


Revenue
Growth

(NOK Billion)

XXL ASA Annual Report 2022

5

4
4
4.0

2011 2012 2013 2014 2015 2016 2017 2018 2019

2,5

2004 2005 2006 2007 2008 2009 2010

|| |

" .é[‘.l_

2021 2022



Annual Report 2022

Content

Highlights

Key figures

CEO Comment

Historical milestones

About us

Our strategy

Board of Directors Report
Corporate Governance

The XXL share

Consolidated Financial Statement
Financial Statement XXL ASA
Footnotes/Definitions

O 00 O1 i

10

26
3l

37
39
03
/3

XXL



b o P

1

Total revenue of NOK 8 426 million
(NOK 9 597 miillion)

EBITDA reported of NOK 237 million
(NOK 1386 million)

Net income of minus NOK 411 million
(NOK 440 million)

. . : : : 2021 Nlumbers Operatin EBITDA
Decision to exit Austria during 2023 v 2022 of stores rel\alenuesg (Amounts in MNOK)

(Amounts in MNOK)

1) Please refer to definitions at the end of the report for descriptions of alternative performance measures that
are used in highlights and key figures (humbers in brackets are numbers for 2021 unless otherwise stated)
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- FY 2022 FY 2021
Key figures (udited) (adned)

Operating revenue 8 426 Q 597
(ﬁ\énf%?ﬁiscfr?) Growth (%) -12,2 % -3,4 %
Gross profit 2721 S 949
Gross margin (%) 32,3 % 41,1 %
OPEX % 29,5 % 26,7 %
EBITDA 237 1386
EBITDA margin (%) 2,8 % 14,4 %
EBIT -467 602
EBIT margin (%) -5,5 % 6,3 %
Net Income -411 440
**Basic Earning per share (NOK) -1,63 1,74
**Average number of shares (1 000 shares) 252 437 252 437
Cash provided by operating activities 682 Q05
Like for like revenue growth -12,1 % -19 %
Number of stores at period end 84 84
New stores in the period 2 2
Closed stores in the period 2 -

**Earnings per share: See Note 14



Key figures

(Amounts in
NOK million)

XXL ASA

Norway*
Operating revenue
Growth (%)
Gross profit
Gross margin (%)
OPEX %
EBITDA
EBITDA margin (%)
Number of stores at period end
New stores in the period

Sweden
Operating revenue
Growth (%)
Gross profit
Gross margin (%)
OPEX %

EBITDA

EBITDA margin (%)
Number of stores at period end
New stores in the period
Closed stores in the period

Finland
Operating revenue
Growth (%)
Gross profit
Gross margin (%)
OPEX %
EBITDA
EBITDA margin (%)
Number of stores at period end
New stores in the period

*As of 2022 Denmark Segment is incorporated in the Norway Segment (comparative numbers have also been changed)
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FY 2022
(Audited)

4 394
-10,2 %
1671
38,0 %
19.9 %
661

15,1 %
38

1

2 488
-16,0 %
816
32,8 %
27,4 %
32

1,3 %
29

1543
-11,5 %
536
30,7 %
25,4 %
82

5,3 %
17

XXL

FY 2021
(Audited)

4 893
-2,4 %
2105
43,0 %
19,4 %
1156
23,6 %
37

2 961
-0,4 %
1148
38,8 %
24,6 %
420
14,2 %
30

1744
-10,6 %
696
39,9 %
23,0 %
294
16,9 %
17
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= FY 2022 FY 2021

Key f Ig u res (Audited) (Audited)
HQ & logistics

EBITDA -638 -484

(Amounts in EBITDA margin (% of Group revenues) -6,4 % -5,0 %

NOK million)
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CEO
omment

ALLSPORTSUNITED
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2022 was a challenging year for the retail industry in Europe, and sports was no
exception. Weak consumer sentiment led to reduced demand for sports and outdoor
equipment in all markets where XXL is present. Both suppliers and retailers had an
inventory build-up during the year. These factors together led to heavy discount
activities both in sports retail and for XXL.

XXL ended 2022 financially with poor results, partly explained by the difficult market
conditions and heavy discount activities, but also explained by lost market shares in all
countries.

Looking forward, 2023 is also expected to be a challenging year, both for the sporting
goods industry as well as for XXL. Increasing costs, challenging macro conditions and
the possible threat of recession, combined with a industry with record high inventories,
are set to create headwind in first half of the year.

In order to be prepared for the turmoil, XXL has during the last 6 months worked with
some clear priorities:

Secure liquidity and a healthy financial position going forward has been the main
priority, and during 2022 XXL got financial backing from the banks and shareholders in
terms of a renegotiated loan agreement and new equity. The most important task has
however been to free up capital from own balance sheet, and mainly from reducing
inventory through reducing incoming orders, and boosting sales. When publishing this
annual report (late April 2023) | am glad to announce that the inventory levels in XXL
now are back at healthy levels.

With reduced purchasing power among most consumers, and worsened macro
conditions, it is more important than ever to deliver on what XXL is all about; selling

a wide selection of branded goods at the lowest prices. During the last months the
Group has allocated more of the purchasing volumes towards entry level price points to
secure that everyone will find a good deal at XXL.

Another important aspect is communication and advertising towards the customers.
We have prioritized our marketing resources back to the traditional media channels, in
addition to use more tactical messages, as well as securing same message in channels.
So farin 2023 we start to see very good effects of these actions with regained attention
and perception among our Nordic consumers.

Despite being the biggest Nordic sport e-commerce player, we still need to improve the
shopping experience online. As a part of this XXL launched new taxonomy in February
2023 which will make it more easy to navigate on the platform. However, more work
needs to be done in order to reach our ambitions.

During second half of 2022 XXL started with several cost actions, adapting the cost
base to the declined sales, and had good effects with underlying decrease of more than
NOK 100 million. However, more actions, both in stores and at HQ, will be executed in
2023 with the aim to reduce complexity and streamline processes, and making the cost
base more scalable and flexible.

XXL

The most difficult decision in 2022 was to exit the Austrian market. Many people have
done a great effort during more than five years to establish XXL and compete in the
Austrian market. Unfortunately, we haven’t been able to make a profitable business
during these years. This is why we will exit Austria in 2023. It has been a tough decision,
but also a responsible and necessary decision for XXL. It gives us room to protect and
grow our business in the Nordics. Going forward we prioritize to take good care of our
people in Austria and help them on to new chapters in their careers.

Believe me when | say that | am not proud of having to front the worst results in XXLU
history, but will together with the rest of the management team and all our employees, to
do our strongest effort to turn this around.

A wise man once said that “strategy is overrated”, meaning everyone can deliver a
fancy powerpoint strategy, but the real value lies in the execution of the strategy and
the operational excellence in our daily business. 2023 will be all about delivering on the
priorities stated above, and luckily | am working in what | believe is one of the strongest
executioner in the Nordics. At the end of the day it is all about the people, and the
people in XXL impresses me again and again with their passion, engagement and hard
work.

Hence, the starting point in order to regain market shares, and improve profitability
couldn’t have been better. | really look forward to work together with our 5 000
employees in order to achieve this in 2023.

XXL is All Sports United - Sports Unite All

Stein Alexander Eriksen
Interim CEO XXL

Stein Alexander Eriksen,
CEO XXL
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Historical milestones

We have quickly grown to be a leading distribution channel for sports,
outdoors and wilderness in Europe with the formula of cost efficient

operations, broad product range, focus on branded goods and high

degree of service. XXL entered the Norwegian market in 2001, Sweden
in 2010, Finland in 2014, Denmark in 2016 and Austria in 2017 with a
concept that became a game changer in the sports retail market.

Important historical milestones are listed below:

2022

2020 2021

2017 2019

2013 2013 2014 2014 2015 2017

2012

2012

2002 2007 2010 2010 201

2000 2001
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About
us

We are a true omni-channel sports retailer with the
largest stores, well-functioning online websites,
the widest assortment of products, focusing on
well-known quality brands at the best prices in

the market. The core objective revolves around
customer satisfaction and cost consciousness and
thereby maximization of the Group’s profitability.
XXL pursues a broad customer appeal, both in the
stores and online, offering a wide range of products
for sports, hunting, skiing, biking and other outdoor
activities, as well as sportswear, shoes, health &
fitness and sports technology products. XXL is a
leading sports retailer in Europe with stores and
E-commerce in Norway, Sweden and Finland.

XXL has a strong, performance-based culture
throughout the organization. The business is based
on trained, skilled and enthusiastic employees
strengthening the XXL brand every day. Motivated
employees are crucial to maximize customer
satisfaction. Big data, artificial intelligence and
automation processes will strengthen the XXL
value chain in the coming years.

Annual Report 2022

Business model and value chain

We have a disruptive scalable retail model that drives efficiency and cost leadership.
This model is a result of a large unit store format, controlled value chain, efficient
logistics, centralized purchasing and a fully integrated IT system resulting in a low cost
operating structure, which allows us to offer products at low prices. We have, and strive
to maintain, lower operating expenses than all competitors. This is achieved by XXL's
scale, integrated value chain and a continuous focus on costs. The Group exercises
tight control over store-level expenses, central warehouse expenses, real estate costs
and corporate overhead. The cost consciousness and low cost base is critical to XXL
as it enables XXL to meet competition by delivering price leadership and to constantly
innovate and stay ahead of the market development. Moreover, it has enabled XXL
historically to have higher EBITDA margin than its Nordic competitors over time.

XXL operates a fully integrated value chain that facilitates simple and lean operations,
which results in low costs. XXL owns all of the stores without joint venture or any
franchise arrangements. This means that the Group has control of the product flow

with continuous tracking of key performance metrics such as sales data and inventory
levels. XXL maintains central purchasing and distribution functions to manage inventory
planning, allocate flow of goods to the stores and oversee the replenishment of goods
to the central warehouses.

Omni-channel

The Group has logistics and IT systems to support both e-commerce operations and
sales through physical stores. As a result, Management considers the Group to be

an omni-channel sports retailer. Omni-channelling allows the Group to provide its
customers with flexibility and a seamless shopping experience by facilitating in-store
shopping and online shopping, as well as a combination of the two. Additionally, omni-
channelling also allows the Group to utilise customer data to optimise marketing

and facilitate cross-selling and upselling. Moreover, the Group has introduced pick-
up points in all of its physical stores, thus enabling online shoppers to retrieve their
goods from their nearest XXL store. All products purchased at the XXL websites can
be returned in the physical stores, which also provides for necessary services such as
fittings and adjustments for all customers. In 2018, the Group launched a new omni-
channel stock solution in all of its operating markets, which makes all of the Group's
stock available at all channels at all times. This solution has been helpful in sold-out
situations and broadened the availability of the Group's assortment, and is considered a
key factor in optimising the Group's value chain over time.

XXL has in 2022 further developed the omni-channel offering. In order to improve sold
out situations and broadening the available assortment, XXL has made all products in
the Groups product range available for sales in all stores. XXL has continued to roll out
new self-service pick-up solutions in some stores by using locker solutions for smaller
stores and automated pick-up towers in larger stores. XXL was the first Nordic retailer
testing out the tower solution which is using state of the art robotics and engineering.
These self service solutions provides for frictionless shopping and enhanced customer
experience in stores as well as improved store efficiency and lower costs. XXL has also

XXL

continued to install self-service cashier solutions in many stores in the Nordics with
great feedback from customers and will continue to roll out more in the years to come.

E-commerce operation

The Group's e-commerce operations are defined as its sales activities through online
sales channels, contrary to sales through retail stores that are physical stores. For the
year ended 31 December 2022, the revenue contribution from the Group's e-commerce
activities corresponded to 22.3% of its total revenues.

The Group's websites in Norway (xxl.no), Sweden (xxl.se), Finland (xxLfi) and Denmark
(xxl.dk) function as extensions of the XXL brand and work as platforms for sale of goods,
marketing of the XXL brand, as well as product education for its customers. The Group
uses multiple channels to drive traffic to its websites, such as through newspaper
advertisement, marketing material in its retail stores, search engine marketing,

Internet advertisement placement, social media and e-mail marketing such as through
newsletters. Moreover, the Group has initiated several measures to improve customers
online shopping experience, such as through its automated personalization features
and segmentation solutions on the landing pages and in its newsletters. The purpose
of such initiatives, is to improve relevancy and customer experience, and enhance

the efficiency for technical development. The Group has also introduced a new media
system and invested in new automated photo studios.

The websites are also used by the Group to provide its customers with information on
upcoming events, promotions, new products and store locations. The websites feature
a similar range of products as offered in the retail stores at generally the same prices as
in the physical stores.

Store concept

XXL stores aim at simplicity with highly uniform store layouts, a high degree of overlap
in product ranges across stores and a lean cost structure. Each XXL store features
specialist stores within a store concept for 1) sport, running & training, 2) leisure

& youth, 3) outdoor & hunting, 4) ski, bike & tech. The ski/bike store changes in
accordance with the relevant season and XXL has the flexibility of changing assortment
quickly when needed. The fully integrated model of XXL with a centralized purchasing
function has the ability of shifting goods to regions with the highest demand and rapidly
switching from winter to summer assortment. XXL also places a strong emphasis on
maximizing customer convenience with respect to the entire shopping experience,
from accessibility and parking to customer service and product placement. XXL uses

a comprehensive product information system which allows customers to easily assess
where products are located, with the key facts on each product. This leads to a high
degree of self-service among customers and an efficient use of skilled staff. The Group
focuses on providing the best customer service with trained category specialists for
each section of the store.

The majority of the Group’s stores are located in shopping centers and retail parks in
high-density residential areas, with a substantial number of potential customers in the
surrounding area and convenient access to transportation. XXL leases all of its stores.
XXL has successfully opened new stores in city centers as well as suburban areas. In
larger cities, such as Oslo, Bergen, Stockholm, Helsinki and Vienna, XXL has opened
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more than one store. This allows us to take advantage of local synergies for example in
respect of marketing. Local infrastructure, the presence of competitors, the condition of
available buildings for lease (i.e. technical standard, features and size) and the logistical
fit into XXL's support system are important factors in selecting locations for new stores.
In addition XXL has a strong focus on cost-efficiency and synergies when rolling out
new stores. The Group operates in total 84 stores within Norway, Sweden and Finland,
with the distribution of stores set out in the table below. In addition, the Group operates
7 stores in Austria. Upon completion of the exit from the Austrian market, the Group will
operate in total 84 stores. The Group opened in total two new stores during 2022, of
which one was opened in Norway and one in Sweden.

Products

Store development per country:

Numbers of stores
2020

V2021
2022

37 37 38
28 30 29

17 17 17

Norway Sweden Finland

Annual Report 2022

XXL aims to offer a full assortment of branded goods for a wide range of sports and
outdoor activities. The product range includes branded goods from well-known
international brands and strong national brands. Our product ranges are tailored to
meet national brand preferences and local conditions at the best prices. We compare
our prices to competitors on a daily basis and seek to offer customers the best prices
at all times. The Group has a high degree of overlap in product ranges in the stores, but
there are certain local and national differences in products and brand offerings due to
demand and trends. The range of products available in XXL’s stores and on the websites
is based upon market development, customer preferences and our understanding of
evolving customer needs.

XXL strives to offer a full range of equipment, sportswear and shoes for almost all
sports and outdoor activities. The Group pays close attention to the performance of
each product and product category and makes continuous adjustments to the product
range. The purchase department centrally decides the product assortments, quantities
and price for the products. The Group purchases branded goods from an extensive list
of major sporting goods suppliers.

XXL also offers a limited range of products under private labels to complement the
branded product range, mainly for brand insensitive products with relatively low price
points. Around 11 per cent of the operating revenues in 2022 were related to sales of
private label goods.

The products are organized into four product categories to match the stores-in-store
model and the E-commerce offering.

1. Sport, Running & Training covers sports equipment and sportswear for a number of
sports including running, football, golf, water sports, racke.t sports and ice hockey to
mention a few. It also covers fithess equipment like treadmills and rowing machines, as
well as food supplements and nutrition.

2. Leisure & Youth include a wide assortment of clothes for men, women and children
for baselayers, outerwear, casual wear, sportswear and swimwear to name some. The
sector also covers lifestyle shoes and wintershoes for both adults and children.

3. Outdoor & Hunting stocks a wide range of products to cater for fishing, wilderness
living and camping, such as tents, lavvos, sleeping bags, backpacks, cooking
equipment as well as climbing gear. | also include firearms and ammunition, clothes,
binoculars, optics, knives and axes.

4. Skis & Bikes is the product category with the most seasonal fluctuations. This
category covers skis and ski accessories, such as shoes, poles, clothes and other
equipment needed for cross-country and downhill skiing as well as snowboarding.

On bikes the Group offers both high-end and everyday bikes for children, women and
men as well as bike equipment such as helmets, shoes, spare parts and clothes. The
Group sells a wide range of bikes such as hybrid bikes, mountain bikes, city bikes and
electric bikes. The category also includes Sportstech that covers products that connect
technology and sports/outdoor activities including sport watches, action cameras,
drones, GPS, earplugs and headphones, portable loudspeakers, sunglasses, pulse
meters, power banks and cycle computers.

XXL

Services

Due to the Group’s scale and highly efficient logistics setup, XXL is able to offer low
prices and a price promise. Keeping costs low is critical for XXL to be able to maintain
its price strategy of having the lowest prices at all times. If a product is found at a lower
price within 30 days of purchase from XXL, the customer is entitled to a refund of the
difference. XXL also have a 100 percent satisfaction guarantee of which a customer
who is not satisfied with a product may exchange it for another product within the same
product category within 30 days of purchase. In addition unused products with receipt
may be exchanged or fully refunded within 100 days of purchase (up to 365 days in
Sweden).

Each store also has its own studio for services and maintenance of products such
as ski preparations, boot fitting and annual bicycle maintenance. This builds loyalty and
good customer experience and currently XXL is working on building an environmental
friendly work shop solution.

Marketing

XXL recognizes the value of powerful marketing and has adopted an aggressive
marketing strategy with an aim to be the dominant force across targeted channels.
Marketing activities principally relate to the promotion of XXL’s stores and websites. We
employ a range of marketing tools with direct marketing through weekly printed and
digital newsletters as the backbone of the marketing strategy. We also use newspaper
ads, TV-commercials and different digital marketing. XXL uses multiple digital

channels to drive traffic to the stores and websites such as search engine marketing,
internet ad placement, social media, email marketing such as weekly newsletters and
personalization/retargeting through CRM initiatives. The marketing activities mainly
focus on smart marketing across channels to build brand awareness, improve customer
loyalty, attract new customers and increase sales.

Sourcing and purchasing

XXL purchases goods from suppliers inside and outside the EU. The Group’s purchasing
vehicles are XXL Grossist Norge AS for Norway and XXL Europe GmbH for countries
outside Norway. All of the purchases of the Group are made by one of these two
companies. Merchandise is sold by XXL Grossist Norge AS to XXL Sport & Villmark AS
for further distribution to Norwegian stores and online sales in Norway and similar sold
by XXL Europe GmbH to XXL Sport & Vildmark AB in Sweden, XXL Sport and Outdoors
QY in Finland and XXL Sports & Outdoor ApS in Denmark. Group’s private label
products are produced by manufacturers abroad, primarily in China and Taiwan.

XXL possess huge amount of data of which products that sells well and poorly in
each market and geography. To ensure that the Group’s product offerings are tailored to
local market conditions and demand, the purchasing managers regularly meet with the
vendors, review trade sales and evaluate merchandise offered by other sports retailers.
In addition, they frequently gather feedback and new product reviews from store
management and employees, as well as reviews submitted by the Group’s customers.
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Logistics and distribution

The Group has two central warehouses, one at Gardermoen Norway (outside EU), one
in Orebro Sweden. Also the Group had one central warehouse in Vienna, Austria (inside
EU) that will be closed during 2023. The Norwegian warehouse serves the Norwegian
market, while the Swedish serves Sweden and Finland. All warehouses are equipped
with state of the art robotics (Autostore) which allows them to operate in an efficient
and cost effective way. In addition XXL has developed customized order packing and
shipping processes tailored to meet the specific requirements of the E-commerce
business.

XXL has centralized inventory management. XXL implemented in 2019/2020 a new
data driven and algorithm based replenishment system with the result of significantly
lower distribution of goods to the stores and more predictability for the central
warehouses. It has reduced handling time for store personnel, provided more accurate
and lower stock values combined and provides a more differentiated distribution of
goods (by geography, season differences, size of store, relevant products).

We use third party transport providers to deliver stock to the warehouses and stores
with one day delivery from the central warehouse to most of the stores and E-commerce
delivery points..

IT-systems

XXL has one key operating IT-system, Axapta, for management of supply chain,
warehouse, E-commerce operations, stores, financial, accounting and payroll systems.
The IT infrastructure of XXL is designed to be able to access real-time data from any
store or channel. The network infrastructure is fully integrated and allows for quickly
and cost-efficiently adding of new stores to the network. XXL has further incorporated
reporting tools that allow comprehensive monitoring of business performance and
benchmarking, which is critical to management’s ability to drive strong store level
performance. XXL launched in 2019 a new business analytics solution (PBIl), providing
significant improved insight within supply chain, stock management, sales and pricing.
The solution takes full advantage of one ERP system and the Group has developed
several dashboards to support decision making and take more correct actions to
resolve critical issues.

Competitive landscape
XXL is currently serving the Norwegian, Swedish and Finnish sporting goods markets
with an omni-channel offering through large unit stores and E-commerce. In addition,
the XXL in 2022 operated 8 stores and an E-commerce operation in Austria, but that will
be exited during 2023. XXL is offering a full range of sporting equipment and apparel
at the best prices and focusing on branded products. The competitors consist primarily
of focused sporting goods chains, independent specialty stores and to a lesser extent
general department stores as well as online retailers. In each market, the four largest
retailers have a combined market share of more than 50 per cent.

The most prevalent structure in the sporting goods market is companies operating
under a franchise or buying union structure, where a local merchant operates a store
and owns the operating company, while a central sports chain owns the brand and
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has a central warehouse and marketing function. Examples of these structures are
Intersport and Sport 1in Norway, Team Sportia and Intersport in Sweden, and Intersport
in Finland. Chains primarily relying on a franchising structure typically also have, to a
varying degree, some stores operated by the chain.

Less prevalent in the markets are stores that are operated by a single company, such

as XXL and Stadium in Sweden. In these cases the store manager is an employee of
the chain company and the sports chain owns the operations of the individual stores.
These chains have the benefit of having integrated value chains and flexibility to plan
for optimal execution across the full store network.

In addition to the sports chains, there are a number of independent sports retailers and
specialist stores that operate a single store or a small number of stores. Because of the
advantage being part of a larger system or buying group in terms of supplier terms, the
number of independent stores and specialist stores has been declining for some time.
In recent years, more producers have established stand-alone wholly owned brand
stores.
A number of discount and general retailers offer a range of sporting goods in addition
to other general merchandise, and in many cases offer a wide range of products across
the full spectrum of sport categories. Key players include Coop, Prisma and Citymarket.
With the rise of E-commerce, a number of pure online players focusing on sporting
goods have emerged, including Fjellsport in the Norway or Outnorth in Europe. Typically
also the sport retail chains operate with an E-commerce platform. In addition there are
general online retailers that offer selected sporting goods as part of their assortment
such as e-Bay, Amazon and Zalando. The E-commerce market is also at the time being
characterized by many niche players.

The sports retail industry has experienced a long-term trend of declining number

of stores characterized by an increase in chain formation, high growth online and a
reduction in independent stores. We believe this trend has been driven by the changing
industry dynamics that resulted in part from XXLs introduction of large unit store
concepts as well as the industrial transformation of sales over to online channels

Drivers and trends

The Nordic markets for sporting goods have for several years had growth, except for
2019, with a decline in Norway, a more stable market in Sweden and weak growth in
Finland. During covid in 2020 and 2021 the market all over Nordics proved to be strong,
due to more of the disposable income to buy sports- and outdoor equipment. In 2022
all markets were negatively impacted by the weak consumer sentiment, as most of the
retail sector, and reduced demand for sporting goods, and a higher share of consumer
spending towards travel and services after years with pandemic. Declining markets,
combined with a normalisation of the supply from Asia, have led to high inventory levels
for several of the largest sport retailers in the Nordics, including the Group, and
subsequently high promotion and discount activities.

The traditional sport retail market has, especially in Norway and Sweden, experienced
high competition from retailers in lower price segments, especially from outlet store
concepts, which have grown significantly during the last five to six years. Further,
E-commerce is growing fast as a sales channel and continues to gain customers who

XXL

previously shopped in physical stores. During covid in 2020 and 2021, the Group had
significant competition from pure players within E-commerce who only rely on digital
sales and do not have any physical stores. These E-commerce players constitute the
greatest competition for the Group, and offer other high-end brands and products
than the Group has in its product offering, and have in a short period of time gained
significant market shares within some categories of sports and outdoors merchandise.
This is in line with the trend that sales channels such as E-commerce, outlets and
direct-to-consumer sales have gained market shares from the sports retail chains in
recent years.

Further, consumers are becoming increasingly concerned with sustainability and

the effects consumerism has on the environment, supporting the emerging trend of
restrictive consumerism and consumer shaming. A survey performed by Finn.no and
Opinion shows that three out of five have become more concerned with sustainable
production and the environment than just a few years ago, while four out of five believe
they will be more attentive to the environment in the future. This is in line with a global
consumer trend of more conscious consumption to protect mankind, animals and the
environment. Alternative marketplaces for second hand goods, sharing economy and
clothing and equipment rental have also increased in popularity. There is, however,
uncertainty regarding the size of the second hand market and the extent to which it
replaces trade in the traditional retail market.
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The Nordic sportinggoods markets are
driven by a number of factors and trends.
The most important are:
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General economic factors such as development of disposable income
and consumer confidence

The Nordic economies, as well as Austria, are all among the most prosperous in the
world as measured by GDP per capita.

XXL believes that the strategy of offering attractive value to consumers has made
the business to some extent resilient in the face of adverse macroeconomic conditions,
as consumers become more price-sensitive, which have strengthened our position
relative to competitors.

Health, wellness and physical activity trends

We believe health and wellness is a key trend among the consumers and to identify
themselves with an active lifestyle. Consequently, strong public promotion of, and a
positive attitude towards, health and fithess is observable in all our markets.

Technology is also evolving into the sports industry and the market is experiencing
increased demand of goods related to sports technology products and connected
devices.

Environmental friendly solutions are also in strong demand. Electric bicycle is a
good example and is used also as a way of commuting, adapted to a broad range of
users and saves the environment.

XXL

More interest in equipment-focused sports

Many of the most popular amateur sport competitions are equipment intensive such
as bicycling, skiing and triathlons. \We have seen a more sophisticated demand for

a wider range of specialized products among consumers. The new generation of
amateur, professional and aspiring athletes has affected the traditional market for such
merchandise through its strong purchasing power and preferences for high quality.
Technology is also becoming more important with products such as sport watches,
GPS, heart rate monitors, wearable technology and cameras.

WWeather and seasonal patterns

Given the popularity of both winter and summer sports, most of the markets XXL is
exposed to have a clear four season sporting environment which is a key characteristic
affecting the sporting goods market. The demand for sports retail merchandise changes
dependent on the time of the year. Although the local weather can impact local sales,
the overall sales across the regions are more resilient as weather conditions typically
vary considerably within each country. The fully integrated model of XXL with a central
purchasing function is to some extent less exposed to these seasonal and geographical
variations, as we have the ability of shifting merchandise to the

regions with the highest demand.

Fashion trends and retail industry fragmentation

Several of the categories we sell are heavily influenced by fashion trends and are
increasingly becoming lifestyle products for the consumers. Sports shoes and
sportswear are the clearest examples. The industry is expanding into products
traditionally sold by specialist fashion and shoe retailers as well as other categories
such as health & wellness and home products.
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Senior
Executive
\Management
Team

Annual Report 2022

Stein Alexander Eriksen

CFO and Interim CEO

Stein Alexander Eriksen has been the CFO in XXL ASA since October 2018. From July 2022
he is acting as interim CEO. Eriksen came from the position as CFO in Orkla Care, one of the
key business areas in the leading European branded consumer goods company Orkla. Mr.
Eriksen held several key financial positions during his career in Orkla, including SVP Finance
in Orkla ASA and CFO in Lilleborg. He has also served as head of Business Controlling in
RIMI, one of the former market leaders in Norwegian grocery retail. Stein Alexander Eriksen
started his career as an auditor in Arthur Andersen and holds a M.Sc. in Economics and
Business administration (Sivilekonom) degree from the Norwegian School of Economics.
Mr. Eriksen is a Norwegian citizen and resides in Norway.

Christina Moreno

Managing Director Norway

Cristina Moreno was appointed as Managing Director in XXL Norway in March 2023. She
came from the position as SVP Store Experience at XXL ASA. Moreno holds a degree in

retail from the Norwegian business school Bl. Prior to XXL she worked as a manager for
Sportshuset. Moreno started together with the founders of XXL in 2001, and was one of the
first employees. Moreno has held important roles in the company from the beginning, such as
store manager, chain director and concept director. Through the history of XXL, she has been
involved in all openings of XXL's stores in all countries. With over 25 years in the retail and
sports industry, she possesses both strategic and operational knowledge. Cristina Moreno is
a Norwegian citizen and resides in Norway.

Anders Lindblom

Managing Director Sweden

Anders Lindblom has been the Managing Director for XXL Sweden since March 2020. He
came to XXL from the position as Head Of Operations in Elgiganten AB were he has held
several leading positions the last eighteen years. Prior to Elgiganten AB he worked twelve
years for Siba AB in various managerial positions. He has extensive experience in store
operations, omnichannel development and customer insights. Anders Lindblom is a Swedish
citizen and resides in Sweden.

Pasi Lampsa

Managing Director Finland

Pasi Lampsa has worked in XXL since April 2015 and has been the Managing Director of XXL
Finland since September 2018. Prior to this position Limpsa worked in various positions in
XXL as Store Manager, eCommerce Manager of xxl.fi and xxl.se and eCommerce Operations
Manager. Before joining XXL Lampsa worked 8 years in different positions in Dressmann.
Pasi Lampsa is a Finnish citizen and resides in Finland.
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Hugo Maurstad

Chairman

Hugo Maurstad is the Managing Partner of Monte Rosa Capital. Maurstad was partner in
Altor Equity Partners in the period 2004-2021. Prior to Altor, he was 13 years with McKinsey
& Company as a Senior Partner, including leading the McKinsey office in Norway. Maurstad
has several years of experience both as chairman and as board member in several private
and public companies. Maustad holds a MsC of General Economics from the Norwegian
School of Management. Hugo Maurstad is a Norwegian citizen and resides in Norway.

Ulrike Koehler

Board Member

Ulrike Koehler is an international senior executive, serving 30 years in the fast moving
consumer goods - sports industry - in strategic and hands-on roles as Manager, General
Manager and Vice President. Ulrike retired from Nike in September 2020 after 23 years. She
is known as a catalyst for transforming businesses, marketplaces, teams and organizations.
Koehler gained her experience with global and market leading iconic brands. Her working
experience in multiple countries and regions have created a broad experience. Her latest
responsibility at Nike assumed leading a USD 2.4 billion business with an integrated
marketplace team of 1,900 employees in 9 countries. Ulrike Koehler’s former employees
include Hyde Inc and Asics HQ Europe, serving as an assistant to the European marketing
director. She is a German citizen and resides in Germany.

Kjersti Hobal

Board Member

Kjersti Helen Krokeide Hobeal is CEO of Nille, a retailer with 360 stores, revenues of NOK

1.7 billion and 2,000 employees. She came to Nille from leading Kid Interigr over 8 years.

In both of these jobs, she has taken over the management in a demanding situation and
demonstrated strong ability to drive change, develop and improve business. From 2001

to 2010, Kjersti worked for DNB in the corporate market division, where she among other
things built up a unit for handling demanding engagements. Kjersti studied economics at Bl
Norwegian Business School, and had various roles within finance in COOP and DNB early in
her career. Kjersti combines strong operational retail expertise with a solid background from
the corporate treasury and financing. She is a Norwegian citizen and resides in Norway.

Cristina Moreno

Managing Director Norway

Cristina Moreno was appointed as Managing Director in XXL Norway in March 2023. She
came from the position as SVP Store Experience at XXL ASA. Moreno holds a degree in

retail from the Norwegian business school Bl. Prior to XXL she worked as a manager for
Sportshuset. Moreno started together with the founders of XXL in 2001, and was one of the
first employees. Moreno has held important roles in the company from the beginning, such as
store manager, chain director and concept director. Through the history of XXL, she has been
involved in all openings of XXL'’s stores in all countries. With over 25 years in the retail and
sports industry, she possesses both strategic and operational knowledge. Cristina Moreno is
a Norwegian citizen and resides in Norway.

XXL

Tom Jovik

Board Member

Tom Jovik is a Principal at Altor Equity Partners and has been in the company since 2011.
Prior to joining Altor he worked as management consultant for Arkwright. Jovik holds an
MBA from the Wharton School of the University of Pennsylvania (US) and a degree from the
Norwegian School of Economics (NHH). He is a Norwegian citizen and is resident in Norway.

Kai-Arne Nordhaug

Board member - employee representative

Kai-Arne Nordhaug is an elected employer representative from the central warehouse in
Oslo, Gardermoen. He joined XXL in October 2016 and works with logistics in the goods
receipt department at the central warehouse facility in Norway. Before joining XXL he was a
board member and a department leader in Finsbraten AS. Kai-Arne Nordhaug is a Norwegian
citizen and resides in Norway.

Tor Andrin Jacobsen

Board member - employee representative

Tor Andrin Jacobsen is a sales leader in XXLs store in Asane, Bergen, and has been in the
company since january 2009. He has held various positions in the company, from part time
worker in store to substitute store- and sales manager in Norway. From 2016 has he also
been responsible for education of all outdoor departments in new stores, both in Norway
and Austria. Tor Andrin is educated nutritionist and also studies business economics at the
University of Troms@. He is a Norwegian citizen and resides in Norway.

@ivind Tidemansen

Board member

@ivind Tidemandsen is the founder of XXL. He has also founded or otherwise been
instrumental in the build up of other Norwegian retail groups, including the electric home
appliance retail group Elkjep AS and the home furniture groups Living and Home & Cottage.
He is a significant shareholder of the electric home appliance retail group Power AS and the
home furniture group Home & Cottage AS. @ivind Tidemandsen is a Norwegian citizen and
resides in Norway.
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The Norwegian Market

XXL opened the first store in Norway in 2001, growing
to 38 stores and E-commerce at the end of 2022 and

revenues of NOK 4.4 billion for 2022. XXL's market
share in 2022 was about 32 per cent, according to

Sportsbransjen AS. The market increased with above

3 per cent each year from 2014 to 2021, according
Sportsbransjen AS. In 2022 the market showed a
decline of 9.5 per cent, while XXL had in the same
period a negative growth of 10.2 per cent, hence
losing market shares.

to
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XXL ASA

The Swedish Market

In 2010 XXL started in Sweden and had in 2022 29
stores and E-commerce. To date we have captured a
significant share of the market and our total revenues
for 2022 in Sweden amounted to NOK 2.5 billion.
According to SCB the Swedish sports marked declined
by 6.4 per cent while XXL decreased by 11.4 per cent
(in local currency).

Hort 2022
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XXL ASA

The Finnish Market

XXL opened the first store Tammisto, Helsinki, in
April 2014 as part of the strategy to build on the
successful entry into Sweden and extend the XXL
concept to new markets. XXL are developing a
solid presence in the Finnish market with currently
17 stores and E-commerce and total sales
amounted to NOK 1.5 billion in 2022.

In Finland, figures from TMA (Finnish
Fashion and Sports Commerce Association)
which represents about /5 per cent of the total
market, showed a decline of 7.9 per cent while
XXL had a negative growth of 10.9 per cent

Annual Report 2022
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XXL ASA

The Danish Market

XXL entered the Danish market in late May 2016 by
opening of a website offering only and by utilizing the
existing infrastructure in the Group. The Danish
market is very fragmented with many players and a
high degree of pure online players. The Danish sports
market has also experienced a sound growth over the
last years.

XXL successfully made adjustments to the operation
in Denmark during the second half of 2019 in order to
reach break-even on a significant lower cost base.

Annual Report 2022
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Our strategy

To strengthen customer

experience & operational
efficiency

2023 will be a transitional year for XXL where we continue to adapt to the

challenging market development that started in 2022, with the aim to build
a profitable business again in 2024. The main focus on short term wil<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>