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Business update



Comments after

Q4 2012 FY 2013 Comments
Slightly : : : :
Market volumes positive Growth in emerging markets and North America. Europe continues to be weak.
: : Slightly Prices maintained in NA.
Price/Mix . : .
positive Europe continuous to be weak. LA positive.
: " Steel: Positive
Raw-material costs Positive Plastics: Negative
R&D and marketing Higher Intensn{e launch period in 2013. Increased marketing spend in North America
and China.
Cost savings ~ SEK 1 bn Global operations, overhead reduction and manufacturing footprint.
Consolidation of ~SEK 300m Costs for running two facilities when moving production from L’Assomption in
NA cooking Canada to Memphis in US
Logistics and Higher Overall increase and extra cost from entering new distribution channels in NA.

warehousing
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Continued good growth

= +4.9% organic growth

= North America, Asia Pacific, Small Appliances
and Professional show strong growth

= Latin America slowing down

= EMEA flat — moving sideways

= Restructuring program launched, mainly EMEA
= Solid free cash flow

* Excluding items affecting comparability. Non-recurring items are excluded in all figures.

E] Electrolux

(SEKm) Q3 2012 Q3 2013
Sales 27,171 27,258
EBIT* 1,423 1,075
Margin* 52 3.9
EBIT%
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What's behind the
Electrolux strategy?



Shareholder Return

Electrolux B SIX index retun
Total return
Annual return Annual return

1 year 42% 33%
S year 19% 8%
10 year 15% 14%
15 year 10% 7%
20 year 16% 13%
25 year 13% 12%

Note: Calculated from year-end 2012 7
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Where we are
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Western Europe
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GRAND CUISINE

BY ELECTROLUX PROFESSIONAL

FRIGIDAIRE

strategic

@ brands

Westinghouse

eureka/ LANUSSI
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E] Electrolux

Shared global strength Sharp customer focus Premium

N

Benefits of'scale in:

* Manufacturing Focus on differentiated
e R&D branded product offer

Purchasing

Modularization Low cost,

Common processes lean go-to-market
and shared services Market set price

Mass
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Passion for Innovation

Values Passion for Innovation Customer Obsession Drive for Results

Foundation Respect & Diversity Ethics & Integrity Safety & Sustainability




Where we are going



Our Vision

As measured by...

...our customers ...our employees ...our shareholders
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Profitable | Innovation

G rOWth — Products and Services

— Brands and Design
— Sustainability

People & Leadership
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Profitable Growth



8.0% 110 000
7.0%
6,0%
- 105 000
5,0%
X 0
. 4.0%
S 3,0% 100 000
(@]
&5 2,0%
e 95 000
0,0% B [ [ [ L [ [ [ [ [ [ [
109 2011 I 2012 2013
-2.0% 90 000

mm Organic growth %

Note: Currency adjusted growth, rolling 12 months

Acquired growth %

e=»Sjles in fixed currencies, SEKm

Sales SEKm

E] Electrolux
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enue Diversification

~

Today

Mature
NEGES

64%

Emerging markets

36%

Growth

2017

Mature
markets

50%

Emerging markets

~50%
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Innovation



ovation Triangle

e
p—l

Develop best-in-class
products

70% Preference Rule

Reduce Time to Market 30%

Continue investing in
premium brands
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« Partnership with Poggenpohl
e Super-premium segment
« Available through kitchen retailers only




|
loor Care Products 201?3
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>

UltraOne UltraCaptic UltraPower Ergorapido

Over 40% of vacuum cleaner
40% sales expected from newly
launched products in 2014
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UltraOne
Commercial
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Mini Silent Washer
Commercial
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GRAND CUISINE

PREMIUM

H"“S_Sl FRIGIDAIRE E] Electrolux @ Westinghouse

Regional brands FRIGIDAIRE Regional brands
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Elect'ro‘il‘ix

Pre-purchase
Gathering inspiration
and exploring possibilities

@ B
k / At-purchase
Understanding the range

Post-purchase of potential options and
Setting up the appliance, making a final choice
using and maintaining it




Electrolux Commercial



Operational Excellence



gerational Excellence

i

Three main areas

Manufacturing Global Overhead
footprint Operations costs
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neline LCC Production
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2004 2005 2006 2007 2008 2009 2010 2011 2012 2013
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our Strategic Pillars

&

Profitable 8 Innovation
G rOWth — Products and Services

— Brands and Design
— Sustainability

People & Leadership
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Outlook



Q4 FY 2014

Comments

Slightly Slightly Growth in North America and Asia Pacific, Europe flat, slowdown
Market volumes " " : .
Positive Positive expected in Brazil.
: : Positive Price/Mix: North America, Latin America and Australia.
. : Slightly Slightly : -
Price/Mix Positive Positive Negative Price: Europe.
Negative Country Mix: Asia/Pacific.
Raw-material costs Slightly positive Flat In the range of -100 to +100.
R&D and Marketing SI-|ghtIy SI_|ghtIy Higher marketing spend in Asia and higher costs for Global R&D.
higher higher
Cost savings ~SEK 250m ~ SEK 1bn Includ_es global operations, overhead reduction and manufacturing
footprint.
Logistics, warehousing Higher Flattening Some carry-over effect in 2014.

etc.
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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.

r}ward-loﬁo_ing stgts

k. 4
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