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AGENDA

11.00
11.00 - 12.30
12.30 - 13.30
13.30

Program starts

Group Strategy and Q&A
Guided Tour

Lunch + Product Expo







Thule Group: A lifestyle company focused on sustainable profitable growth

CULTURE & LEADERSHIP

SUSTAINABILITY APPROACH

POSSIBILITY

PRODUCT DRIVEN GROWTH GROWTH WITH

3l STRONG CASH &= STRIZC-?-F;@C
EFFICIENT & FLEXIBLE SUPPLY CHAIN GENERATION M&A

GLOBAL LIFESTYLE BRAND
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Our heritage still creates the cultural foundation we stand on

» Gnosj0andan — entrepreneurial spirit
* Product is King
* Yes, we can — grit mentality

* Own and live our brand
= Safe
= Quality
= Easy to use
= Sustainable
= Trustworthy
» Flexible and constantly evolving
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Sales: Historical growth trend boosted by pandemic induced "staycations”

Reported Net Sales and Fx adjusted Sales Growth (2014-2021)

Bio SEK { +11% CAGR (Fx adj.) }

—[+25% CAGR (Fx adj.)]—l
12,0
10,4
10,0 [ +6% CAGR (Fx adj.)]
L J .
20 7,8
’ 6,5 7,0
5,9
6,0 5,0 5,3
4,0
2,0
0,0

2014 2015 2016 2017 2018 2019 2020 2021

Note: Remaining Business Segments. Growth including smaller acquisitions. Reported Net Sales, 2014-2021 CAGR in Constant Currency includes 3 minor acquisitions
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Profit: Strong EBIT and EBIT-Margin improvement

Reported EBIT (2014-2021) EBIT-Margin (2014 — 2021)

( ] 25%
L+19% CAGR ]
Bio SEK -| +38% CAGR l
1 20%
2,5 2,3
o)
2'0 +11% CAGR 15%
} 1,6
1,5
10 12 2 10%
10 08 09
0,6 coq
0,5 I
0,0 0%
2014 2015 2016 2017 2018 2019 2020 2021 2014 2015 2016 2017 2018 2019 2020 2021

Note: EBIT and EBIT-Margin; Remaining Business Segments
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Product is King approach: 5% of sales in Product Development

» Expansion of the Global R&D center
and Thule Test Center™
(Hillerstorp, Sweden)

= 4 niche-focused in-house R&D satellites

= Seymour (CT) and Longmont (CO), USA
= Menen, Belgium
= Malmo, Sweden

» >300 in-house product development staff
» Competences within all professions

» Multi-award winning Design Team
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A flexible Supply Chain with strong in-house manufacturing competence

= Deliver safe products with high quality
» Consider sustainabillity in all aspects

= Retail customers and consumers offered
flexibility and high service levels

= Efficiencies with diverse portfolio —
focus on automation for high-runners

» 2021-2023 above average CapEXx

= Higher inventory until global
Supply Chain stabilizes
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SUSTAINABILITY
Our ambition is to be sustainable at every step of the way




Sustainability has always been an integral part of what we do

=i i

-~ Caring about
nature

Caring about Engaging with
people and society the community
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Sustainability — Caring about nature
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We are rooted in the outdoors, founded deep in the fo
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We make products that either bring your gear into nature

If there were no rivers to paddle, no trails to mountain

= Carbon footprint
= \\ater
= Material selection
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Sustainability — Caring about people and society
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Sustainability — Engaging with the community
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Share of sales 2021 - Region and Product Category

PACKS, BAGS &
ACTIVE WITH KIDS LUGGAGE

SPORT & CARGO

RV PRODUCTS

14%

N=E][O]\

Jrort 72%

19 2022-05-11 Thule Group - Capital Markets Day 2022 Thl,“e Group))



Regional differences in share of sales

Region Europe&RoW

4%

14%

19%
63%

Sport&Cargo Carriers — Market leader

RV Products — Market leader in our niches

Active with Kids — Bike commuting popular

20 2022-05-11

Packs, Bags & Luggage — Case Logic never established

Thule Group - Capital Markets Day 2022

Region Americas

12%

_ 9%
B Sport&Cargo Carriers

RV Products
B Active with Kids

3%

[ Packs, Bags & Luggage

76%

Sport&Cargo Carriers — Market leader

RV Products — Focus on higher margin niche of small vans

Active with Kids — Still limited bike commuting

Packs, Bags & Luggage — Case Logic well established in US
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Sport&Cargo Carriers: Global market leader in growing category

v

SHARE OF PEEeaRTS.  -
NI=aE SALES 67% &2 - .l E et .: ¥ /
o » ¥ A T B ‘.';‘ N .

(2021)

THULE = Global market leader
GROUP

MARKET #1 = Strong local smaller S
POSITION geography / sub-category | e e G
(2021) niche players A\ N

= Staycation momentum

GLOBAL solidifies long-term trends
MARKET +3-500 .,
TREND Customer preferences for

premium brands with
sustainability focus

LONG-TERM Strengthen Global

STRATEGIC . BeR A
AMBITION No. 1 position R S
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RV Products: Outpacing the European market and growth in niches in US

SHARE OF
NET SALES
(2021)

THULE
GROUP
MARKET
POSITION
(2021)

14%

= Market leader in our

#1in niches in Europe

» Limited premium niche

Europe offer in N. America and

Asia/Pacific

GLOBAL
MARKET
TREND

+3-5%

= Short-term constraints for
chassis in Europe

Consumer desire strong

» |nflationary pressures may
impact purchase decision

LONG-TERM

STRATEGIC
AMBITION

22

Outpace European market

and win in niches in
N. America & Asia
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SHARE OF

NET SALES 12%

(2021)

THULE #1 Bike = | eader in Bike Trailers

GROUP = Top 3 in Bike Seats

MARKET :
POSITION Growing - (SatrO\ﬂ/ing pl_?ﬁ/ebr ind
2021 - rollers with broader
e In stroller > coriment
= Sustainability focus
GLOBAL = Huge infrastr_ucltsqlr(e
MARKET +3-50% investments in Bike
TREND commuting
= Premium stroller brands
win share
LONG-TERM Strengthen bike lead & |
STRATEGIC . - ,
AMBITION grow stroller position . -
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Packs, Bags & Luggage: Post-pandemic growth as travel pick up

SHARE OF
NET SALES

(2021)

THULE
GROUP

MARKET
POSITION
(2021)

7%

= Small player overall

Small = Strong niche player in
niche certain geographies

player = Strong niche player in
certain sub-categories

GLOBAL
MARKET
TREND

= Post pandemic recovery
expected as travel and
offices & schools reopen

+1-3% .
= More “open space” in
competitive category after
challenges for brands

LONG-TERM

STRATEGIC
AMBITION

24

Win market share in
luggage, everyday bags
and sport packs
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New Product Categories — Parameters for ’ideal” type of category for Thule

BIG MARKET

GLOBAL MARKET

POSITIVE MARKET TREND THULE GROUP

BRAND &
COMPETENCE
HIGH GROSS MARGIN FIT

SIZEABLE SHARE IN PREMIUM

FUNCTION & DESIGN

26 2022-05-11 Thule Group - Capital Markets Day 2022

POSSIBILITY
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STRATEGIC M&A
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Dog Transport products: Growing dog ownership and ”"family inclusion”

Number of Dogs (Mio) and Households owning minimum 1 dog (%)

(Mio) 90
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Sources: American Veterinary Medical Association, American Pet Products Association, Canadian Animal Health Institute, European Pet
Food Association, Japan Pet Food Association, Korea Pet Food Association, RSPCA (2020-2022)
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Dog Transport products: Focus on Car and Bike travel

CAR
TRANSPORT

BIKE
TRANSPORT

28 2022-05-11

Many ways to transport dogs in car
Wide price point positions in market
Niche brands in premium segment

Stricter safety standards and laws are
being implemented

Estimated* Global

Market Size
(mid to premium segment)

~1.5 Bio SEK

* Management assumption based on various sources

Many ways to transport dogs with bike
Wide price point positions in market

Child Bike Trailer brands lead
premium dog trailer segment

Bike commuting will continue to grow

Stricter safety standards and laws are
being implemented

Estimated* Global

Market Size
(mid to premium segment)

~0.5 Bio SEK

* Management assumption based on various sources

Thule Group - Capital Markets Day 2022
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Car Seats: A safety foused, technical category with high demands

Many use modes to consider

placing child

taking child  on stroller ..

strolling

29

carrier

2022-05-11

at home

eeeeee
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Strict regulations (that differ)

EUROPE

&

i-Size (UN R129)

N. AMERICA

FMVSS/CMVSS 213

Common Key Points

@ reassuring
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Car Seats: Category entry in steps 2023-2025
» 2023/Q4 Europe

= Base
= |[nfant
= Toddler

= 2024/H2 N. America

= Base + Infant
= Base + Toddler

= 2024/H2 Global

= Booster

» 2025 Other regions (to be defined)
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Car Seats: Focus first on European and N. American portfolios

EUROPE

Same base used both for Infant & Toddler

Newborn: Common Base + Infant Seat

Toddler: Common Base + Toddler Seat

Larger children: Booster Seat

I-Size (UN-R129) regulatory demands modern & stringent
Independent test institute ratings key for consumer confidence
Feature rich premium segment winning share

Strong incumbent brands in premium segment

Estimated* European
Market Size

(premium segment)

~7.5 Bio SEK

* Management assumption based on various sources

N. AMERICA

Different bases used for Infant & Toddler

Newborn: Infant Base + Infant Seat

Toddler: Toddler Base + Toddler Seat

Larger children: Booster Seat

FMVSS/CMVSS 213 regulatory demands older & looser
Independent test institute ratings key for consumer confidence
Wide price point positions with premium models winning share
No clear winners in premium segment

Estimated* N. American

Market Size
(premium segment)

~6.5 Bio SEK

* Management assumption based on various sources

2022-05-11
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New Product Categories — Good fit for Thule

DOG TRANSPORT CAR SEATS

BIG MARKET

GLOBAL MARKET

POSITIVE MARKET TREND

HIGH GROSS MARGIN

SIZEABLE SHARE IN PREMIUM

FUNCTION & DESIGN

BRAND & COMPETENCE FIT

POSSIBILITY FOR M&A

AN N N N N N
CALLCLLCACACLLKAL
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Reporting — "Active with Kids” renamed ”Juvenile & Pet Products”

TODAY: Active with Kids NEW TOMORROW
Child Bike Trailers Strollerg | ogranspor_t, Products

| [ht'

Car Seats - & P ET
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BRAND
Building on our globally recognized lifestyle brand - Thule
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Thule — A lifestyle brand built on genuine and solid pillars

INSPIRING GENUINE

BRAND PROMISE

REAL

BRAND POSITIONING

> Bring your board '

¢ Bring your bike .
JBring your skis ﬁ
Bring your gean,

Bring your Kids
Bring your
*Bring your | .‘

Bring your dreams’
Bring your life

BRAND CONNECTION

CONSISTENCY
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Thule — Great ambassadors are true users

Elliot Jackson (Mountainbiker)
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Thule — True users become great ambassadors

@nakamoto.ke

"

,_,\ :l

@aktivtfamiljel/iv
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Building on 80 years of product driven growth

r .3 -

“““““
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Thule Group: A lifestyle company focused on sustainable profitable growth

CULTURE & LEADERSHIP

SUSTAINABILITY APPROACH

POSSIBILITY

PRODUCT DRIVEN GROWTH GROWTH WITH

S STRONG CASH [B% STR'Z?EGI c SHAREHOLDER
EFFICIENT & FLEXIBLE SUPPLY CHAIN GENERATION MGA RETURNS

GLOBAL LIFESTYLE BRAND

RETAIL SUPPORT & PUSH
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Growth oriented mindset supported by macro trends

Bike commuting

Lifestyle brands with
guality and sustainability
postioning

THULE

2022-05-11 Thule Group - Capital Markets Day 2022

Active "Staycations”
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Trends that were strong pre-pandemic expected to continue to grow

43

2022-05-11 Thule Group - Capital Markets Day 2022

Thule Group»



44

Active life pursuits will grow — Outdoor & Urban
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Global brands with quality & sustainability stamp will continue to thrive
(24
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Long-term Targets 2030 — Updated with more ambitious Revenue Target

20 Bio SEK by 2030

Previous: Double 2020 revenue by 2030
2 x (7.8 Bio SEK in 2020), i.e. 15.6 Bio SEK 2030

REVENUE

Meet ambitious
PROFIT Maintain >20% EBIT-Margin Science Based Targets
for reduction of
greenhouse gas
emissions

S DN >75% of annual Net Income
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Thank you for your attention!




