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In 2019, Electrolux strengthened its platform for future growth by launching important
new product ranges, initiating additional efficiency measures and investing in
modularized products in automated manufacturing.

This Annual review covers the consumer business following the decision by the Board in
2019 to propose to distribute the business area Professional Product (Electrolux
Professional) as a separate company.

Key highlights 2019
Sales growth of -1.3% (1.2).

« Operating margin excluding non-recurring items of 3.8%
(4.8).

« Lower volumes and manufacturing transition costs in

North America impacted earnings negatively.

« Major product launches contributed to continued mix
improvements.

« Increased prices fully offset significant headwinds from
raw material costs, trade tariffs and currency.

« Comprehensive manufacturing consolidation projects and
global streamlining measures initiated.




SALES GROWTH

1.8

percent

OPERATING MARGIN?

3.8

percent

OPERATING CASHFLOW®

2,280

SEKm

DIVIDEND™
850
SEK per share

2) Excl. non-recurring items. 3) After

investments. 4) Proposed by the Board

B Core markets

Growth markets

150
125
100
75
50
25

2019

Key figures 2019V

NET SALES & OPERATING
MARGIN

15 16 17 18 19

Net Sales, SEKbn
= Operating margin excl.
non-recurring items, %

N NN O O

RETURN ON NET ASSETS

15 16 17 18 19

Average net assets, SEKbn

m Return on net assets, %

BUSINESS AREAS, SHARE OF GROUP SALES

SALES BY REGION

M Europe, 38%
M North America, 33%
Latin America, 16%
Asia-Pacific, Middle East and Africa, 13%

1) Key figures refer to the consumer business, exclusive of business area Professional Products.

60
50
40
30
20



2019

Strengthening our innovation and efficiency platform

In 2019, we intensified our work to make our business even more consumer focused and
streamlined, as well as executed on our re-engineering program. These measures -
along with the proposed separation of our professional products business - are key to
creating even more shareholder value going forward.

Strengthening our position in key
categories

This year, we continued to have favorable sales and earnings
impact from product-mix improvements, which means that we
are selling more of our innovative and premium products that
have higher margins. Our U.S. manufacturing consolidation
however, had a negative impact on sales and earnings. Net
sales for 2019 was SEK 119bn and operating margin excluding
non-recurring items was 3.8%.

Strong focus on consumer experience
innovation

Important competitive assets for Electrolux are our strong focus
on innovation to improve the consumer experience, and our
track record of successfully driving cost efficiency and flexibility.
A solid balance sheet is facilitating profitable growth.

2019 was a launch intensive year and our new products were
very well received. For example, our new built-in kitchen range
in Europe was rated 4.9 out of 5 stars in consumer online
reviews at launch. We were also the first to bring built-in Air Fry
technology to the North American cooker market which has
also been a great success with strong growth and a 4.6
consumer star rating.

A clear roadmap to strengthen our
positions

Our well-established brands with a strong innovation heritage,
together with being a leader in sustainability, differentiate
Electrolux and are key to drive profitable growth.

Looking forward, emerging markets represent huge business
opportunities, and we have a clear roadmap to strengthen our
position in these markets. We also aim to strengthen our
position in the aftermarket business by doubling aftermarket
sales by 2025.

Creating value through a more efficient

and streamlined business

Our SEK 8bn re-engineering investment program in automation,

digitalization and innovation continued during 2019. We
consolidated our U.S. refrigeration and freezer production, and

started up production in our new Anderson facility, the biggest
step we have ever taken in terms of automation. We also
continued our investments in production facilities in Latin
America. This means, all initiatives under this investment
program have now been announced.

During the year we also identified additional opportunities to
improve efficiency and create an even more streamlined setup
for our consumer business by creating four regionally focused
business areas and reorganizing key global functions. We
anticipate that the total annual cost savings from these
streamlining initiatives, and the re-engineering investment
program will amount to approximately SEK 3.5bn, with full effect
from 2024.

A century of better living

We celebrated our 100" anniversary in 2019 by launching the
Better Living Program, a bold sustainability initiative. The
program includes a broad range of actions and targets by
2030 and marks our commitment to a more sustainable lifestyle
for the next 100 years.

To further rise to the challenge of climate change, in 2019 we
made a commitment to net zero emissions throughout our
value chain by 2050 at the Global Climate action Summit.

Well-positioned in a changing world
Our journey towards profitable growth continues in 2020. As we
now have an even more consumer-focused organization with
key global capabilities to accelerate product innovation and
efficiency, | am confident that we are better positioned than
ever to deliver long-term shareholder value.

Stockholm, February 2020

Jonas Samuelson
President and CEO



Targets

The Electrolux Group’s financial targets contribute to maintaining and strengthening the
company’s leading, global position in the industry, and generate a healthy total return
for Electrolux shareholders.
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Value

creation

LI X RETURN ON NET

ASSETS SALES GROWTH
CAPITAL TURNOVER-RATE

An average annual total return of Outstanding consumer experiences Continued profitable growth Further
approximately 7%. Over the past ten contributes to higher profitability. potential for value creation is

years, Electrolux shareholders have Based on the strategic framework, possible if Electrolux can increase
received an average annual total innovative products for outstanding sales and improve its profitability
return of approximately 7%. The consumer experiences are to level. The business has to achieve a
Group’s capacity to create healthy contribute to higher proftability and sustainable profitability level before
cash flow and to enhance a margin of at least 6%. A capital further investments are made in
operational efficiency plays a major turnover-rate of at least 4 times targeted profitable growth. The

role in contributing to this value combined with an operating margin objective is an average annual sales
creation. There is further potential for of at least 6% should yield a minimum growth of at least 4%.

profitability by increasing margins. return on net assets of 20%.

For more information on the
Electrolux business model and path
to profitable growth, see Strategy page 28.

2019 execution

Operating Sales growth Return on net Capital Employee Sustainability
margin asset turnover engagement?
4.5x
6% 4% 20% 4x -50%
73
12% -32%

- 2019 TARGET " 2019 TARGET " 2019 TARGET " 2019 TARGET " 2019  TARGET 2019 TARGET 3

) Financial targets are for continuing operations, exclusive of Electrolux Professional, over a business cycle
2 Engagement index
3) Halving the climate impact, million tonne's COy, by 2020 relative to 2005 levels



2019

Operating margin

Electrolux is focused on achieving sustainable profitability in
all business areas, with high priority on securing an operating
margin of at least 6% over a business cycle. This will be
achieved through innovative product launches and active
product portfolio management, in combination with product-
and structural cost efficiencies.

Operating margin for continuing operations was 2.7% (3.6)
and included non-recurring items of SEK -1,344m (-1,343).
Excluding these non-recurring items, margin amounted to
3.8% (4.8). Mix improvements across business areas
contributed positively to operating income, as a result of
major product launches and focus on core brands to improve
the product mix. However, lower volumes and manufacturing
transition costs in North America, higher marketing
investments as well as costs related to the preparation of the
separation of Professional Products had a negative impact
on earnings. Headwinds from higher raw material costs,
trade tariffs and currency were fully offset by price increases.

OPERATING MARGIN
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I Operating income Target at least 6%"
= Operating margin

= Operating margin excl. non-recurring items?

D Over a business cycle.

2 Non-recurring items was in 2019 SEK -1,344m, whereof SEK
-829m related to the consolidation of U.S. cooking
production, SEK -225m to the closure of a refrigeration
production line in Latin America, SEK 1,403m to recovery of
overpaid sales tax in Brazil, SEK -197m to a legal settlement in
the U.S and SEK -1,496m to charges for efficiency measure
and outsourcing projects (see Note 7 in the Annual Report).
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Target at least 4%2

) Total sales growth excluding currency translation effects.
2 Over a business cycle.

Sales growth

All business areas have to achieve a sustainable profitability

level before moving into targeted profitable growth, see Electrolux
In order to reach the growth goal,

the Group continues to strengthen its positions in core

business model page 49.

markets, new markets and segments. Organic growth is
complemented by acquisitions and the target is a total sales
growth of at least 4% over a business cycle.

Net sales for continued operations amounted to

SEK 118,981m (115,463) and sales growth was -1.3% (1.2).
Organic growth declined to -1.0% (1.2), this was primarily due
to lower volumes in North America, were sales under private
label declined and capacity constraints in the new facility

in Anderson impacted volumes negatively. Price increases
and mix improvements contributed to sales. Net contribution
from acquisitions and divestments was -0.3% (0.0).
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Capital turnover

Electrolux strives to achieve an optimal capital structure in
relation to the Group’s goals for profitability and growth. In
recent years, efforts to reduce working capital have been
intensified. This has resulted in a lower level of working capital
and the goal of at least 4 times capital turnover has been
exceeded. Reducing the amount of capital tied up in
operations creates opportunities for profitable growth.

The capital turnover-rate for continuing operations
decreased to 4.5 times (5.6) in 2019, mainly as a result of
increased investments.

CAPITAL TURNOVER

Times

15 16 17 18 19

m Capital turnover Target at least 4 times?

) Over a business cycle.

RETURN ON NET ASSETS

SEKbn %
30 60

Target > 20%"

[ Average net assets
= Return on net assets

) Over a business cycle.

Return on net assets

Focusing on growth with sustained proftability and a small,
efficient capital base enables Electrolux to achieve a high
long-term return on capital. A capital turnover-rate of at least
4 times combined with an operating margin of at least 6%
should yield a minimum return on net assets of 20%.

Return on net assets for continuing operations amounted to
12.0% (20.2). Average net assets increased to SEK 26,532m
(20,722), corresponding to 22.3% (17.9) of net sales. Working
capital amounted to SEK -17,390m (-17,077), corresponding to
-14.8% (-14.8) of net sales. Operating working capital
(inventories, trade receivables and accounts payable) was
SEK 3,149m (2,279), corresponding to 2.7% (2.0) of net sales.
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Employee engagement

Electrolux places substantial focus on talent management to
attract, recruit, develop, and retain excellent talents with
diverse backgrounds. Teamship is the Electrolux way of
working. It’s about setting aligned goals that allow clear
choices and continuous improvement. It’s about knowing how
to collaborate. It's about transparency and a learning
organization. Finally, it is about engagement and a passion
for outstanding consumer experiences.

Electrolux employee engagement (EES) is an important tool
for leaders to assess engagement, leadership, organizational
capabilities and commitment to strategy and purpose. The
survey allows for external comparison with other high-
performing learning organizations. In 2019, a year where
significant strategic and organizational changes were
implemented and the intention to separate Professional
Products was announced, the Engagement index increased
slightly to 73 compared to 72 in 2018. The areas with
strongest improvement included collaboration, leadership
and organizational capabilities.

EMPLOYEE ENGAGEMENT
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m Engagement index Target 80"

In 2017, a mini survey was carried out to monitor the teams
with low scores in previous surveys. The survey showed

progress.

) Represents best in class.

ELECTROLUX 50% CLIMATE TARGET FOR 2020
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M Transport
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Sustainability

Sustainability leadership is crucial to realizing the Electrolux
strategy for profitable growth. The objective is to steadily
improve at meeting people’s needs and enhancing their daily
lives in a sustainable way. In 2019, the company's most energy
and water efficient products accounted for 23% of total
products sold and accounted for 32% of gross operating
margin.

Electrolux can best contribute to remediating climate change
through efficient products. The absolute majority of CO»
impact during the lifetime of an appliance is from product
use. Through more efficient products and operations, the
Group aims to cut the CO7 impact by 50% by 2020 relative to
2005 levels. As of 2019, 16 million tonnes have been cut,
representing more than half of the target.
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Celebrating a century of better living

Electrolux turned 100 years old in 2019 and can be proud of its achievements over the
past century - including its well-established brands, strong innovation heritage, winning
sales orientation, contribution to societal development and sustainability leadership.
These are all key strengths that ensure Electrolux is well positioned to deliver profitable
growth going forward.

Well-established brands with a strong innovation heritage

High brand awareness founded on a 100-year track record of relevant innovations is a competitive advantage in an industry where
brand is increasingly important. The three main brands Electrolux, AEG and Frigidaire represent ~80% of total Group gross profit and
receive the vast majority of investments in marketing, design and R&D.

A century of better living through groundbreaking innovations

By creating great taste, care and wellbeing experiences, and better living for hundreds of millions of people around the world over
the past century, Electrolux has not only enhanced the quality of life of its consumers, but also the societies in which they live.
Electrolux is part of an industry that has revolutionized the life of women, as well as general hygiene and eating habits within less
than half a century.

Electrolux launched the first consumer vacuum cleaner - the model V in 1921, followed by the world’s first absorption refrigerator in
1925. Another appliance that had a huge social impact is the washing machine, which is argued to have been the single most
revolutionary consumer appliance ever made. The Electrolux W20 was the company’s first washing machine in 1951, and in 1959,
Electrolux launched the world’s first countertop dishwasher - the D10, which was easy to install in any kitchen and proved very
popular.

More recent Electrolux innovations included the very first robot vacuum cleaner in 1996, as well as the first battery-driven vacuum
cleaner that consumers found so elegant and user-friendly that they used it as a decorative feature in their homes - the Ergorapido
in 2004.

Sales and marketing focus from day one

Unlike other well-known Swedish entrepreneurs, the founder of Electrolux - Axel Wenner-Gren - was neither an inventor nor an
engineer. His great strength was his energetic, imaginative and unconventional approach to sales and marketing, which continues to
influence how Electrolux products are marketed to this day. This entrepreneurial culture is evident in the company’s agility to respond
to changing markets to ensure consumer relevance and value creation for shareholders.

Sustainability leadership - a key differentiator

In the 1990s, Electrolux was the first appliance company to focus on sustainability, which has been at the heart of the Electrolux
strategy ever since. Today, the Electrolux brand is associated with sustainability, which is a differentiator that results in additional
growth opportunities.

Electrolux celebrated its anniversary year by launching the Better Living Program - a bold initiative to enable it to continue to be at
the forefront of sustainability. The program includes a broad range of actions and targets until 2030.

Read more about the Better Living Program on page 10.



2019

Better Living Program

Electrolux celebrated its 100 anniversary year by launching the Better Living Program - a
bold initiative to enable it to continue to be at the forefront of sustainability. The
program includes a broad range of actions and targets until 2030.

An action plan for sustainable living

The Better Living Program enables Electrolux to continue to create better and more sustainable living for people around the world
through to 2030. With bold targets focusing on better eating, better garment care and a better home environment, the initiative
intensifies the Electrolux commitment to sustainability and its contribution to key global challenges by making its business circular
and climate neutral.

The Better Living Program will drive at least 100 actions that will contribute to its 2030 targets. But perhaps most importantly, the
program turns the Electrolux purpose into action - to ensure that the company continues to shape better living today, tomorrow and

for another 100 years.

Find out more about the Better Living Program at: www.betterlivingprogram.com
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Creating value through a sharper business focus and
streamlined business

Electrolux has a long track record of value creation by successfully distributing
operations to shareholders as new listed companies. In 1994, Autoliv was distributed to
shareholders and listed on Nasdaqg Stockholm and in 2006 the same was done with
Husgvarna. Other listed companies on Nasdag Stockholm that were previously part of
the Electrolux Group include Dometic and Getinge.

Electrolux Professional - creating shareholder value as a stand-alone company

In January 2019, the Electrolux Board of Directors announced its intention to split the Group into two listed companies - ‘Electrolux’ for
household appliances and ‘Electrolux Professional’ for professional appliances. This split has the potential to create substantial
shareholder value over time, given that the two businesses have different markets, customers and success drivers. In February 2020,
a shareholder meeting will decide on the Board’s proposal to distribute and list Electrolux Professional as a separate company.
Following shareholder approval to distribute Electrolux Professional, the plan is to list the company on Nasdag Stockholm on March
23,2020.

There are three main reasons for separating the professional products business as a stand-alone company:

Sharper business focus
As separate companies, Electrolux and Electrolux Professional are better positioned to meet the different opportunities and demand
drivers faced by the markets they are active in.

Greater agility to drive growth

Electrolux Professional is the only supplier in the professional appliances industry with a comprehensive and integrated offering of
solutions under one brand. The business therefore has significant potential for long-term value creation as an agile stand-alone
company, which can pursue growth through market consolidation and innovation.

Improved capital market access

An Electrolux Professional Products business with a separate balance sheet and capital market access will create opportunities to
further accelerate growth in an industry that is consolidating rapidly. The listing would also provide opportunities for current and new
investors to invest directly in Electrolux Professional.

Electrolux Professional is a leading provider of food services, beverage and laundry solutions to a wide range of customers, from
restaurants and hotels to healthcare and other service facilities. It is a global business with operations in EMEA, North America and
APAC. Its market is characterized by high demands on quality and efficient solutions, which requires offering a comprehensive range
of best-in-class products, superior customer care, as well as innovation and investments in connectivity. In 2019, net sales were SEK
9bn with an operating margin of 10.7%.

More information is available on www.electroluxgroup.com


https://www.electroluxgroup.com/en/

Strong focus on sustainable consumer experience innovation and modularized products
in automated production are key drivers for profitable growth, supported by a solid
balance sheet.

Key areas to drive profitable growth

Financial targets for profitable growth*

SALES
GROWTH

>4%

Driving sustainable Increasing efficiency through
consumer experience digitalization, automation
innovation and modularization

* Financial targets are over a business cycle
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Sustainable
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Growing in emerging
aftermarket market
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Three defined areas of innovation - Taste, Care &

Wellbeing

« Innovation and product development focus on great
tasting food, care for clothes and healthy wellbeing in the
home.

« Targeted R&D gives us a competitive advantage -
optimizing our offering and shortening the time to market.

« Innovation in energy and resource efficient products
provides competitive advantages in a market increasingly
interested in sustainability.

« We provide differentiated, consumer-relevant and
globally-applied technology platforms - with a unique
emphasis on consumer benefit and experience.

Consumer star ratings

New Electrolux kitchen range, Europe

* % k| &k

Industry-first built-in Air Fryer, North America

% k| % kX

SHARE OF

SALES

M Taste, 61% M Care, 29% [ Wellbeing, 10%

Deep consumer insight - is a competitive
advantage in an age of greater consumer
awareness

¢ A human-centric design process is critical.

o Consumers are our starting point to define business
opportunities, followed by extensive consumer
testing.

o We co-create with consumers, rather than purely
observing them.

e Our product R&D is based on a long history of
consumer insight through surveys, consumer data, home
visits and user experience labs.

o We have our own tools for gathering online
consumer comments about Electrolux and
competitor products - which are analyzed and fed
into the design process.

o Testing in user experience labs and through Virtual
Reality tools allows us to test early concepts and
expand testing to more countries.

o Deep consumer insight increases our success rate
and return on investment.



Create value

A streamlined portfolio focusing on higher

margin categories

« We have recently streamlined our product portfolio,
resulting in fewer product variants to reduce cost and
increase sales.

o In North America, the number of products (Stock
Keeping Units) were reduced by more than 55% by the
end of 2019 compared to the beginning of 2017.

« Successful execution of the strategy has strengthened our
position in key categories by launching more innovative
products with enhanced consumer benefits. These
products command a higher price and drive margin
expansion - we call this ‘mix improvement’.

o Mix improvements have significantly contributed to
operating income in recent years, demonstrating that
Electrolux product innovations are in demand.

o« Our most resource-efficient products also drive profitability
- enjoying higher margins than other products on average

since the 1990s.

Our consistent push for innovation has resulted in

leading segment and market positions

« Europe - leading position in premium segments for built-in
kitchen and laundry.

« Southeast Asia - strong position in front-load washing
machines.

New consumer experience (CX) organization
strengthens our offering
« Established in 2019 - combining marketing, design,
digital consumer solutions and ownership experience
to ensure consumer experience focus throughout the
entire product development and user phase.
« We can leverage our consumer experience expertise
to:
o Accelerate product innovation and ownership
solutions.
o Translate experience innovation into brand
storytelling and product design.
o Drive connected ownership solutions for
aftermarket growth.

Driving margin expansion through innovation

B

O - N W N~ OOo N ®

2015

2016 2017 2018 2019

W Operating margin excl. non-recurring items

Product portfolio management in the business area Europe has accounted for a

large proportion of its operating margin increase in the last five years.

o Latin America - leading position in innovation within core
categories.

« A focus on innovative design to promote the most efficient
and sustainable appliance settings, such as the QuickSelect
dishwasher function.

Strong consumer experience understanding leads to higher revenue
and value creation to shareholders

+41%

REVENUE TRS REVENUE TRS
Product companies Service companies

Source: McKinsey. Top quartile vs peers (2013-2018)

TRS = Total returns to sharehholders



Strong brands drive profitable growth
« Brands enjoying better recognition in an age of greater

consumer awareness and positive user experience have
a competitive advantage.

« Strong brands drive profitable growth by selling more
products at higher prices - 1.3 x higher sales growth for
strong brands vs average brands.”

1) Prophet Brand Relevance Index 2017 - 10 year CAGR of most relevant brands vs

S&P 500 Average.

Three well-established brands with a sharp brand

proposition

o Our three main brands - Electrolux, AEG and Frigidaire -
represent ~80% of total Group gross profit and receive the
vast majority of investments in marketing, design and R&D.

« To maximize the profitability of these brands, we target key
products and categories appealing to distinct consumer
groups for each of our brands.

A portolio of well-established brands with a clear focus

Premium
(>150 index)

<
w
a)
Z Masspremium
§ (90-150 index)
z
o
FRIGIDAIRE
Value
(<90 index)
Conservative Modern Progressive

CONSUMER ORIENTATION

High brand awareness is built on 100-year track

record of innovation

« We celebrated 100 years as an innovation leader within the
home appliance market.

« Innovations include the launch of the first consumer vacuum
cleaner, the world’s first absorption refrigerator, the world’s
first countertop dishwasher and the very first robot
vacuum cleaner.

« We know how important brand awareness and experience
are - both when consumers equip a newly built or
refurbished property with appliances and when they need
to replace appliances.

The AEG and Frigidaire brands have been successfully
adapted in recent years to target specific consumer
segments, focusing more on benefits and consumer
experience.

In 2019, the Electrolux brand was sharpened globally,
building on its Swedish heritage and sustainability profile as
a competitive advantage.

Sharpening of the brands has resulted in an increased
brand preference in more than 60% of Electrolux markets.

Sharpened brand postition

AEG

AEG is Always an Idea Ahead in enabling unprecedented
results at home through German engineering

E] Electrolux

The most progressive premium homelife brand making desirable
experiences more sustainable true to our Swedish values

FRIGIDAIRE

The everyday home brand hard-working families rely
on that makes truly helpful innovation affordable




Sustainability leadership in the appliance industry

is a competitive advantage for growth
« Consumers, retailers and authorities increasingly

prioritize sustainability, e.g. over 70% of Swedish consumers
consider sustainability when purchasing opplionces‘).
« We have first mover advantage, with a clear aim

to continue to be the sustainability pioneer.

o Inthe 1990s, we were the first appliance company to focus
on sustainability - which has been at the heart
of our strategy ever since.

o The Electrolux Better Living Program 2030 is an initiative
to enable better and more sustainable living for
consumers around the world.

Better Living Program

BETTER EATING
Make sustainable eating the preferred choice.

®

BETTER GARMENT CARE
Make clothes last twice as long with half the environmental impact

BETTER HOME ENVIRONMENT
Make homes healthier and more sustainable
through smart solutions for air, water and floors.

@

&)

BETTER COMPANY
Make our business circular and climate neutral.

The Better Living Program 2030 targets are aligned with the
United Nations Sustainable Development Goals and
integrated into the Electrolux sustainability strategy.

1) Svensk Handels hallbarhetsundersdkning (2018).



Create value

Sustainable products are more profitable

The company's most energy and water efficient products
accounted for 23% of total units sold and 32% of gross
profit in 2019. Our most resource-efficient products have
consistently had a higher margin in recent years.

More sustainable products, with lower energy and water
use, offer greater consumer benefit and consumers are
willing to pay a higher price.

Resource-efficient products are essential for sales growth
in emerging markets, e.g. in water and energy scarce
regions.

Greater resource efficiency is a Group priority to
further strengthen competitiveness

In products - to strengthen our offering.

o 6% more recycled plastic used in products 2019 vs. 2015.

In operations - to reduce operational and manufacturing
costs and risk exposure.
o SEK 600m reduced annual energy costs vs. 2005.

o 75% less absolute CO» emissions in operations vs. 2005.

o 44% less energy used per manufactured product vs.
2005.

o 34% improved water efficiency in operations vs. 2015

Our most resource-efficient products have a higher margin

23% 32%

SHARE OF
VOLUME

SHARE OF
GROSS PROFIT

Il Most resource-efficient products [ Other products

Greater resource efficiency reduces costs

INDEX
120

40 te..

20

= Energy per standard unit «eee CO2 emissions

= ENnergy consumption Water consumption



Doubling aftermarket sales by 2025

« Our aim is to double Group sales in the high-margin
aftermarket segment by 2025 from current ~5%.

« We are strengthening our service product offering through
extended warranties, fixed price repair model and by

Potential to capture largely untapped

aftermarket business

« The aftermarket for consumer products is large and highly
fragmented where manufacturers have limited direct
access to consumers.

« Electrolux is launching services, such as fixed price repair
in Europe, that aim to access the largely untapped
aftermarket business

Large installed base and strong quality focus are
key strengths

o ~400 million products, with ~12% of installed base served by

Electrolux, provides huge aftermarket sales potential.

« Product reliability is important when buying appliances,
with the Service Call Rate at a record low level - 2.9% in
2019 vs 51% in 2015.

Digitalization creates opportunities and new routes to

market

« The digital revolution is changing consumer
behavior and Electrolux can find new routes to market
and interact directly with consumers.

establishing an in-house, digitally supported sales force.
« We are increasing direct consumer contact and
promoting consumer loyalty - by establishing a digital
consumer service interface, consumer relationship
management systems and connected products.

Aftermarket services

Repairs

Spares

In Warranty
0-2 years

Out of Warranty
-3..10..12 years

Service Call Rate at record low level

Note: Service Call Rate for major appliances.

« We are complementing traditional product sales with new
business models - i.e. selling a service/rental instead of a
product.

« Digitalization also enables new opportunities for direct
consumer engagement throughout a product's use/life cycle.



Emerging markets represent a potential universe Emerging markets

of >6 billion consumers

« The growing global middle class has increasing
purchasing power and is spending more on higher quality
products for their homes.

« Consumers in emerging markets share similar needs to
Western consumers as they become more affluent and
move to more urban living spaces

« Potential to create new channels and urban distribution as
well as increase online sales.

Source: Euromonitor. Market size, USD bn

Strengthening existing emerging markets and Specific roadmaps for each region

entering selected new markets

o Capturing further growth in emerging markets is key to
positioning Electrolux for future success.

Markets with

th

85
i)
g8
E
°%
88

« We have differentiated approaches for entering various
sub-regions in emerging markets.

MEA

2
; Chnaonainda  lonAmeic AT g Codemtunee
Leveraging global scale, local knowledge and the o Being both global and local ensures that our emerging
Electrolux brand to capture the emerging mass- market offering is better adapted to changing consumer
premium market demands.
« We will increasingly leverage our global scale to support our o Centering manufacturing using our facility in Rayong,
local market knowledge. Thailand, as a manufacturing hub for emerging markets.
o We have established global product » Primarily building on the well-established Electrolux brand
architectures/platforms for refrigeration, laundry, and air that is closely associated with sustainability and Swedish
and water care. This increases R&D pace and agility, values.
lowers product cost and delivers economies of scale. o Resource-efficient products are essential for sales growth
o The ‘Asia-Pacific, Middle East and Africa’ and “Latin in emerging markets, eg. in water and energy scarce
America’ business areas are developing specific regions.

emerging market product offerings as well as innovation
for taste, care and wellbeing experiences.
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INncreasing efficiency through
digitalization, automation andad
modularization

Track-
record of Strengthening
cost competitiveness
reductions
Global + Digital

local integration



Reduced costs by SEK ~ 5bn since 2015.

Delivering continuous cost improvements is an important
part of our strategy - achieved by improving cost
structures and developing methods, processes and skills.
We aim to annually drive down the variable product cost
by 3% on like-for-like products, net of normal inflation <2%
(excluding raw material price impact).

Re-engineering initiatives and continuous improvements
are key to deliver on variable product cost target.

We monitor working capital to release resources that can
be invested in growth activities.
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Competitive cost structure
We have a competitive cost structure with a high degree of

variable costs - about 70% of our total cost base in 2019.
o This enables high flexibility and fast adaption to external risks
such as fluctuations in market demand or commodity prices.
Several cross-functional cost-excellence programs reduce
variable product costs, e.g. the Electrolux Manufacturing System,
modularization, digital manufacturing and an integrated digital
supply chain.
Our Continuous Improvement Program aims to reduce structural
costs through improved ways of working, greater resource
efficiency and increased usage of digital tools and processes.
Reduced energy, waste and water use supports a more
competitive cost structure.



Extensive re-engineering investment program in
place

« We have committed SEK 8bn of investments to an extensive re- o

engineering program, which is now fully underway.

¢ These investments in modularization and automation in Europe .

and the Americas will further strengthen competitiveness.
« The re-engineering program drives efficiency, strengthens

production cost competitiveness, and increases flexibility and

Automation and modularization strengthens competitiveness

Modularized products
+ Improve product cost

+ Improve product design
and quality

+ Increase innovation speed

Automated production

+ Increase productivity, faster
and leaner execution

+ Continue cost efficiencies

+ Improve quality and safety

Executing on our global re-engineering investments

SEK 8bn Capex over 4-5 years, commencing 2018

Europe
SEK ~3 bn

A q
merica Capex

SEK ~4 bn
Capex

Latin
America
SEK ~1bn

Capex

Drive mix improvements through increased

innovation

« Accelerate innovation - quicker application of new
consumer-relevant innovations will ensure our offering

product speed to market.
o |t will also realize significant sustainability benefits:
Improved energy efficiency.
o Safer working environment.
Modularization will continue to be key once the re-engineering
program is complete.

SEK ~3.5bn cost savings with full effect by 2024
« Re-engineering program
o Main impact will be in North America.
o Direct material savings and improved labor
productivity are the main drivers.
« Global streamlining measures
o This included the creation of four regionally
focused business areas and the reorganization of key
global functions .

Cost savings” from re-engineering investments and streamlining
measures

SEKbn

2020e 202le 2022e 2023e 2024e

Note: Baseline 2019 normalized

1) Cost savings are net of expected transition costs

remains up-to-date over time.

« Product design improvements - using modularized bases
makes it easier and more efficient to apply updated
designs.
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Leveraging the Group's global scale
By increasingly introducing modularized products, we can

leverage our global scale in terms of procurement and
R&D.

Modularization enables both fixed and variable cost
reductions.

Improving stability and mitigating against
financial fluctuations

Global presence makes Electrolux less sensitive

to macroeconomics in specific market regions. This helps
to smooth out seasonality and fluctuations in economic
cycles and thereby mitigate against inancial
performance fluctuations.
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Capturing regional opportunities through deep
local understanding

Being global with a local presence and knowledge of
each regional market means we can better adapt to
changing consumer demands and sustainability related
requirements.

Three well-established brands - AEG, Electrolux and
Frigidaire serve different regions and market segments.

Sales by region

16%

I Core markets = Growth markets



Digitally integrated supply chain and manufacturing
« Digitalization helps drive improved productivity and flexibility in
Electrolux operations through:

o Improved visibility and planning.
o Installing a digitally managed environment within factories
that monitors operational information in real-time.
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Digitalization also optimizes supply chain and manufacturing
processes to facilitate product tracking and managing inventory
levels - ensuring the availability of key products for end-
consumers.



Our focused profitable growth strategy is facilitated by a solid balance sheet

Financial strength and stability increase

opportunities for growth

« A solid balance sheet helps us to execute our consumer
experience driven strategy through:

o Organic growth investments:
= Capex to drive product innovation.
= Capex for digitalization and automation to improve

competitiveness.

o Selective acquisition strategy:
= Bolt-on acquisitions.
= Strengthen growth in emerging markets and

aftermarket.
= Strengthen premium offering and solutions that
improve the consumer experience.
= Contribute to increasing consumer interaction and
business model transformation.
« Net inancial debt position of SEK 6.5bn as of December
31, 2019.
« Green bond financing

o First green bond issued in 2019 - SEK 1bn.

o Focusing on industrial and R&D projects, which have
significant potential to enable Electrolux to reduce its
climate impact.

o High return on net assets

o Focusing on growth with sustained proftability and a
small, efficient capital base enables Electrolux to
achieve a high long-term return on capital.

o Strong track record on reducing working capital over
the last ten-year period. The objective is to maintain
working capital at these healthy levels going forward.
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Solid financial position

SEK bn

-1 0 1 2 3 4 5 6 7 8

M Financial Net Debt Pensions M Lease liabilities

lllustrative capital structure showing a net debt position of SEK 6.5bn if separation of

Electrolux Professional took place Dec 31, 2019

High return on net assets fueled by capital turnover

SEK bn

2015 2016 2017 2018 2019

M Netassets == RONA (%)

Financial information refers to the consumer business, exclusive of business area

Professional Products.



Create value

Shareholder-friendly capital allocation

Dividend target of at least 30% of net income.

o Historically, the Electrolux dividend rate has been
considera