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Q2 results - highlights

® Continued market outperformance in main brands,
amid uncertain market conditions

® Improved operating earnings, with positive operating
income in North America

® Good progress on strategic execution




Organic sales growth, improved operating margin

SEKm Q2 2025 Q22024 Change
Organic sales growth, in a challenging market environment Net sales 31,276 33,819 -7.5%
. . . . Organic growth 1.8% 6.8% -5.0pts
- Driven by North America and Latin Americaq, partly offset by . o .
slight decline in Europe & APMEA pivestments Lo 0% o
Currency -8.4% -3.2% -5.1pts
- Price overall positive impact, with negative development in EBIT 797 419 90.1%
Europe & APMEA Margin 25% 12% 1.3pts
EBIT excl. NRI 797 419 90.1 %
EBIT margin excl. NRI 2.5% 1.2% 1.3pts
Improvement in operating margin
- North America positive operating income EBIT and margin (SEKm)**
- Cost efficiency positive of SEK 0.6bn y-o-y 1,500 o%
4%
- Organic sales contribution slightly positive 1000 3%
Price increases compensated for the tariff-related cost 500 2’/
increases in North America . Io//
- Currency headwinds, mainly in Latin America 1%
. : _ -500 i
. SEK 180m positive effect from divestment of Kelvinator* i’;
-1,000 e
Q2 Q3 Q4 QI Q2 Q3 Q4 Ql Q2
2023 2024 2025
EBIT === EBIT margin === EBIT margin - 12 months

*Divestment of Kelvinator trademark portfolio in India
**Excluding non-recurring items (NRI)
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Europe, Asia-Pacific, Middle East, and Africa

Slight decline in organic sales development

Slight organic sales decline, Electrolux and AEG
outperformed subdued European market

Predominantly replacement driven demand contributed to
increased promotions and negative price development

Phase-out of the Zanussi brand

Positive earnings impact from cost savings, negative from
price development

Positive contribution from cost savings

Negative price development, partly offset by positive
volume impact

Increased investments in innovation and marketing

Labor cost inflation slight negative impact, offset by positive
effect from lower raw material

SEK 180m positive effect from divestment of Kelvinator*

*Divestment of Kelvinator trademark portfolio in India
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SEKm Q2 2025 Q22024 Change
Net sales 13,139 14,181 -7.3%
Organic growth -0.5% -0.4% -0.1pts
Divestments -22% 0.0% -2.2pts
Currency -4.7% -1.8% -2.8pts
EBIT 383 235 62.9%
Margin 2.9% 1.7% 1.3pts
EBIT excl. NRI 383 235 62.9%
EBIT margin excl. NRI 2.9% 1.7% 1.3pts
EBIT and margin (SEKm)**

1,000 10%
800 8%
600 6%
400 = 4%

-‘h"'n.-.—-h-.. af""- <
200 ST = mmmT 2%
0 0%
Q2 Q@3 Q4 Q1 Q@2 Q@3 Q4 Q Q2
2023 2024 2025
EBIT === EBIT margin === EBIT margin - 12 months

**Excluding non-recurring items (NRI)



Overall market demand in Europe slightly down Q)

European core appliances market - total European shipments, quarterly unit comparison y-o-y

40%
Market in Europe YTD was

30% 1% lower vs. 2019

20%

10%
S 1 e
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-20%
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Source: Electrolux estimates. As from Q1 2020, Russia is excluded. Electrolux estimates are subject to restatement.
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Strengthening of our brands Q)

i, d -

Recently launched
marketing campaign

being g > _' for Electrolux
beautiful .


https://electrolux-my.sharepoint.com/:v:/r/personal/lina_ohling_electrolux_com/Documents/Microsoft%20Teams%20Chat%20Files/250522MBJC.mp4?csf=1&web=1&e=KcdjcM&nav=eyJwbGF5YmFja09wdGlvbnMiOnt9LCJyZWZlcnJhbEluZm8iOnsicmVmZXJyYWxBcHAiOiJTdHJlYW1XZWJBcHAiLCJyZWZlcnJhbE1vZGUiOiJtaXMiLCJyZWZlcnJhbFZpZXciOiJwb3N0cm9sbC1jb3B5bGluayIsInJlZmVycmFsUGxheWJhY2tTZXNzaW9uSWQiOiJjMjVjNjEyNS0yN2Y0LTQ0NmYtYWM2My1hNDg0MTI3YTM4Y2IifX0%3D

16 wins for Electrolux Group at Design Awards 2025

* 12 wins for product design, sustainability and user
experience for Electrolux and AEG brand at iF
Design Awards 2025

DESIGN

2025

 Four wins for innovative AEG kitchen, cordless b4 , - o

vacuum cleaners, and powerful blender at Red
Dot Design awards 2025

“Once again the jury recognized our design,

functionality and sustainability
as a winning combination”
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North America

Organic sales growth, outperformed the market

- Higher volumes, supported by good momentum from sale

of new products

- Positive price due to list price increases to compensate for

tariff related cost increases

Earnings improvement mainly driven by cost efficiency

improvements

- Positive impact from higher organic sales contribution, as
well as temporarily slightly lower innovation and marketing

costs

- List price increases offset tariff related cost increases

- Negative impact from currency headwinds and labor cost
inflation, partly offset by positive impact from lower raw

material cost
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Improvement mainly driven by cost savings and efficiency

SEKm Q22025 Q22024 Change
Net sales 11,198 1,728 -4.5%
Organic growth 4.1% 4.7% -0.7pts
Currency -8.6% -0.4% -8.2pts
EBIT 57 -369 N/A
Margin 0.5% -31% 3.7pts
EBIT excl. NRI 57 -369 N/A
EBIT margin excl. NRI 0.5% -3.1% 3.7pts

EBIT and margin (SEKm)*

500
0
-500
-1,000
-1,500

Q2 Q3 Q4 Ql Q2 Q3 Q4

2023 2024
EBIT === EBIT margin === EBIT margin -

*Excluding non-recurring items (NRI)

Ql Q2
2025
12 months

5%

0%

-5%

-10%
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Overall market demand in U.S. largely unchanged Q)

U.S. core appliances market - U.S. shipments, quarterly unit comparison y-o-y

30%
25%
20%
15%
10%

5%

0% I - ] I I e I |
-5% I I I I
-10%

-15%
2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

*Source: Based on the AHAM Factory Shipment Report. Q2 2025 is a comparison of weeks between March 30, 2025 - June 28, 2025 vs March 31, 2024 - June 29, 2024. Core appliances include AHAM 6 (Washers, Dryers, Dishwashers, Refrigerators, Freezers, Ranges, and
Ovens) and Cooktops. AHAM data may be subject to revision.
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Industry-first innovative Frigidaire ovens Q)

A
STONE-BAKED PIZZA

* New Frigidaire ovens with Stone Baked Pizza Mode )

* Unique high heat technology - enabling heat in upper zone
to reach temperatures of 400°C - so a pizza can cook in as
little two minutes

* Launches in North America in August

Further strengthen our offering in the mass premium market
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Latin America

Consumer demand growth slowing

- Market growth rate lower than previous quarters due to
inflationary pressure and economic uncertainty

- In Brazil, higher interest rates also contributed to retailers’
inventory reductions in the quarter

Slight organic sales growth
- Volumes slightly lower, on the back of a strong Q2 2024

- Positive contribution from product mix as well as previously
implemented price increases to compensate for currency-
driven cost inflation

- Electrolux continued to outperform the market
Significant currency headwinds

- Positive price impact, offset by a significant adverse
currency effect

- Positive contribution from cost efficiency

- Investments increased in sales support for brand building
activities and direct to consumer capabilities

AB ELECTROLUX - Q22025

SEKm Q22025 Q22024 Change
Net sales 6,939 7,910 -12.3%
Organic growth 2.6% 26.6% -24.0pts
Currency -14.9% -12.2% -2.7 pts
EBIT 453 623 -27.3%
Margin 6.5% 7.9% -1.3pts
EBIT excl. NRI 453 623 -27.3%
EBIT margin excl. NRI 6.5% 79% -1.3pts

EBIT and margin (SEKm)*

1,000

800

600

400

200

0

10%

8%

6%
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0%

Q2 Q3 Q4 QI Q2 Q3 Q4 Ql Q2
2023 2024 2025
EBIT === EBIT margin === EBIT margin - 12 months

*Excluding non-recurring items (NRI)



Cost reduction target well on track

Cost reduction! 2025

y-0-y, SEKbn SEK 3.5-4.0bn targeted cost reductions in 2025

3.5-4.0bn — Acceleration of product cost reductions
— Increased material sourcing from best-cost countries
— Continue to accelerate benefits from global scale

— Carry over from cost out from new organization

Major cost reduction drivers in Q2:

— Sourcing and Product cost reductions

SEK 2bn

— Increased operational efficiency, mainly in
North America

B Achieved

Planned

1 Cost reductions refers to item "Cost Efficiency" in the EBIT bridge
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Sales and EBIT Bridge

SEKm Q22024 O o el efficiency? factorss  dostments 922025
Net Sales 33,819 565 22,805 304 31,276
Growth % 1.8% _8.4% 1.0 % -7.5%
EBIT excl NRI4 £19 203 46 575 -595 149 797
EBIT excl NRI % 12% 25%
Accretion/ 0.6 pts 01 pts 17 pts 1.6 pts 0.5 pts

1 Investments in consumer experience innovation and marketing, comprise of costs for R&D, marketing/brand, connectivity, CRM, aftermarket sales capability, etc.

2 Efficiencies in variable costs (excl. raw material, energy, trade tariffs, and labor cost inflation >2%) and structural costs (excl. consumer experience innovation and marketing).

3 Comprise raw material costs, energy costs, trade tariffs as well as direct and indirect currency impact and labor cost inflation >2%. Currency translation amounted to SEK -84m on EBIT and -8.4%, on net sales.
4 Relating to the divestment of the water heater business in South Africa.
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Operating Cash Flow

SEKm Q2 2025 Q2 2024
EBIT 797 419
D/A and other non-cash items 1,224 1,674
Change in operating assets and liabilities -2,298 487
Investments in intangible and tangible assets -775 -1,047
Changes in other investments 311 -207
Cash flow after investments* -7 41 1,226

*Before acquisitions and divestments
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Solid liquidity and maturity profile

SEKbnN Long-term borrowings, by maturity

12.0
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8.0
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4.0

& _
0.0

2025 2026 2027 2028 2029 2030-

Data as per June 30, 2025

- SEK 28.1bn in liquidity incl. RCF as per June 30, 2025
- No financial covenants in any loan agreements

- Target to maintain a solid investment grade rating
- S&P Global Ratings BBB with negative outlook
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Market outlook FY 2025 per region

Electrolux estimates for industry shipments of core appliances, units year-over-year
Latin America includes the ABC-countries, Asia-Pacific includes ANZ and SEA.
Note: Market outlook assumes no significant additional impact from the global geopolitical situation. Presented July 18, 2025.
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Electrolux business outlook

Business Outlook! y-o-y

Volume/price/mix?2

Investments in consumer experience
innovation and marketing?

Cost efficiency*

External factors?®

Capital expenditure

FY 2025

Positive

Negative

Positive SEK 3.5-4.0bn

Significantly negative

SEK 4-5bn

1 Business outlook range: Positive - Neutral - Negative, in terms of impact on earnings

2 This outlook is based on the US trade policies situation as of 18th July, 2025

3 Comprise of costs of R&D, marketing/brand, connectivity, CRM and aftermarket sales capability, etc.
4 Efficiencies in variable costs (excl. raw materials, energy, trade tariffs, and labor cost inflation >2%) and structural costs (excl. consumer experience innovation and marketing).

5 Comprise raw material costs, energy costs, trade tariffs, direct and indirect currency impact and labor cost inflation >2%. Outlook of "Significantly negative" earnings impact FY 2025 from External factors is based on US trade policies situation as of 18th July, 2025.
Note: Business outlook in the above table excludes non-recurring items. Market and business outlook assume no significant additional impact from the global geopolitical situation
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Comments

Positive, primarily due to price actions with the ambition to offset
headwinds from tariffs and FX

Increased investments in marketing to capitalize on product offering,
support brand-building and create long-term value

Reduced product cost the main driver

Headwinds from tariffs in North America and currencies. Impact from
raw material costs essentially neutral.



Execution on long-term strategic priorities in Q2
‘ Improve
@ North America
Profitable growth

Outperformed the market*

Positive operating income in Q2

Slight organic growth in a challenging market

Improved market position in North America and Europe*

Strengthen - Several new marketing campaigns launched
market position - Innovations being launched in coming months
@ Cost reductions & « Positive effect from sourcing and product cost reductions
increased efficiency « Improved efficiency, mainly in North America
Agility & Speed * Increased focus on transformation areas to drive speed and agility

*In Europe, Electrolux and AEG outperformed the market
AB ELECTROLUX - Q2 2025



Factors affecting forward-looking statements

This presentation contains “forward-looking” statements that reflect the
company’s current expectations. Although the company believes that the
expectations reflected in such forward-looking statements are reasonable, no
assurance can be given that such expectations prove to have been correct as
they are subject to risks and uncertainties that could cause actual results to
differ materially due to a variety of factors. These factors include, but are not
limited to, changes in consumer demand, changes in economic, market and
competitive conditions, supply and production constraints, currency fluctuations,
developments in product liability litigation, changes in the regulatory
environment and other government actions. Forward-looking statements speak
only as of the date they were made, and, other than as required by applicable
law, the company undertakes no obligation to update any of them in light of
new information or future events.

AB ELECTROLUX - Q2 2025
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Earnings contribution from price/mix

Business Area Q2, y-o-y Comments on Q2 y-o-y

Europe, Asia-Pacific, Middle

' Dri inl ti i | t
East and Africa Negative riven mainly by negative price developmen

North America Positive Driven by positive contribution from price development
Latin America Positive Driven by increased price to compensate for currency headwinds
Group EBIT % accretion 0.4 pts Driven by increased price development
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