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Stable results in North America
despite weak market

— Price increases
— Positive mix effect — US launch
Weak market in Europe

— Declining volumes and prices
offset by cost savings

Improvements all other sectors

Negative impact from raw
materials

— SEK 1 billion of increase 2008
— Majority in the second half
EBIT in line with last year

Cash-flow negative due to
timing effect
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Lower sales due to weak
market

Lower operating income for
appliances due to weak
market and price pressure

European cost-out initiatives
proceeding according to plan
— Redundancy program
— Reducing product cost

— Moving factories to low cost
countries

Increased operating income

and margin for floor-care
products
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Quarterly comparison, year on year
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Ql Q2 Q3 Q4 Ql Q2 @3 Q4 Ql Q2 Q3
West. Europe 4% 1% 1% 5% 1% 1%  -1% -5%* 4% 4%  -5%
East. Europe 1% 9% 6% 7%  14% 5% 5%  10% 6%* 5% 4%

*Denote that value has been changed since Q1 presentation




Electrolux
fridge/freezer/
wine-cooler In
Europe
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= Sales somewnhat higher

despite weak market
— Price increases
— Positive mix effect

Launch exceeding
expectations

— Good market acceptance
— Good order volume

Despite weak market,
unchanged margin for floor-
care products
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Quarterly comparison, year on year
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www.electroluxappliances.com

COMPANY INFO
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Continued strong market
growth

Improved operating income
— Volumes up 25%

— Positive customer mix

— Improved productivity
Increased market shares
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Australia/New Zeeland
— Weak market
— Market share gain

— QOperating income in line with
previous year due to lower
production costs

Lower sales in China —
continue to show a loss

Strong market growth in
Southeast Asia
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= EBIT (SEKm) —— EBIT margin (%) = Margins above 10% in both
250 - - 14% areas
- 12% .
2001 T a1 | FOOd-service
150 - i - 8% — QOutperforming market —
100 | - 6% gaining market shares
- 4% .
50 - ., " Laundry equipment
0 - 0% — Lower sales volumes
QL Q@ Q8 4 A Q@ .
2007 2008 — Improved operating income

due to price increases
restructuring of production

(SEKm) Q3 2007 Q3 2008
Sales 1,717 1,709
EBIT 126 185

Margin 7.3% 10.8%
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E Europe: Cost savings offset effects from weak market

North America: Price increases and positive mix effect

from US
Improvec

Improvec

aunch — in spite of market conditions
results for all other business areas
Group borrowings at favorable rates

The outlook for our operating income is unchanged

Market development extremely hard to predict — no
Improvement in the near future
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Factors affecting forward-looking statements

This presentation contains “forward-looking” statements within the meaning
of the US Private Securities Litigation Reform Act of 1995. Such statements
include, among others, the financial goals and targets of Electrolux for
future periods and future business and financial plans. These statements
are based on current expectations and are subject to risks and uncertainties
that could cause actual results to differ materially due to a variety of factors.
These factors include, but may not be limited to the following: consumer
demand and market conditions in the geographical areas and industries in
which Electrolux operates, effects of currency fluctuations, competitive
pressures to reduce prices, significant loss of business from major retailers,
the success in developing new products and marketing initiatives,
developments in product liability litigation, progress in achieving operational
and capital efficiency goals, the success in identifying growth opportunities
and acquisition candidates and the integration of these opportunities with
existing businesses, progress in achieving structural and supply-chain
reorganization goals.
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