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Innovation is a key pillar in creating value
Capital Markets Update 2020



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. .
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Today’s team

Jonas Samuelson
President and CEO AB Electrolux

Jonas Samuelson has been employed and part of
Electrolux Group Management since 2008. Jonas is also
Board Member of Volvo Car AB, Polygon AB and Axel
Johnson AB. Previous senior positions: CFO of AB
Electrolux, COO Global Operations Major Appliances
and Head of Major Appliances EMEA. Chief Financial
Officer and Executive Vice President of Munters AB.
Various senior positions within General Motors, mainly in
the U.S., and Saab Automobile AB.
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Anna Ohlsson-Leijon

Head of Business Area Europe
Executive Vice President AB Electrolux

Anna Ohlsson-Leijon has been part of Electrolux Group
Management since 2016. She joined Electrolux in 2001.
Anna is also Board Member of Alfa Laval AB. Previous
senior positions are: Chief Financial Officer of AB
Electrolux, CFO of Major Appliances EMEA and Head of
Electrolux Corporate Control & Services, Chief Financial
Officer of Kimoda and various positions within
PricewaterhouseCoopers.

Simon Bradford
VP Design, Business Area Europe

Simon Bradford has been with the Electrolux Group
since 2009 when he was hired to head up the global
design organization for Floor Care and Small Domestic
Appliances. In 2014 he moved to Major Appliances to
head up the design function for Business Area Europe.
Prior to joining Electrolux, Simon worked for Philips, Sony
and Nokia.



Today’s team

Thorsten Brandt
SVP Marketing, Business Area Europe

Thorsten Brandt has been part of the Electrolux
European Leadership team since January 2019 in his
role as Head of Marketing for Europe. Prior to joining
Electrolux, Thorsten worked in various senior
marketing and general management roles at Procter
& Gamble and Safilo S.p.A.
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Sophie Arnius
Head of Investor Relations

Sophie Arnius joined Electrolux in 2018 as Head of
Investor Relations. Prior to joining Electrolux, she
was Head of Investor Relations at Boliden and
BillerudKorsnd&s. Sophie has a background from
Corporate FInance, including being Partner at
Catella Technology.
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Innovation is a key pillar in creating value
Jonas Samuelson, President and CEO, AB Electrolux
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Innovation is a key pillar in creating value

Financial targets for profitable growth*

OPERATING SALES
MARGIN GROWTH

>6% >4%

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

Solid balance sheet facilitates
profitable growth

* Financial targets are over a business cycle
** Return on net assets
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Innovation has resulted in growth and higher profit for our
premium brands Electrolux and AEG
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LTM

m= Net sales (left axis)
e EBIT (right axis)
== Marketing & R&D investments (right axis)

Note: Data currency adjusted.
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Note: Resource efficient products that meet strictly defined technical
specifications and conform to local standards for high efficiency.
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Three clear innovation areas

Driving growth and improving margins

Graphs: Breakdown of Group sales 2019
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Successfully targeting premium cooking market Q)
with FrigidairesAirkry. cooker n
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| g
sctCare 800/6

=

ectrolux PerfectCare 800/900 front-load washers. Market share and net sales growth
ased on 9M 2020 vs 9M 2019. Star ratings based on rolling 6 months data until Oct 2020 for
lectrolux PerfectCare 800 front-load washers.
* Price index >130
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Note: Star ratings based on rolling 3 months data until August 2020. Market share and sales growth bosed on
9M 2020 vs 9M 2019. Market share data is for cordless premium.
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Recognition for innovation investments in North America

Reviewed
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Recognition for innovation investments in North America Q)

BEST INDUCTION RANGE

" Reviewed

BEST INDUCTION RANGE

Frigidaire Gallery FGIH3047VF

The single-oven Frigidaire FGIH3047VF range is the best induction range we've

tested thanks to its quick boil times, great temperature control, and useful settings. It
covers all your basic cooking needs, as well as some not-so-basic ones—special
features like true convection and air fry add something extra, Read the full review.
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BEST REFRIGERATOR

. Reviewed

BEST REFRIGERATOR

Frigidaire Gallery FG4H2272UF

The Frigidaire Gallery FG4H2272UF has it all: beauty, brawn, and value. As a French-
door model, it is quite affordable while still offering superior storage space and nifty
features like an adjustable deli drawer that can also double as a wine chiller or freezer.
The best refrigerator we've tested, the FG4H2272UF showed us it's a workhorse as
well, boasting above-average performance in keeping a consistent temperature and
humidity retention. Read the full review.



Recognition for innovation investments in North America

BEST ELECTRIC RANGE

.« Reviewed

BEST ELECTRIC RANGE

Electrolux EI30EF45QS

The freestanding Electrolux EI30EF45QS electric range has a |ot going for it. Its sleek
looks and versatile cooktop are definite crowd pleasers. The five-cooktop burners
include two simmer burners, a warming zone burner, one normal burner, and one tri-
ring burner that features very tight temperature controls. Plus, the oven has a built-in
meat probe and hosts a number of useful cooking/baking modes. Read the full
review.
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BEST FRONT-LOAD WASHER

"~ Reviewed

BEST FRONT-LOAD WASHER

Electrolux EFLS627UTT

The Electrolux EFLS627UTT front-load washer stands as one of the best front-load
washers on the market. One reason? It is the world's first washer to have a special
place for detergent pods in the drawer, allowing for even distribution of soap. However,
this washer also is powerfully competent at removing stains and efficient cycles; it
managed to do a solid stain-removal job in both the 46-minute-long Normal cycie as
well as a quick 15-minute-long wash time. Read the full review.

BEST DRYER

. Reviewed

BEST DRYER

Electrolux EFME627UTT

The Electrolux EFMEB27UTT represents the perfect balance between cycle times and

cycle temperatures, getting clothes dry in as litile as 15 minutes with temperatures that
never got hot enough to damage clothes, This dryer is great-looking, has simple
controls, and is rich with cycles and options, including Perfect Steam, which can help to
relax any wrinkles away. . Read the full review.



Three main brands with distinctive target consumers
and potential to attract a larger audience

3 main brands represent ~80% of Group Gross Profit

Premium
(>150 index)

Masspremium
(90-150 index)

Price index

Value
(<90 index)

FRIGIDAIRE

[
.

Conservative Modern Progressive
Consumer orientation
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We are executing on our SEK 8bn global re-engineering Q)
investments to reduce costs and drive mix improvement

North
America
SECK ~4 bn O b Europe
apex - .
-Springfield | [susegana SR

| )Anderson __|

SEK ~3.5bn

Latin annual cost savings,

America full effect from 2024*
SEK ~1 bn

Capex

curitba |
| JSao Carlos |

' Cooking

' Refrigeration/freezers

* Cost savings from re-engineering investments and streamlining program are net of expected transition cost. Re-engineering program started 2018.
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Significantly leverage our global scale and technology Q)
deployment through global modularized products

‘ Non-global modularized products ‘ Global modularized products

. . . Dish care
Refrigeration/freezers Cooking I
2018

Laundry*

2018 2024 2018 2024 ‘

2018

Note: Graphs shows % of volume using global modules over total in-house production volume. Global modularized products are used in more than one product and in more than one region.
*Front-load laundry
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Innovation is a key pillar in creating value

Financial targets for profitable growth*

OPERATING SALES
MARGIN GROWTH

>6% >4%

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

Solid balance sheet facilitates
profitable growth

* Financial targets are over a business cycle
** Return on net assets
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[{] Electrolux

Delivering profitable growth through innovation

Anna Ohlsson-Leijon, Head of Business Area Europe, Executive Vice President
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Earnings resilience and margins are improving - <
through innovation and cost efficiency

Net sales growth EBIT margin
SEKbn rolling 12 months

50
45 45
45 43 4k
4 42

40
40
35
30

2014 2015 2016 2017 2018 2019 2020

+2.3%

Sales CAGR (2014-2020%)

*September 2020 Last Twelve Months
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8,0%
7,0%
6,0%
50%
4,0%
3,0%
2,0%

1,0%

0,0%

7.1% 71% 7.1% /6%

6.6%

3.2%

2012** 2013* 2014 2015 2016 2017 2018 2019 2020

4.4 pts

(2020* vs 2012)

Note: Figures are currency adjusted. EBIT margin excludes non-recurring items/items affecting comparability
**2012-2013 data is for Business area Major Appliances Europe, Middle East and Africa and 2014-2019 is for

Business area Europe
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We have strengthened our position in 2 premium areas )

22.5% 14,7 7%

Value Market Share
Built-in Kitchen

+0.5 pts vs 2017

Value Market Share
Premium Cgare

+2.2 pts vs 2017

o +2.5 pts
4N Price Index (vs 2017)
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Online shoppin
more & more re
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Consumer trends that have been accelerated by COVID-19 Q)

Online shopping becoming Sustainable living redefined
more & more relevant in uncertain times

Consumer

experience: a

unigue opportunity : : Uncertainty & the quest
to-be present Category spending shifts for trusted Brands
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Key focus areas building on consumer trends
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lerate

"

B2B: Strategic plan to further drive
+35% growth with relevant players
Pure player Omni-channel

Net Sales growth Net Sales growth -
D2C: Platform live in 2021

~60% of our ~40% of our
online business online business

Note: Q3 2020, y-o-y
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Aftermarket of W end Way forward

Fully leverage sales growth opportunities
through contact center agents

+3.8°/o +9.7°/o +2,7% and service technicians

Net Sales Net Sales Net Sales

Cirondls Growth Growth Strengthen position through data-driven

consumer relationship and knowledge
management system

Note: September rolling 12 2020, y-o-y
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Sustainability b
in Premium Ca

Fresh clothes with
96% less water

SteamCare

-

g

Clean efficiently at 30°C, 4 | R
save 35% energy s = .
UltraWash — © f <o +22/o -,
Net Sales
growth N

4 .
— -

Intelligent detergent dosage,

save 8 bottles a year Premium PerfectCare 2020

AutoDose washers

Note: Sep YTD 2020, y-o-y, for Electrolux-branded Premium PerfectCare 2020
front load washers
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Stellar consumer ratings for the new <
ed E u -|n§|tchen range...

%ctro X-brand

".,.
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..resulting in higher sales and margins
for Electrolux Built-in

_Note: YTD September 2020, y-o-y
Comparison with previous Electrolux-branded Built-in kitchen range in 2019
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Increasing return through consumer experience design
Simon Bradford, Design VP, Business Area Europe
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randed Built-in dish 60 cm in 2019.
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Understand Phase

interacting with and observing
to ensure winning products

 Home Shadowin

* User Journey Map

v

Chefs, Trendsetter i

 Shop floor visits
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Understand Phase

Daily monitoring of consumer data dashboard... Q
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Ideate Phase

An iterative, cross-functional and

Speed & Agility

Cross Functional squads

Test, Learn, Iterate mindset

Adaptability to New Normal
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Prototyping Phase

User testi ¢
world i




Testing Phase

Usability Testing




Testing Phase

Consumer preference tests

> 70%

Electrolux
QuickSelect
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Competitor
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[{] Electrolux

Lz
Building stronger brands to accelerate profitable growth

Thorsten Brandt, SVP Marketing Business Area Europe
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Clear stratﬂt
systematically qujH l
the Electrolux brand

—
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Steady increase in online investments augmented with <
higher investments in broad-reach Brand Building

I Broader Reach

Qualified pre-and
post launch

Paid Media Investments

Targeted at in-market consumers
Good Return on Ad Spend

2015 2016 2017 2018 2019 2020

Source: Zenith plans, Datorama, Lumina.
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It starts with a distinctive and relevant brand position R
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Systematic qualification
to secure effectiveness
of marketing investment

‘ Pre-launch qualification process

‘ Post Optimization
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Present
TRACK &
Optimize
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Learning I: <
The advert strongly communicates key brand
attributes to Electrolux brand

Swedish...- the hest
. sifent "y 0w AT peace ~ smart - reliable .
e |ntu|t|ve cnmfurt functmnallty A ecoluglcal

1i]

ordinary
prestlge
technology
sI c fishing
popular

AB ELECTROLUX - CAPITAL MARKETS UPDATE 2020 67




Learning 2: <
The ad is very likely to affect short term sales and has a
high potential to build Electrolux brand power in a long run

SHORT TERM EFFECTIVENESS LONG TERM EFFECTIVENESS*
Percentile, % Percentile, %
66 Awareness index Meaningful ‘ )
96 Persuasion Electrolux Different ‘ 98 ’
Salient 66 )
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Post-launch

Successfully building key brand attributes (]

v ¥

— Consumer impressions about Ele V %
T el driven by the co a- . Wi

-
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POLAND: Electrolux became unquestioned leader

Q)

in Kitchen Bl thanks to new kitchen range launch and strong

brand support

. . Media cut,
Kitchen Bl: value market share evolution Wave 1 shops closed Wave 3
TV, digital TV, digital
25%
23%
21% /
w‘
19% ‘/
17%
15%
13%
1%
9%
7% 2019 2020
JAN FEB MAR APR MAY JUN JUL AUG SEPT OCT NOV DEC JAN FEB MAR APR MAY JUN JUL AUG

AB ELECTROLUX - CAPITAL MARKETS UPDATE 2020

Top 3
37% A 39%

Q2 2019 vs
Q2 2020

==Clectrolux Group
Competitor 1
Competitor 2
Competitor 3
Competitor 4

Source: GFK
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Campaign Launch: Q4 2020
in select markets
Full roll-out in 2021
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