Annual report 2023
Europris ASA







Content

This is Europris

Key figures

Message from the CEO
Directors’ report

The board

Corporate governance
Sustainability report

The group management

Consolidated financial statements

Parent company financial statements
Declaration to the annual report

Alternative performance measures definitions
Independent auditor’s report

Shareholder information




Norway’s ﬂ discount variety Total operating
retailer LI\ income

Strong brand and loyal
customer base 9 467
4

Low prices and powerful

marketing and campaign engine m i I | i O n

Proven category
management model

Expanding store network
and e-commerce operation

Total employees

3,826 EBIT

Women 1,295
59% million

Men



Europris is Norway’s largest discount variety retailer by sales, featuring 282 stores throughout the country
where 257 are directly owned by the group and 25 operate as franchise stores. Its head office lies in
Fredrikstad, while the logistics centre is located in Moss. The group offers its customers a
broad range of quality own brand and branded merchandise across a wide range of & e ‘,"
product categories. Laundry and cleaning, pet food and accessories, storage, ‘# » y
confectionery and snacks, candles and interior and seasonal items are el . @)
defined as top-of-mind destination categories. FAW N

i ; ¥ i
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In addition, Europris has a 100 per cent stake in Lekekassen
(Toy Space), and 67 per cent stakes in Lunehjem, Strikke-
mekka (Yarnmania) and Designhandel. These are speci- 3 ®
alised e-commerce stores, concentrating on toys, DIY
and interior.

e

The group’s vision is to be the preferred choice -’
for those seeking convenient, intelligent and affor- s
dable shopping experiences. A key strategic
focus area for Europris is acting responsibly,
placing a strong emphasis on social and
environmental initiatives. The ambition is to be
recognised as a responsible and preferred e ¢
retailer providing sustainable and affordable
products for everyone.
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Furopris -
Norway's #1discount variety retailer

Founded by Listing on Oslo
Wiggo Erichsen Stock Exchange

Store #250

Acquired by IK Acquired 67% of
Investment Partners Lekekassen

1 million customer
Store #1530 club members

Acquired by Nordic Acquired 67%
Capital of Strikkemekka

JV with Tokmanni Acquired remaining
and opened Shanghai 33% of Lekekassen
sourcing office




Investment highlights
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Clear market Strong track Well managed Clear Committed
leader in a record with with proven operational to profitable
growing market over 30 years  ability to adaptto  and financial growth and cash
segment of consecutive  changing market strategy distribution
growth conditions
9.7bn*
More than 30 years
of consecutive growth
1992 > 2023

* Sales include the Europris chain (directly operated and franchise stores), Lunehjem (consolidated as of March 2021),
the Lekekassen group (consolidated as of August 2021) and the Strikkemekka group (consolidated as of July 2022)




Revenue, gross margin and net profit margin

DPS and EPS

NOK billion, %

9.4

2019
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Europris  Acquisitions Gross margin (%) Net profit margin (%)

2020 2021 2022 2023

Private label revenue and
share of total sales

Share of total sales
Private label sales, NOK bn

44, 45%

429 42%
% 40%
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Key figures

(Amounts in NOK million) FY 2023 FY 2022

GROUP KEY INCOME STATEMENT FIGURES

Retail sales 8,745 8,263
Wholesale sales 634 666
Other 88 87
Total operating income 9,467 9,016
% growth in total operating income 5.0% 4.3%
Cost of goods sold 5,276 4,833
Gross profit 4,191 4,183
Gross margin 44.3% 46.4%
Opex 2,222 2,132
Opex-to-sales ratio 23.5% 23.6%
EBITDA 1,970 2,051
EBITDA margin 20.8% 22.8%
EBIT (Operating profit) 1,295 1,440
EBIT margin (Operating profit margin) 13.7% 16.0%
Net profit 9209 1,042
Profit attributable to owners of the parent 909 1,020
Earnings per share (in NOK) 5.64 6.34
Dividend per share (in NOK) 3.25 3.75

GROUP KEY CASH FLOW AND BALANCE SHEET FIGURES

Net change in working capital 281 (374)
Capital expenditure 142 143
Financial debt 3,715 3,627
Cash 676 464
Net debt 3,039 3,163
- Lease liabilities* 2,669 2,537
Net debt ex lease liabilities 371 626
Cash and liquidity reserves 2,205 1,897

EUROPRIS CHAIN KEY FIGURES

Total chain sales 8,945 8,586
% growth in total chain sales 4.2% 0.2%
% growth in like-for-like chain sales 2.6% (1.1%)

Total number of chain stores at end of period 282 276
- Directly operated stores 257 249
- Franchise stores 25 27

For definitions and reconciliations of APMs, please see page 166.
*From 1 January 2023 lease liabilities include both non-current and current lease liabilities, and last year figures
are restated to also include current lease liabilities.




Message from the CEO

stronger than ever

We can look back on a strong year in a
demanding market. A growing customer base on the
back of a changed shopping pattern and increased
price awareness will carry us to new heights.

Our group plays an important role in the daily lives
of many people. With a total of 282 stores
spread across Norway, Europris delivers ;,p
low prices for consumer goods which
everyone needs and help
customers to pay less and have
more to spend every single day.

The low price and broad range
category is a growing part of the
retail sector, and is taking an
ever larger market share. Our
sales growth in the popular
broad-range category is greater
than that of Statistics Norway’s
category index. In other words, we’re
taking market share in an expanding
market.

Shopping cheaply has become synonymous with
shopping sensibly. The intelligent consumer is the
one who makes frequent use of a concept like ours.
That’s reflected in a five-per-cent increase in
turnover to some NOK 9.5 billion in 2023. A rising
number of shoppers have visited our stores and our
customer club has 1.5 million members.

We are a campaign-driven concept with a
substantial proportion of own brands. This harmo-
nises very well with the rapid changes to consumer
shopping patterns. In a more challenging economic
reality, our adaptability plays out through an
increasing share of campaign sales from the

marketing leaflet’s front page, a growing proportion
of sales from our own brands and, not least,
reduced sales of products with higher price points.
The sensible consumer is more selective and
price-conscious, and increasingly opts for a
low-price concept like ours — and we’re very grateful
for that.

But our customers are not
concerned with price alone. An ever
larger segment of our expanded
customer base wants sustainable
products. We have displayed a
willingness and ability to innovate
in this area, and continue to
expand our offering of sustain-
able products at attractive prices.
We've managed this in parallel
with  ever more  stringent
government  requirements  for
documenting the environmental impact
of our products. Our purposeful work on
sustainability has earned us an A- rating from
the CDP and an A mark from Position Green. We
also devoted substantial efforts during 2023 to
preparing science-based targets for our climate
goals, and look forward to submitting these for
approval in 2024.

Our brand has never been stronger. According to
the annual customer survey conducted by Essence-
MediaCom, we are regarded as the place for smart
shopping, attractive offers and welcoming sales
personnel. ’'m proud of this culture, and would like
to express great thanks to each and every member
of our workforce for the job they’ve done in 2023.
Your commitment has laid the basis of another
successful year for our group.



The past couple of years have probably had a
long-lasting effect on consumer behaviour, with
increased attention on seeking value for money. This
trend is likely to continue. Although many people
believe that interest rates have peaked and that
consumers will experience a rise in their real
incomes during 2024-25, we are convinced that the
shift towards low prices will persist. In our view,
experience from the pandemic and afterwards has
strengthened this trend. Players who offer a broad
range of products at lower prices will also be winners
in the years to come.

It will thereby be important to position ourselves for
continued expansion. We still see a substantial
growth potential in the Norwegian market. In
addition, we have decided to exercise our option to
acquire the remaining 80 per cent of the shares in
Runsvengruppen, which owns Sweden’s OoB. The
process for completing the acquisition has been
initiated.

The OoB concept is similar to that of Europris, and
exercising the option provides a unique opportunity

to enter the Swedish market. OoB is ranked as one
of the leading discount retailers in Sweden. It has
about 90 stores and an annual turnover of roughly
SEK 4 billion. We see a substantial potential for
improving OoB’s profitability through synergies,
strong store management, concept overlap, product
mix and a larger share of private labels.

We look forward to entering the Swedish market.
While preparing for this we, as always, will continue
to work tirelessly on securing a good product range
and offering to our Norwegian customer base and to
deliver on our motto that they should “pay less —
save more”.

o~
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Espen Eldal
CEO of Europris ASA
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Directors’ report

Highlights of 2023

The Europris concept proved relevant in a challenging
retail market during 2023, as demonstrated by a higher
footfall and a continued increase in members for the
Mer customer club. That reflects a consistent execution
of the strategy, with continuous product-category
upgrades and the strengthening of Europris as a
shopping destination. The group’s highly competent and
capable employees demonstrated a strong operational
performance, and the EssenceMediacom Brand Tracker
for 2023 found that customers have never had a more
positive impression of Europris.

At the end of 2022, the outlook was that 2023 would
be difficult for household finances and the group was
prepared to fight for its share of the consumer’s wallet.
Attention was accordingly shifted more towards
everyday consumables and private labels, and to
campaign sales. Predicting volumes has become
something of an art in the prevailing market conditions
— as expected, customers held back on investment
purchases through the summer season, while certain
seasonal items sold better than the group had expected
in the run-up to Christmas. Sales of products with a
price point above NOK 1,000 declined by 6.7 per cent in
2023, but constituted only three per cent of the chain’s
total sales. The group’s strategic choices for volumes
and product mix supported sales growth during 2023,
and it also exited the year with healthy inventories and a
strong cash flow performance.

Group sales grew by five per cent in 2023 (four per
cent adjusted for the acquisition of Strikkemekka in
2022). While the chain saw sales growth, top-line
development was tougher for the pure play online
companies. The Europris chain had a total sales growth
of 4.2 per cent and a like-for-like increase of 2.6 per cent
for the full year. Growth was driven especially by
campaign sales from the front page of the marketing
leaflet, consumables and private labels. Like-for-like
traffic was higher than the year before. The basket was
also larger, with an increased average price per item
offsetting a reduced number of articles.

Margins were under pressure for a variety of reasons
throughout 2023, reflecting both external factors and the
group’s strategic decision to concentrate more on
consumables and campaign sales. Price competition
was intense during the first half of the year, and the
effect of this was enhanced by the skewing of the

product mix towards consumables. Margins on summer
sales were negatively affected by seasonal product
overliers from 2022 which carried higher freight costs.
Throughout the year, margins have also been under
pressure from higher input costs owing to a weak NOK.
Overall, the group is satisfied to have kept margins
above pre-pandemic levels despite the contrary
headwinds and a dilutive effect from acquisitions of pure
play companies in recent years.

The year 2023 was the first full 12 months since 2019
with no restrictions in society related to Covid-19. Chain
sales were up 36 per cent compared with 2019, thereby
outperforming the variety retail discount market
(measured as a stacked growth of 23 per cent for
2019-23, according to Statistics Norway).

Growth for the Europris chain in 2023 developed
favourably compared with both the overall variety retail
segment and total retail. Chain performance was almost
on a par with total growth for shopping centres, while
groceries showed higher growth.

Sales growth to December 2023 2022
Virke: total retail* +2.2% +2.6%
Virke: groceries*® +7.7% -3.0%
Virke: variety retail* +2.9% +1.8%
Kvarud shopping centre index** +4.3% +4.4%
Europris chain +4.2% +0.2%

* Virke retail index (using figures reported by Statistics Norway)
** Kvarud Analyse shopping centre index

Expansion of both low- and high-bay areas at the
central warehouse in Moss was completed in 2023.
Automation of the expanded high-bay area is expected
to be completed in the first quarter of 2024. After a
journey of several years from five warehouses to one, all
operations were finally concentrated at the facility in
Moss during the second half of 2023 (the lease for the
old central warehouse runs until 30 June 2024).

Europris is a responsible employer, and the satis-
faction of its employees is of great importance. It was
pleasing to see that employees remained very satisfied
in their responses to the annual survey for 2023.

Sustainability is an important part of the group’s
strategy, and it works systematically to mitigate
emissions. Europris is committed to cut CO, emissions
in line with the Paris agreement, with the ambition of
reaching net zero by 2050. En route to achieving



reduction targets approved by the science-based
targets initiative (SBTi), the group conducted a
substantial mapping of its scope 3 emissions in 2023.
This is an important step in the process of developing
and delivering the application for near- and long-term
targets. Measures to reduce the group’s environmental
footprint continue to give results, and GHG emissions
were cut by 12 per cent in 2023 (13 per cent in 2022).
More about these results can be found on pages 59-68.

The group recognises the urgency of adapting its
business model and improving climate resilience.
Europris therefore conducted an analysis of climate-
related risks and opportunities in line with the
recommendations of the Task Force on Climate-related
Financial Disclosures (TCFD). This marks a significant
milestone in the group’s sustainability work, further

strengthening its commitment to sustainable operations.

Although emissions are highest for products sourced
by the group, it still recognises the importance of
reducing emissions in the entire value chain. Europris is
proud to be one of the first retailers in the world to
replace fossil fuel with green biofuel for deep-sea
shipping between Asia and Europe, thereby reducing
emissions from these voyages by 90 per cent.

It is important for the group to also be transparent
with customers about its efforts to be a socially and
environmentally responsible organisation. Efforts have
been made to improve in-store communication for

reaching customers, with work here launched in the
second half of 2023. Information on the group’s
websites about what Europris does with regard to these
topics has also been improved.

Compliance with international sustainability standards
is of great importance to the group, and it is proud to
have achieved an A- score for its carbon disclosure
project (CDP) reporting in 2022. An A score was also
received for its 2022 sustainability report in Position
Green’s annual analysis of ESG reporting by the 100
largest companies on the Oslo Stock Exchange.

The group is on a journey to modernise its IT
platform. In 2023, the ERP system was successfully
upgraded. The project to modernise point-of-sale
technology in the stores, involving changes to both
software and hardware, progressed as planned and
continues in 2024. Planning for the upgrade of the
accounting and reporting system was pursued in 2023,
and this project is expected to be finalised in the first
half of 2025.

In addition to taking over one franchise store, Europris
acquired the remaining 33 per cent of Lekekassen on
28 March 2023 and from then on had full ownership.

In January 2024, the group called on its option to
acquire the remaining 80 per cent of Swedish retailer
OoB, and the transaction will be finalised in 2024 (see
note 16 for more information).




Europris completed its refinancing on 30 June 2023.
The group holds interest rate swaps from the previous
refinancing, with NOK 300 million expiring in July 2027
and NOK 300 million in July 2030. The group has a
solid financial foundation and is well positioned, with a
large headroom to its covenant (see note 23 for more
information).

The conflicts in Ukraine and Gaza have had no direct
impact on the group. It no longer sources any products
from Russia. Shipping from Asia to Europe has been
routed around the Cape of Good Hope, with an increase
of up to two weeks in transit time, and Europris is
exposed to the rise in shipping costs as a result of these
conditions.

Business operations and strategy

Europris is Norway’s largest discount variety retailer
by sales. It offers its customers a broad range of quality
owned brands and brand-name merchandise, sold
through the Europris chain which consists of a network
of 282 stores throughout Norway. Of these, 257 are
directly owned by the group and 25 operate as franchise
stores. In addition, Europris is full or partial owner of the
e-commerce companies Lekekassen, Lunehjem,
Strikkemekka and Designhandel. The group’s head
office is located in Fredrikstad, Norway. The group had
around 3,800 employees in 2023.

Europris has a flexible business model which delivers
a unique value proposition for shoppers by offering a
broad range of quality private-label and branded
merchandise across 15 product categories. The stores
are designed to facilitate a consistent, easy and efficient
shopping experience with a defined layout, making use

The group’s key strategic initiatives are:

Strengthen price and
cost position

Improve customer
experience

of distinctive shop-in-shop concepts. Category
upgrades in the stores are important for staying relevant
and delivering a good customer experience. Europris is
a campaign-driven low-price retailer, and strives to
ensure that advertised products are readily available to
customers across all its stores throughout the weekly
campaign period.

The group employs a low-cost operating model, with
attention concentrated on efficiency across the entire
value chain from factory to customer. It aims to maintain
a low cost base through optimised and efficient
sourcing, logistics and distribution processes. Goods
are mainly sourced directly from suppliers in large
volumes. High-quality sourcing and development of
private label products are central to the group’s value
proposition, and it benefits from its long-term joint
sourcing partnership with Tokmanni of Finland and
more recently Sweden’s OoB. Acquiring pure play
online companies has also provided synergies for all the
parties concerned through joint sourcing of products
and services. In addition, the Lekekassen acquisition
has given Europris access to strong brands in the toy
category which are now included in the product offering
at the Europris stores.

The group contributes to local communities by
supporting such activities and organisations as sports
clubs, humanitarian and charitable organisations and
cultural festivals. Through its agreement with the City
Mission of the Church of Norway since 2016, the group
helps to improve conditions for people in difficult
circumstances. Its membership of the Norwegian
Retailers Environment Fund allows it to contribute to
local and global initiatives on reducing plastic waste.

211
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Acting responsibly is a key part of the group’s strategy, and includes the following main areas:

Environment (E) Social (S)

x

Our climate profile

Reduce emissions in line
with the Paris agreement
with ambitions of reaching
net zero by 2050

”\J!
Our products

Give everyone the oppor-
tunity to make sustainable
choices, and be a pioneer
for affordable sustainable
products

Our people

Being an attractive place
to work, where employees
thrive and experience
personal development

£ £

Our social responsibility

Contribute positively to
people and the environ-
ments in the many local
communities we are

a part of

Governance (G)

Sustainability is an integrated part of the strategy and value chain, and shall naturally be a part of the governance

and all the decision-making processes throughout the company

The group’s sustainability report is structured in accordance with these four areas.

Operational review
Concept and category development

Campaigns and seasons are important for driving
footfall to stores. Owing to the economic environment
during 2023, campaigns were somewhat skewed
towards relevant consumables needed on a daily basis
in order to strengthen relevance even further.

Concept and category development is important for
maintaining Europris as a desired shopping destination.
In 2023, the laundry and cleaning category was
upgraded during the first quarter and had the highest
sales growth for the year. The personal care category
was upgraded towards the end of the third quarter and
showed above-average sales growth in the fourth
quarter. The three categories upgraded in 2022 — pet
food and accessories, handyman and DIY, and toys — all
showed above average sales growth in 2023.

e-CRM

The Mer customer club had almost 1.5 million
members at 31 December 2023, up by 19 per cent from
the year before. Member-only offers have proven to be
an accelerator for recruitment. Mer members continue
to be more loyal to Europris overall, with a higher
shopping frequency and a larger average basket value
than non-members. Close to 50 per cent of chain sales
in 2023 were to members.

More than 800,000 people subscribe to weekly digital
newsletters. The group has continued to work on
improving the personal experience for those exposed to
electronic newsletters. Enrichment of customer data is
an important part of being able to deliver segmented
— and thereby more relevant — customer communi-
cation. Tests have shown that more relevant communi-
cation has a positive impact on opening and click rates,
in addition to the number of store visits and basket
value. Personal product recommendations have also
been tested, but remained in an early phase during
2023 with own employees used as a test group.

Use of social media by stores locally has increased
the number of viewings on these platforms. Social
media are important for a broader reach.

E-commerce

Europris believes that online shopping is more of a
“specialist’s game”. During 2023, it continued to adjust
its product offering for online shopping at Europris.no
and only selected categories are available for purchase
online. The primary focus for its website is to provide
customers with the information they need, start them on
their customer journey and attract them to the stores.

E-commerce sales in the group amounted to NOK
907 million in 2023, a rise of 6.4 per cent. Excluding
structural growth from the acquisition of Strikkemekka,
sales declined by 3.4 per cent.




The Lekekassen group had sales of NOK 609 million
(NOK 622 million) for 2023 as a whole, a decline of 2.1
per cent. Sales fell in Norway and Sweden while
Denmark witnessed a slight increase. The gross margin
declined, but lower volumes and strict cost control
reduced Opex. EBITDA was NOK 93 million (NOK 99
million).

Strikkemekka's sales for 2023 as a whole amounted
to NOK 188 million (NOK 193 million), down by 2.6 per
cent. Sales from the knitting business fell in Norway but
rose in the Swedish and Danish markets, which were
entered in the fourth quarter of 2022. EBITDA was NOK
9 million for 2023 (NOK 7 million).

NOK million 2023 2022 Change

E-com sales* 907 853 +6.4%

Percentage of total group sales

9.6% 9.5% +0.1%-p

* Europris online sales and sales from pure play companies
(the Lekekassen group, the Strikkemekka group and Lunehjem).
Note: Strikkemekka was consolidated from July 2022.

Store estate

Europris opened a total of seven new stores in 2023.
At 31 December 2023, the chain had a total of 282
stores, of which 257 were directly operated and 25 were
franchises. Europris has a healthy pipeline of new
stores, and the board has approved an additional six for
2024 and beyond. Two of the planned new stores are
subject to a planning permission process.

New store openings in 2023

Month Store County
January Froland Agder
March Grensen — city store Oslo
June Dombas Innlandet
June Hamar Innlandet
September Triaden (Larenskog) Viken
October CC Drammen Viken
November Rognan Nordland

Europris constantly pays close attention to the health
of the store portfolio and its attractiveness to customers,
and a total of five stores were relocated, one expanded
and nine modernised in 2023. One store was closed,
following an accident which led to the shopping centre
being demolished.

Financial review
Income statement

Total operating income for 2023 amounted to NOK
9,467 million (NOK 9,016 million), up by five per cent.
Excluding the acquisition of the Strikkemekka group,
which was consolidated from July 2022, sales rose by
four per cent. The Europris chain saw a like-for-like
sales increase of 2.6 per cent.

Gross profit for the group amounted to NOK 4,191
million (NOK 4,183 million). The gross margin was 44.3
per cent (46.4 per cent), a reduction of 2.1 percentage
points. That reflected a higher campaign share and
changes to the product mix, in addition to higher input
costs and price competition. The group recognised a
net unrealised loss of NOK 14 million (loss of NOK 14
million) on currency hedging contracts and accounts
payable.

Opex came to NOK 2,222 million (NOK 2,132 million).
This represented an increase of 4.2 per cent from the
same period of the year before, but was up by 2.5 per
cent excluding the acquisition of the Strikkemekka
group. The number of directly operated stores rose from
249 to 257. Operating expenses came to 23.5 per cent
(23.6 per cent) of group revenue.

EBITDA was NOK 1,970 million (NOK 2,051 million),
down by NOK 81 million or four per cent. The EBITDA
margin was 20.8 per cent (22.8 per cent), a reduction of
two percentage points.

EBIT was NOK 1,295 million (NOK 1,440 million),
down by NOK 145 million or 10 per cent. Depreciation
increased by NOK 64 million, mainly from lease liabi-
lities. The EBIT margin was 13.7 per cent (16 per cent).

Net financial expenses came to NOK 191 million, up
by NOK 83 million. Net unrealised loss on interest swaps
was NOK 5 million in 2023 (unrealised profit of NOK 39
million). The group has interest-rate swap agreements
totalling NOK 600 million, covering 60 per cent of the
Europris term loan.

The group recorded an estimated loss of NOK 11
million (profit of NOK 4 million) on its 20 per cent stake in
Runsvengruppen AB (OoB), based on preliminary and
non-audited figures from this associated company. In
addition, a write-down of NOK 43 million has been



booked on the 20 per cent stake in OoB because of
weaker results. This is more than offset by a booked
value of NOK 102 million from the valid option to acquire
the remaining 80 per cent. See note 16 for more infor-
mation.

Net profit for the full year was NOK 909 million (NOK
1,042 million). Net profit attributable to owners of the
parent company was NOK 909 million (NOK 1,020
million). The share of profits to the minority was smaller
in 2023 than the year before owing to the acquisition of
the remaining 33 per cent of Lekekassen in 2023.

Earnings per share in 2023 were NOK 5.64, compared
with NOK 6.34 in 2022.

Cash flow

Cash flow from operating activities for 2023 was NOK
1,769 million (NOK 1,248 million). The improvement from
the same period of the year before reflected the net
change in working capital.

Net change in working capital was positive at NOK
281 million (negative at NOK 374 million). Net working
capital in 2023 was positively affected by reduced
inventory levels, while 2022 was negatively affected by
seasonal summer overliers. The inventory level is
healthy, with value and volume lower than the year
before.

Net cash flow used in investing activities was negative
at NOK 358 million (negative at NOK 209 million). The
group acquired the remaining 33 per cent of
Lekekassen for NOK 212 million in 2023, and 67 per
cent of the Strikkemekka group for NOK 88 million the
year before.

Capital expenditure amounted to NOK 142 million
(NOK 143 million).

Net cash from financing activities was negative at
NOK 1,199 million (negative at NOK 1,144 million). A
dividend of NOK 604 million was paid in 2023 (NOK 644
million). A dividend of NOK 20 million (NOK 16.5) was
paid to non-controlling interests in subsidiaries, while
NOK 530 million (NOK 482 million) in principal was paid
on lease liabilities.

The net change in cash for 2023 was an inflow of
NOK 212 million (outflow of NOK 106 million).

Financial position and liquidity

Financial debt at 31 December 2023 came to NOK
3,715 million (NOK 3,627 million). The group completed
its refinancing at 30 June 2023 (3+1+1 year facility
arrangement).

Net debt at 31 December 2023 amounted to NOK
3,039 million (NOK 3,163 million). Adjusted for lease
liabilities, net debt was NOK 371 million (NOK 626
million).

Cash and liquidity reserves for the group at 31
December 2023 amounted to NOK 2,205 million (NOK
1,897 million).

Equity

Equity at 31 December 2023 was NOK 3,612 million
(NOK 3,283 million), representing an equity ratio for the
group of 38.8 per cent (35.6 per cent). The increase in
equity derived mainly from the net profit of NOK 909
less NOK 624 million in total dividend paid (including
dividend to non-controlling interests in subsidiaries).

Pursuant to section 3-3a of the Norwegian Accounting
Act, the board confirms that the financial statements
have been prepared on the assumption that the group is
a going concern, and that it is appropriate to make that
assumption.

Parent company and
allocation of profit

The parent company, Europris ASA, is a holding
company with financial activities and corporate
functions. The company received dividend and group
contribution of NOK 558 million (NOK 639 million).
Europris ASA posted a profit of NOK 584 million for
2023 (NOK 616 million).

The board proposes the following allocation
(NOK million):

Ordinary dividend 543
Retained earnings 4
Total 584

The Europris group achieved a profit of NOK 909
million in 2023. Profit attributable to the owners of the
parent company amounted to NOK 909 million.




The board of Europris ASA will propose an ordinary
dividend of NOK 3.25 per share for 2023 to the general
meeting. This represents an 18 per cent increase from
the ordinary dividend of NOK 2.75 for 2022, but is 13 per
cent below the total dividend of NOK 3.75 in that year.
The dividend amounts to NOK 523 million excluding
treasury shares (NOK 604 million) and represents a
pay-out ratio of 57.6 per cent of the majority’s share of
the profit (59.1 per cent).

Organisation and corporate
social responsibility

Employees and training

The group had 3,826 employees, of whom 59 per cent
were women. Employee engagement surveys for 2023
yielded strong results, in line with the strong scores from
earlier years. Employees are very satisfied with their
working day, have a high level of job satisfaction, and
feel well equipped to manage their work. It is also
reassuring that employees report they are very satisfied
with their managers.

Europris pays great attention to developing its
employees. The combined strategy and training
programme for around 60 managers continued in 2023.
This aims to ensure a leadership culture which contri-
butes to relevant innovation. Attention in 2023 was
devoted to implementing the group’s recently launched
leadership principles, combined with how to develop the
business model in order to stay relevant in the future.
Special attention was given to strengthening Europris as
an important contributor to the local communities it
forms part of, in line with the group’s strategy.

Store managers were gathered twice for two days to
receive relevant training in 2023. Among topics were
preparations ahead of important seasons and improving
skills under the “lean” heading to enable better adoption
of this framework in store operations. Ninety-seven per
cent of the store managers passed the lean yellow belt
examination in 2023. Mentors assist regional managers
in training and coaching of store managers, and they
received extra training during the year. All store
employees are given relevant training ahead of the
important summer and Christmas seasons in order to
be better equipped to assist and provide service to
customers.

It is important that employees are well aware of ethical
and other guidelines and policies, and Europris
launched a gamification of relevant policies in order to
ensure a higher level of understanding. This exercise
will be repeated annually to ensure that it stays
top-of-mind for all personnel.

Health and safety

The group pays great attention to avoiding and
reducing sickness absence. It was rewarding to see
positive results from this work, with a decline of 1.3
percentage points to 7.8 per cent in 2023. Structured
efforts to prevent and reduce absences will continue in
2024,

Sickness absence
Group

2023
7.8%

2022
9.1%

A total of nine lost-time injuries were recorded in
2023. Europris has a zero vision for injuries, and each
case is evaluated immediately so that any possible
corrective actions can be implemented as soon as
possible in order to avoid injuries from similar situations
in the future.

Equal opportunities and discrimination

The group’s policy is to promote equal human rights
and opportunities, and to prevent discrimination on the
grounds of gender, pregnancy, maternity or adoption
leave, caring duties, ethnic, national or political affili-
ation, gender identity and expression, disability, sexual
orientation, age or combinations of these. The group is
working actively to apply Norway’s Equality and
Anti-Discrimination Act to its business, including in
recruitment and promotion, training and development,
pay and working conditions, and protection against any
type of harassment.

Europris is a workplace with equal opportunities in all
areas. Where gender equality in Europris ASA, the
parent company, is concerned, women accounted for 43
per cent of directors in 2023. Actual conditions in the
organisation related to gender equality, and the
measures taken to fulfil the duty to act in accordance
with section 26 of the Equality and Anti-Discrimination
Act, are described in more detail in the section on “Our
people” (see page 77).



Environment, business ethics and
corporate social responsibility

Europris continues to strengthen the attention it
devotes to sustainability and has increased the organi-
sation with new posts. Replacing fossil fuel with green
biofuel for deep-sea shipping between Asia and Europe,
installation of solar panels at the warehouse in Moss
and further strengthening recycling at the stores, the
warehouse and the headquarter were some of the
environmental achievements in 2023. Europris repeated
its annual sustainability week for all employees in 2023.
The goal is to increase awareness of and knowledge
about all environmental, social and governance (ESG)
issues throughout the organisation. More information
about the group’s sustainability work and results can be
found in its sustainability report from page 35.

The group does not pollute the natural environment
beyond the level considered normal for its type of
business. It works actively to prevent adverse environ-
mental effects and ethics-related issues, human rights
violations and corruption. Europris works with suppliers
to ensure that products are produced in clean and safe
environments, that workers are treated with respect and
earn a reasonable wage, and that suppliers work within
relevant local laws and regulations.

The Transparency Act came into effect in Norway on
1 July 2022. Its purpose is to promote respect by
companies for basic human rights and decent working
conditions along supply chains. As a member of Ethical
Trade Norway, the group is committed to working
actively on due diligence for responsible business
conduct in addition to adhering to such international
guidelines and standards as the OECD, the UN Guiding
Principles on Human Rights and the Paris agreement.
Europris has drawn up its own policy and guidelines for
ethical trade (code of conduct) and also aims to ensure
that suppliers are certified through Amfori BSCI where
relevant. The due diligence assessments made by the
group in accordance with the Transparency Act are
publicly available at Europris ASA - About us -
Corporate Governance - Policies. More information in
this area can also be found on page 86.

Pursuant to section 3-3c of the Norwegian Accounting
Act, the board has drawn up guidelines for business
ethics and corporate social responsibility. The main
principles are covered in the company’s sustainability

policy, available on its website at https://investor.
europris.no. Europris’ activities in the area of corporate
social responsibility, including human and labour rights,
the working environment, equality, discrimination,
anti-corruption and the natural environment, are
described in more detail in a separate section of this
annual report (see page 84), and can also be found on
the company’s website at Europris ASA - About us

- Corporate Governance - Policies.

Corporate governance

The board and executive management of Europris
ASA review the group’s corporate governance principles
annually. Reporting accords with section 3-3b of the
Norwegian Accounting Act and the Norwegian code of
practice for corporate governance as updated most
recently on 14 October 2021. See pages 26-33 for a
detailed statement on corporate governance at Europris.

Europris ASA has taken out a directors’ and officers’
liability insurance policy for the group and its subsidi-
aries. This covers legal costs and personal liability for
directors and officers arising out of possible claims
made against them while serving on a board of directors
and or as an officer.

Transactions with related parties

No significant transactions were conducted with
related parties in 2023.

Risk and risk management

The board pays great attention to risk in the value
chain, risk management and internal control proce-
dures, and reviews the group’s risk register annually.
Risk classification is subject to periodic review by
management to identify any change in classification
and to follow up any actions agreed in order to mitigate
risks. For each key category, risks are identified and
classified in accordance with the likelihood of their
occurrence and the potential impact should they occur.
The risk register concentrates on the following key risk
categories: financial, market, operational and strategic.

Some of the most central topics on the agenda for the
Europris group in 2023 were cyber and climate-related
risks. The former is considered one of the most
important risk factors, and the group is continuously
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working on risk-mitigating actions and preventive
measures.

The risks associated with climate change go beyond
physical threats, where a broad category of climate-
change hazards called transition risk is receiving
increased attention. This is the potential cost to society
of evolving to a low-carbon economy in order to mitigate
climate change. Such costs can arise from changes to
public sector policies, innovation, changes in the
affordability of existing technologies (in other words,
technologies which make renewable energies cheaper
or allow for the removal of greenhouse gas emissions),
or investor or consumer sentiment related to a greener

environment (for example, a desire or requirement to
divest assets, such as the equity of companies with
activities which hasten climate change). Where trans-
ition risk is concerned, uncertainty prevails about the
future pathways for a transition to net zero which will
potentially lead to adverse economic and societal
impacts in a much shorter time frame than the physical
risks posed by climate change. Europris is in process of
evaluating the most important climate risks and is well
positioned with regard to responding to these. More
information in this area can be found on pages 67-68.

Financial risk
Risk type Description of risk Risk governance
Interest rate Interest-rate volatility affect-  The financial policy includes hedging interest rates. Sixty per cent of the group’s long-term
risk. ing the group’s interest costs. loans are currently hedged: NOK 300 million maturing in 2027 and NOK 300 million maturing
in 2030.
Liquidity risk. Increased indebtedness Projected cash flows are updated regularly, and the group has sufficient cash and credit facil-

affecting the group’s ability
to grow and posing a threat
of breaching financial cov-

enants.

ities available. Facilities were refinanced in 2023 and Europris has a solid financial position.

Risk of customers
defaulting.

Credit risk.

Europris has limited exposure to credit risk. The clear majority of revenue transactions are set-
tled by debit card or in cash. Trade receivables relate mainly to the group’s franchisees (only

25 out of 282 stores), where losses on trade receivables have historically been limited. Sales
to B2B customers are a very small part of total revenues and historically involve limited losses.

More details about financial risk management and related risks can be found in note 2 to the consolidated financial

statements.
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Market risk

Risk type

Description of risk

Risk governance

Natural disaster,
extreme weather,
conflict,
pandemic, etc.

Natural disasters, extreme
weather and conflicts may
affect the production and
supply of goods. It could also
impact customer footfall.

A pandemic, depending on
restrictions imposed and
customer behaviour, could
have either a positive or a
negative effect.

Europris has many suppliers, who are located in different geographic regions. The probability
that the entire value chain will be affected by the same issue/at the same time is therefore
relatively low. The group can adapt its range and campaign offering on the basis of available
goods. Online shopping and click and collect can also be offered to customers as a substitute
for shopping in physical stores. Extreme weather is likely to be more frequent, with for instance
customers being advised to stay at home. It is however, not considered likely that this will
last for a longer period of time and for the entire country at once, thus the risk is considered
manageable.

The group’s store network is spread over a large geographical area and consists mainly of
independent stores outside shopping centres, thereby limiting the risk that many of them will
be affected by the same restrictions simultaneously.

The majority of the range consists of low-price products which all households need in their
everyday lives.

Macroeconomic
environment.

Changes in the macro-
economic environment which
reduce consumer spending.

The Europris concept is resilient in uncertain times, with a wide and accessible store network,
a broad product offering at low prices, and attractive campaigns. A wide range of products
and price points allows customers to trade up and down. The operating model is based on
low costs to keep sale prices as low as possible. Forecasting and planning models are de-
tailed so that the group can react fast if the economic outlook changes.

Competition.

Significantly increased
competition in the market.

Management follows developments in the market closely through regular reporting of market
data as well as through its own competitor analyses. Price surveys are conducted syste-
matically to monitor the group’s competitiveness on a continuous basis. Category develop-
ment is an important element, where Europris can, if desired, reduce its product offering
in categories facing strong competition while introducing new products in categories where
competition is less fierce.

Digitalisation.

Change in shopping
patterns as a result
of digitalisation.

Europris has strengthened its online presence in some categories through the acquisition of
Lekekassen, the Strikkemekka group and Lunehjem. Where sales of products from Europris.
no is concerned, parts of the product portfolio are available for click and collect in the stores
or for home delivery. Low-value products, less exposed to online shopping, account for a
large part of the range. This website’s main function is to provide customers with good infor-
mation and to use e-CRM to expand footfall to the physical stores.

The number of members in the Mer customer club has reached almost 1.5 million, and an
e-CRM system which permits personalised direct marketing is in place. Marketing is directed
to a greater extent at social and digital media.

Sustainability.

Change in shopping
patterns as a result
of sustainability
considerations.

Sustainability forms an integrated part of Europris’ strategy and is taken into account in
product development and strategic initiatives. In 2022, the group’s key strategic priority
areas were updated to highlight the sustainability position as an integrated part of the
group’s strategy.

Europris’ ambition is that, over time, all products sourced from the Shanghai office will come
from certified factories (primarily the Business Social Compliance Initiative (BSCI)). The
group also conducts its own audits with its team at the Shanghai office and has several
employees at this office dedicated solely to sustainability and supplier quality. A packaging
expert, whose main job is to reduce packaging and contribute to more efficient transport and
thereby cut CO, emissions, is also in place at the Shanghai office. Detailed programmes for
reducing waste and energy consumption are in place for the stores, the logistics centre and
head office.

Purchasing
prices, including
currency, and
overall cost
development.

Increased purchasing
prices, including currency
rate volatility, and rises

in other costs.

Purchase prices and general cost developments will affect competitors in the same way,
and historically these types of cost increases have been absorbed by the market. To reduce
foreign currency risk, the group’s financial policy (approved by the board annually) includes a
currency strategy. Purchase orders in USD and EUR are hedged for up to six months, which
allows sufficient time to adjust the retail price. Historically, this has proved to work well during
periods with large fluctuations in the currency market.
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Operational risk

Risk type

Description of risk

Risk governance

IT infrastructure,
including cyber
risk.

Damage to IT
infrastructure.

Europris has good routines for backup and data security. Extensive IT security tests, both
physical and digital, are carried out and deviations handled and improved on an ongoing ba-
sis. Europris has agreements with third-party providers to monitor logs continuously for rapid
identification of any security breaches, and a cyber incident agreement which ensures swift
assistance should anything arise.

The group is well on its way when it comes to IT system upgrades, and completed the upgrade
of the ERP system in 2023. Training of employees is done on a continuous basis, as a preven-
tive measure and to remind them of cyber risks.

Central infra-
structure, property.

Loss of operating facilities
affecting operations or
causing serious injury to
employees.

The group’s buildings are properly protected against fire, and fire drills are conducted reg-
ularly. The group’s assets are covered by full-value insurance in addition to business inter-
ruption policies.

Product risk,

food risk, harm

to people, animals,
the environment or
property.

Risk if a product harms
people, animals or the
environment.

Europris uses reputable suppliers who are well-established and have good expertise about
their categories and product types. The majority of products sourced from the Shanghai
office are from certified factories (primarily BSCI), in addition to being audited by the team at
the Shanghai office. The group performs quality tests before approval and sale of products,
in addition to planned random testing of food products. Suppliers with high-risk products are
followed up tightly. Routines for product withdrawals are established. Europris has insurance
to cover product risk and any consequential damage.

Supply chain. Disruption to the supply Europris has a fixed agreement with a sound logistics company for inbound freight of
chain leading to long-travelled goods. Two transport firms are used for outbound logistics and, if one fails,
shortages of goods volumes can be shifted to the other. Other transport methods can also be evaluated should
in stores. a need for this arise. Inventory levels in the stores are sufficient to manage for some time

without deliveries.

Regulation Breach of regulatory or The group has established policies and procedures with instructions in such areas as ethical

and compliance.

legislative requirements
resulting in financial
penalties and/or reputational
damage.

behaviour, diversity and equality, anti-corruption, anti-competitive behaviour, data protection
and GDPR, compliance and corporate governance in the company. These are revised annu-
ally by the board, and employee training is conducted at least on an annual basis. Actions to
ensure compliance with the Transparency Act were implemented in 2022. Increased atten-
tion is being paid to sustainability (ESG) in the market and new requirements for reporting.
Europris is working on adaptations for reporting in accordance with legal requirements.

Reliance on key
management.

Loss of key personnel/
skills critical for business
operations.

Europris has a structured approach to succession planning and talent management.
In this work, all managers are evaluated and potential successors in both short and long
terms are identified. In addition, plans are implemented for retention, development and
training of key staff.

Strategic risk

Risk type

Description of risk

Risk governance

Concept and
category
development.

Lack of innovation entailing
lower margins and growth.

Europris has dedicated category teams which work systematically on concept and category
development. This is a strategic priority area for the group. The market and consumer trends
are continuously monitored and the group can rapidly adapt to changes. Two out of 15 cate-
gories were updated in 2023.

New store rollout.

Lack of profitable new store
locations which affects the
group’s growth plans.

The property development team has a pipeline of potential locations and works continuously to
expand this list. The group maintains good relationships with landlords and is working strategi-
cally with other retailers for co-location of stores. New store openings must meet strict invest-
ment criteria and all are subject to board approval. Development of new stores is monitored
closely and they have historically performed well.

Omnichannel and

Incomplete development
of solutions and lack of

In 2022, the group updated its strategic plan for digitalisation, including omnichannel and

e-commerce e-commerce. The group has previously made acquisitions of online pure players, and thereby
relevance for the customer.  strengthened its expertise in this field.

Alliances and Improving sourcing prices Europris has a collaboration with the retailers Tokmanni (Finland) and OoB (Sweden) for

cooperation. and co-developing PL range. sourcing and product development, in order to achieve better purchasing prices and to realise

synergies. Europris and Tokmanni also have a joint venture at the Shanghai office and opened
a sourcing office together in Vietham in 2022. The group is considering setting up and colla-
borating with suppliers in eastern Europe. A collaboration with full or partly owned subsidiaries
also aims to realise synergies for both parties.
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Market developments and outlook

Owing to the attacks on vessels in the Red Sea,
shipping from Asia to Europe has been routed around the
Cape of Good Hope, with an increase of up to two weeks
in transit time. Because of this, some market participants
report capacity constraints in the market because of a
shortage of containers. Europris’ main priority is to
continue getting goods delivered on time. However, the
group is exposed to the rise in shipping costs as a result
of the situation.

Household finances in Norway continue to be strained,
with yet another interest-rate hike in December 2023
adding to the challenge. Although this will take some time
to filter through to mortgage payments, consumer
spending is expected to remain cautious in 2024 as well
— particularly in the first half, as inflation and interest rates
will remain key issues for consumers.

These kinds of market conditions represent opportu-
nities for a concept like Europris, and the group is ready
to continue fighting hard for its share of the wallet. It is
well positioned, with a well-recognised low-price concept,
strong campaigns, and a broad and relevant product
offering. Over time, the chain has outperformed the retail
market and the board is confident that Europris will
continue to play an important role and remain a leader in
the variety discount retail market.

Europris has decided to exercise its option to acquire
the remaining 80 per cent of the Swedish retailer OoB.
The board is intrigued by the opportunities this gives for

Nordic expansion. The board is confident that this will
serve as a platform for further growth and the creation of
significant shareholder value.

The group’s long-term financial and operational
ambitions remain unchanged:

+ continue to deliver like-for-like growth above the
market over time

« target of opening an average of five new stores net
per year, depending on the availability of locations
which meet strict requirements for return, and the
potential for relocations, expansions and moderni-
sations

* increase the EBITDA margin over time from improved
sourcing and a more cost-effective value chain

+ adividend policy of paying out 50-60 per cent of net
profit while maintaining an efficient balance sheet.

The board emphasises that assessing the outlook must
take account of uncertainty.

Events after the reporting period

No material events have occurred since 31 December
2023, except for the decision to exercise the option to
acquire the remaining 80 per cent of the Swedish retailer
OoB, as communicated to the market at 31 January 2024.

Fredrikstad, 19 March 2024
THE BOARD OF DIRECTORS OF EUROPRIS ASA
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The board

Tom Vidar Rygh (chair)

Tom Vidar Rygh is an adviser to the Nordic Capital Funds. He holds a degree in
economics and business administration (sivilgkonom) from the Norwegian School
of Economics (NHH). Rygh has held various leading executive positions in industrial
and financial companies, including executive vice president of Orkla ASA, CEO of SEB
Enskilda and partner in/CEO of NC Advisory AS — adviser to the Nordic Capital Funds. He has served as chair and
director of several companies in a number of sectors, including Telenor ASA, Oslo Bers, Carlsberg Breweries A/S,
Storebrand ASA, Aktiv Kapital ASA, Eniro AB, Netcom ASA, Helly Hansen ASA, Dyno ASA, Industrikapital Ltd,
Actinor Shipping ASA, Borregaard Forests AS, Holberg Inc, Orkla Eiendom AS, Telia Overseas AB and Baltic
Beverage Holding AB. Rygh has also served as an adviser to a number of prominent investment groups, such as
TPG and the John Fredriksen group. He is regarded as independent of senior executives, material business
associates and the company’s major shareholders. Number of shares in Europris ASA: 620,227.

Hege Bomark

Hege Bemark is a director of AF-Gruppen ASA, OBOSbanken AS and the Institute for
Eating Disorders. She has also been a director of Oslo Areal ASA, Norgani Hotels ASA,
BWGHomes ASA, Norwegian Property ASA and Fornebu Utvikling ASA, all of which are

or have been listed companies. Prior to becoming a full-time professional director, Bemark
served as a project broker in AS Eiendomsutvikling and as a financial analyst at Fearnley
Finans AS and Orkla Finans AS. She holds a degree in economics and business administration

(sivilgkonom) from the Norwegian School of Economics (NHH). Bgmark is regarded as independent of senior
executives, material business associates and the company’s major shareholders. Number of shares in Europris
ASA: 8,129.

Tone Fintland

Tone Fintland has many years of experience as a senior executive in the pharmaceutical
industry. She has functioned since 2016 as global procurement director, now senior
director at TEVA Pharmaceuticals, and has previously held similar positions in the Actavis
Group and Alpharma Inc. In addition, Fintland is a President of NIMA (the Norwegian
Association for Purchasing and Logistics) and NIMA Oslo Akershus Affiliate. She holds a
Bachelor in Business Administration from the Bl Norwegian Business School. Fintland is regarded

as independent of senior executives, material business associates and the company’s major shareholders.
Number of shares in Europris ASA: 21,000.
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Bente Sollid Storehaug

Bente Sollid is CEO of Digital Hverdag and non-executive director of Polaris Media, Lumi
Gruppen and Motor Gruppen. She is also chair of PlaceWiseGroup, Sonat Group and Task
Alliance. Storehaug has been a member of several policy advisory boards for government
ministers in Norway. She has also been appointed by the government to an expert committee
on the future funding of the Norwegian Broadcasting Corporation (NRK). Storehaug established
her own internet consultancy in 1993, which is listed today on Oslo Bers as Bouvet ASA. She is the

youngest member of the Norwegian Association of Editors. Storehaug is regarded as independent of senior

executives, material business associates and the company’s major shareholders. Number of shares in Europris ASA: 2,038.

Claus Juel-Jensen
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Claus Juel-Jensen is a board professional and has extensive boardroom experience from T
companies in food and non-food retail, food production, consumer service and wholesale
in Germany, Denmark, Sweden and Norway. In his professional career, he was CEO of
Netto Germany, a joint venture between Edeka Germany and Dansk Supermarked Group, 1
from 1995-2004 and after that, Group CEO of Netto International (DK, DE, SE, PL, UK) and exe-
cutive vice president in Salling Group from 2005-2017. Juel-Jensen has extensive experience of the retail industry,
especially with regard to the internationalisation of retail concepts and operating models. He holds a Master of
Business Administration and an MSc from Copenhagen Business School and the University of Cologne, and has the
rank of captain in the Royal Danish Guard. Juel-Jensen is regarded as independent of senior executives, material
business associates and the company’s major shareholders. Number of shares in Europris ASA: 17,304.

Pal Wibe

Pal Wibe is an independent board professional, advisor and investor. He was the Chief
Executive Officer of XXL ASA from 2020 to 2022. Wibe has previously been the CEO of
Europris from 2014 to 2020. Prior to that appointment, he served as CEO of Nille AS for

almost seven years and CEO of Travel Retail Norway AS for two years. Before that, he held
various executive positions at ICA Ahold AB for six years and worked for five years in McKinsey
& Co. Wibe is an adviser to or director of several Nordic tech retail companies/tech consultancies

as well as Posten Bring and some start-up companies. He holds a degree in economics and business administra-
tion (sivilskonom) from the Norwegian School of Economics (NHH) and an MBA from the University of California at
Berkeley. Wibe is regarded as independent of senior executives, material business associates and the company’s
major shareholders. Number of shares in Europris ASA: 288,572.

Martin Klafstad

Martin Klafstad is a partner in Norway’s Emendor Advisors consultancy, specialising in the retail
and consumer goods industry in the Scandinavian market. From December 2020 to February
2023, he served as managing director for Komplett and head of Komplett's B2C division through
Komplett's consultancy agreement with Emendor Advisors. Klafstad has held various positions in
the retail industry, including CEO of Bringwell AB in Sweden, CEO in REMA Industrier and Kavli
Norway, director of Isola AS, Geia Food AS and Bama, and multiple senior roles in marketing and
purchasing in REMA 1000 and Orkla ASA. He holds an MSc in engineering from the Norwegian University of Science
and Technology (NTNU) and an MBA from the University of Colorado. Klafstad is regarded as independent of senior
executives, material business associates and the company’s major shareholders. Number of shares in Europris ASA:
6,750.




26

Corporate governance

Europris ASA has made a strong commitment to ensuring trust in the group and to
enhancing shareholder value through effective decision-making and improved com-
munication between the management, the board of directors and the shareholders.
The group’s framework for corporate governance is intended to reduce business risk,
maximise value and utilise the group’s resources in an efficient, sustainable manner
to the benefit of shareholders, employees and society.

1. Implementation and reporting on
corporate governance

The board of Europris is conscious of its responsibility
for the development and implementation of internal
procedures and regulations to ensure that the group
complies with applicable principles for corporate
governance.

Europris is listed on Oslo Stock Exchange and subject
to reporting requirements for corporate governance
under the Norwegian Accounting Act as stock exchange
regulations. Europris complies with the Norwegian Code
of Practice for Corporate Governance (the code), last
revised on 14 October 2021, which is available on the
Norwegian Corporate Governance Committee’s website
at www.nues.no.

Application of the code is based on the “comply or
explain” principle and any deviation from the code is
explained under the relevant item. At 31 December
2023 Europris deviated from the recommendation in
one section of the code during 2023 pertaining to the
establishment of separate guidelines regulating
responses to takeover bids (section 14).

The principles and implementation of the code are
subject to annual reviews by the board and a statement
is included in the annual report in accordance with the
requirements of the continuing obligations for listed
companies from Oslo Stock Exchange as well as the
Norwegian code.

2. The business

Europris is Norway’s largest discount variety retailer
by sales. The group offers a broad range of quality own
brand and branded merchandise across a wide range of
product categories. The group’s merchandise is sold
through the Europris store chain, which consisted at 31
December 2023 of a network of 282 stores throughout
Norway. Of these, 257 are directly owned by the group

and 25 operate as franchise stores. In addition, Europris
is full or partial owner of the e-commerce companies
Lekekassen, Lunehjem, Strikkemekka and Design-
handel. The group’s growth strategy remains
unchanged, and its expansion in discount variety
retailing will continue through both physical stores and
the online channel. The group’s head office and storage
facilities are located in Fredrikstad and Moss, Norway.

The company’s business purpose, as presented in
article 3 of the company’s articles of association, is as
follows: “The company’s business is commercial activity
in the European wholesale and retail market, or
business in relation to this, including issuing loans, and
collateral and issuing guarantees for group companies
and direct or indirect involvement in business with
similar or other company object, as well as other
business in relation to the above mentioned”.

The board has established clear objectives, strategies
and risk profiles for the group’s business activities, to
create value for its shareholders and to ensure that its
resources are utilised in an efficient, sustainable
manner to the benefit of all its stakeholders. Europris, as
a consumer group, actively seeks to reduce risk and the
potential for negative business effects by integrating
sustainability in its business strategy. This is an
approach which also creates opportunities for growth
and long-term value creation. Europris has developed
various policies providing business practice guidance,
including on sustainability, code of conduct, ethical
trade, anti-corruption, data protection, trade sanctions
and whistleblowing. These policies set the standards for
the behaviour which can be expected internally and
externally in order to build trust, loyalty and responsible
behaviour internally, and to prevent violations and
negative effects externally.

Europris’ sustainability policy and supplier code of
conduct are available from the group’s website at https:/
investor.europris.no. The group’s objectives, strategies
and risk profile are described on pages 12-23 of the
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2023 annual report, while the group’s sustainability
efforts are described from page 35.

Deviations from the code: None.

3. Equity and dividends

Capital structure

At 31 December 2023, the group’s equity totalled NOK
3,612 million, which corresponded to an equity ratio of
38.8 per cent. The board considers Europris’ capital
structure to be adequate in relation to the group’s
objectives, strategy and risk profile.

Dividend policy

Europris aims at a dividend pay-out ratio of 50-60 per
cent of the group’s net profit while maintaining an
efficient balance sheet. The group intends to provide
shareholders with a competitive return on invested
capital, taking into account its risk profile. It plans to pay
out surplus liquidity (funds not necessary for the group’s
day-to-day operations or to deliver on its strategy) in the
form of a dividend or by means of a capital reduction
through distribution to the shareholders. The group
considers whether the available liquidity should be used
for new investment or repayment of debt, instead of
being paid out as dividend. Subject to the approval of
the AGM, the aim is to pay dividend annually. Dividend
payments are subject to certain legal restrictions
pursuant to the Norwegian Public Limited Companies
Act and should also take account of the group’s capital
requirements and financial position as well as general
business conditions.

Based on the financial results for 2023 the board will
propose a dividend of NOK 3.25 per share. The
proposed dividend represents 57.6 per cent of the
majority’s share of the profit. Europris’ leverage policy is
to run the business with moderate leverage and to
maintain an efficient balance sheet.

Board mandates

The annual general meeting (AGM) on 20 April 2023
granted two separate mandates to the Europris board.
Both mandates are valid until the next AGM in 2024, but
in any event no longer than to 30 June 2024. A separate
vote was held on each mandate. For supplementary
information, reference is made to the minutes of the
AGM in 2023.

« A mandate to increase the share capital of Europris
ASA by a maximum of NOK 16,696,888. The
mandate corresponds to ten per cent of the shares
and share capital of the company. It may be used
for necessary strengthening of the company’s equity
and the issue of new shares as consideration for
the acquisition of relevant businesses. As of 31
December 2023, the authorisation had not been
used.

+ A mandate to repurchase Europris ASA’s own
shares up to a total nominal value of NOK
16,696,888. The maximum amount that can be paid
for each share is NOK 100 and the minimum is NOK
10. The mandate corresponds to ten per cent of the
shares and share capital. Shares acquired pursuant
to the mandate may be deleted in connection with a
later reduction of the registered share capital, used
as consideration shares with regard to the acqui-
sition of businesses or used in the company’s
incentive and investment schemes for employees.
At 31 December 2023, the company owned
5,921,935 treasury shares.

Deviations from the code: None.

4. Equal treatment of shareholders

Europris has one class of shares and all shares have
equal rights. Each share has a nominal value of NOK
1.00 and carries one vote. Europris ASA owned
5,921,935 treasury shares at 31 December 2023.

The board has a mandate to increase the company’s
share capital which allows the board to waive the
pre-emptive right of existing shareholders. In the event
of such a capital increase, the reason for the transaction
and the waiver will be provided in a public announce-
ment. There were no such events in 2023.

Transactions involving treasury shares will be under-
taken on the stock exchange or otherwise at the market
price and reported immediately.

Deviations from the code: None.

5. Shares and negotiability

The Europris share is freely transferable on the Oslo
Stock Exchange. No restrictions are set in the articles of
association on owning, trading or voting for shares.

Deviations from the code: None.
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6. General meetings

The general meeting is the highest authority in
Europris ASA. It is open to all shareholders, and
Europris encourages shareholders to participate and
exercise their rights at the company’s general meetings.
Only a party that is a shareholder five working days
before the general meeting is entitled to attend and vote
at the general meeting.

Notification

The annual general meeting will be held each year
before 30 June. The next AGM is scheduled for 30 April
2024. Extraordinary general meetings may be called by
the board at any time. The auditor or shareholders
representing at least five per cent of the shares may call
in writing for an extraordinary general meeting to
discuss a specified matter.

Written notice of a general meeting, along with
supporting documents, is sent to all shareholders with a
known address at least 21 days prior to the date of the
meeting. Pursuant to article 7 of the articles of associ-
ation, the notification and supporting documents need
not be sent to the shareholders if they are made
available to them on the group’s website at https:/
investor.europris.no. Any shareholder may nevertheless
request that the documents be sent by mail by contact-
ing the investor relations department at Europris ASA or
by e-mail to ir@europris.no.

Registration and proxies

The registration deadline is two days before the
general meeting, pursuant to article 7 of the articles of
association, and all the necessary registration infor-
mation is provided in the notice.

Shareholders who are unable to attend may vote by
proxy. The notice of the meeting will contain more
detailed information about the procedure for appointing
a proxy, including an authorisation form which permits
separate votes for each item up for consideration at the
general meeting. In addition, a person will be appointed
who can act as proxy on behalf of shareholders.

The board may decide that shareholders can submit
their votes in writing, including the use of electronic
communication, during a period before the general
meeting.

Agenda and execution

The agenda for the general meeting is determined by
the board, and the main items which it must contain for
the AGM are specified in article 8 of the articles of
association. The agenda will include detailed infor-
mation on the resolutions to be considered and the
recommendations from the nomination committee.

The chair of the board, the chair of the nomination
committee, the CEQ, the CFO and the group’s auditor
will attend general meetings unless they have valid
grounds to be absent. The meeting will normally be
chaired by the chair of the board. In the event of any
disagreement over individual agenda items where the
chair of the board belongs to one of the fractions, or for
some other reason is not deemed to be impartial, a
different person will be selected to chair the meeting in
order to ensure independence with respect to the
matters concerned.

Deviations from the code: None.

7. Nomination committee

The company’s nomination committee is regulated by
article 6 of the articles of association. It will comprise
two to three members, and the majority will be
independent of the board and the group management.
The composition of the committee will ensure that the
interests of the shareholders are safeguarded.

Instructions for the nomination committee were
adopted at the general meeting on 13 May 2015. They
include the main principles for the nomination commit-
tee’s work, making and supporting proposals and
general procedures. The instructions are subject to
annual reviews, and any proposed changes will be
submitted to the general meeting for approval.

The nomination committee makes recommendations
to the general meeting regarding the election of
shareholder-elected directors, remuneration of directors
including relevant subcommittees, the election of
members and the chair of the nomination committee
and remuneration of members of the nomination
committee. Each proposal is justified on an individual
basis and presented with the notice documents to the
AGM. Shareholders in Europris are encouraged to
nominate candidates for the board. More information on
this can be found on the group’s website at https:/
investor.europris.no.
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At 31 December 2023, the nomination committee
consisted of the following members:

» Mai-Lill Ibsen (chair)
* Inger Johanne Solhaug

+ Alf Inge Gjerde.

The members are elected by the general meeting for
a term of two years, and all of the members are up for
election in 2024. All the members are considered
independent of the board and executive management.
Remuneration of the members of the nomination
committee is determined by the general meeting.

Deviations from the code: None.

8. Board of directors: composition
and independence

Article 5 of the articles of association provides that the
board will consist of a minimum of three and a maximum
of ten directors, as determined by the general meeting.
The board had seven members at 31 December 2023,
of whom three were women. All shareholder-elected
directors are regarded as independent of senior
executives and material business associates. None of
the executives are directors.

The directors are elected for a term of two years and
may be re-elected. The general meeting elects the
directors.

According to the instructions for the nomination
committee, the board’s composition will be broadly
based to ensure that it has the necessary experience,
qualifications and capacity to safeguard the common
interests of the shareholders. Furthermore, the compo-
sition of the board should allow it to function effectively
as a collegiate body and to act independently of special
interests. A detailed presentation of the expertise and
background of the directors is available on the group’s
website at https://investor.europris.no.

Europris ASA has no direct employees and therefore
no requirement to appoint employee representatives to
the board. Three employees are represented on the
board of the Europris AS subsidiary and as observers
on the board of Europris ASA.

Directors are encouraged to hold shares in Europris.
An overview of director shareholdings in the company
can be found in note 22 to the 2023 annual report and
on the company’s website at https://investor.europris.no.

Deviations from the code: None.

Name Postion Served since Up for election
Tom Vidar Rygh Chair 2012! 2025
Bente Sollid Storehaug Director 2015 2024
Hege Bomark Director 2015 2025
Tone Fintland Director 2017 2024
Claus Juel-Jensen Director 2017 2025
Pal Wibe Director 2020 2024
Jon Martin Klafstad Director 2023 2025

'Served since 2012 in Europris AS and in Europris ASA since 2015.
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9. The work of the board of directors
Board’s responsibilities and tasks

The board determines the group’s overall objectives
and strategy, taking into account financial, social and
environmental considerations, in addition to appointing
the CEO and determining the terms and conditions of
his or her employment. Furthermore, the board is
responsible for supervising the general and day-to-day
management of the group’s business, ensuring proper
organisation, preparing plans and budgets for its
activities, ensuring that the group’s activities, accounts
and asset management are subject to adequate
controls, and undertaking investigations necessary to
the performance of its duties.

Instructions for the board of directors

The board has adopted instructions which describe its
responsibilities, duties and administrative procedures,
including handling of related party transactions. The
instructions also regulate the distribution of duties
between the chair and the CEO. The current instructions
were approved by the board in May 2015 and are
subject to annual reviews.

Instructions for the chief executive
officer (CEQ)

The instructions for the CEO regulate the day-to-day
management of the group’s operations to ensure that
the group pursues and seeks to reach the strategic
targets set by the board. The CEO is also responsible
for keeping the group’s accounts in accordance with
prevailing Norwegian legislation and regulations, and for
managing the group’s assets in a responsible manner.
The CEO briefs the board about the group’s activities,
financial position and operating results once a month.
The current instructions for the CEO were approved by
the board in May 2015 and are subject to annual
reviews.

Conflicts of interests and disqualification

Directors and members of the executive management
must notify the board immediately if they have a direct
or indirect material interest in an agreement or trans-
action entered into by the group. The board’s conside-
ration of material matters in which the chair of the board
is, or has been, personally involved will be chaired by
some other director.

The group has no controlling shareholders and there
has been no conflict of interest identified related to
suppliers and other stakeholders in 2023.

Related party transactions

The group will immediately make public any material
transaction between the group and shareholders,
directors, leading employees or any of their close
relations, as well as with other companies in the group.
In the event of such transactions, the board will evaluate
whether it is necessary to seek a third-party valuation.
An independent valuation is required for material
transactions between companies in the same group
where there are minority shareholders. There were no
transactions with close associates in 2023.

Financial reporting

The board receives financial reports and comments
from the CEO once a month on the group’s operations,
economic position and financial status. The board will
also be kept continuously informed of any material legal
disputes, contract terminations, changes in
management and material conflicts related to clients,
suppliers and employees. The financial report forms the
basis for enabling the board to maintain an informed
view of the group’s results, capital adequacy and
financial position. Quarterly financial reports are
reviewed at board meetings, and these provide the
basis for external financial reporting.

The work of the board of directors

The board will meet at least five times a year. It held
ten meetings in 2023, where seven meetings were held
physically and three were virtual meetings. The overall
attendance rate at board meetings was 97 per cent.

Audit committee

The group’s audit committee is governed by the
Norwegian Public Limited Liability Companies Act and a
separate instruction has been adopted by the board.
The members of the audit committee are appointed by
and among the directors.

The audit committee’s primary purpose is to act as a
preparatory and advisory body for the board on matters
concerning accounting, auditing and finance, including
monitoring of internal controls related to financial
reporting. The committee reports and makes
recommendations to the board, but the latter retains
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responsibility for deciding on and implementing such
recommendations. The audit committee held five
meetings in 2023, with an overall attendance rate of 100
per cent. At 31 December 2023, the audit committee
consisted of three directors who all were regarded as
independent of the group:

» Hege Bomark (chair)
* Tom Vidar Rygh

« Claus Juel-Jensen.

Remuneration committee

The group’s remuneration committee is governed by a
separate instruction adopted by the board. The
members are appointed by and among the directors. Its
primary purpose is to assist the board in discharging its
duties related to determining the compensation of the
executive management. The committee reports and
makes recommendations to the board, but the latter
retains responsibility for implementing such recommen-
dations. The remuneration committee held three
meetings in 2023, with an attendance rate of 89 per
cent. At 31 December 2023, the remuneration
committee consisted of three directors:

« Tom Vidar Rygh (chair)
* Bente Sollid Storehaug

» Tone Fintland.

Dedicated ESG responsibility

The board has chosen one of its members, Tone
Fintland, to hold a dedicated responsibility for ESG
issues.

Board’s evaluation of its own work

The board conducts an annual assessment of its own
work and expertise, which is presented to the
nomination committee. The assessment includes the
work of the board, the work of its committees and the
contribution made by the various directors. The board
sets individual and collective targets to measure
performance, in order to ensure that the evaluation is an
effective tool. An evaluation of this kind was last
conducted in December 2023.

Deviations from the code: None.

10. Risk management and
internal control

The board is responsible for ensuring that the group’s
risk management and internal control systems are
adequate in relation to the regulations governing the
business. The board reviews the group’s main areas of
risk and internal control systems annually, including the
group’s guidelines and practices on sustainability and
how consideration for its stakeholders is integrated into
the group’s value creation. The audit committee holds at
least one meeting a year with the auditor, where
management presents the group’s internal control
routines, including identified weaknesses and areas
subject to improvements from the auditor, for review by
the committee.

The board works according to a plan which ensures
that all the various operational areas are subject to a
more in-depth review at least once a year. Management
follows a similar schedule in performing an evaluation of
the same topics ahead of the board’s review, in addition
to a periodic risk review.

Europris has established a treasury policy to define a
framework for managing financial exposure and group
treasury operations. The most recent update was
approved by the board in February 2024. The policy
takes account of the financial and commercial risks that
Europris is exposed to and details the allocation of
responsibility for financial risk management between the
board, the CEOQ, the CFO and within the Europris group.
The policy further specifies the risks that Europris is
exposed to, and how they should be managed,
reported, measured and controlled. The content of the
treasury policy is described in detail as working proce-
dures in the Europris finance manual, where processes
and procedures are established in the form of instruct-
ions which serve as a reference for compliance with the
treasury policy. The policy is subject to annual reviews
by the board.

Europris prepares its consolidated financial state-
ments in accordance with the International Financial
Reporting Standards (IFRS), which are intended to give
a true and fair view of the company’s and the group’s
assets, liabilities, financial position and results of
operations. The board receives reports at once a month
on the group’s business and financial results, providing
a good overview of the group’s strategic and operational
performance as well as plans for the forthcoming
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period. In addition, quarterly reports are prepared in
accordance with Oslo Stock Exchange’ recommenda-
tions, which are reviewed by the audit committee before
the board meeting and subsequent publication.

As a discount retailer, Europris is exposed to a range
of financial, market, operational and strategic risks
which may adversely affect the group’s business.
Further information regarding such risk factors and how
these are managed is disclosed in the directors’ report
and the notes to the annual accounts for 2023.

Europris furthermore monitors satisfaction by
employees and promotes the wellbeing of its workforce.
In addition, it devotes attention to the training and
education of employees across all aspects of its
business.

The group’s CFO is responsible for conducting
unbiased, complete audits of the group’s compliance
programme, including guidelines for anti-corruption, on
a regular basis in light of the group’s specific business
areas, geographical location and legal obligations.

Deviations from the code: None.

11. Remuneration of the board
of directors

The nomination committee is responsible for
proposing the remuneration of directors in order to
reflect the responsibilities, expertise and time spent as
well as the complexity of the business. Members of the
audit committee and remuneration committee are
entitled to additional remuneration, reflecting the extra
workload. The proposal is approved by the company’s
general meeting. Directors’ fees for 2023 were approved
by the AGM in 2023.

Directors’ fees at 31 December 2023 were not linked
to performance, and the company does not grant share
options to its directors. Additional information relating to
directors’ fees can be found in note 7 to the financial
statements included in the 2023 annual report.

Directors and/or companies with which they are
associated should not take on specific assignments for
the group in addition to their board appointment. If they
do, however, this must be disclosed to and approved by
the full board.

Deviations from the code: None.

12. Salary and other remuneration
for executive personnel

Europris has a policy of offering competitive remune-
ration for the executive management based on current
market standards as well as on group and individual
performance. The board has established guidelines for
determining pay and other remuneration for members of
the executive management.

Remuneration consists of a basic pay element
combined with a performance-based bonus scheme
(both short and long term) linked to the group’s financial
and operational performance. The maximum annual
pay-out from the bonus scheme is limited to 12 months
of gross base pay. The management group participates
in the group’s insurances, and may be entitled to certain
fringe benefits, such as free newspaper, car and phone.

The board has prepared a statement on the determi-
nation of salaries and other benefits payable to senior
executives. The guidelines were presented to and
adopted by the 2023 AGM. Further details relating to the
pay and benefits payable to the CEO and other senior
executives can be found in note 7 to the financial
statements included in the 2023 annual report and in a
separate remuneration report that can be found at the
company’s website.

Deviations from the code: None.

13. Information and communications
Investor relations

Investor relation (IR) activities at Europris ASA aim to
ensure that the information provided to financial markets
gives market participants the best possible foundation
for a correct valuation of the group. Europris communi-
cates in an open, precise and transparent manner about
the group’s performance and market position in order to
give financial markets a correct picture of its financial
condition and other factors which may affect value
creation. Europris complies with the Oslo Stock
Exchange code of practice for IR, last updated in March
2021. The group has adopted an IR policy, which is
available in a condensed form on the website at https:/
investor.europris.no.

All market participants will have access to the same
information published in English. All notices sent to the
stock exchange are made available on the group’s



33

website at https://investor.europris.no and at https://
newsweb.oslobors.no. The CEO, CFO and Head of IR
are responsible for communication with shareholders
and analysts in the period between general meetings.

Financial information

Interim reports are published on a quarterly basis, in
line with Oslo Stock Exchange recommendations. In
connection with the publication of its interim results,
Europris holds open investor presentations to provide
an overview of the group’s operational and financial
performance, market outlook and future prospects.
These presentations are also made available through
webcasts on the group’s website.

Deviations from the code: None.

14. Take-overs

No defensive mechanisms against takeover bids are
provided in Europris’ articles of association. Nor are
any other measures implemented specifically to hinder
the acquisition of shares.

Deviations from the code: The board has not
established written guidelines for how it should act in
the event of a takeover bid. Since such circumstances
are normally one-off by nature, drawing up general
guidelines is challenging.

Were a takeover bid to be made, the board would
consider the relevant recommendations in the code
and whether the specific circumstances permit
compliance with the recommendations in the code.

15. Auditor

The group’s auditor is appointed by the general
meeting and is independent of Europris ASA. Deloitte
AS was elected as auditor for the fiscal year
commencing on 1 January 2023. The board has
received a written confirmation from the auditor that
requirements for independence and objectivity have
been met.

The board requires the auditor annually to present to
the board and the audit committee a plan covering its
main auditing activities and a review of the group’s
internal control systems, including identified
weaknesses and proposals for improvement. In
addition, the board requires the auditor to attend the

board meeting dealing with the group’s annual
accounts in order to highlight any material changes to
accounting principles, comment on any material
estimates, and report on any topics where a significant
difference of opinion exists between auditor and
management.

At least once a year, the auditor and the board hold a
meeting without any representatives of the group’s
executive management being present. The auditor
normally attends all meetings in the audit committee.

The board has established guidelines for any work
performed by the auditor. All material services, audit-
related and otherwise, must be approved in advance by
the audit committee. The CFO is authorised to approve
such services on condition that (1) services approved
by the CFO are reported to the next meeting of the
audit committee, (2) such services must need to be
approved at short notice to protect the group’s
interests, (3) such services, following a case-specific
evaluation, do not affect the independence of the
auditor and (4) the service amount to a maximum of
NOK 250,000 and is of a “normal” nature.

The board will inform the AGM about the remune-
ration payable to the auditor, broken down between
auditing and other services. The AGM approves the
auditor’s fees. For further information about remune-
ration of the auditor, see note 6 in the 2023 financial
statements.

Deviations from the code: None.
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Highlights 2023
—the year in brief

reduction in
carbon emissions
including scope 3

reduction in GHG
emissions from transport

Attractive workplace score

Employee survey
on a scale
from 1-7

6.3

Improved reporting scores
CDP Position Green

A- A

Number of people in work training

-123

Waste recycling
rate of

87.8%

an improvement of 10.7 pp

Socially audited suppliers

99%

an improvement of 4.9 pp

Energy
efficiency
target
reached

Solar panels

installed at

the logistics
centre

Internal engagement
and education

- Leadership programme on
our social responsibility and
leadership principles

- Sustainability week for all
employees




About Europris

About Europris ASA

Europris is Norway’s largest discount variety retailer
by sales, featuring 282 stores throughout the country
where 257 are directly owned by the group and 25
operate as franchise stores. Its head office lies in
Fredrikstad, while the logistics centre is located in
Moss. The group offers its customers a broad range of
quality own brand and branded merchandise across a
wide range of product categories. Laundry and
cleaning, pet food and accessories, storage, confecti-
onery and snacks, candles and interior and seasonal
items are defined as top-of-mind destination
categories.

In addition, Europris has a 100 per cent stake in
Lekekassen (Toy Space), and 67 per cent stakes in
Lunehjem, Strikkemekka (Yarnmania) and Design-
handel. These are specialised e-commerce stores,
concentrating on toys, DIY and interior.

The group’s vision is to be the preferred choice for
those seeking convenient, intelligent and affordable
shopping experiences. A key strategic focus area for
Europris is acting responsibly, placing a strong
emphasis on social and environmental initiatives. The
ambition is to be recognised as a responsible retailer
providing sustainable and affordable products for
everyone.

Raw material production

Acquiring a variety of materials from
different geographic regions for
production

Transport

production site

Storage and distribution Transport

Transporting raw materials to the

fz"a
=2\ Voo
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Supply chain

Europris has an extensive value chain, extending
from raw material extraction to end-of-life waste
management. Its procurement model emphasises
efficiency throughout the value chain from supplier to
customer, aiming to minimise costs through optimised
procurement, logistics and distribution. A skilled
procurement team acquires substantial quantities of
goods from suppliers located predominantly in Europe
and Asia. The head office is at Fredrikstad, with the
logistics centre in Moss. The group has a Shanghai
sourcing office (SHO) in Asia (operated jointly with
Tokmanni). During the reporting year, Europris
maintained 739 supplier relationships in Europe and
Asia split by purchase cost between 70 per cent
European and 30 per cent Asian. Where the number
of suppliers is concerned, 67 per cent are from Asia.

Material processing

Some raw materials require processing
to be transformed into components for
product manufacturing

Transport

Transporting raw
materials or semi-
finished goods to
the next stage of
O ————————————————————— production

Production

Processing and transforming

Storage at the Europris logistics centre
and warehouses, distributing products to
stores and handling waste

Delivering products

from the warehouse E e

to stores —————————————— O

Distributing products to port of departure
and then onwards to Norway. Europris
uses vessels, trucks and trains trough
suppliers to transport finished goods

OOO
A2

materials into finished products

Transport @
%

Waste management
Processes for handling and
recycling product waste after use

Retail

Displaying, selling products and
handling waste in stores

Customer

Products are purchased and used by
customers
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Sustainability in all we do

We are pleased to present our sustainability report
for 2023. This provides a comprehensive over-
view of our performance in this area over the past
year, reflecting our commitment to transparency
and accountability in our environmental, social,
and governance (ESG) practices. At Europris, we
understand that sustainability is not only about
mitigating risks, but also about seizing opportunities
to create long-term value for our stakeholders. We
are committed to integrating sustainability into every
aspect of our business, from our operations and
supply chain to our products and to our interaction
with employees and the many local communities we
form part of.

Significant progress was made in our sustainability
efforts during 2023. First, notable gains were
made with our climate initiatives. Second, we have
advanced in the social dimension of sustainability.

Where the environmental aspect of ESG is
concerned, we achieved a 12 per cent reduction
in GHG emissions from 2022 to 2023. Substantial
progress was made with mapping emissions in
scope 3. This is an important step on the way to
setting goals which are approved as science-based
targets by the Science Based Targets initiative.
Furthermore, we assessed the potential financial
impacts and risks associated with climate-related
factors when conducting our climate risk analysis in
accordance with the TCFD framework. The process
of fully embedding the approach in our strategy and
operations is still ongoing, and a complete TCFD
report will be published in 2024. Taken together,
these initiatives express our commitment to building
climate resilience. Another significant stride forward
involves establishing a checklist for sustainable
product sourcing. This heightens awareness and
expedites the transition of the product dimension
towards lower emissions, preserving biodiversity and
fostering responsible sourcing practices.

However, sustainability is not just a matter of
mitigating emissions. The “S” in ESG reflects the
social considerations and impacts associated
with a company’s operations, emphasising its
responsibility towards people and communities.
During 2023, we persistently enhanced our efforts
devoted to responsible sourcing, work training, and
strengthening the employee engagement which
marks our positive contribution to local communities.
Through a strong and dedicated commitment, we
ensured that 99 per cent of purchases from high-
risk areas came from socially audited suppliers. The
number of employees in work training remained at
a good level, with 123 people in 2023. The recent
employee survey has shown improved perceptions
regarding our positive contributions to local
communities. These results affirm that attention is
focused in the right direction.

This report, prepared in accordance with the
Global Reporting Initiative (GRI) framework,
allows us to measure and report our sustainability
performance in a way which is meaningful,
transparent and comparable. It aims to provide
the reader with a clear understanding of our
sustainability journey and commitment to creating
a more sustainable future in order to pursue our
overall ambition to be a responsible retailer while
giving everyone the opportunity to make sustainable
choices through sustainable but affordable products.
We hope the report can serve as a basis for dialogue
with our stakeholders as we continue to seek ways
to improve our work. As a reading aid, we have
compiled a glossary of the commonest sustainability
terms used. This is available on page 98.

Unless otherwise specified, the figures in this report
cover Europris AS, Europris Butikkdrift AS, Europris
Holding AS, Lekekassen Holding AS, Strikkemekka
Holding AS and Lunehjem.no AS. Numbers are for
the year 2023.




Strategy

The group’s ESG priority areas

Our ESG priority areas are based on the UN
sustainable development goals (SDGs) and the
material topics which identify our most significant
impacts on the economy, the environment and

people. We are concentrating on four main priority
areas which aim to inspire and activate positive
change and to lead the journey towards this: i) our
products, i) our climate profile, iii) our people and iv)
our social responsibility.

Environment (E) Social (S)

X

Our climate profile

Reduce emissions in line
with the Paris agreement
with ambitions of reaching
net zero by 2050

U!
Our products

Give everyone the oppor-
tunity to make sustainable
choices, and be a pioneer
for affordable sustainable
products

£ £

Our social responsibility

Contribute positively to
people and the environ-
ments in the many local
communities we are

a part of

Our people

Being an attractive place
to work, where employees
thrive and experience
personal development

Governance (G)

Sustainability is an integrated part of the strategy and value chain, and shall naturally be a part of the governance
and all the decision-making processes throughout the company

A concentration on the most
material sustainability topics

We have conducted a materiality assessment in
order to concentrate sustainability work on our most
prominent impacts. This was updated in 2022, to
align with the principles, requirements and guidelines
in the 2021 GRI standards. This was revisited and
updated slightly in 2023.

Identifying our most significant impacts began by
engaging with a diverse range of stakeholders.
These included employees in Norway, personnel at
the Shanghai sourcing office in Asia, and top
management, as well as with external parties such
as suppliers, shareholders and NGOs. Examining
the entire value chain and not just core activities is
essential when describing local, regional and global
impacts on the sectors we operate in. International
guidelines and standards we are expected to comply
with, such as the OECD guidelines for responsible
business conduct, the UN guiding principles on
human rights and the Paris agreement, were also
included in developing and understanding our
sustainability context.

Based on the latter, a list of actual and potential
impacts — both negative and positive — was
identified. This assessment evaluated each identified

impact across several dimensions, such as irremedi-
ability, time scale and whether it related to human
rights. They were then scored in terms of severity,
using dimensions for scale and scope, and
likelihood. Scoring for each impact was based on its
severity and likelihood in relation to the other
identified impacts. In addition, each impact was
categorised by its time frame — in other words,
whether it had an actual or potential scope. To
prioritise the most material impacts, a threshold was
set for inclusion in further materiality assessments.
Ultimately, impacts with similar characteristics were
grouped into material topics.

In addition to reworking the impact list, new
impacts were added to improve the strength of the
analysis. The methodology for scoring the impacts
has been improved. This initiative was conducted by
a group of key personnel from the sustainability and
finance department in collaboration with an external
consultancy to ensure alignment and quality. As a
result of this update, the material topics have
remained but their order has been slightly changed.
Climate resilience and sustainable products and
circular solutions have moved up, while safe and
good-quality products have moved down slightly.

No new material topics were identified in the updated
assessment.
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Material topics ranked from 2023 materiality asessment Material topics ranked from 2022 materiality asessment
1. Human rights due diligence 1. Human rights due diligence

2. Climate resilience 2. Safe and good-quality products

3. Sustainable products and circular solutions 3. Climate-friendly operations and logistics

4. Climate-friendly operations and logistics 4. Climate resilience

5. Equal opportunities and an inclusive working environment 5. Sustainable products and circular solutions

6. Safe and good-quality products 6. Equal opportunities and an inclusive working environment
7. Business ethics and anti-corruption 7. Business ethics and anti-corruption

8. Health and safety in the workplace 8. Local value creation and community engagement

9. Local value creation and community engagement 9. Health and safety in the workplace

The materiality matrix is presented in line with the GRI standard of 2021.

In line with the Corporate Sustainability Reporting overview with strategic implications for our group in
Directive (CSRD), we are extending our work and will  the time to come. We initiated this process in late
undertake a double materiality assessment in 2024 2023 by assessing how climate-related factors might
followed by a gap analysis leading to the upcoming affect our financial performance, utilising the
ESRS. This will include widening the involvement of recommendations of the task force on climate-related
stakeholders, revisiting impacts, assessing financial financial disclosures (TCFD). More information about

opportunities and risks, and adjusting the materiality climate resilience can be found on page 67.
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How our sustainability strategy relates to the UN SDGs

Material topic UN SDGs targets/main priority areas How we relate to the SDG target

Sustainable products
and circular solutions

Safe and good-quality
products

1 2 RESPONSIBLE
CONSUMPTION

AND PRODUCTION

We seek to give everyone the opportunity to make
a sustainable choice, and to be a pioneer in offering
sustainable but affordable products (12.8)

We also work to reduce waste and packaging with
more circular solutions (12.5)

Climate resilience

Climate-friendly
operations and logistics

13 CLIMATE
ACTION

3

We will implement specific measures to reduce energy
consumption across our organisation, reduce emissions
associated with products and transport, and contribute to
increased utilisation of waste in order to strengthen resilience
to and capacity for dealing with climate-related hazards (13.1)

Equal opportunities
and an inclusive
working environment

GENDER
EQUALITY

g

We work for equal opportunities and an inclusive working
environment, and are committed to ensuring full parti-
cipation in and equal opportunities for all employees
regardless of gender, at all levels of decision-making in
our organisation (5.5)

Human rights due
diligence

Health and safety in
the workplace

DECENT WORK AND
ECONOMIC GROWTH

o

We will ensure that products are sourced responsibly,
and promote a safe working environment for all workers
throughout the supply chain (8.8)

We will contribute to full and productive employment
and decent work for all people as well as equal pay for
work of equal value (8.5)

Local value creation and
community engagement

1 REDUCED
INEQUALITIES

Ao
(=)

v

We will be an inclusive, ethical and responsible
business which contributes to the local communities
we are part of (10.3)

Local value creation and
community engagement

Climate resilience

1 PARTNERSHIPS
FOR THE GOALS

We are committed to measuring and managing risks and
opportunities presented by climate change in accordance
with the CDP, a global environmental disclosure system
(17.14). The climate risk and opportunities are identified in
accordance with the TCFD framework.

We encourage and promote cooperation through both
business and civil society partnerships, building on and
sharing experience in order to promote best practice (17.17)
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|dentifying our stakeholders

In the context of sustainable business practices,
identifying and understanding the roles and interests of
our various stakeholders are crucial for developing
strategies which balance economic growth with environ-
mental stewardship and social responsibility.

Information acquired from communication with
stakeholders is a crucial input in updating our materiality
impacts. Stakeholders are identified as a natural conse-
quence of our value chain and the interactions we have
across all functions, and by understanding who is
affected by or can affect our sustainability practices.

Put briefly, our stakeholders fall into the
following groups.

1. Customers: Customers are Q
increasingly conscious of environ- @
mental and social impacts. Their &
preferences drive demands to -
adopt sustainable practices, m
offer eco-friendly products GOVERNMENT AND
and embrace ethical REGULATORS
sourcing. Consumer
interaction is tracked through
brand-tracker surveys, and
we interact with our
customers through
newsletters, social media,
customer leaflets and websites.

==t

[eNe)

SUPPLIERS

2. Suppliers: Sustainable
supply chain management is crucial.
We must ensure that our suppliers
adhere to the environmental standards and
labour practices we specify, which extends our
commitment to sustainability throughout the supply
chain. This interaction can be described as ongoing
dialogues, annual vendor summits, and one-to-one
meetings. The Shanghai sourcing office occupies a key
place in our relationship and interactions with suppliers
in Asia.

3. Employees: The employees function as integral
stakeholders in our sustainability efforts by advocating
for, implementing and introducing sustainable practices
throughout our organisation. They help in embedding the
culture of sustainability, provide valuable feedback,
educate and raise awareness, ensure compliance and
function as ambassadors for our commitment to sustain-
ability. We engage with them through a wide range of
channels, primarily meetings, newsletters, workplace
interaction and the intranet, as well as kick-offs, regional
meetings and the annual sustainability week.

EMPLOYEES

Europris

4. Banks and funding: To secure funding on compe-
titive terms, we need to demonstrate a genuine
willingness to contribute positively with ESG. Financial
institutions or other sources for funding will take our work
on these topics and our progress and ambitions for the
future into account when evaluating risk and considering
whether to offer funding at what margins. Dialogue is
mainly through regular one-to-one meetings.

5. Investors and analysts: Analysts can influence
investor and public perception, highlighting our efforts
with regard to sustainable practices. Given a growing
trend towards responsible investment, investors are
more likely to support companies which demonstrate a
commitment to sustainability, ensuring that their invest-
ments contribute to positive environ-
mental and social outcomes.
Meetings are held with analysts
and investors along with
quarterly roadshows and
investor seminars.

2S¢
i
CUSTOMERS

QOQ

INVESTORS AND
ANALYSTS

BANKS AND
FUNDING

6. NGOs: Collabo-
ration with organisations
such as Green Dot,
Amfori, the Norwegian
Retailers Environment
Fund and Ethical Trade
Norway highlights our

commitment to sustain-
able practices. These
partnerships provide us with
expertise, resources and
support for implementing sustain-
able best practice. Important points
of contact are meetings, seminars and
courses.

2

LOCAL
COMMUNITIES

7. Local communities: Engaging with local charities
and other partners can help us understand and address
community-specific environmental and social issues,
and strengthen our role as a responsible local player.
We engage through one-to-one meetings or calls.

8. Government and regulators: These bodies
determine the legal framework for sustainable practices
through regulations. Compliance with environmental
legislation and regulations is a key aspect of corporate
sustainability. Enhanced legal requirements in such
areas as climate adaptation and mitigation, human rights
due diligence through the Norwegian Transparency Act
and the upcoming CSDDD, enhanced ESG reporting
through the ESRS, and the EU taxonomy and regula-
tions on circularity are highly relevant for us.
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Reporting standards
and achievements

The Position Green Group, an independent
research and advisory firm, awarded us an A score
for our 2022 sustainability report after evaluating the
100 largest companies on the Oslo Stock Exchange
(ESG 100). We are very satisfied with this recog-
nition, which was raised from a B ranking in 2021.

The CDP is a global non-profit organisation which
runs the world’s leading environmental disclosure
platform. With a record of more than 23,000
companies disclosing through the CDP in 2023,
disclosing data on environmental impacts is now a

business norm. We have disclosed our environ-
mental data through this channel since 2016. Now
more than ever, it is crucial to be transparent about
the risks climate poses to businesses, investors and
the planet. Tracking progress on reducing emissions
is essential if we are to achieve a 1.5°C world. Our
group is proud to be recognised for our climate-
related sustainability work, with an improved score
from B to A- in the 2023 disclosure report.

2019|2020 | 2021 | 2022 | 2023

Q}CDPBBBBA-

DRIVING SUSTAINABLE ECONOMIES




Governance

45

Governance

Sustainability is an important component in our
overarching goals. The board recognises its impor-
tance as an integrated part of our strategy and
culture, and oversees all important material impacts
related to the economy, the environment and people.
Sustainability work and reporting are governed by
the board and supervised by the steering group and
the sustainability department. They are based on our
sustainability strategy and the material topics
presented in the materiality assessment. Responsi-
bility for managing these impacts is delegated by the
board through the CEO and management team to
the relevant roles in our organisation and illustrated
in the figure next page.

The CEO briefs the board at least quarterly on our
sustainable activities, operations, economic position
and financial status. Climate-related risks, opportu-
nities and impacts are reported and approved by the
board annually as part of the total risk management
process presented on page 19.

The board is given a quarterly update on sustain-
ability-related activities and KPI performance. In
2023, the frequency of internal KPI-reporting to the
board was expanded in order to ensure a wider and
deeper understanding of progress being made in
sustainability across our organisation. Several
members of the board have experience of ESG
matters through their current jobs, through the
academic sustainability discipline at the Norwegian
Business School or through such areas as global
procurement. One director also obtain a certificate
on sustainable business strategy. The board has
chosen one of its members to exercise dedicated
responsibility for ESG issues. This director meets the
vice president for strategy and sustainability and the
head of sustainability at least twice a year to discuss
and work on strategic ESG issues for our group. In
June 2023, the board received an in-depth review of
sustainability work where special attention was
devoted to increased communication internally and
externally.

Day-to-day management of our operations is
regulated by the CEO to ensure that we pursue and
seek to reach the strategic targets set by the board.
That includes the alignment and approval of the
annual report and material topics. KPIs related to the
sustainability strategy and targets are incorporated
in the bonus agreements of the executive
management group and all other employees with
individual bonus agreements. This approach ensures
attention to our sustainability goals at all levels of

management. The department head is responsible
for ensuring that all employees within their
department are familiar with the necessary policies
and guidelines relevant to their area. This is facili-
tated by the availability of information on the intranet
and through digital learning modules covering topics
such as corruption, IT security, and ethical guide-
lines. An insight trip was conducted in the autumn of
2023 with the aim of increasing knowledge about
and attention paid to sustainability in the retail sector.
Several members of the management team and
other relevant roles travelled to Copenhagen for
meetings with and learning from relevant players
who are at the forefront in this field. A summary was
presented and discussed in the full leadership group
to align and share information and pass this further
down in our organisation.

Our sustainability department is organised in
conjunction with the strategy area and led by the
vice president of strategy and sustainability. Such an
organisation permits an integrated approach, where
sustainability is part of the decision-making
processes throughout our group. The head of
sustainability reports to the vice president for
strategy and sustainability, and is responsible for
updating the sustainability strategy, implementing
plans, and assessing and incorporating the sustain-
ability strategy across our organisation. The sustain-
ability team was strengthened in 2023 with two
additional personnel, one of whom has been placed
in the finance department. The day-to-day
management of sustainability issues is distributed
throughout the organisation, with each department’s
management holding KPlIs relevant to their specific
business area. The model on the next page depicts
roles that are either directly or partially responsible
for overseeing sustainability efforts within the group.
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Board of directors

Organisation of resources fully or partly
dedicated to sustainability within the organisation

Chief Executive
Officer (CEO)

Vice president Bl Chicf Financial Officer
strategy and sustainability i (CFO)

Head of
sustainability

Sustainability advisor Sustainability manager Sustainability controller

An ever larger segment of our expanded

customer base wants sustainable products.

We have displayed a willingness and ability to
innovate in this area, and continue to expand our offering of
sustainable products at attractive prices. We've managed
this in parallel with ever more stringent government require-
ments for documenting the environmental impact of our
products. Our purposeful work on sustainability has earned
us an A- rating from the CDP and an A mark from Position
Green. We also devoted substantial efforts during 2023 to
preparing science-based targets for our climate goals, and
look forward to submitting these for approval in 2024.

Espen Eldal
CEO of Europris ASA
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Business ethics and anti-corruption

Acknowledging the group’s impact on business
ethics and anti-corruption is essential for its future,
owing to its close links with both regulations and
reputation. Impacts related to business ethics refer
not only to implementing appropriate business
policies and practices on controversial subjects, such

as corruption, bribery and discrimination, but also to
the way we work with corporate governance and legal
compliance. We therefore view business ethics and
anti-corruption as a material topic for our group.

A selection of impacts is presented in the table
below.

Related to
Material topic Overview of impact Actual / potential Negative / positive human rights
Business ethics Lack of training and competence Potential Negati N
and anti-corruption  can lead to corruption otentia egative 0
Deviation from IT routines which ) )
® leads to leaks of sensitive employee Potential Negative Yes
—t data
@ee
Advertising potentially leading to
discrimination with misleading Potential Negative Yes
communication to customers
Training for exposed roles to
make them more resilient Actual Positive Yes
towards corruption
Policies for ethical guidelines -
communicated to all employees Actual Positive No

We recognise and address these impacts. The
board has established clear objectives, strategies,
and risk profiles for our business activities in order to
create value for shareholders and to ensure that our
resources are utilised in an efficient and sustainable
manner to the benefit of all stakeholders. We have
developed various policies to establish business
practices and to provide guidance on following up
important sustainability areas, such as the supplier
code of conduct, ethical trade, anti-corruption, data
protection, trade sanctions and whistleblowing. These
policies set standards for the behaviour expected both
internally and externally to build trust, loyalty and
responsible business conduct, and to prevent viola-
tions and negative impacts externally. The policies are
revised annually and approved by the board.

We finalised and implemented a project in 2023 to
revitalise these policies across our organisation. This
started with mapping key roles which needed special
attention or training related to various policies. An
e-learning course on our ethical guidelines was
launched to all employees to ensure that the policies
are well understood and embedded in the day-to-day
business. Many people completed this programme in
2023, and it will be repeated in 2024 with the aim of
ensuring full completion by all employees. Additional
training was also provided for employees in roles
susceptible to potential corruption risks as part of

ongoing efforts to prevent corruption in our organi-
sation.

In 2023, we worked on updated guidelines for
whistleblowing both internally and externally. They
were approved by the board in January 2024. We also
started the work on creating a simplified whistle-
blowing poster to make information about this process
more accessible. Various whistleblowing methods
have been provided, including a third-party channel
which enables anonymous reporting of such
important matters as breaches of our ethical guide-
lines in areas like discrimination and any form for
harassment. This channel is available to both internal
and external parties who wish to report. To ensure
that personnel have sufficient information, questions
on this issue were incorporated in the annual
employee survey for 2023 as well as being included in
the e-learning programme launched in the same year.
The results show that the vast majority of employees
have a good understanding of the topic.

One incident in relation to The Working Environment
Act and one case involving the General Data Pro-
tection Regulation (GDPR) was reported in 2023. Both
were handled and resolved by the HR department.
None of the cases reported in 2023 involved discrimi-
nation or corruption. There were no cases reported on
communication and advertising.
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C;% 0ur products

We recognise that our main impact on ESG issues relates to the sourcing and pro-
duction of products. The Intergovernmental Panel on Climate Change (IPCC) has
concluded that the biggest threats to nature and the climate today are the ways in which
humans consume resources. To reverse the loss of natural habitats and halt climate
change, the world must reduce production and consumption footprints by 50 per cent by
2030. This chapter explains how we work continuously to increase our share of more
sustainable products, and our approach to creating a more circular business. It also
describes how we work with safe and good-quality products.

Our ambition is
to give everyone the
opportunity to make
sustainable choices, and
be a pioneer for affordable
sustainable products
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SDG in relation Material topics related to our products
to our products

12 RESPONSIBLE
WD PROUCTIN + Safe and good-quality products

QO

+ Sustainable products and circular solutions

¥
) KPIs, targets and results

Actual Target

Material topic KPI 2021 2022 2023 2023 2024 2030 | Measurement
Sustainable products Annual increase in share Percentage of total chain sales from
and circular solutions of total chain sales from 7.8 9.1 9.8 >9.1 >9.8 n/a | third-party certified products

third-party certified [ ]

products
Safe and Maintain a low complaint Complaints in percentage of number
good-quality products rate on durable goods 0.30 0.30 0.29 | <0.35 | <0.35 | <0.35 | of items sold, within durable goods

[ (accounting for 30 per cent of total
chain sales)

Sustainable products and circular solutions

1. Checklist for sourcing new products to reduce emissions, preserving biodiversity
and respecting human rights in the value chain

Policies on deforestation and plastic
Increase of third-party certifications

Improved work on offering spare parts to prolong product lifecycles

o > 0 D

KPIs on packaging to reduce waste and increase recycled and renewable
materials in packaging

6. Nudging consumers to more sustainable choices: reworked and enhanced
communication on sustainability plus new visual identity

Safe and good-quality products
1. Optimised routines to ensure compliance on high-risk products
2. Improved work on risk analysis

3. Improved data collection

Key initiatives for achieving the targets
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Sustainable products and
circular solutions

GHG emissions accounts for the greater part of our
environmental impact, with product manufacturing —
including raw materials — responsible for 95 per cent
of these emissions. Both manufacturing processes
and the raw materials we utilise may have a negative
effect on forests, water supplies, local ecosystems
and the people involved in our supply chain. The
actual use and after-use of products must also be
accounted for.

EU circularity plans emphasise the significance of a
resource-efficient, climate-neutral and circular
economy. They specify that the EU will ensure the
incorporation of its circular economy goals in interna-

Material topic Overview of impact
Sustainable
products and
circular solutions

Insufficient speed in accelerating the
transition to more sustainable products

Actual / potential

tional alliances and trade agreements (European
Commission, undated). The Commission revised the
circular economy monitoring framework in 2023,
adding new indicators on material footprints and
resource productivity to provide further support for
the circularity ambitions in the European Green Deal.
Alongside the new reporting requirements for CSRD,
these new rules aim to set sustainability requirements
for almost all goods in the EU market and prohibit the
destruction of certain unsold consumer goods. They
represent a financial risk while addressing the
urgency of adapting business models.

Sustainable products and circular solutions have
naturally been included in this report as a material
topic of great importance. An overview of some of the
actual and potential impacts is presented below.

Related to

Negative / positive human rights

Potential Negative Yes

Shortage of technology and recycled
raw materials leading to a price gap for
sustainable products

Actual Negative No

Use of wood, cardboard and paper, which
implies a high risk of deforestation, loss
of biodiversity, violations of indigenous
peoples' rights, and increased GHG
emissions

¥

Actual Negative Yes

Unnecessary product packaging, leading
to increased use of materials

Actual Negative No

Lack of spare parts and inability to repair
products, leading to increased use of
materials

Potential Negative No

Commodity policies in place with
KPIs to track progress

Actual Positive Yes

Mapping of scope 3 category 1, permits
a scientific approach to concentrating
our efforts

Actual Positive No

As a major retailer in the variety discount segment,
we influence consumption patterns among
consumers. Our ambition is to pioneer affordable and
sustainable products which are obtainable by all. For
us, this means optimising the product dimension by
minimising our environmental impact, encompassing

social factors, and ensuring economic viability at a
low price. We implemented several measures in 2023
to expedite the transformation of the product
dimension to meet our targets. Importantly, we
acknowledge the need for speed in accelerating the
transformation of our product dimension.
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Checklist for sourcing new products
and commodity policies

We seek to reduce our negative footprint by
continuously improving our sourcing strategy through
developing and implementing guidelines for more
circular and sustainable products. In close coope-
ration with key roles in category and sourcing, we
built a checklist of five key initiatives in 2023. This
has been developed to align with a circular approach
to sourcing products, taking account of environ-
mental, social and biodiversity impacts and the
forthcoming CSRD directive which offer guidance for
our category strategy on product sourcing. These
guidelines are intended for use in our dialogue with
suppliers. The checklist is presented in the illustration
below.

To escalate our shift to sustainable products, we
have developed commodity policies for raw materials.

Applying the materiality principle to raw materials
selection has resulted in the prioritisation of plastics
and raw materials susceptible to deforestation as the
initial policies for implementation. Where we are
concerned, this means cardboard, paper, wood, palm
oil, soya, cocoa and coffee.

Other materials of great relevance are synthetically
produced textiles, such as polyester, nylon and so
forth, paraffin/candles, cotton, metals, conflict
minerals, and textiles involving animal welfare (wool,
fur, leather, feathers, down and so forth). Aligning
policies remains a work in progress, and is expected
to be formalised through policies in the next one-two
years. This will further reduce our stakeholders’
concerns over these issues, safeguard animal
welfare and enhance responsible supply chains in
terms of human rights.

Guidelines for sustainable product sourcing

1. We will work to increase the share of third-party certified products

2. We will work to ensure recycled or recyclable packaging

3. We will work to reduce the amount of packaging used in products and packaging

4. We will work to increase the share of recycled/renewable materials in our products

5. Commodity policies will apply when the main material is plastic or commodities potentially

involved in deforestation

Collecting data and ensuring its quality
in order to show progress towards the
targets effectively is challenging. We
devoted much time in 2023 to establishing
data points related to our products. This
work has involved personnel from IT,
sustainability, masterdata and finance to
ensure that future registration of new
products will provide the information
needed for GHG accounting and transpa-
rency in the journey towards the green
transition. This is a demanding task, which
requires a great deal of information from
the supplier level. It will continue to attract
great attention in 2024.
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Third-party certifications

Our ambition is to achieve growth in the share of
third-party certified products in sales on an annual
basis, and we are proud to say that results have been
positive for the fifth year in a row.

Share of Europris chain sales from third-party certified products

9.8%
9.1%

7.8%

2021 2023

Target: Annual increase in share of total Europris chain sales
from third-party certified products

2022

Twenty external certifications have been considered
relevant for the product range we offer with regard to
the environment and/or ethical trade, quality and
health. Our most commonly used certifications are
the Nordic Ecolabel (Swan), the Forest Stewardship
Council (FSC), the Rainforest Alliance and Fairtrade.
An updated list of these can be found at Europris.no.

Spare parts to enhance circularity

In a circular economy, products have to last as long
as possible and be repairable, upgradable and
reusable. The traditional linear model of "take, make,
dispose” must be replaced with a more circular
approach.

Adjusting to a more circular business is vital for our
group. Regulations on circularity which affect product
lines and packaging (the Ecodesign for Sustainable
Products Regulation, Extended Producer Responsi-
bility and Food Waste Directive model) present a
potential risk, since their implications may increase
costs. However, delivering on them faster and better
than competitors also provides an opportunity.

We are already applying circular thinking in several
corporate projects. One initiative which accelerated in
2023 is offering spare parts for repairs and thereby
extending product lifespans. Such components are
distributed through two routes, either directly from the
stores or via the customer service centre. The latter
processed 1,787 requests for spare parts in 2023,
helping to extend the life of the products concerned.

Packaging

Paper and cardboard are our main packaging waste
materials, along with plastic. Minimising packaging
waste is not only a given in the context of environ-
mental sustainability but also a practical and strategic
move for us as a retailer. When done right, it results in
cost savings, regulatory compliance, better customer
relations and improved supply-chain efficiency. That
leads in turn to a reduced carbon footprint.

As a member of Green Dot Norway, we meet the
national legal requirements for waste by paying an
environmental tax on all imported packaging which
helps to finance Norway’s waste collection system.
We committed in 2020 to the Green Dot plastic
pledge, undertaking to contribute to a more circular
plastic economy. Plastic packaging of the future will
be smarter, more innovative and more sustainable.
Goals are to increase the use of recycled plastic,
avoid its unnecessary use, and design for recycling.

Our ambition is to move towards more environment-
friendly packaging made from recyclable or recycled
materials. We are also working towards a general
annual reduction in the amount of packaging. Utilising
recycling pictograms and explanatory text will make it
as easy as possible for customers to recycle and limit
their impact on the environment.

Defined goals such as recycled and renewable
packaging materials and optimising materials for
recyclability are applied when designing new
packaging. In addition, we require our suppliers to
adhere to our packaging policy in order to deliver on
our ambition.

Progress was made in 2023 towards the targets for
several product groups, with improved packaging
initiatives pursued for several products, and this work
will continue. These improvements include switching
from virgin to recycled plastic, replacing plastic with
sustainable paper and cardboard, and eliminating
unnecessary packaging materials.
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Changing packaging from plastic to cardboard saves seven tonnes of plastic per year based on 2023 figures.

Communication with and
nudging consumers

We strive to provide sustainably produced and
sourced products, presented in a way which
motivates customers to make sustainable choices.
An essential part of helping consumers to identify
sustainable choices is clear communication, which
makes it easy actually to make the more sustainable
choice. We created a communication plan in 2023 to
enhance and intensify this work, including a com-
munication strategy, an operational plan as well as
a new visual identity. The plan was aligned with the
management group and the board of directors.

Mer il overs,
0gsa i fremtiden.

Explaining sustainability can be complex, given
the "alphabet soup” of abbreviations in the ESG
vocabulary. We try to simplify our language as much
as possible and to nudge the consumer in the right
direction. This is done through messaging in our
current marketing mix.

One example is providing environmental tips on
in-store posters, with such messages as using less
laundry detergent or washing at lower temperatures
in order to reduce environmental impact. Another is
explaining how packaging has changed from plastic
to cardboard or to recycled materials for a specific
product. Similar messages are communicated on the
website, in newsletters and in-house to build and
strengthen understanding both externally and
internally. We have also launched new web pages on
sustainability to provide a fuller and more transparent
picture of the progress being made.
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Examples of in-store posters about sustainability.




54

Our products

G
&

COSMOS
ORGANIC

NYTRERS S
NORGE .
nw 2rs il bt
L] A,
hls E<O)
naal.no "

We relaunched our own umbrella sustainability
symbol in October 2023, covering the 20 different
third-party certifications we utilise. This is intended
to help customers find sustainable products more
easily. The products concerned carry this symbol on
store shelves and in digital and print marketing.

Greenwashing

Greenwashing can be defined as misleading
marketing, where a product or a business is
presented as more environment-friendly than it
actually is. While refraining from misleading or false
information goes without saying, sustainability and
social responsibility are complicated areas where it
can be difficult to navigate and easy to make
mistakes. The greenwashing poster we have signed
provides a guideline for businesses which want to
avoid such errors and contribute positively to the
green transition. Signatory companies meet several
times a year to discuss and share measures in order
to be proactive and avoid greenwashing.

Safe and good-quality products

A key driver in developing longer-lasting products,
slowing consumption and reducing emissions is
improved product quality. As a discount retailer, we
acknowledge the potential for negative associations
related to price and quality perceptions. We are very
aware of this and work continuously to provide safe
and good-quality products. The aim is to strengthen
our reputation as a trustworthy and dependable
retailer of discount variety merchandise, while
making quality an important criterion for sustain-
ability.

% ) An overview of some of the actual and potential
3 fovopr impacts from the materiality analysis on safe and
T e — good-quality products is presented below.
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Optimised routines to ensure
compliance with high-risk products

Our dedicated quality and assurance department,
with offices in both Norway and Shanghai, ensures
that products are safe, have good quality, are
correctly labelled for content, and have been checked
for safe use and disposal.

All high-risk products are tested to ensure that they
comply with international and national legislation. We
work diligently to keep products free of hazardous
substances and to continue meeting high standards
of quality, transparency and safety. That is parti-
cularly important since products are sourced from a
multitude of suppliers across the globe, increasing
the risk that some may fail to meet national require-
ments. Goods are tested at the production site in
accordance with Norwegian product regulations.

In addition, all high-risk items — such as electrical
products, toys, chemicals, food, food-contact
materials and pet food — are subject to strict checks
by the quality assurance department before pro-
duction can take place. We want to ensure that all our
products are safe and of good quality, and have zero
tolerance of recalls and withdrawals. Stringent
requirements are set by us for our suppliers, and we
seek confirmation that they have the necessary
expertise to understand and comply with current laws
and regulations concerning their products. Ethical
guidelines and adherence to our code of conduct are
also integral to the process, ensuring that human and
labour rights in the supply chain are in line with
Norway’s legislation on work by businesses with
fundamental human rights and decent working
conditions (the Transparency Act). Read more about
this under human rights due diligence on page 86.

Inspections

Our quality assurance department in Norway has
concentrated on optimising routines and testing in
collaboration with the quality team in Shanghai. The
latter ensures that pre-shipment inspections are
carried out with products produced in Asia. Reports
from these inspections must be approved by the
quality assurance department at head office in
Norway before the shipment is released, which
ensures that any corrections can be made before
products leave the production site and reduces the
risk of faulty or defective items being transported to
the Norwegian market. Increased attention has also
been paid to improving quality on the basis of
feedback about product defects through follow-up at
regular meetings with product managers. Two cases
of non-compliance related to products or their
incorrect labelling which resulted in a warning were
identified in 2023.

2021 2022 2023

Incidents of non-compliance with regulations resulting in a fine or penalty 0 0 0
Product Incidents of non-compliance with regulations resulting in a warning 2 0 0
safety ) ) )

Incidents of non-compliance with voluntary codes 6 11 12
Product Incidents of non-compliance with regulations resulting in a fine or penalty 0 0 0
labelling Incidents of non-compliance with regulations resulting in a warning 0 0 2

0

Incidents of non-compliance with voluntary codes




56

Our products

Risk analysis in procurement

We implemented improved, meticulously designed
procedures during 2023 for risk analysis in
procurement. Targeted measures have been intro-
duced to ensure the quality of the products we
distribute while also guaranteeing safe products for
customers. Our products are divided into three risk
categories:

==) Red risk:

This category includes products which may pose a
risk to health, safety and/or the environment (HSE).
Those requiring CE marking automatically belong in
this risk category. Products incurring customer
complaints which indicate a hazard are also moved
into the red category. These products are strictly
monitored and will remain in this group until changes
justify a downgrade.

Yellow risk:
Products in this category have potential risks, but with
a small likelihood of negative consequences. That
includes technical chemical products such as
cleaning supplies. Extra care is taken to ensure the
safe use of such items.

==) Green risk:
Products which pose no imminent risk to HSE.

Improved tracking and data to reduce
defects and enhance product quality

A Lean project was implemented in 2023 covering
data capture and improvements to the complaint-
handling process. As a result, we now use consistent
return codes throughout the value chain to secure
better control and ensure that data are automatically
collected in the right place. With a clearer dataset, it
has become significantly easier to identify areas with
a potential for improvement. We also acquire
feedback and information from the entire value chain
in a more structured manner, enabling their use as a
tool for identifying products which either need quality
improvements or require better instructions to ensure
proper usage.

With the aim of improving the quality of unsatis-
factory products, extra attention is devoted to
suppliers of high-risk products or product categories
which exceed a claim rate of three per cent in any
given year. Taken together, our procedures ensure a
responsible approach to risk management and
product quality while maintaining a continuous
concentration on improvement.

Development of KPIs in 2023

We pay great attention to the level of customer
complaints. Given total chain sales, the overall claim
rate of 0.06 per cent is at a satisfactorily low level. We
have reworked the KPI during the reporting year to
target a wider and more representative selection of
products prone to complaints. As a large portion of
the product range consists of consumables that are
rarely subject to customer complaints, the KPI now
relates to durable goods. These products are
intended to have a relatively long lifespan and provide
repeated use over an extended period of time.
Durable goods accounts for 30 per cent of our chain
sales. Our target is to maintain claims at a rate below
0.35 per cent taking into account expected normal
fluctuation of 15 per cent. With a rate of customer
complaints of 0.29 per cent, we managed to maintain
a low claim rate in 2023.

In addition to monitoring overall developments, we
devote special attention to specific product groups
with unsatisfactory levels of complaints. These are
small domestic appliances, seasonal lighting and
outdoor furniture, which have been closely monitored
over the past three years. We worked systematically
in 2023 to improve materials or parts with systematic
weaknesses. Where seasonal lightning is concerned,
attention has been devoted to water resistance in the
shrink plastic around light bulbs and connectors in
order to improve the overall quality of the product.
Another example, involving outdoor furniture, is the
efforts made to enhance the components in our
rattan furniture. The result of this work has been
reductions in the complaint rate of 16 per cent on
small domestic appliances, 18 per cent for seasonal
lightning and 26 per cent with outdoor furniture.
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= Qurclimate profile

GHG emissions from producing and transporting the products we sell account for the largest
part of the environmental impact from our business model. As the global climate challenge
becomes ever more acute, we must make choices for a greener transition to more climate-fri-
endly business activities and operations. This chapter describes our work in transitioning towards
net zero emissions, our initiatives related to climate resilience, and how we work to build a more
climate-friendly business model.

Our ambition is
to reduce emissions in line
with the Paris agreement
with ambitions of reaching
net zero by 2050
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SDG in relation to Material topics related to our climate profile

our climate profile ) _ ) o
+ Climate-friendly operations and logistics

1 PARTNERSHIPS 1 CLIMATE

FOR THE GOALS ACTION

P |

» Climate resilience

$ KPIs, targets and results

Actual Target
Material topic KPI 2021 2022 2023 2023 2024 2030 | Measurement
Climate resilience Net zero emissions o
by 2050 449,548 | 392,539 | 345,832 n/a TBA TBA | tCO,e-emissions
Base -13 -12 n/a TBA TBA | Percentage change in tCO,e-emissions
year compared to year before
Climate-friendly Inc'rgase energy kWh per square meter
operations and logistics | efficiency in stores 110.9 | 1017 | 98.3 99 96 80
in 2030 by more than Y
20 per cent from 2022
Reach an overall Percentage of total amount of waste
recycling rate of 759 771 87"8 gl 5 0 that is recycled
90 per cent by 2030

Climate-friendly operations and logistics

1. Establishing science-based targets — submitting our application to the SBTi for
approval during 2024

2. Developing a full GHG inventory, including all applicable scopes and categories
3. Reducing GHG emissions from transport, most importantly:
a. eco-delivery covering all long-distance maritime transport (from March 2023)

b. participating in an external working group to develop a zero-emission transport chain
from Moss to Tromsg by 2025

c. engaging in dialogue with transport service providers about transitioning to lorries run
on electricity or biogas

4. Implementing remote operational monitoring of energy systems in an increasing number
of stores to improve energy efficiency

5. Developing measures to reduce GHG emissions from goods purchased, such as
increased use of recycled raw materials in products and packaging

Climate resilience

1. Completing the TCFD analysis in 2024 — identifying the greatest climate-related
financial risks and opportunities
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