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Electrolux — 85 years of
making life a little easier

] Electrolux

~




Today’s consumers

have new needs &l Electrolux




Today’s consumers
have new needs
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Electrolux Oxygen keeps

indoor air clean 4 Electrolux
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Increasing global competition A Electrolux
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Globalization offers

opportunities for Electrolux 9 Electrolux

= | ong global experience

= Well established network-ef channels in 150

cou Et/Ffes \/
|

= Global market leader
= Strong brands

= Global economies of scale within purchasing,
production, marketing and sales

= Both indoor and outdoor appliances
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Organic growth in
percentage points
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Results 2003
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erating margin
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Less capital tied up
creates value

] Electrolux

Net assets as a percentage of net sales
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Value creation 2003

] Electrolux

= Qperating results (EBIT)

— Cost of net assets

= Value creation

7.638 SEKm
4.189 SEKm

3.449 SEKm
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Equity/assets ratio and
net debt/equity ratio
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Dividend 1997 - 2003 H Electrolux

Kr B Dividend, SEK
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Sales first quarters 1998-2004

] Electrolux
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First quarters 1998-2004 Al Electrolux
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Focus on lower costs and

higher efficiency
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Sourcing from Eastern Europe, Asia & Mexi
in % of total spend on direct material
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Doubling investments in
product development

/ R

] Electrolux

Primary
Strategic \ Cons \ dev. Product development Ph
market /oppor- LU rF:]aan::]et ou:1 >
plan tunity / Concept\ Commercial launch planning g
dev.
Market o cljjertoe tz!tei’g?] Consumer Focus Consumer Consumer Concept Concept
segmentation study insight 1 groups insight 2 lab development evaluation
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A selection of
new products 2003
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New communications platform d Electrolux
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New communications platform
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Launching Electrolux in the US A Electrolux




We build the Electrolux brand
through our strong local brands

] Electrolux

Tnigidai

H Electrolux

Flymo

& Electrolux

H Electrolux

REX

[ Electrolux

ARTHUR MARTIN

A Electrolux

.
cCHEF

&2 Electrolux

@i ATLAS

s

H Electrolux

Kelvinalor _i

H Electrolux

McCULLOCH

A Electrolux

PARTNER

& Electrolux

dishlex

& Electrolux
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We continue to build

the Husqgvarna brand 4 Electrolux
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] Electrolux
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