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THIS IS
FAL\VAL\\[o

Zinzino is a global D2C company from Scandinavia specialising in bio-
marker-based personalised dietary supplements and health techno-
logy. Zinzino is a limited liability company and its shares are listed on
Nasdaq First North Growth Market. The company's test-based and sci-
entifically proven supplements are available in more than 100 markets
worldwide. Zinzino owns the Norwegian research and production units
BioActive Foods AS and Faun Pharma AS. The company's head office is
located in Gothenburg,

Sweden, with additional offices in Finland, Latvia, Norway, USA, Aus-
tralia, Hong Kong, Malaysia and India.

A BRIEF HISTORY

2007 - Zinzino AB was started. The company'’s principal business
is to own and develop companies in direct sales and
related activities.

2009 - Zinzino Nordic AB was acquired partly through a directed
non-cash share issue to the owners of Zinzino Nordic AB
and partly through a subscription in the preferential rights
issue that Zinzino Nordic AB carried out in December. Through
this, Zinzino AB obtained control over 97% of the votes and
92% of the capital of Zinzino Nordic AB. By 31 December 2021,
participating interest had increased to 93% of capital.

2010 - Zinzino shares were listed for trading on the Aktietorget
stock market.

2011 - The group was expanded with companies in Estonia
ERGERIGITERIER

2012 - Companies were startedin Latvia and Iceland.

2013 - Acompany was started in the US.

2014 - The group was further expanded by companies in Poland
and the Netherlands. In the same year, Zinzino AB acquired

BioActive Foods AS and 85% of the shares in Faun Pharma AS.
Zinzino AB was listed for trading on Nasdaq OMX First North.

2015 - Acompany was started in Canada and the ownership share
in Faun Pharma AS was increased to 98.8%.

2016 - Asubsidiary was started in Germany.
Sales were launched in all of the EU countries.

2017 - Sales were launched in Switzerland.
2018 - New subsidiaries in Romania and Italy.
2019 - Newsubsidiariesin Australia and India.
2020 - Acquisition of VMA Life in Singapore.
Zinzino AB moves up to the premier segment of the

Nasdagq First North Premier Growth Market.

2021 - Sales were launched in South Africa.
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ZINZINO AB

ZINZINO EHF
(Iceland) 100%

SIAZINZINO
(Latvia) 100%

ZINZINO OU
(Estonia) 100%

ZINZINO UAB
(Lithuania) 100%

ZINZINO LLC
(USA) 100%

ZINZINO PTYLTD
(Australia) 100%

ZINZINO S.R.L
(Romania) 100%

ZINZINO UKLTD
(UK) 100%

ZINZINO HONG KONG
LTD 100%

ZINZINO SINGAPORE
PTELTD 100%

ZINZINO MALAYSIA
SDN BHD 100%

ZINZINO CO.LTD
(Thailand) 100%

GROEP STRUCHE &

ZINZINO GMBH
(Germany) 100%

ZINZINO BV
(The Netherlands) 100%

ZINZINO SP.Z.0.0
(Poland) 100%

BIOACTIVE FOODS AS
100%

FAUN PHARMA AS 98.8%

ZINZINO CANADA
CORP 100%

ZINZINO ITALIAS.R.L.
100%

ZINZINO SA (PTY)LTD
(South Africa) 100%

ZINZINO GIDA
(Turkey) 100%

ZINZINO LLC
(Ukraine) 100%

ZINZINO HEALTH
PRODUCTS INDIA
PRIVATE LTD
(India) 100%
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ZINZINO

ZINZINO

NORDIC AB 93%

ZINZINO SVERIGE AB
(Sweden) 100%

ZINZINO oY
(Finland) 100%

ZINZINO APS
(Denmark) 100%

ZINZINO AS
(Norway) 100%

OPERATIONS AB 100%




FINANCIAL SUMMARY: (sek mitlion)

Key group figures 2021 2020 2019 2018 2017
Total revenue 1,370.6 1,138.6 770.6 576.6 540.3
Net sales 1,288.5 1,074.4 710.8 532.9 495.1
- salesgrowth 20% 48% 34% 7% 13%
2 * Gross profit 427.5 348.6 232.3 182.8 159.8
g Gross profit margin 31.2% 30.6% 30.1% 31.7% 29.6%
Operating profit before depreciation and
amortisation 137.6 108.5 33.5 237 1.1
p Operating margin before depreciation and
" amortisation 10.0% 9.5% 4.4% 4.1% 21%
o Adjusted operating profit before depreciation
1y o and amortisation 137.6 86.3 33.5 237 111
( Adjusted operating margin before deprecia-
tion and amortisation 10.0% 7.6% 4.4% 4.1% 2.1%
L % Operating profit 116.0 86.6 14.8 6.4 1.0
5
& =] Operating margin 8.5% 7.6% 1.9% 1.1% 0.2%
o ey
R 3 Profit/loss before tax 114.9 85.0 13.9 5.7 0.8
35, Net profit 89.7 66.3 11.3 4.7 -0.8
oy e
13 Net margin 6.5% 5.8% 1.5% 0.8% -0.2%
Net earnings per share after tax before
22 dilution, SEK 2.57 1.96 0.33 0.13 neg
Net earnings per share after tax at
full dilution, SEK 2.46 1.88 0.32 0.13 neg
. Cashflow from
o operating activities 153.5 97.3 71.3 29.8 25.3
Cash and cash equivalents 235.7 143.2 76.8 45.5 48.4
Equity/assets ratio 25.1% 19.6% 13.1% 19.5% 44.4%
Equity per share before dilution, SEK 4.52 2.88 1.24 1.55 2.47
Number of issued shares on average
for the period 33,551,514 32,860,203 32,580,025 32,580,025 32,580,025
Average number of issued shares
for the period with full dilution 35,092,535 34,300,203 32,846,326 32,580,025 34,081,395

Information regarding 2017 is based on earlier accounting principles. For the full year 2020, gross profit, operating
profit before and after depreciation/amortisation are affected by SEK 22.2 million through changed accounting as
a result of changed terms for distributor remuneration. Net profit was affected by SEK 17.4 million.




OUR BEST YEAR EVER, 20% GROWTH COMBI-
NED WITH STRONG PROFITABILITY

2021 was Zinzino's best year

in our 15-year history. Our growth
continues, combined with strong
profitability, which is fully in line
with Zinzino's strategic plan for
the coming years.

The full year 2021 delivered 20% growth over the previous year
and a full 10% in EBITDA, fully in line with our upwardly revised
forecasts we submitted during the year. It also means that we
can propose a dividend of a full SEK 2 per share to the upcoming
Annual General Meeting, which | think sends a really strong
message. We are of course very pleased with the continued
good performance and we look forward to the future.

FOCUS ON GROWTH

We are a growth company with the objective of increasing our
revenues by an average of at least 20% annually in the coming
years. Although we have had a slightly flatter growth curve
the last six months compared to last year, we have focused on
growth for new and existing markets and launched some
exciting new products. We have succeeded in stimulating our
distributor activity and worked on the underlying growth
going forward while maintaining a good and scalable level
of profitability.
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"The full year 2021 delivered
20% year-on-year growth and

a full 10% in EBITDA"

Dag Bergheim Pettersen, CEO, Zinzino

We have gradually opened up more markets in recent years.
The latest addition is South Africa, which started sales in
November with full market status in Zinzino. In total, including
all the market launches we've made in the past year, we have
sales operations in 40 markets around the world, plus a global
webshop for an additional 65 countries. We have a long-term
establishment strategy that is both balanced and sustainable.
At the same time, we are very focused on our existing markets,
developing them and creating growth there as well.

Zinzino has a strong brand, which we are continuing to build,
in test-based supplements and we are developing high quality
products in our own production unit. During the year, we
launched an innovative dietary supplement with ZinoGene+,
our new Vitamin D Test and a magnesium and vitamin D
product we call ZinoShine+.

Extensive studies at a global level show that people all over
the world are very committed to their health. This has become
a global trend, not least because of the pandemic. This gives
us a strong belief in the future as safe and sustainable solutions
in preventive health care are increasingly in demand.



DIGITALISATION AND E-COMMERCE

Digitalisation and the increase in online shopping are also

a growing global trend that we are greatly benefiting from, which
we are seeing in our sales growth and healthy profitability.
Zinzino has already invested and will continue to invest significant
capital and resources in e-commerce.

Our vision is to inspire people all over the world to improve their
ives. A stated milestone is reaching 1 million customers by 2025,
which we believe we will reach sooner as we already have over
400,000 customers in our customer register. It's a constant ba-
lancing act of working towards our long-term visions and clear
goals and doing a good job on a daily basis.

Our strategy is clear to everyone involved with Zinzino; employees,
distributors and suppliers alike. We work with a structured and
process-oriented approach with the aim of implementing all our
strategic plans. The plans for this year and the next are to open
in more strategic markets, launch a number of new products and
develop our e-commerce. We are also looking for potential com-
panies to acquire or invest in to strengthen our global growth.
Profitable growth is one of our most important strategic goals
and what really inspires all of us who work with Zinzino.

Dag Bergheim Pettersen
CEO Zinzino
Inspire Change in Life



THE PAST YEAR 2021

Q1

The year started with strong sales growth of 38%, with total revenues increasing to SEK 333.4 (242.1) million. Despite
the continuing turbulence in the world due to the Covid-19 pandemic, several markets continued to show high levels of
distributor activity, mainly through digital events. Zinzino continues to support both the mature Nordic markets and
the new markets in Asia with continued support and training to maintain and accelerate sales growth and build local
sales organisations.

Sales
SEK million 3 3 3 04 (242.1)

Revenues
88%
HEALTH COFFEE FAUN OTHER INCOME
2021; SEK 290.8 (206.3) million 2021; SEK 7.2 (7.1) million 2021; SEK 17,4 (13,5) million 2021; SEK 18.0 (15.2) million

Geographic distribution of sales Sales and Gross Profit EBITDA %
400 12%
350 1%

Nordic countries 28% Central Europe, 16% 300 /

550 // 10%
200 N 9%
150 \ / 8%
100 /

Eastern Europe, 24% 50 7%

Faun Pharma AS, 5%

APAC, 6%
Q12018 Q12019 Q12020 Q12021

Southern & Western Europe, 10%

North America 5% Baltic countries 6% = Total revenue
M Gross profit

= Gross profit margin
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During the second quarter, sales continued to show stable growth and total revenues increased by 18% to SEK 322.4
(274.3) million. EBITDA increased to SEK 33.4 (16.0) million, which meant that the Board adjusted the expected EBITDA
margin for the full year upwards by two percentage points. During the quarter, Zinzino continued to work on the esta-
blishment processes on Asian markets that have become available through the acquisition of VMA Life in 2020. Malaysia
achieved full market status during the quarter and India also started sales during the quarter, a demanding project that
Zinzino's establishment team has been working diligently on for several years. At the beginning of the quarter, Zinzino
launched the new products BalanceOil+ Premium and ZinoGene+.

i:llfinillion 322 .4 (274.3)

Revenues

HEALTH . COFFEE FAUN OTHER INCOME
2021; SEK 280.4 (234.9) million 2021; SEK 6.5 (8.0) million 2021; SEK 16.0 (16.0) million 2021; SEK 19.5 (15.4) million

Geographic distribution of sales Sales and Gross Profit EBITDA %
350 12%

300
Nordic countries 29% Central Europe, 17% 10%

250
200
150
100
Faun Pharma AS, 5% Eastern Europe, 25% 50 2%

8%

6%

4%

APAC, 5% 0 0%
Q22018 Q22019 Q22020 Q22021

Southern & Western Europe, 11%
North America 3% Baltic countries 5% = Total revenue
M Gross profit
= Gross profit margin




During the third quarter, revenues increased by 11% to SEK 313.6 (281.8) million, which is a slightly weaker growth than
anticipated but with continued good margins. EBITDA amounted to 12.9% (10.2%) compared to the same period last year,
which resulted in the Board of Directors further adjusting the expected EBITDA margin for the full year upwards by one
percentage point. In September 2021, Taiwan achieved full market status and sales started on the local market. This was
a clear objective with the strategic acquisition of VMA Life carried out in 2020. Through this establishment, Zinzino is
now present in more than 100 different markets.

Sales
SEK million 31 3.6 (281.8)

Revenues
HEALTH COFFEE FAUN OTHER INCOME
2021; SEK 276.7 (245.0) million 2021; SEK 5.8 (7.8) million 2021; SEK 13.9 (12.8) million 2021; SEK 17.2 (16.2) million
Geographic distribution of sales Sales and Gross Profit EBITDA %
EL) 14%
Nordic countries, 27% Central Europe, 18% 300 12%
250 10%
200 / 8%
150 6%
Faun Pharma AS, 4% /
100 4%
APAC, 7% Eastern Europe, 25% 50 2%
North America 4% . .
(]
Southern & Western Europe, 10% Q32018 Q32019 Q32020 Q32021

Baltic countries 5%
= Total revenue

M Gross profit
= Gross profit margin
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The year ended with steady sales growth of 18% where the in terms of sales successful Black Friday promotion slightly e
reduced the profit margins entirely as planned. Total revenue increased to SEK 401.2 (340.4) million. During the quarter, <
a new testing concept for vitamin D was launched with the introduction of the new products Vitamin D Test and ZinoShine+. '
In addition, the quarter saw the start of sales in South Africa, which after several years of start-up work has now become

Zinzino's first local establishment on the African continent.

Sales
SEK million 401 02 (340.4)

Revenues
87% 8%
HEALTH COFFEE FAUN OTHER INCOME
2021; SEK 350.0 (295.2) million 2021; SEK 5.6 (7.8) million 2021; SEK 15.1 (17.7) million 2021; SEK 30.5 (19.7) million
Geographic distribution of sales Sales and Gross Profit EBITDA %
450 12%
400 10%
Nordic countries, 24% Central Europe, 17% 350 3%
250
0
Faun Pharma AS, 4% 4%
200
150 — 2%
Africa, 0% 100 0%
50 -2%
APAC, 8% Eastern Europe, 25% 0 -4%

42018 42019 42020 42021
North America 4% Q Q Q Q

Southern & Western Europe, 11%
Baltic countries 7% = Total revenue
M Gross profit

= Gross profit margin




GEOGRAPHIC DISTRIBUTION
& SALES GROWTH PER REGION

The geographic distribution of sales in 2021 and sales growth
compared to the previous year appear in the following chart.

@ Open markets
Undergoing opening process

NORTH AMERICA
Share 4%

CENTRAL EUROPE
Share 17%

SOUTHERN &
WESTERN EUROPE

Share 11%

EASTERN EUROPE
Share 24%
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] Geographic distribution
sales 2021

Sales growth 2021 per
region on last year

NORDIC
COUNTRIES

Share 32%

BALTIC
COUNTRIES

Share 6%

APAC
Share 6%

AFRICA
Share 0%
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SALES BY REGION

A common feature of Zinzino’s emerging markets is that they are run by committed distributors working
in a structured and active way. They have a wide network of contacts across the borders to neighbouring
countries, and with the company's geographic expansion, also over longer distances. Work is carried out
with a strong focus on Zinzino's Balance concept, which has been positively received by a large number of
new customers in many new markets.

Zinzino is working long-term and investing considerable resources in the development of IT systems and
marketing tools, which generate growth in both the short and the long term. When the company expands
into a new market, this occurs mainly when the company’s market analysis shows that there are good
opportunities to establish an effective sales organisation locally. This is primarily achieved via contacts
to the already established sales organisations in neighbouring markets. This is precisely the reason for
the good sales performance of the relatively newly established markets in Central and Southern Europe.

These contacts can occasionally also carry across continents, which has been behind the launch in
Australia, India and South Africa, as well as the ongoing new establishment projects around the world.
The establishment model follows the same concept for all markets with customisation of websites
and marketing materials in the local languages.

Through the global webshop, Zinzino has coverage for more than 100 different countries throughout
the world. This approach reduces the pressure on the organisation to open up full-scale markets,
which requires major internal resources that can now be fully allocated to the ongoing projects in Asia,
North America (Mexico), Africa and Europe.
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NORDIC COUNTRIES

In the Nordic countries, total revenues decreased by 6% to SEK 369.8 (392.0) million during the year. This
follows some sales growth in the Norwegian market. Performance in Denmark and Sweden was weaker
and revenues decreased marginally during the year compared to the previous year. The Finnish market
has seen a consistently weaker trend in 2021, losing ground compared to 2020. Zinzino has been focusing
on the Finnish distributors and has taken steps to re-stimulate growth in the country. As a result, partner
activity has increased again and the decline in revenues has slowed. The downturn has continued in Iceland
with low distributor activity and a reduced customer base during the year.

Faun Pharma AS, the Group's subsidiary and manufacturing unit, has combined high internal and
external production during the year, resulting in external sales increasing by 4% to SEK 62.6 (59.9) million
compared to last year.

Total revenues in the Nordic countries, Zinzino and Faun combined, amounted to SEK 432.4 (457.4) million,
representing 32% (39%) of the Group's total revenues for the year.

SEK million
Growth compared to the prior year -4% VANVAINION , | 7:18 1, | 73%
Share of Zinzino's total sales 32%
Net sales 397.8 ZINZINO COFFEE 5%
Other revenue 34.6 ZINZINO OTHER 8%
Total revenue 432.4

VAN\VAINIOR 7V ]\\] 14%

BALTIC COUNTRIES

The Baltic countries increased total revenues during the year by 13% to SEK 79.2 (70.4) million. The growth
was entirely attributable to Lithuania, where distributor activity has been consistently high with a large
influx of new customers during the year. In Estonia, the decline stopped completely in the last months of
the year, with increased distributor activity as the main underlying cause. On the other hand, there was
aslight decline in sales in Latvia, where revenue during the year came mainly from the high proportion of
repeat purchases of the company's products by existing customers. The region's total revenues represented
6% (6%) of the Group's total revenues during the year.

SEK million
Growth compared to the prior year 13% VAINVAINION . | 7:18 1, | 89%
Share of Zinzino's total sales 6%

0
Net sales 73.9 ZINZINO COFFEE 4%
Other revenue 5.3 ZINZINO OTHER 7%

Total revenue 79.2




NORTH AMERICA

Revenues in North America increased during the year by another 24% to SEK 51.3 (41.3) million. Overall,
the region has shown positive development during the year with good growth, mainly driven by an increase
- in customer subscriptions and related orders. The underlying growth from the activity of existing and
new distributors with an extra emphasis on customer acquisition was the main underlying reason for the
good customer subscription performance.Zinzino will continue to adapt its digital platforms to North

= ‘ America, develop the collaboration with Life Leadership and support the distributor organisations to further

q stimulate the growth rate. North America accounted for 4% (4%) of the Group's total revenues during

. . the year.
SEK million
Growth compared to the prior year 24% VAINVAINON , | 7.1N |, | 94%
Share of Zinzino's total sales 4%
Net sales 48.1 ZINZINO OTHER 6%
Other revenue 3.2
Total revenue 51.3

EASTERN EUROPE

i Total revenues in Eastern Europe increased during the year by 24% to SEK 337.1 (272.3) million compared
* to the same period last year. This was due to consistently strong growth in the region during the year.
Growth was mainly driven by the Czech Republic, Slovakia and Poland with an increased customer base
and subscription orders following high underlying distributor activity from existing and new distributors.
The region together accounted for 24% (24%) of the Group's total revenue during the year.

SEK million

Growth compared to the prior year 24% ZINZINO HEALTH 95%
Share of Zinzino's total sales 24% SINZ NG (R o 5%
Net sales 319.6

Other revenue 17.4

Total revenue 33741
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CENTRAL EUROPE

In Central Europe, growth was generally good during the year. The experienced distributor organisation
has run its operations with high levels of efficiency and a strong focus on the positive effects of the products.
Through the work of the distributors, the region has built a strong customer base with a strong interest in
health that continues to grow. During the year, total cumulative revenues increased by 30% compared to
last year to SEK 232.7 (179.6) million following generally high activity among distributors. This represented
17% (16%) of the Group's total revenue during the year.

SEK million

Growth compared to the prior year 30% ZINZINO HEALTH 95%
Share of Zinzino's total sales 17%

Net sales 2221 ZINZINO OTHER 3%
Other revenue 10.6

Total revenue 232.7

SOUTHERN & WESTERN EUROPE

The region performed consistently well during the year with a positive development in all markets. Total
revenues during the year increased by 66% to SEK 147.1 (88.8) million. Underlying this good performance
was the high level of activity during the year of the growing and increasingly large distributor organisation
in the UK and Ireland, where the digital meeting culture has been gradually replaced by face-to-face
interactions during the year as pandemic restrictions have slowly eased. The high level of distributor activity
has quickly resulted in a large customer base with growing subscription revenues. At the same time, the
healthy development has continued in the Netherlands with a large customer base and high growth of new
customers driven by the strong distributor organisation. In France, Italy and Spain, the newly appointed
local sales managers have stimulated distributor activity and sales growth. At the same time, growth has
also picked up in neighbouring markets such as Greece, Cyprus and Slovenia. The region together accounted
for 11% (8%) of the Group's total revenues during the year.

SEK million

Growth compared to the prior year 66% VANVAINON . | 7:18 |, | 94%
Share of Zinzino's total sales 11%

Net sales 138.1 ZINZINO OTHER 6%
Other revenue 9.0

Total revenue 1471

S,

v

o




APAC

The region's total revenue increased during the year by 161% to SEK 89.7 (34.3) million. Consistently high
activity among new and existing distributors, but pandemic restrictions and shutdowns have nonetheless
slowed sales performance in the region to some extent. At the same time, the establishment team is
working intensively to complete all the processes required to open more markets under the Zinzino banner.
By the end of the year, Hong Kong, Taiwan and Malaysia had achieved full Zinzino market status and more
markets are in the pipeline. As most of the key distributors in Australia have connections in Asia, Zinzino
sees great opportunities for synergies between the markets after the opening of sales in the APAC region.
APAC accounted for 6% (3%) of the Group's total revenues during the year.

SEK million

Growth compared to the prior year 161% VALNVAINION , | 7:1R ), | 98%
Share of Zinzino's total sales 6%

N 877 ZINZINO OTHER 2%

Other revenue 2.0

Total revenue 89.7

AFRICA

Sales started under the local flag in South Africa on 9 November 2021. South Africa is Zinzino's first local
establishment on the African continent. Initially, the focus has been to build on the local distributor orga-
nisation, which at the start of sales consisted of 285 distributors and a customer base of approximately
3,000 customers. During the year, revenues amounted to SEK 1.1 (0.0) million for the African region inclu-
ding the revenues for the other countries in the region which, as before, are handled via Zinzino's global
webshop in anticipation of the markets opening under their own local flags.

SEK million

Growth compared to the prior year n/a ZINZINO HEALTH 98%
Share of Zinzino's total sales 0%
Net sales 11 ZINZINO OTHER 2%

Other revenue =

Total revenue 1.1
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SALES PER REGION

- A COMPARISON BETWEEN REGIONS (SEK MILLIONS)

Nordic countries

Baltic countries

North America

Eastern Europe

Net sales 397,839 73,942 48,144 319,646
Other revenue 34,554 5,273 3,190 17436
Health share 73% 89% 94% 95%
Coffee share 5% 4% - -
Other share 8% 7% 6% 5%
Faun share 14% n/a n/a n/a
Growth compared to

the prior year -4% 13% 24% 24%
Share of the Group’s

total sales 32% 6% 4% 24%

Southern &
Central Europe Western Europe APAC Africa
Net sales 222,107 138,114 87,638 1,052
Other revenue 10,640 8,999 2,016 25
Health share 95% 93% 98% 98%
Coffee share - - - -
Other share 5% 7% 2% 2%
Faun share n/a n/a n/a n/a
Growth compared to
the prior year 30% 66% 161% n/a
Share of the Group’s
total sales 17% 11% 6% 0%
Total revenue 1,370.6
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OUR GROWTH CONTINUES

NEW MARKETS IN 2021

Start of sales in India

The first market launch in 2021 was India, with sales starting on
6 April. It was a complicated project that Zinzino's establishment
team has been working on for several years. Logistics for the
Indian market are handled from a 3PL warehouse in Mumbai
through a partnership with DHL. Other operational activities
are handled from New Delhi in collaboration with the head office
in Gothenburg and customer support from the regional office in
Kuala Lumpur, Malaysia.

Malaysia and Taiwan achieved full market status

Malaysia achieved full market status with the official start of sales
on 3 June 2021 at the local Malaysian company. On 9 September
2021, sales started in Taiwan under the local flag as the province
achieved full market status. Both establishments were made
possible by the acquisition of VMA Life, which Zinzino carried out
in 2020. The starts marked a transition from previously managing
sales through the global webshop, which has acted as a bridge
for customers and distributors in Malaysia during the ongoing
establishment process. The expanded launch gives customers
and distributors in both Malaysia and Taiwan access to a locally
adapted and translated website, printed marketing materials in
the local language, as well as an improved logistics solution
and arange of payment options. Both countries are ranked in
the top ten in the world for direct sales, making them both very
important strategic launches for Zinzino. With the launch in
Taiwan and Malaysia, Zinzino is present in more than 100 mar-
kets. Zinzino will continue to develop best practices based on

the experience gained during previous establishment processes,
thus adapting its operations and achieving rapid growth in
new markets.

Sales start in South Africa on 9 November 2021
November saw the start of sales in South Africa, which also
marked Zinzino's first establishment on the African continent.
After an efficiently completed establishment process, sales
under the local flag started on 9 November 2021.This was cele-
brated with a digital launch event. With the help of an industry
consultant, the company built a local organisation which, at

, South Africa

i54 Lions HeaduCape

the start of sales, consisted of 285 distributors and a customer
base of around 3,000 customers. The logistics are handled like
in previous establishments via a 3PL solution, in South Africa via
the supplier Expeditors in Johannesburg. Customer support is
handled from the headoffice in Gothenburg together with the
industry consultant who joined Zinzino as sales manager for
South Africa and the entire African continent.

Several ongoing new establishment processes with
planned launch in 2022

During the early part of 2022, Zinzino has continued to work on
the establishment processes in a large number of markets around
the world. On 3 February 2022, Belgium and Ireland achieved
full market status with locally adapted marketing material and
payment solutions. The next planned launch will be Singapore
via the company acquired through VMA Life in 2020. This will make
it the fourth company through VMA Life to achieve full Zinzino
market status. The sales launch for Singapore will tentatively be
in the second quarter of 2022. In parallel, establishment proces-
ses are underway in the Philippines, Mexico and Serbia, among
others. Establishing a presence in these markets also requires
the development of payment solutions that are compatible and
certified for each market. Zinzino is thus working on the deve-
lopment of payment solutions that meet these requirements,
which will be a key part of the expansion process for the remain-
der of 2022. After carrying out several establishment processes
in recent years, the company has learned the importance of
ensuring thorough preparatory work and adapting to the local
conditions in each market. Zinzino will continue to develop
best practices based on the experience gained by the company
during previous establishment processes, in order to adapt its
operations and achieve rapid growth in new markets.
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PRODUCT LAUNCHES

Launch of Balanceoil+ Premium in April

In April, Zinzino launched the new product BalanceOil+
Premium. The product is a further development of Zinzino's
all-natural dietary supplement BalanceOil+ with polyphenols
for omega-balance. The new, unique and innovative blend now
contains the olive oil R.EV.0.0 (Revolutionary Extra Virgin Olive
Qil), which provides a superior supply of polyphenols and several
phytonutrients.

BalanceOil+ Premium enables more efficient absorption of
nutrients and provides better protection against blood lipids
than ever before. In addition, it boosts Omega-3 levels, adjusts
your Omega-6:3 ratio and creates good levels of cholesterol,
heart and brain levels. Balance Oil+ Premium is made from
extra virgin olive oil that has undergone a patented manufacturing
process - Zinzino's revolutionary R.EV.0.0. oil. The oil comes
from certified Koroneiki olives which have high levels of polyphe-
nols and oleic acid as well as many phytonutrients, among other
things. The polyphenols and the marine fatty acids work together
with great synergy, allowing the body to absorb, adjust and
maintain Omega-3 levels above the 8% needed to create an
Omega-6:3 balance below 3:1.

The average Omega-6:3 ratio for people not taking Omega-3
supplements is 12:1 for Northern Europe, 15:1 for Europe and
25:1 for the USA. This is reflected in the world's largest database
of essential fatty acids with over 800,000 tests analysed at the
independent laboratory Vitas Analytical Services. After taking
BalanceQil+ Premium for 120 days, the average ratio for both
Europe and the US is below 3:1.

Launch of ZinoGene+ in June

InJune, Zinzino carried out another product launch when the
new and innovative dietary supplement ZinoGene+ was introdu-
ced. The accumulation of dysfunctional cells and a decrease in
regeneration are part of the ageing process. The speed at which
this happens is influenced by the nutritional content of our food.
ZinoGene+ has been developed to stimulate DNA synthesis and
cell division. The product is based on a complex formula with
fucoids, a natural polysaccharide from seaweed, polyphenols,
vitamin C and zinc that support DNA synthesis, as well as coun-
teract oxidative stress and cell division.

Launch of new vitamin D test concept in October

In connection with this year's main digital event in October,
Zinzino launched a new product concept for vitamin D with the
introduction of the new products Vitamin D Test and ZinoShine+.
Vitamin D Test is a dry blood test that anonymously analyses

a person's vitamin D status. The analysis is carried out by Vitas
Analytical Services - an independent GMP-certified laboratory
in Norway that is a world leader in dry blood testing. Based on
the results, advice is provided on whether the person should
increase, decrease or maintain their vitamin D status. As the ab-
sorption of vitamin D from the sun is influenced by both seasonal
and individual factors, Zinzino recommends continuous testing
of vitamin D status. In order to adjust vitamin D intake based on
these tests, Zinzino has developed ZinoShine+. An all-natural
dietary supplement containing vegan vitamin Ds combined with
magnesium. The dose of 12.5 mcg vitamin Ds per tablet allows
for an individualised vitamin D intake to maintain optimal vitamin
D levels all year round.
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FOCUS ON CONTINUED DEVELOPMENT

Digital Get Started Presentation

In 2021, Zinzino has continued the process of developing the
digital tools for distributors. One of the tools launched was
the new Get Started Presentation. The aim of the tool was to
create a strong and structured platform and an introduction
to the Zinzino concept in order for distributors to get a good
startin their business. The presentation is divided into five
blocks that help the newly registered distributor to learn the
important first steps of how to do business according to the
current model. The tool is designed to facilitate digital learning
for new distributors where restrictions limit traditional training
and coaching, but also where distributors are geographically
dispersed in different countries or continents. The Get Started
Presentation is available in a wide range of languages.

Introduction of new e-learning videos

Prior to the summer, a number of e-learning videos were
released to enable distributors to deepen their knowledge of
Zinzino's various product areas and their benefits. The following
videos were released in different languages and with subtitles
for the summer and are available on zinzino.tv:

How to take our tests - BalanceTest & Vitamin D test

- Apotential mega-trend
Learn the products - including the ZinoGene+ launch video
and the new concept video for Vitamin D test & ZinoShine+
Health records

- Welcome to Zinzino

+ GoCore App Guide

+ Share access on social media on the Zinzino mobile app

Updated version of the new test site

zinzinotest.com

Zinzino's new test site has been further updated and it is now
possible to explore the new world map and view BalanceTest
statistics from all countries where the test is available. This is

a great way to keep track of people's fatty acid profiles across
the world. The map shows you the number of tests taken, average
Omega-6:3 results for both BalanceTest 1 and BalanceTest

2 when the product has been used for 120 days. There are daily
updates to the statistics so that the reader always sees up-to-
date data when searching for information.
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FAUN PHARMA

The past year at Faun Pharma AS,
Zinzino's production unit in Norway.

Inearly 2021, a strategy process was implemented at Faun Pharma
AS. With the rationale that "Faun should create profitable pro-
ducts that add real value to the customer", it was concluded that
Faun's product focus and further development should prioritise
the production of tablets and capsules. These are areas where
Faun has a high level of expertise and enjoys competitive advan-
tages over other players on the market. Other product areas,
mainly the filling of oils and production of powder products, will
continue as complementary production as long as it is deemed
profitable. A process of changing the product mix from powder
to tablet/capsule products has been initiated and will continue
in 2022 in collaboration with the production unit's customers.

Total external revenues for Faun for 2021 amounted to SEK62.6
(59.9) million, representing an increase of 2% compared to the
previous year. In addition to being a stable owner, the Zinzino
companies are Faun's largest customer. Internal production in
20271 amounted to SEK99.3 (89.8) million, which represented an
11% increase compared to the previous year and accounted for
more than 60% of total production in 2021. Zinzino's expansion
goes hand in hand with the development of Faun, where the
focus on product development and being a preferred supplier
for the other Zinzino companies is a top priority. The new stra-
tegy has also resulted in the establishment of exciting new
supply agreements with external customers. These are expected
to go into production in 2022, which in turn will increase sales
to external customers.

A challenge in 2021 has been to anticipate the availability of raw
materials and packaging materials. The trend also appears to
be persistentin 2022. The purchasing department at Faun has
invested considerable resources in coordinating the timely
delivery of all necessary ingredients from its suppliers. Fortuna-
tely, the great efforts of the purchasing department and the
extensive planning and rescheduling of production have meant
thatit has been able to continue largely as usual despite the
challenging conditions.

In 2021, Faun has made several strategic investments in its
machinery with the aim of increasing its capacity for the produc
tion of tablets and capsules. As part of this, a new encapsulation
machine was acquired in the spring of 2021. Due to Covid-19 and
the import ban in Norway, it took a long time to get the machine
fully installed, but itis now finally in operation.

At the request of existing and potential customers, Faun decided
in 2020 to certify its operations according to ISO 22000 v5.1
Food Manufacturing, an internationally recognised standard for
food production. In 2021, major efforts were made by the entire
organisation to raise the quality level and improve Faun's internal
processes. As part of this effort, an upgrade of the production
facility's washroom was carried out with a new washing machine
for carts and barrels. A successful certification was completed
in December and the organisation is now certified according to
the Food Safety System Certification FSSC 22000 v.5.1.
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Faun aims to annually reduce its environmental impact. In 2021,
work began to increase source separation of waste from pro-
duction, a process that will continue in 2022. Faun is experiencing
increased expectations and demands from customers to use
sustainable raw materials and packaging where possible. However,
the market for this is still relatively new and the prices and MOQ
of eco-friendly packaging are still too high for most customers.
Faun continues to have a close dialogue with suppliers and
monitors developments. To read more about Zinzino's sustaina-
bility efforts, see pages 31-41 of the Annual Report.

Ensuring skilled employees is critical to Faun's ability to deliver
high quality products. Both in terms of food safety and efficiency
in Faun's many production lines, itis important to have a stable
and well-trained workforce. There have been restrictions on att-
endance at external meetings and courses in recent years due
to the Covid-19 pandemic, but internal training has been carried
outin several areas such as food safety, HSE and internal pro-
duction processes. Several operators have passed the theoretical
part for the certificate in production technology.

Zinzino as well as Faun must constantly keep moving and keep
an eye on developments. Working on continuous improvement
of processes and optimisation of production in relation to chan-
ging needs will always be important for a manufacturing company,
so also for Faun. The implementation of the strategy from 2021
will continue in 2022 and involves further development and adap-
tation to new product mix in our production.

After along period of restricted visitors' access, we are now very
pleased to once again welcome Zinzino distributors to visit Faun
for a tour at Faun - welcome!

Valborg Godal Vold
MD FAUN
Faun Pharma AS
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IT BEGAN

WITH A GOOD CUP OF COFFEE...

ZINZINO = INSPIRE CHANGE IN LIFE

+ Anagreement is signed with Rombouts
which means that Zinzino will become
the exclusive distributor in northern
European markets.

+ In May, Zinzino launches the 123 Spresso
machine, manufactured by the French-
Belgian coffee house.

+ The Norwegian and Swedish markets
are the first to open. The Danish market
opens in the autumn of 2005.

AN OFFICE IN SWEDEN'S

SECOND LARGEST CITY

+ We hire more customer service staff
in Gothenburg as we continue to focus
on sales growth in Scandinavia.

A GOOD YEAR FOR GOOD COFFEE

- In September 2009, we officially open
in Iceland as our sixth market.

+ Zinzino launches the first semi-automatic
machine, which is also the first one with
Zinzino's name on it.

+ The fully automatic SoPod machine
is launched together with the Zinzino

e machine.

A NEW PART OF EUROPE AND

A NEW CEO. AT THE SAME TIME

+ The Baltic markets: Estonia, Latvia
and Lithuania are welcomed into the
Zinzino family.

+ Zinzino also welcomes Dag Bergheim
Pettersen as the new CEO.

ACROSS THE SEA AND TO THE STARS

- We open for pre-launch in the US and
Zinzino's Balance concept. Sales start
and an office is opened in Jupiter,
Florida, where our US customer service
team is based.

+ Anincredible growth year. In the fourth
quarter, we witness growth of over 100%.
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2008

2013

FIRST WE TOOK SWEDEN AND

NORWAY - THEN WE TOOK

FINLAND AND THE FAROE ISLANDS

+ The Finnish market launches in 2006
and becomes our fourth Zinzino
country.

+ While the Faroe Islands technically
belong to Denmark, they are opened
as a separate market in the autumn
of 2006.

PREPARING TO ESTABLISH

MORE MARKETS

+ Anew machine, Oh Expresso, is
launched in four different colours.

+ The new machine is animmediate
success and sales increase.

+ Westarta pre-launchin Iceland.
Zinzino has now established efficient
procedures for launching in new
markets and the company will
continue to grow.

DUETO PUBLIC DEMAND, ANYONE

CAN NOW INVEST IN OUR COMPANY

+ The company is opened for trading on
the AktieTorget trading platform. The
first two weeks of trading result in an
increase in share price of over 20%.
During the autumn, the new machine
Oh Discois launched. Itis a small (by
2010 standards) fully automatic machine
in modern white with LED lights that
change colour.

AKTIETORGET®

A BALANCED YEAR!

+ Zinzino buys 6% of the Norwegian
company BioActive Foods AS and gains
exclusivity to market their products
and concepts. This marks the beginning
of anew era and Zinzino sets out on its
journey towards becoming a wellness
and health company.

+ Zinzino's Balance concept s born.

BioActive Foods AS




... THEJOURNEY TO

1 MILLION CUSTOMERS CONTINUES

NEW TESTING CONCEPT FORVITAMIN D

+ Zinzino opens for sales in Malaysia,
Taiwan and South Africa.

+ Launch of ZinoGene+, Vitamin D Test,
and ZinoShine+.

FIRST FINANCIAL REPORT

ACCORDING TO IFRS

+ The company’s Q1 reportin 2019 was
the first financial reportin which Zinzino
changed regulations from K3 to IFRS.

+ Zinzino opens a Global webshop to
reach customers worldwide.

+ Focus on social media and a new
concept in Recognition

- New collaboration in the North
American market with Life Leadership

w

D
LT TTP

INCREASED GROWTH AND FOCUS

ON E-COMMERCE

+ Zinzino Balance Oil Vegan is introduced
-anew product in the Zinzino Health
segment.

+ Zinzino Vivais launched - a new product
in the Zinzino Health segment.

+ Launch of the Go Core education app.

- New payment solutions for Germany
via Giropay and SEPA Direct Debit.

+ Zinzino welcomes Geir Smoland as new
CEO of Faun Pharma.

ONE OF THE 25 LARGEST AND MOST

TRADED COMPANIES

+ Zinzino increases its ownership of
Faun Pharma ASin 2015 by 13.8% and
now owns 98.8% of the company.

+ The EK'Oh espresso machine is
launched.

- Zinzino Coffee islaunched as the
company's own trademarked product.

+ Zinzino LeanShake is launched - a new
product within Zinzino Health.

+ Zinzino becomes one of the 25 largest
and most traded companies on
Nasdaqg's First North and thus qualifies
as "First North Top 25".

+ Zinzino opens up for sales in Canada.

2014

OURJOURNEY CONTINUES...

EXPANDING GLOBALLY

+ Zinzino moves up to the premier
segment of the Nasdaq First North
Growth Market

+ Acquisition of VMA Life in Singapore

+ Sales launchin Hong Kong and the
Global Distributor Webshop making
Zinzino available in 96 countries
around the world.

INVESTING IN DIGITAL

DEVELOPMENT

+ Zinzino launches in Hungary and
Romania as separate markets after
amazing sales development in the
region.

+ Zinzino's brand book is launched

+ Zinzino's digital journey continues and,
in order to achieve success with this,
the company invests increased resour-
ces into digital development by more
than 100%.

THANKS! 100,000 TIMES!

+ Faun Pharma AS becomes
1SO 9001:2008 certified (a quality
certification that ensures high-
quality goods are produced), which
opens up new sales channels.

+ Zinzino opens for sales of Zinzino
Health products in Germany
and Poland.

+ Zinzino expands and opens for
pre-launchin all EU countries.

+ Zinzino Skin Serum with 24-hour
youth formulais launched.

+ Wereach animportant milestone -
100,000 customers!

THE BELL RINGS AT NASDAQ!

+ In October Zinzino launches Xtend -
our immune product which is designed
to renew your skin, increase your
energy and improve your bone and
joint function.

+ In October Zinzino buys 85% of
Faun Pharma AS - a modern and fully-
equipped factory in Norway with solid
experience in product development.
Itis here that Zinzino will locate its
research, product development and
production.

+ In December we are formally approved
for listing on Nasdaq First North.

+ Zinzino acquires BioActive Foods AS and
is now sole owner with 100% of the sha-
res. The increased control ensures growth
and expansion for the Balance concept.
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INTERVIEW WITH
ANDRIUS AUGULIS

“Every day starts with one thought, how can | help my customers or
partners to understand the balance concept, so they really will use it
in it’s full spectrum and in long term, not just one or two products.”

What did you do before Zinzino?

Before Zinzino | was a CEO and owner of different companies

in a variety of fields such as advertising, accounting, print house
etc. | have also been active within radio and at some point also
had a Santa Claus agency, where we were renting Santa Clause
actors with clothes during Christmas all over Lithuania. | would
therefore say that | was a universal entrepreneur working in diff-
erent areas and several countries such as Lithuania, UK, Poland
and Latvia.

When and why did you start your Zinzino journey?

I started my journey at Zinzino in 2011 and my start was actually
quite funny in a way. One of my good friends called me and said
“You know we have a business which is the second largest com-
modity marketin the world after oil”, and at that time Zinzino was
mainly selling coffee and | was not even drinking coffee at that
time. I had to ask myself what would be the worst and best thing
that could happen if I joined Zinzino. Well, the worst - it would
be only myself that had to use the products | bought, and the
best, I will go through all the troubles and become a President.

The biggest WHY in Zinzino for me is a lifestyle | can afford for
me and my family. | would say | was unconsciously looking for this
lifestyle after I read a great book by Timothy Ferris, “4 hour work
week”. Even though | was quite a successful entrepreneur, | was
not satisfied with the time I was able to give to my family, where
the balance between work and life was not good enough since it
was not easy to manage time, money, health and family while
being CEO of a bunch of companies.

How has Zinzino influenced you and your family’s life?

My family was influenced in the best possible way, because

I now have much more time to spend with them and even though
| occasionally have to work on weekends or even on holidays,
your overall possibilities and overall feeling when you really reach
stability of your business changes your perspective on how
you are able to take holidays whenever you want. You just decide
where and when you want to go, and then you do. Since our
business model is so automated, | am using it at full capacity,
resulting in that even during the turbulent times we can enjoy

a healthy, stable financial situation. .

How much time do you put into working with Zinzino?
When | started in Zinzino | spent the first three years looking
into Zinzinos business as a hobby and it was like 10-15 hours
a week. After | entered into full time mode, I've for the last 6-7
years spent about 40 to 50 hours per week. When you have your
own business (and Zinzino is your own business), you have to
put much more work and effort into it during the beginning, but
then, when the system starts to work, when the customers buy
products and when the number of customers is really high, you
can have a bit of relaxation and the time you need to spend
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declines significantly. | would therefore say, right now I'm spen-
ding less time on the direct activities but | am still involved with
the indirect activities like team trainings. At this time my main
activities are planning for the week, including a lot of motivation
for the team as well as personal meetings. | think helping other
partners to succeed is what | mostly do on a daily basis and is
what | will continue to do in the future.

What was your personal breakthrough with Zinzino?
Before joining I was reading the compensation plan and | asked
myself if it really was possible to earn that amount of money and
still have enough time for my family, leisure and all of those trips
we have? This was something different for me, coming from CEO
and ownership of companies, | know how difficult this balance
is to achieve. So, my biggest breakthrough was that | could really
be the owner of the business and at the same time avoid all the
headache it usually causes since everything is already taken care
of and you don't have to think about the shipping, invoicing, pay-
ments etc. All this is such a huge relive and the help Zinzino offers
makes your business grow easily and you can expect such bene-
fits by leveraging all those factors.

Andrius Augulis




What can you tell people who are not yet convinced to
start a career with Zinzino?

For those people | always have the questions “Where will you
be in five years?”, “Will you still do the same activities that you do
today?” and | would tell them to ask themselves what kind of
economy, health, physical, mental or family situation you will have
if you continue to do the same thing for the next five years to
come. Of all the people | have asked, 95% don't know where they
will be in five years, and when | ask them where they would like
to be, they really have to think and answer this question for them-
selves. If their answer is to be in a better shape, financial situa-
tion and carrier wise position in life, the question is then if they
will continue to do the same or if they will do Zinzino business
instead. They need to consider where the bigger chances to
succeed lies, and not only succeed business wise, but succeed
with all the new goals of life. | think it is important to see Zinzino
as a powerful engine which can lead you to all of your dreams
and hopes, because possibilities within Zinzino are limitless!
Whether they decide to go with the Zinzino engine or their
own is eventually up to them, but | really do believe that Zinzino
was, is and will be the best opportunity for both me as well

for others.

How do you inspire and help other people with Zinzino?
Every day starts with one thought, how can | help my customers
or partners to understand the balance concept, so they really
will use itinit's full spectrum and in long term, not just one or two
products. My biggest challenge is to inspire and educate more
people to fully understand how important the Zinzino balance
concept really is. Then of course, by being a leader and in front
of the field, | have different hurdles | need to pass each day and
motivating people to take responsibility for their own decisions
is what | think is my most important task on a daily basis.

Isit true that you also are a shareholder in the company?
Yes, of coursel From the very beginning | was buying small
amounts of stocks of 100, 200, 300 stocks consistently every
week. I'm really proud of this, because in Zinzino even though
you are not working as a partner or if you are a customer or not,
you can still be one of the investors, buy stocks and get really
good dividends. If you look at today’s price and what dividends
we are planning to pay out, in my opinion, everyone should be

a stockholder in Zinzino. For those who are skeptical, | always
mention the case of Apple and ask you to imagine it is 2001
and you could have a possibility to be a shareholder of Apple for
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a fraction of today's price. I believe Zinzino today is the equivalent
of Apple in 2001, and if you are not a shareholder and you know
that Zinzino will be like Apple in 2010, you are missing a really great
opportunity! My suggestion is for everyone to have at least

a couple of hundreds or thousands of shares by purchasing some
every week or every month and invest in the company, which

| believe will become one of the biggest in the world in the up-
coming 10 years.

How does the current situation in Ukraine affect you
since you live so close by?

It was really a tragedy for me because | have partners who are
doctors and who actually are buried in Mariupol hospital yard,
in the same hospital where they worked. I know that this war will
end some day and | do believe that those responsible will be
punished, at the same time there's always some kind of balance
in life as Zinzino says. This balance in life, | believe that after bad
things, really good things will come. | do trust that in the future
this unbalanced world will give Ukraine great possibilities to finally
end the war and to start a great and prosperous new beginning.
Most probably | cannot do anything about the war itself, but | can
support people from Ukraine in Lithuania, which | do.

Is there any other information you would like to share?
Sometimes you go through life and an opportunity finds your
door and you think what to do with this kind of opportunity. You
can tell yourself to wait for another one and the door closes for
now. In my opinion, Zinzino is currently and will always be a great
opportunity for thousands of people around the world, who
are interested in changing people’s life by helping them become
healthier, more responsible for their own decisions and also im-
prove their financial position in life. No matter when you start, now
orin 10 years time, Zinzino will still be the same great opportunity
which can be used by anyone to be healthier, wealthier and more
prosperous during the upcoming 10, 20 or 30 years. | will leave
you with an old proverb by asking you when the best time to plant
atreeis? The answer is always 20 year ago, but the second best
answer is NOW! Don't wait and join Zinzino, as a customer, partner
or investor, or the best option, don’t pick only one, become all
three of them!
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PRODUCTGROUPS

LINZING

PROTECT

g g ———

Zinc products

BALANCE

The products in the Zinzino's Balance segment contribute to
normal brain function, normal cardiac function and a normal
immune response. The products contain Omega-3 fatty acids
and extra virgin olive oil with a high content of polyphenols. This
combination has been shown in studies to have a great ability
to increase EPA and DHA in the body. They are natural supple-
ments that help you increase the levels of Omega-3 essential
fatty acids in your body and help you adjust your Omega-6:3
balance in just 120 days.

IMMUNE SUPPLEMENT

Immune Supplement contains products with essential vitamins,
minerals and other nutrients that contribute to a well-functioning
body. For example, the products support the normal functioning
of the immune system, muscle and joint function and reduce
symptoms of fatigue and exhaustion. These products extend
the concept of 'being in balance' and can provide anything from
minor improvements to life-changing results.

WEIGHT CONTROL

Zinzino's Weight Control is perfect for those who want to lose
weight, build muscle or get a balanced intestinal flora. The pro-
ducts are high in protein and fibre, providing a long-lasting
feeling of fullness, while being low in sugar. By combining the
products according to your needs, you have a better chance
of achieving your goals.
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SKINCARE

The product group consists of Zinzino's Skin Serum in the sizes
30 ml, 50 mland 10x5 ml. Skin Serum is an advanced skin care
product that protects, repairs and rebuilds your skin's extracellular
matrix, ECM, which is found in both the epidermis and the skin
(dermis) and makes it firm and elastic. Skin Serum is a 24-hour
formula for the face and neck. It moisturises and evens out the
skin and improves its elasticity and resilience. It reduces fine lines
and the appearance of wrinkles.

BEVERAGES

Zinzino coffee features products made from the finest Arabica
and Robusta beans to produce the very best flavour. The coffee
machines are high quality and make espresso just the way
you want it. Insert your favourite pod and press the button, the
machine will brew an espresso with the perfect cream for
your taste. This product group also offers a range of espresso
accessories.



ZINZINO SUSTAINABILITY REPORT 2021

This sustainability report is divided
into two parts: an introduction where
we briefly tell you about Zinzino as

a company, our business model and
how we work with sustainability.
This is followed by the second part
where we go into some examples

of how we work with social, environ-
mental and economic sustainability.

A SUSTAINABLE BUSINESS APPROACH IS IN OUR NATURE
Zinzino is a global direct sales company from Scandinavia whitin
test-based, personalized nutrition with scientifically proven,
all-natural supplements. The company was founded in 2007 and
the Group currently employs around 220 people of 40 different
nationalities atits headquarters in Gothenburg, Sweden, its pro-
duction unit Faun Pharma AS in Norway and smaller service
offices around the world. In addition to these, Zinzino has app-
roximately 20,000 direct sales distributors in the field promoting
the company's business opportunities and health products.

LEADING BY GOOD EXAMPLE AND SETTING A NEW
INDUSTRY STANDARD

Zinzino operates with a visionary and inclusive mindset
characterised by fairness, transparency and a customer-centric,
long-term focus. This has been key to the company's positive
developmentin recent years. As one of Europe's fastest-growing
direct sales companies, these values and guidelines have been
essential for Zinzino to operate with stable and sustainable
growth, strengthening the company's customer and partner
base and establishing a lasting global presence that currently
spans over 100 markets. Maintaining a long-term perspective
isaningrained value in Zinzino's culture, shaping the way the
company operates, and is what Zinzino brings to the direct
sales industry and the world at large. The company always strives
to be surrounded by people who want to invest for the long
term and who want to do good, not just for themselves. Zinzino's
goal is for the work it does to benefit the society in which we
live and for our environment not to be unnecessarily affected
by the global footprint the company makes. This is a major
responsibility that feels natural for Zinzino, especially given the
company's Scandinavian, close-to-nature origins. The natural
power of the Nordic countries permeates Zinzino's DNA, our
core values and all the ways we do business.

- Zinzino has a clearly defined goal to become a world leader
in preventive health, an effort based exclusively on long-term
investments to change lives for the better.

- Since its inception, Zinzino has advocated open and honest
business practices. The company's shares are listed on the
Nasdaq First North Premier Growth Market, which also requires
total transparency in everything it does. For us, moving forward
is the only sustainable path.

- Zinzino has a visionary, strategic focus that allows us to both
anticipate and drive trends in the test-based, personalised
nutrition sector. Our range of scientifically proven, all-natural
supplements consistently breaks new ground in the field
and the products are always sold at reasonable retail prices.

- Zinzino has become known in the direct sales industry for its
sustainable business approach that rewards long-term thinking
where people do the right things for the right reasons. To run
and maintain a strong, successful and lasting business as a partner
at Zinzino requires passion, perseverance and a higher purpose
beyond one's own personal goals.

SCOPE AND LIMITATIONS

Zinzino's sustainability reporting covers issues related to
environmental and economic sustainability as well as social
conditions, the company's employees and respect for
human rights and counteracting corruption.

This report is based on Zinzino's own assessment of which parts
of its business have a significant impact on society, the economy
and the environment. This report therefore presents our overall
sustainability efforts in our two business segments Zinzino and
Faun and includes all active companies within the Group as de-
tailed on page 4. The Board of Directors is responsible for the
Sustainability Statement and the Sustainability Report, which
isincluded in the Annual Reportin accordance with the Annual
Accounts Act.

SUSTAINABILITY POLICY AND GOVERNANCE DOCUMENT
Zinzino's overall policies are critical to achieving our sustainability
goals. To provide overall direction of our sustainability efforts,
we have a policy document that serves as a governance document
for Zinzino's commitment and strategy in all areas of sustaina-
bility. Our policies and standards are based on recognised initia-
tives where possible and relevant to international standards.

RESPONSIBILITY

Zinzino's sustainability efforts are well embedded in the organi-
sation and are conducted at many different levels. The overall
responsibility lies with the company's Board of Directors, which,
among other things, makes decisions on sustainability goals
and policies. The CEO and Group management are responsible
for, and guide, the strategic sustainability efforts. Group mana-
gementis also responsible for allocating resources for the sus-
tainability efforts. The organisation works on several different
issues, depending on the focus of the business or project, but
the ambition is always to highlight the sustainability aspects

in both external and internal projects.
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DIALOGUE WITH STAKEHOLDERS

Zinzino's sustainability efforts are carried out in close cooperation
with our key stakeholders and based on areas that the company
considers important. We are constantly working to strengthen
these areas of interest by maintaining an active and ongoing dia-
logue with all stakeholders, the most important of which are
listed below.

Partners

The global, external sales force of self-employed individuals
who share knowledge and interest in our brand and products
through their private networks and forums.

Customers
End consumers who benefit from our collective experience,
expertise and cutting-edge products.

Owner
Zinzino's shareholders who invest in our mission, vision and
ability to drive personal health into the future.

Employees
Zinzino's employees around the world whose skills, drive and
expertise are key to our enduring success.

Suppliers
The carefully selected partners around the world who help the
company develop our products and grow our business.

ETHICAL AFFAIRS

Our Code of Conduct, Business Ethics Guidelines and Values
describe Zinzino's commitment to maintaining high ethical
standards when acting in the marketplace and doing business.
We require each individual employee, each distributor, our
suppliers and all other business partners to maintain the same
high level of zero tolerance for corruption, conflicts of interest
and compliance with the competition law regulations. We have
zero tolerance for corruption and bribery in all markets in
which we operate, whether in Europe, Africa, North America

or the APAC region.

The Business Ethics Guidelines and Code of Conduct are adopted
annually by the Board of Directors and are included in distri-
butor agreements. We stress that breaches of the Business Ethics
Guidelines may lead to labour law and criminal penalties and
termination of partnerships.

In 2022, Zinzino willimplement an external whistleblower service
for our employees, 