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The strategic direction
Preben Bager, CEO
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The world-class 

kitchen specialist
Our vision
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Four-fold growth in 10 years

0
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Excluding currency differences
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Net sales

2004 2005 2006 2007 2008 2009

Growth has stagnated
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Net sales

EBIT

10% EBIT

2004 2005 2006 2007 2008 2009

Margins must improve
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Challenges ahead

How can we better

reach and serve our customers?

How can we become

more efficient? 
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Gower

Interior Solutions

Optifit

Current brand fit per segment

Economy Middle Luxury

How can we better

reach and serve our

customers?

How can we become

more efficient?

Challenges
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Number of front designs

Complexity drives cost

NobiaMajor competitor

How can we better

reach and serve our

customers?

How can we become

more efficient?

Sourcing a wide and highly complex range is inefficient and costly

Challenges
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Strategic direction

Challenge

How can we better

reach and serve our 

customers?

Clear brands with attractive, 

competitive offers 

More sales

Solution Required result

Clearer brand strategy 

Greater market presence
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How do we achieve the required result?

Economy Middle Luxury

Required results

Clear brands with attractive, 

competitive offers 

More sales

Cost-competitive sourcing and 

production

Upper middle

1. Scalable concepts

2. Clear brand strategy

3. Strengthened product 

development
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Strategic direction

A stronger Nobia 

How can we become

more efficient?

Harmonised range

Fewer and larger production units

Cost-competitive sourcing 

and production=

Challenge Solution Required result
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How do we achieve the required result?

ÁCommon range platforms ï

cut number of SKUs in half

ÁFewer and larger production units serving 

several brands

ÁIncreased sourcing from low-cost countries

ÁMore efficient investments

Clear brands with attractive, 

competitive offers 

More sales

Cost-competitive sourcing and 

production

Required results
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Organisational split

Organisational split
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The process starts in April 2010 

1. Group management 

positions in place

2. Reporting structures 

changed for
Product development

Sourcing

3. Implementation of the 

new organisation 

starts in
Denmark

UK

Sweden

Norway
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New organisation
Starting April 2010

CEO

Finance HR

IT
Communi-

cations

Range Production
Sourcing & 

Logistics

Operations Commercial

Marbodal

Myresjökök

Invita

Uno form

Sigdal

Norema

Gower

Interior 

Solutions

Petra

Parma

A la Carte

Optifit

Marlin

HTH
Scandinavian 

brands
Magnet Poggenpohl

EWE/FM/

Pronorm
B2B UK OptifitNovartHygena CulinomaConcept 
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A better way!
Building a stronger Nobia 
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Attractive offerings and 

distinct brands
Preben Bager, acting CCO

COMMERCIAL
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Our objectives

ÁImproved customer offer

ÁImproved commercial processes

ÁImproved customer service

ÁMore efficient production and purchasing

ÁLower costs and less working capital
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Nobia-controlled 

Retailer  

B2B Retailer 

(Nobia-branded) 

B2B

Private label 

B2B Professionals 

Nobiaôs seven identified concepts by channel and position

Two main channels to market

B2C (Business to Consumer)

ÁThis is what we know as retailing kitchens, 
and we have segmented our concepts 
from Economy to Luxury 
(Concepts 1 to 4)

B2B (Business to Business)

ÁThat business can be

ï Another retailer, to whom we may sell 
branded (Concept 5) or private label 
products (Concept 6)

ï A non-retailing professional, such as a 
housing developer, etc. (Concept 7)

Economy Middle
Upper

middle
Luxury

Concept 1 Concept 2 Concept 3 Concept 4

Concept 6

Concept 7

Concept 5
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Concept 1 ïNobia retail economy

Nobia-controlled 

Retailer  

B2B Retailer 

(Nobia-branded) 

B2B

Private label 

B2B 

Professionals 

Economy Middle
Upper

middle
Luxury

Concept 1 Concept 2 Concept 3 Concept 4

Concept 6

Concept 7

Concept 5

Hygena

HTH

Basic kitchens for the self-fitter 

at a budget price
1
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Concept 2 ïNobia retail middle

Kitchens for families wanting extra quality 

for good value

Nobia-controlled 

Retailer  

B2B Retailer 

(Nobia-branded) 

B2B

Private label 

B2B 

Professionals 

Economy Middle
Upper

middle
Luxury

Concept 1 Concept 2 Concept 3 Concept 4

Concept 6

Concept 7

Concept 5

Norema

Marbodal

2
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Concept 3 ïNobia retail upper middle

High-quality kitchens satisfying individual 

needs for functionality, design and service
3

Nobia-controlled 

Retailer  

B2B Retailer 

(Nobia-branded) 

B2B

Private label 

B2B 

Professionals 

Economy Middle
Upper

middle
Luxury

Concept 1 Concept 2 Concept 3 Concept 4

Concept 6

Concept 7

Concept 5

Invita

Magnet
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Concept 4 ïNobia retail luxury

The ultimate kitchen in functionality, design 

and service support for the wealthy home
4

Nobia-controlled 

Retailer  

B2B Retailer 

(Nobia-branded) 

B2B

Private label 

B2B 

Professionals 

Economy Middle
Upper

middle
Luxury

Concept 1 Concept 2 Concept 3 Concept 4

Concept 6

Concept 7

Concept 5

Poggenpohl

Uno form
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Concept 5 ïB2B retailer

Nobia-controlled 

Retailer  

B2B Retailer 

(Nobia-branded)

B2B

Private label 

B2B 

Professionals 

Economy Middle
Upper

middle
Luxury

Concept 1 Concept 2 Concept 3 Concept 4

Concept 6

Concept 7

Concept 5

The professional, reliable branded kitchen manufacturer 

offering category management skills that build long term 

profitability for the customer. The branded kitchen offer 

spans from Middle to Luxury

5
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Concept 6 ïB2B private label

Nobia-controlled 

Retailer

B2B Retailer 

(Nobia-branded) 

B2B

Private label

B2B 

Professionals 

Economy Middle
Upper

middle
Luxury

Concept 1 Concept 2 Concept 3 Concept 4

Concept 6

Concept 7

Concept 5

The professional, reliable private-label kitchen manufacturer 

offering category management skills that build long-term 

profitability for our customerôs customer. The private-label 

kitchen offer spans from Economy to Middle.

6
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Concept 7 ïB2B professionals

Nobia-controlled 

Retailer

B2B Retailer 

(Nobia-branded) 

B2B

Private label 

B2B 

Professionals 

Economy Middle
Upper

middle
Luxury

Concept 1 Concept 2 Concept 3 Concept 4

Concept 6

Concept 7

Concept 5

The kitchen specialist for the construction and project 

market offering tailor-made kitchen solutions from Economy 

to Luxury. We offer a unique one-stop-shop solution.
7

Poggenpohl

Myresjökök
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Dimensions that differentiate the concepts 

ÁProduct offer

ÁRetail environment and merchandising

ÁMarketing

ÁService

ÁPricing strategies
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Potential for organic growth 

based on scalable concepts
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126

Opportunities in the European kitchen market

Source: CSIL Europe 2009; MSP 2008

Competitor Market Size MSP (MEUR)

Nobia share MSP (MEUR)

209

223

228

332

403

418

438

454

487

1.351

1.491
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2.650

0 500 1.000 1.500 2.000 2.500 3.000
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Belgium-Luxemburg

Sweden

Netherlands

Spain

France
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Italy

Germany

Portugal

Greece

Ireland

Kitchen furniture market size

úmillion

2.210
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The Commercial potential in brief

ÁSeven key concepts

ÁConcepts and brands with a clear differentiation

ÁClear direction for organic growth
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COMMERCIAL

Luxury segment brand: 

Poggenpohl
Elmar Duffner
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Premium

Economy

Cabinet

maker

Cabinet

maker

"Niches"

AvantgardeStandard

Clear and established positioning

Price level

Design language

Poggenpohl ranks sixth among all 

German luxury brands and is the 

number-one luxury furniture brand in 

Germany perhaps in the world.

Source: Periodically generated market survey 

by Brand Rating and the WirtschaftsWoche. 
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Poggenpohlôs peers
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Design by JORGE PENSI 

(b. 1946)

+Segmento

+Integration

PLUSMODO

Three award-winning design concepts

http://images.google.de/imgres?imgurl=www.taelektroakustik.de/images/allgem/good_design.jpg&imgrefurl=http://www.taelektroakustik.de/deu/ta2/ls_talis/talis_-_lautsprecher.htm&h=386&w=407&prev=/images%3Fq%3D%2522The%2BChicago%2BAthenaeum%2522%2B%26svnum%3D10%26hl%3Dde%26lr%3D%26ie%3DUTF-8%26oe%3DUTF-8%26sa%3DN
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www.thebinjaionthepark.com 

Project in Malaysia ïThe Binjay on the Park

Location

Kuala Lumpur

Developer

Layar Intan

Number of units

171
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Project in Dubai ïVictory Heights

http://www.vh.ae

Location

Dubai, Sports City

Developer

Dubai Sports City

Number of units

200



201041

Some Poggenpohl customers
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Source: World Wealth Report 2009 published by Capgemini & Merrill Lynch 

 

High Net Worth Individuals (HNWI) 

are defined as individuals who 

possess more than 1 million USD in 

financial assets. 

Growth of potential luxury consumers
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Source: Boston Consulting Group, Wealth Market Sizing Database 2009

China is the future top luxury market 
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SANDRA WONG, Director

Poggenpohl (China) Ltd. 

Hong Kong Office

ñOf the 50 wealthiest people of Hong 

Kong more than 50 % own a 

Poggenpohl kitchen. And we are 

striving for more.ò

New multi-level studio in 

Bangalore/ India 

25% of the 100 richest 

people in India are owners 

of a Poggenpohl kitchen.

Distribution via exclusive partners and DOS
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Unique new kitchen concept

ÁPresentation of a new and highly innovative 

kitchen concept at the Milan furniture fair

ÁDemonstrate once again that we are setting 

the pace in the kitchen industry

ÁNew concept will be particularly appealing to 

architects
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Boston
NY Midtown

NY Downtown

Chicago

Florida

San Francisco

Westport

Atlanta

Los Angeles Dallas

Philadelphia

Houston

Tokyo

London

Wigmore St. Albans

Ultimate Waterloo

Norman Glenn Guildford

Kopenhagen

Stockholm

Manchester

Birmingham
Hannover
Hamburg

Dresden
Frankfurt

Stuttgart
Düsseldorf

Münster

Zürich

Bremen

Munich

Luzern

Current DOS footprint ï36 studios in 9 countries

Vienna

Amsterdam
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Increasing Importance of DOS

ÁFrom 9 to 36 DOS 

between 2003 and 2009

Á9 new studios in 

Germany since 2005

ÁTokyo DOS opens 

10 March 2010


