This framework is the basis for how we position
ourselves in the recruitment process with future employees, how
we continuously work with, motivate, and develop our coworkers,
as well as what we expect from coworkers and leaders.

An attractive employer value proposition creates
conditions for creativity, innovation, and development.
Our overall purpose is that all coworkers should feel that
their work is motivating and meaningful, that there are
opportunities for personal and career development within
the company, and that good work performance is recognized
and rewarded.
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Rugvista’s view on leadership
Our leaders and good leadership are important for us to
realize our visions. Communication and collaboration across
functional boundaries as well as coaching employees in their
development are important parts of the leadership role.
Leaders in our company acts as good team players and role
models through participation and responsibility in the daily
work. Our leaders should also inspire and drive engagement
for the company as a whole.

Basic expectations we have of our leaders is the ability
to make decisions, prioritize and delegate tasks, as well as
to coach and support the well-being and development of
coworkers. The company’s values should be reflected and
guiding in all aspects of their leadership. Our leaders also
play an important part in driving the continuous work to
implement and further develop processes and competencies
within their respective areas of responsibility.

The work within our People vision is described in more
detail in the sustainability report.



Our financial targets

About Rugvista Purpose

The Board of Directors has adopted the following financial targets for the medium to long term:

GROWTH

20%

Rugvista Group targets to
organically grow net revenues
by approximately 20 percent
per year.

PROFITABILITY

15%

Rugvista Group targets to
maintain an EBIT margin of at
least 15 percent.

DIVIDEND POLICY

50%

Rugvista Group targets to
invest resources into growth
and developing the business. In
addition, Rugvista Group aims
to pay out up to 50 percent of
annual net profits in dividends
to shareholders.
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Sustainability
Report

This report describes Rugvista
Group's sustainability work from an
environmental, social, and economic
perspective. The purpose of the
report is to communicate Rugvista's
short- and long-term sustainability
goals, sustainability measures, and
goal achievement to all stakeholders.

The report is prepared in accordance with the sixth chapter

of the Annual Accounts Act and is inspired by GRI 2016, which

is published on our website rugvistagroup.com. This is our

third sustainability report prepared with inspiration from GRI's
guidelines.We use the UN's Sustainable Development Goals as
benchmarks. Climate data is reported in accordance with the GHG
Protocol (Greenhouse Gas Protocol).This report is issued annually
and our latest sustainability report was presented in April 2022.
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Our Sustainability Vision

Our sustainability vision is to lead the rug industry

towards a socially and environmentally sustainable future.
Understanding our sustainability challenges and how they
impact our operations remains a crucial factor in developing
Rugvista as a leader in sustainability within the European

rug industry. By leveraging our position as one of the leading
players, we strive to implement systemic changes in our own
company, value chain, and the industry. In the coming years,
we will continue to develop a systematic approach to identify
sustainability themes and underlying challenges, as well as
fully integrating sustainability into our operations.

Our sustainability strategy is called LEAD.CHANGE, which
will enable us to achieve our 2030 sustainability goals and
our vision. LEAD.CHANGE is based on three strategic focus
areas. Together, these focus areas help us to integrate
sustainability into our business strategy and operational
decisions, and to achieve our long-term sustainability goals.

SUSTAINABILITY GOVERNANCE

Sustainability is part of every employee's daily work at
RugVista. The company's Sustainability Manager has defined
responsibility in the sustainability area and is part of a
function led by the Chief Organization & Sustainability

2022 was in many ways a challenging year, but it was
also a year that gave us several important insights
into our sustainability work, which will help us
continue to build a sustainable Rugvista.

During the year, we took several important steps
towards the goal of developing Rugvista into a more
sustainable company. We joined Textile Exchange,
an organization that helps companies in the textile
industry become more sustainable. We conducted
life cycle analyses on our most used materials,
which gave us important insights and knowledge
on how we can improve our material choices and
thus reduce our carbon footprint. We continued
our important work of educating and engaging
our suppliers, which resulted in improved audit
results throughout the supply chain. And finally, we
took an important step in our ambition to develop
a circular business model by launching Rugvista
RE.USE, a platform where our customers have the
opportunity to extend the lifespan of their Rugvista
rugs by selling them on to other individuals.Our
employees are Rugvista's most important asset,
and everyone's knowledge, skills, and motivation
are crucial to our success. We have employees
from many different nationalities and backgrounds

Annual Report 2022 | Rugvista Group

Officer (COSO). Rugvista's board has overall responsibility
and has approved Rugvista's sustainability strategy. COSO
is responsible for implementing the company's strategy and
follow-up processes. The COSO is part of the management
team, reports directly to the CEO, and provides an annual
result report to the board.

The various sustainability activities are implemented by the
company's functional working groups in collaboration with
the sustainability department. Each employee is responsible
for contributing to Rugvista's sustainability work within
their respective area of responsibility, and members of
the management team are responsible for their respective
sustainability goals and ensuring follow-up and compliance.
The sustainability work is governed by our sustainability vision,
sustainability strategy, code of conduct for employees, code
of conduct for suppliers, common policies, measurable goals,
and action plans. Rugvista's code of conduct for employees
sets clear expectations for how Rugvista should conduct its
operations. It includes clear requirements that employees
must follow to ensure that the business is conducted with
transparency and a strong sense of integrity. The code of
conduct reflects the commitment to the UN's ten Global
Compact principles and the UN's guidelines for companies

who all contribute

to our unique

corporate culture

and success. That

we, despite a

challenging year,

have done so well

can be attributed

to our driven and

motivated team,

all with a focus on

working together

to exceed our

customers'

expectations and achieve results while driving
Rugvista's sustainability agenda forward. | want
to thank our entire team and our suppliers for a
fantastic effort during the year and for the support
shown for Rugvista's sustainability initiatives.
Together, we are working towards our sustainability
vision; to lead the rug industry towards a socially
and environmentally sustainable future.

Patricia Rajkovic Widgren
Chief Organization & Sustainability Officer

Financial Reporting



and human rights. Employees and contractors working

under the leadership of Rugvista must follow it and confirm
that they have read, understood, and intend to comply

with the code.The Supplier Code of Conduct sets out the
requirements and expectations that all suppliers must meet
when doing business with Rugvista. The code is included

in the supplier agreement and covers areas such as human
rights, anti-corruption, environmental requirements, working
conditions, as well as health and safety at work. The code is
based on the ten Global Compact principles of the UN, the
UN Guiding Principles on Business and Human Rights, and
the OECD Guidelines for Multinational Enterprises. Rugvista's
sustainability work is based on 7 of the 17 global goals for
sustainable growth. We have identified goals with significant
direct or indirect impact that can influence development
throughout the value chain.

STAKEHOLDER ENGAGEMENT

Rugvista's stakeholder dialogue helps us understand
stakeholders' needs and expectations and develop long-term
relationships. It also provides valuable input for continuous
improvements and choice of working methods. We have

High

Significance to stakeholders

o
o

Moderate

RugVista's degree of impact on planet and people High

Sustainability Report ———

identified our most important stakeholders to be our
customers, our team, potential employees, our suppliers and
their employees, our owners, authorities, associations, and
local communities.

In spring 2019, a structured stakeholder dialogue
was conducted with employees, owners, suppliers, and
customers, using surveys and interviews. In 2021, the
dialogue was complemented with additional surveys
answered by employees, management, and owners. Our
suppliers' employees' voices are considered through regular
audits carried out by accredited third-party auditors.

MATERIALITY ANALYSIS
The materiality analysis provides insight into which issues
are essential for Rugvista's stakeholders and is the basis for
the company's strategy and sustainability work. The primary
analysis of critical sustainability issues was completed in
2019 with an update in 2021 that resulted in a list of our most
material issues.

See also the sustainability governance table on page 60.
These aspects are the foundation for the sustainability
reporting inspired by the GRI 2016 Standards.

Materiality analysis

PLANET
1. Reduced environmental impact throughout the value
chain
2. Increased share of sustainable materials
3. Product quality & product safety

©® PEOPLE

4. Respect for human rights

5. Health & safety in the workplace
6. Inclusion & diversity

7. Sustainable supplier chain

8. Local community engagement
9. Good animal husbandry

@ BUSINESS

10. Financial results

11. Corporate governance and compliance
12. Prevention of corruption and bribery

Rugvista Group | Annual Report 2022
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Rugvista’s sustainability
strategy and long-term
sustainability goals

LEAD.CHANGE

Our sustainability strategy, LEAD.CHANGE, encompasses three focus areas with specific
commitments and goals: Planet, People, and Business. The purpose of LEAD.CHANGE is to
develop our business model with sustainability as the starting point and is the basis for our
2030 sustainability goals.We have defined five change levers that need to be engaged for
us to achieve our sustainability goals: our team, customers, business partners, business
methods, and our communication.

Change levers Focus area

&y
oRe

Develop a circular
business model & Reduce

Our team ) our environmental impact
Drive sustainability into
(Q everything we do

Our communication

Our custo.meljs Be transparent about our o, O_©°.
Engage and inspire " [ ][o]r ]
current progress, ambition CX P o)
customers to consume A i M HJ 0. O,
more sustainably and . f H ]
circular
People

Promote inclusion &
Social resposibility

Q -

Our business practices Our business partners
Support our business partners Maintain functioning and efficient
governance through our standards,
policies and code of conduct

Business

Maintain good
governance &
Responsible business
practices
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Sustainability Goals assessments of five common materials used in our rugs.
During 2022, Rugvista continued to work towards the (Read more about life cycle assessments on page 37.) Insights
long-term sustainability goals set in 2020. These goals from these assessments led to an expansion of our scope
were established based on stakeholder expectations, the 3 goals under the PLANET focus area to also include the
company's strategic priorities, global trends, and the UN's materials used in our rugs and their climate impact. Below
Sustainable Development Goals. are Rugvista's updated goals within our three focus areas.

We challenge ourselves to constantly revise our goals with Read this year's results on page 36 (Planet), page 44 (People),
new knowledge and insights. In 2022, we conducted life cycle and page 54 (Business).

@ Mﬁ

= RIN

Planet People Business
By 2030, we aim to: By 2025 By 2025
* Increase the proportion of * 100% of our suppliers will be * 100% of all tier 2
recycled, reused, recyclable, included in Rugvista's system subcontractors will be
or more sustainable natural for social audits. mapped.
materials to 80%. * Rugvista's employee Net
* Reduce greenhouse gas Promoter Score will reach 60.

emissions by 50% (based on
2019 levels) in scope 1, 2, and
parts of scope 3 related to
our own operations, such as
employee commuting and
business travel.

e Reduce indirect greenhouse
gas emissions from carpet
procurement by 50% per
square meter of carpet sold
(based on 2021 levels).

* Use packaging that is 100%
made from circular or other
sustainable materials.
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The UN's global goals for sustainable

development

In the work of developing Rugvista's sustainability
strategy and long-term goals, the UN's global goals for
sustainable development were an important part. The
global development goals consist of 17 goals, adopted by
the UN General Assembly and then approved by all UN
member states in 2015, with the aim of achieving a better

for sustainable development encompass a wide range of
social, environmental and economic development issues.
These include poverty, hunger, health, education, climate
change, equality, water, sanitation, energy, urbanization,
environment, and social justice. Rugvista focuses on seven
goals, where we assess that we have the greatest opportunity

Financial Reporting

and more sustainable future for all by 2030. The goals

GENDER
EQUALITY

GOAL 5:
Gender Equality

Rugvista is committed

to providing equal
opportunities to every
woman and man employed
in the company. We believe
that this is a matter of
social justice, which is a
prerequisite for sustainable
development of the market
economy. Rugvista has
committed to have 40-60%
women in the management
team, which we will
maintain during 2022. We
continue to build a diverse
and inclusive company that
welcomes and encourages
extraordinary people
regardless of gender and
cultural background.

CLEAN WATER
AND SANITATION

GOAL 6:

Clean water and
sanitation for all

Rugvista commits to
protecting water, an
important and increasingly
insufficient resource. By
working together with our
suppliers to strengthen
the water cycle at the

local level and introduce
sustainable practices

throughout our value chain.

Sustainable water use is
one of Rugvista's focus
areas, whether it is for
direct use in our facilities
or within the supply chain.
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to contribute and make a difference.

DECENT WORK AND
ECONOMIC GROWTH

GOAL 8:

Decent work and
economic growthwe
see our employees as
our most important
asset and it is important
to offer competitive

and safe working
conditions throughout
the organization. In 2017,
Rugvista joined amfori
BSCl and approved their
code of conduct based
on the International
Labour Organization's
(ILO) conventions and
declarations, the UN's
Guiding Principles on
Business and Human
Rights, and the principles
of the Organization for
Economic Cooperation and
Development (OECD). All
our suppliers have signed
and committed to following
the code's 11 basic labour
rights.

1 RESPONSIBLE
CONSUMPTION
AND PRODUCTION

GOAL 12:

Responsible
consumption and
production

We want to inspire
customers to make
sustainable choices by
developing rug collections
made from recycled,
recyclable, and natural
sustainable materials. We
aim to lead the change in
our industry towards more
sustainable and circular
models throughout the
value chain. A circular
business model is a
prerequisite for achieving
our long-term goal of a
climate-neutral operation
by 2040. The work includes
developing new materials,
new ways of producing
and using materials and
products, and how they
can then be maintained,
repaired, reused, and
recycled.
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GOAL 13:

Combat climate
change

It is our responsibility to
contribute to the fight
against climate change as
well as to a non-carbon-
dependent economy.
Rugvista has committed to
becoming a climate-neutral
company by 2040, which
we can achieve only in
cooperation with suppliers,
customers, and local
communities. In 2021, we
committed to the Science
Based Target initiative,
which ensures that our
CO2 targets are in line with
science. To achieve our
goal, we need to constantly
improve our operations
and our energy intensity
throughout the value chain.

16 PEACE, JUSTICE
AND STRONG
INSTITUTIONS

0K
&

GOAL 16:

Peaceful and inclusive
societies

Responsible business
practices are crucial to
achieving Rugvista's vision
and a prerequisite for
successful operations,
sustainable and profitable
growth, and thriving
communities. To achieve
this, Rugvista has
implemented policies

and procedures for all
employees and business
partners, including a code
of conduct for employees,
a code of conduct for
suppliers, and a personal
data policy. This helps us
to create a compliance
culture and reduce
associated risks.

Sustainability Report ———

1 PARTNERSHIPS
FOR THE GOALS

GOAL 17:

Implementation and
global partnership

For Rugvista, as a
relatively small company,
collaboration and
partnerships across
borders are crucial for
us to realize our vision
and goals and contribute
to Agenda 2030. In our
work with the supply
chain, we collaborate
with organizations such as
amfori BSCI, Label STEP,
and the Chemicals Group
to ensure that suppliers
develop towards our high
standards. Read more
under the collaborations
section.

\ [/
e
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THE GLOBAL GOALS
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A sustainable value chain

An important tool in Rugvista's assurance and
reporting of sustainability work is our value chain

Our value chain summarizes and illustrates priority areas, activities, and their
impact on sustainability. To effectively manage the positive and negative
consequences of our operations, we must understand where we have a direct
impact in the value chain and how each of the essential issues affects it. By
considering the value chain, we can identify opportunities and risks, create
circular flows, understand boundaries, impact on different parts of the value
chain, and how value is created for stakeholders.

‘@ !

2" Raw material 3 Product 4 Purchasing &

Our suppliers convert manufacturing merchandise planning

raw material into yarn Working with our suppliers Our purchasing department

and yarn dying. to create handmade or places orders and plans

machine-made rugs deliveries
1 Design 5 Transport

Our designers define the Rugs are delivered to our
assortment and design fulfillment centers

products by choosing material,
design and quality.

6 Fulfillment
Rugs are stored in our fulfillment
centers, picked, and packed when

1 . customers place an order
End of life

The rugs are recycled or
destroyed when they are

. 7 .
no longer in use. Online stores

Our online stores
provide a broad
assortment of rugs

10 Re-use 9 USE & CARE 8 Deliveries

Our customers can give Our customers use and Our logistic partners
their rugs a new life in a care for the rugs in deliver rugs to our
new home their homes customers
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In 2022, we have deepened our analysis of Rugvista's potential to
influence the various parts of the value chain.

We have a direct impact on the following parts of the value chain:

1

Design

Our development work will continue
to focus on designing products that
provide sustainability benefits in
material selection, production, and
customer use.

5 6 8

Fulfillment & Transports

We intend to reduce the
environmental impact of distribution
through optimized packaging and
transportation choices that help
make our distribution as efficient as
possible.

2

Raw material

By working together with our
producers and sheep farms to find
ways to reduce methane emissions
from sheep, we contribute to reduced
greenhouse gas emissions.

7

Online stores

We will demonstrate how customers
can make sustainable choices by
highlighting information about

the sustainability of our products,
including information on how
customers can extend the lifespan of
their rug, offering the opportunity to
resell the rug, and providing guidance
on what to do when they no longer
want to keep it. Through these efforts,
we aim to promote more sustainable
behavior among our customers.

4

Purchasing & merchandise
planning

We will continue to focus on reducing
negative impact by developing
sustainable procurement processes
and planning for and maintaining a
sustainable product offering.

10

RE-USE

On our circular platform, Rugvista
RE.USE, customers can sell their used
Rugvista rugs for free or buy someone
else's. By providing this service, we
encourage our customers to extend
the lifespan of our rugs.

Rugvista Group | Annual Report 2022
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Climate change continues to be the most urgent long-

term challenge that the planet faces. The increasing level

of greenhouse gases in the atmosphere, where carbon
dioxide is the gas that contributes the most, means that the
greenhouse effect is strengthened, the climate becomes
warmer, and the average temperature increases. At Rugvista,
we continue to work to reduce our impact on the planet. In
the overall picture, the largest part of Rugvista's impact on
climate change is outside our own operations. Therefore,
itis essential to step up efforts to reduce greenhouse gas
emissions throughout our value chain. At the same time, it is
challenging since we do not have direct control throughout
the chain and need to cooperate with suppliers and other
partners to achieve change.

EXPANSION OF SCOPE 3

We calculate our carbon footprint based on the Greenhouse
Gas Protocol (GHG Protocol) standard - a global standard

for measuring, managing, and reporting greenhouse gas
emissions. Previously, the measurement and reporting of our
carbon footprint consisted of our direct climate impact from
owned and leased vehicles (Scope 1), our indirect climate
impact in the form of consumption of electricity, district
heating and cooling (Scope 2), and CO2 emissions generated
by the electricity used for production at our tier 1 suppliers,
product transportation, employee business travel, employee
commuting, and office supplies (Scope 3). In 2022, we took

Corporate Governance Report
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a comprehensive approach and are now providing much
more extensive reporting by supplementing calculations
that relate to the production of our materials (Scope 3).
As the scope of Scope 3 is expanded, the result cannot be
compared to previous years.

TOWARDS A CIRCULAR BUSINESS MODEL
A circular model optimizes resources and minimizes waste
so that resources are utilized for as long as possible before
they are recycled or reworked. At the same time, financial
stability can be maintained without being dependent
on finite resources. The ambition to achieve circularity
throughout the value chain does not only begin with the
design of our rugs but also by honoring and promoting the
long-standing tradition of craftsmanship in the rug industry.
Our rugs are designed to be used for many years, some last
for several generations and can be reused and given new life
in new homes. Thus, lifespan is an important key in our work
towards circularity.

It is our responsibility to increase the proportion
of circular materials, find new ways to use materials
and produce products, and to support and facilitate
maintenance, repair, reuse, restoration, and recycling of
the rugs we offer. We are aware that this change will take
time, but we still know that the change must take place for
both the planet's and the business's long-term survival. At
Rugvista, we focus on the following important areas:

Objective Goal Results

2030 2025 2022 2021
The proportion of recycled, reused, recyclable or sustainable natural 80% 75% 7% 70%
material of the total value proposition
% change of absolute CO2 emmissions in scope 1compared with base -50% -25% -50% -19%
year 2019.
% change of absolute CO2 emmissions in scope 2 compared with base -50% -25% -70% -43%
year 2019.
% change of absolute CO2 emmissions in scope 3 compared with base -50% -25% -40% -63%
year 2019 for the own business.
% change in CO2 emissions from rug purchases; intensity target per -50% -20% -1% Base year
square meter of rug sold compared with base year 2021 2021:

56 CO2e

Packiging made from circular or other sustainable material. 100% 100% 15% 0%
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Inspire customers to make sustainable choices

Our ambition is to help our customers make well-informed
purchasing decisions that also consider the sustainability

of the rug. We are firmly convinced that we can influence
the customer's decision by highlighting information about
the sustainability of our products, for example by informing
about the positive effect of choosing a rug made of recycled
material or older, restored rugs. By including information

on how the customer can take care of their rug, we help the
customer to give the rug a second chance in a new home and
thus avoid it ending up in a landfill, contributing to promoting
more sustainable behavior among our customers.

Old rugs are restored and given new life

Our suppliers purchase beautiful older unique wool rugs in
Asia and the Middle East. These can be restored in different
ways to get a new life with our customers.

The first category is older rugs that are still in good
condition. The restoration of older rugs can be done in three
different ways:

e Older unique wool rugs are washed to regain their shine

* Colored Vintage rugs are washed and dyed again.

» Patinarugs are restored by shaving the pile and dyeing it
again.

The second category is fine handmade rugs that have lived
for generations with people around the world but where
time begins to take its toll. When the rugs start to get worn
spots, they are salvaged and brought up by our suppliers, who
then use pieces of the rugs to create new beautiful unique
Patchwork rugs.

At the end of 2022, about 4% of our range consisted of
restored rugs that have been given a new life.

Extended lifespan for defective rugs

Since 2018, we have been cooperating with Godsinlésen
Nordic AB (GIAB), whose business idea is based on the resale
of residual or defective products to consumers. We send rugs
with some defects. GIAB sells the rugs at returhuset.se as well
as physically in their store Returhuset.

Rugvista RE.USE

In 2022, we launched a circular platform, Rugvista RE.USE, in
collaboration with Tradera. Here we inspire our customers
to make more sustainable choices by giving them the

opportunity to sell and buy Rugvista rugs without any charges,

Sustainability Report ———

which further extends the life of the rug in someone else's
home.

At Rugvista RE.USE, we also sell new rugs that may have
been advertised by a customer, not approved in internal
controls or, for example, shown signs of use in connection
with a photoshoot but are still in good condition to deserve
a second chance. We are also exploring the possibilities of
helping customers repair and recycle their rugs with the goal
of extending the lifespan and minimizing waste.

Packaging
All rugs are packaged before being shipped to the customer
to protect them from damage. We actively work to optimize
the amount and material of the packaging to ensure that
the rugs are protected during transport to the customer
while minimizing the negative environmental impact that the
packaging generates. We have set a goal that all our packaging
should be made of circular or sustainable materials by 2025.
In 2022, we started a packaging project aimed at minimizing
the environmental impact of waste from the packaging. Since
the spring of 2022, we have been using packaging material at
our warehouse for traditional rugs that contains 30% recycled
material called PCR. PCR consists of plastic packaging that
has been used for its intended purpose, recycled, and then
sent on for reprocessing, so-called mechanical recycling. The
material is transformed back into granules or pellets that can
be processed again. At our warehouse for design rugs, which
has a more automated packaging process, we have tested
packaging containing 15% post-industrial waste, abbreviated
PIR, during the last quarter of 2022. This plastic waste is
generally very clean and usually consists of one type of
plastic, making it more durable and therefore suitable for use
in the packaging machine that packages our design rugs.

MATERIALS AND FIBERS

The choice of materials is crucial to reduce environmental
impact. We know that we have a great responsibility,

in particular as this is an area that we are able to impact. In
2022, we therefore conducted life cycle assessments (LCA)
of five materials that are commonly used in our rugs: wool,
cotton, viscose, polyester, and polypropylene.

Alife cycle assessment is a holistic method for quantifying
the environmental impact of a material or product throughout
its life cycle. The analysis includes inputs and outputs from
relevant stages, from raw material processing to the end
of the product's life. According to the framework used, ISO
14040, 15 environmental impact categories were analyzed,
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including climate change, water use, ecotoxicity, and
resource use. The purpose is to gain a deeper understanding
of our environmental footprint in the value chain. This helps
us make conscious choices to reduce our impact in one

part of the chain without transferring it to another part. The
results also provide valuable insights into the impact of our
different materials that we can use in the design stage of
our rugs. We have also gained access to a simulation model
to compare the impact of different material choices.From
the results, we see that climate change is the environmental
impact category that is greatest for almost all the materials
studied. The exception is cotton, where water use is the
largest impact category, due to the heavy irrigation of cotton
plants. Climate change is also usually greatest early in the
life cycle during the raw material stage, where, for example,
grazing sheep emit methane gases that negatively affect our
climate. The exception is fossil-based materials, where any
combustion at the end of their life cycle also has a significant
impact on the climate.The results have also given us support
to initiate or continue ongoing measures to reduce our
environmental impact, with a focus on the following four
areas when it comes to materials:

1. Choosing "best-in-class" fibers and suppliers: emissions
from, for example, sheep farmers can vary depending on
how the farm and breeding are conducted. Innovations
such as a specific algae feed for ruminants to reduce their
methane emissions have also begun their commercialization
journey and may have an important impact on the climate
impact of wool. By intensifying collaboration with our
suppliers and their subcontractors and working together to
achieve our vision, we are taking important steps to reduce
our emissions.

2. Extending the lifespan of our rugs: by collecting and selling
used rugs, we can extend the lifespan of already produced
rugs. Similarly, by inspiring our customers to take care of
their rugs, their lifespan can be extended, thereby reducing
environmental impact by reducing waste.

3. Using recycled materials and designing mats that enable
recycling: Since a large part of the environmental impact

Corporate Governance Report
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occurs in the raw material stage of the value chain, we can
reduce our impact by using more recycled materials. By
comparing different materials in our simulation model, we
will also be able to understand the differences if we use, for
example, recycled polyester instead of newly manufactured
polyester. An important part is also to enable the material in
our mats to be recycled, something our design department,
together with our suppliers, has a key role in.

4. More fact-based fiber choices by designers and
purchasers: To make more sustainable choices in the
design and procurement process, an understanding of the
most relevant environmental issues per fiber is required.
Therefore, our procurement and design teams are working
with the sustainability department to increase the level

of knowledge in this area, where LCA is an important
contribution.The complexity of determining what is a

good fiber in relation to another is high as there are many
different parameters that come into play, such as lifespan
and raw material processing. With the knowledge we have
gained during the year, it has become clear to us that it

is important to work to improve the impact within each
respective material instead of comparing different materials
with each other.

We constantly want to increase the proportion of recycled
materials, which has the great advantage of waste material
not having to be incinerated and the use of new raw
materials decreasing. With products such as mats, where
long lifespan is common, our focus is also on increasing
the proportion of natural materials. These materials have
a positive impact on the durability of the products and
thus reduce the use of new raw materials over time while
being recyclable and naturally biodegradable. We are also
evaluating alternative materials, which in various ways are
more sustainable, for our mats.Our long-term goal is by
2030, 80% of our product offering will consist of recycled,
reused, or natural materials by 2030. When we finished
2022, we reached 71%, which is a slight increase from 2021.
Parts of our assortment come from more sustainable
sources in the form of reused rugs, including vintage,
patchwork, and recolored rugs.

Rugvista material mix (% of total gty in stock at the end of 2022)

Wool

Petroleum based fibers

Other natural fibers, e.g., cotton, silk, bamboo

4%
4%

Recycled materials & Reused rugs*

W 2022 ®2021

47%
44%
29%
30%
20%
22%

* Reusing carpets includes carpets that are older than a year and can be, for example, Patchwork, Vintage or re-dyed carpets. For a more detailed
description of the materials used in our carpets, please visit www.rugvistagroup.com.
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MATERIAL STANDARDS AND CERTIFICATIONS

Material standards and certification systems are important
in the efforts towards a more sustainable industry. All
suppliers must sign our supplier agreement, which specifies
that they are obligated to meet our quality, chemical, and
safety requirements. We continuously work to ensure that
our suppliers handle chemicals safely and correctly during
the production of our rugs.

Suppliers regularly test the rugs to ensure that they meet
chemical requirements, and we conduct regular tests at
accredited third-party laboratories and take samples during
production. We also periodically evaluate relevant material
standards that we believe can help the industry move
towards a sustainable future. You can read more about the
organizations and standards we currently rely on here:

RISE Chemical Group

Rugvista is a member of RISE, a network that develops
recommendations on chemical and environmental issues.

All our suppliers must sign a written agreement to follow

the Chemical Group's chemical restriction list that follows
EU legislation (REACH, BPR, and EU waste legislation) and
international chemical legislation (POPS). We try to stay up to
date on the latest developments through our collaboration
with RISE Chemical Group.

OEKO-TEX®

All machine-made rugs from Turkey are certified according
to STANDARD 100 by OEKO-TEX®, which means that the
product meets high human-ecological requirements,

Sustainability Report ———

namely they do not contain chemicals in quantities that are
harmful to health. The certification means that chemicals
in products must not exceed legally established limits, must
not contain prohibited substances, or other substances
that have been scientifically proven or suspected to have
negative health effects.

In December 2022, one of our largest suppliers in India
was certified according to STANDARD 100 by OEKO-TEX®,
and we are working to have two more Indian suppliers pass
the certification in 2023.

GRS

Global Recycled Standard (GRS) is a voluntary product
standard that checks and traces recycled raw materials
through the supply chain. It also includes process criteria to
prevent potentially harmful chemicals from being used and
ensure that production at facilities is positive for society or
the environment. It has been developed by the well-known
global organization Textile Exchange. A selection of our
current suppliers in Turkey applies this standard to products
made from recycled materials. We strive to use it for all
recycled fibers.

CARBON FOOTPRINT
Reducing Rugvista's CO2 footprint is a big challenge,
and by prioritizing emissions reduction throughout our
entire value chain, we can contribute to minimizing the
negative climate impact caused by our operations.

To increase our knowledge of our biggest climate impact,
we have conducted life cycle analyses on five of our most
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used materials. We have also included purchased materials
in our climate report, which results in a drastic change in the
distribution of our emissions. The most critical focus areas
for reducing our footprint are the choice of raw materials
and transportation.

Science-Based Target initiative (SBTi)

By setting goals and measuring our CO2 footprint, we can
systematically work to improve our carbon footprint and identify
high-priority areas. To accelerate our climate work, we are part
of the Science since 2021, an initiative that supports companies
to set climate goals in line with scientific models to meet the
ambition goals of the Paris Agreement. According to these, the

EMISSIONS SCOPES (BASED ON GHG PROTOCOL)

Corporate Governance Report
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Earth's temperature increase should be kept below 2 degrees,
and preferably not exceed 1,5 degrees.

Rugvista's science-based climate goals in scope 1and 2
have been approved by SBTi. We aim to reduce greenhouse
gas emissions by minimum 46% by 2030, with 2019 as the
base year. This concerns direct greenhouse gas emissions
from sources owned or controlled by Rugvista, such as
owned and leased vehicles (Scope 1), as well as our indirect
climate impact through the consumption of electricity,
district heating, and district cooling (Scope 2).In addition, we
have committed to measuring and reducing greenhouse gas
emissions in scope 3.

The GHG Protocol is the most widely accepted international reporting standard used to quantify and manage climate impact
emissions. The widespread use of the standard makes it easier to compare emissions.

The GHG Protocol divides a company's different climate impact emissions into three different scopes:

Financial Reporting

o

Scope 1

include the company's direct
emissions.

1

Scope 2

consist of indirect emissions from
purchased electricity, heat and

E=

NN

Scope 3

include other indirect emissions
as purchased goods and services,

cooling. purchased transportation,
business travels etc.

Climate footprint key data
Objective Results

2022 2021 2020
Ton CO2 in scope 1 5 8 10
Ton CO2 in scope 2 65 124 219
Ton CO2 in scope 3 51855 63120 n/a
% change in CO2 emissions in scope 1compared with last year -38% 45% -44%
% change in CO2 emissions in scope 2 compared with last year -48% -37% -10%
% change in CO2 emissions in scope 3 compared with last year -18% n/a n/a
% change in CO2 emissions in scope 1compared with base year 2019 -50% -19% -44%
% change in CO2 emissions in scope 2 compared with base year 2019 -70% -43% -10%
% change in CO2 emissions in scope 3 compared with base year 2021 -18% n/a n/a

Our total emissions mainly come from scope 3, which currently accounts for 99.9% of our measured footprint. In the 2022
reporting, the measurement was expanded to also include the impact of purchased materials. More information on the
different scopes can be found in the following section.
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About our data

We calculate our CO2 footprint according to the GHG
protocol and use the method where CO2 footprints are
calculated using documented emission factors. The emission
factors we use are obtained from public sources such as

UK DEFRA and Carbonfootprint.com. We are constantly
working to improve the quality and precision of our data by
updating data and emission factors as we gain insight into
the entire supply chain. In 2022, we chose to expand our
measurements further by also including purchased materials
in scope 3. These calculations have been made for both
2021and 2022, but for 2021, they were completed after the
publication of the sustainability report for 2021 and hence
are previously unpublished figures.

We will continue to be transparent about how we
calculate, learn, and adapt our approach as methods
improve. The comparability is affected by the changes
made by the expanded scope, changed calculation methods
between 2021 and 2020, together with the use of more
updated emission factors. To ensure comparability with
the baseline, we will review and update our historical CO2
figures over time.

Co2 emissions from Rugvista

Scope 1+2, tonCOZ2 Scope 3, tonCO2

250

70,000

Co2 emissions from Rugvista
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Emissions in scope 1and 2

Our CO2 footprint in scope 1and scope 2 currently includes
emissions from owned or leased cars, as well as electricity and
heating of our facilities in Malmo, consisting of offices and
warehouses. Compared to both 2021and our base year 2019,
emissions in scope 1+2 decreased. The reduction in scope 1,
which in Rugvista's case consists solely of company cars, is
explained by the increasing share of electric/hybrid cars. The
decrease in scope 2 is mainly explained by the installation

of LED lighting in our warehouses, as well as the switch to
renewable electricity in one of our facilities at the end of 2021.

Emissions in scope 3

Our different types of rugs have different manufacturing
techniques and methods, and all are needed to produce
the wide range of rugs that we want to offer our customers.
This leads to a diversity of material choices, production,
and logistics solutions that we need to manage in an
environmentally efficient way.

Including the impact of materials, the measured CO2
emissions increased by 95%. The impact of materials
accounts for 96% of scope 3. In addition to the impact of
materials, employees' commuting and business trips are also
included in scope 3.

Emissions from in and outbound
deliveries, including returns

tonCO2

3,500

200 56,000

2,800

160

42,000
100 28,000

50 14,000

2020 2021

2021 2022

% CO2 emissions per scope 2022
inscope 3, 2022

© 99,87% Scope 3
0,13% Scope 2
® 0,01% Scope 1

2,100

1,400

700

2022

2021
----- Change 2022 v/s 2021 «Change 2022 v/s 2021 «Change 2022 v/s 2021

2022

% of co2 emissions per category

® 95,9% Suppliers' operations
0,1% Commuting & business travel
® 4,0% Inbound and outbound deliveries
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Transportation and Employee Travel

Customers' demand for short lead times places high
demands on an efficient logistics chain, where sustainability
risks primarily consist of environmental and climate

impact emissions from shipping and trucks. Through

various logistical solutions, we constantly work to optimize
logistics and reduce our CO2 emissions in balance with the
customer's demand for fast delivery.

We monitor the CO2 footprint from incoming and outgoing
transportation, as well as from business trips and employee
commuting. In 2022, business travel and commuting totaled
40 tons of CO2, compared to 25 tons of CO2 in 2021. This
increase is mainly due to our employees returning to the
office after the pandemic, as well as being able to visit
our suppliers again after a long period of lockdown.Our
incoming and outgoing transportation emitted 2100 tons
of CO2 in 2022, compared to 3050 tons of CO2 in 2021, a
decrease of 31%. The reduction is mainly due to intensifying
our collaboration with transport companies that share our
sustainability ambitions and have a net zero emissions goal.
While optimizing routes and packaging are important parts
of reducing the footprint, emissions from the transportation
fleet ultimately have the greatest impact.

Returns

Return management is a sustainability challenge throughout
the entire e-commerce industry. We continuously work

on improving our webshop's product detail pages, so that
customers are assisted in making the right decision when
choosing a rug. This, in turn, will reduce the number of
unnecessary returns, which not only improves the customer
experience but also reduces CO2 impact. This initiative is
another step for us in incorporating our sustainable business
model. In 2022, we had an average return rate corresponding
to 15.8% (16%), a decrease of 0,2%.

Main focus 2023
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BIODIVERSITY

The rug industry has an impact on biological diversity,
especially in the production of fibers. An important measure
is to switch to fibers and materials that reduce the impact
on biological diversity. It's worth noting that sheep and
lambs care for landscapes and grazing areas, thus helping

to strengthen biological diversity. However, knowledge
about our products' impact on biological diversity needs to
increase. Investigating how we, together with our suppliers,
can contribute to improving biological diversity is something
we will prioritize in our upcoming sustainability work.

WATER

Water use and discharge to water is a local and global issue,
while the textile industry's production process is currently
highly dependent on water. We actively work to reduce
water consumption and discharge to water within the supply
chain. Suppliers are followed up through our auditing system
where regular assessments are made that water is handled
with consideration to the environment, including controls of
water treatment systems.

We also encourage our suppliers to collaborate with
subcontractors who actively work to reduce water
consumption. In India, for example, our largest suppliers
collaborate with a common subcontractor for yarn
dyeing. This supplier has implemented an environmental
management system and a closed water treatment system
that operates according to Sustainable Textile Water
Initiative's criteria for reduced water consumption.Although
ongoing progress is being made, we need to do even more
to understand local risks and contexts, as well as find new
ways to reduce water use and discharge to water. Material
selection is another example of how we can reduce our
water footprint.

The life cycle analyses conducted in 2022 have given us important insights into
what we need to focus on in 2023 to achieve our long-term goal of developing
a circular business model and reducing our environmental impact. For 2023,

this means the following main focus areas:

Financial Reporting

* Ensuring that we collaborate with
suppliers who share our ambi-
tious sustainability vision and
together with them, set an action
plan for how we can reduce our
scope 3 emissions, mainly by
identifying more sustainable ma-
terial choices and manufacturing
processes.

* Increasing the percentage of
recycled materials in our rugs.
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* Continuing the work of increasing
the percentage of recyclable rugs
and finding new ways to recycle
rugs made of different materials.

e Continuing the development
of our circular platform, Rug-
vista RE.USE, as an additional
step towards a circular business
model.

* Increasing the percentage of
packaging made from recycled
materials.
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