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Net sales, SEK m
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Excluding currency differences



Net sales

2004 2005 2006 2007 2008 2009



Net sales
- EBIT

------------------------------------------------------------- 10% EBIT

2004 2005 2006 2007 2008 2009
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Challenges

Complexity drives cost

Number of front designs

How can we become
more efficient?

Major competitor Nobia

Sourcing a wide and highly complex range is inefficient and costly



Commercial

i

S5 /.= HOw can we better
E reach and serve our
~——= customers?

Clearer brand strategy
Greater market presence

Clear brands with attractive,
competitive offers

More sales




Clear brands with attractive,
competitive offers

More sales

Scalable concepts
Clear brand strategy

Strengthened product
development




Strategic direction

Challenge Solution Required result

Harmonised range Cost-competitive sourcing

How can we become

% more efficient?

Operations

Fewer and larger production units and production

A stronger Nobia



Common range platforms i
cut number of SKUs in half

Fewer and larger production units serving
several brands

Increased sourcing from low-cost countries

More efficient investments




Organisational split

Operations Commercial

brand independent brandiCentTie




Group management
positions in place

Reporting structures
changed for
Product development
Sourcing

Implementation of the
new organisation
starts in

Denmark
UK

// Sweden

VD Norway




New organisation
Starting April 2010

CEO

_
Communi-
IT — .
cations

Operations Commercial

Range Production Sourpmg &
Logistics
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Improved customer offer

Improved commercial processes
Improved customer service

More efficient production and purchasing

Lower costs and less working capital




Two main channels to market

This is what we know as retailing kitchens,

ﬁg?nvaecgggrenjethﬁ)r:LerS our COﬂCGptS gggﬁgontrolled CONGEP ‘| cgncaptg GCONCEPIIO! cgnsap!i}
B2B Retailer ~
(Nobia-branded) Conespt 9
B2B o
Private label Concept
That business can be B2B Professionals CONCERTIS
I Another retailer, to whom we may sell
branded or private label
products

I A non-retailing professional, such as a
housing developer, etc.




1 Basic kitchens for the self-fitter
at a budget price

Economy

Nobia-controlled
Retailer

NA KAN DU OGSA FA
HTH-KVALITET | FLATE PAKKER




2 Kitchens for families wanting extra quality
for good value

Retailer

Nobia-controlled
— Concept 2

Norema
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3 High-quality kitchens satisfying individual
needs for functionality, design and service

Upper
middle

Nobia-controlled -

q Concept 3
Retailer G

Invita




A The ultimate kitchen in functionality, design
and service support for the wealthy home

Luxury

Nobia-controlled
Retailer

Poggenpohl

Uno form



The professional, reliable branded kitchen manufacturer
5 offering category management skills that build long term
profitability for the customer. The branded kitchen offer EaEEa

spans from Middle to Luxury
(Nobia-branded) Rt

------------

BELJER




The professional, reliable private-label kitchen manufacturer
offering category management skills that build long-term

profitability for our cdabdl omer 06s
kitchen offer spans from Economy to Middle.

B2B
Private label

mer .
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The kitchen specialist for the construction and project
F& market offering tailor-made kitchen solutions from Economy

= - conom U.pper uxur
to Luxury. We offer a unique one-stop-shop solution. m

B2B . .
Professionals oncep

Poggenpohl

m :

i i

L)

W i
. LRI

a1y

gl
—

Myresjokok



Product offer

Retail environment and merchandising
Marketing

Service

Pricing strategies




Potential for organic growth

based on scalable concepts




Kitchen furniture market size

0 500 1.000 1.500 2.000 2.500 3.000
Germany | I I I I I 2.650I
Italy
UK
France
Spain
u million

Netherlands
Sweden
Belgium-Luxemburg
Denmark
Switzerland

Austria

Norway

Finland

Greece | ]
B Competitor Market Size MSP (MEUR)

Nobia share MSP (MEUR)

Ireland
Portugal

Source: CSIL Europe 2009; MSP 2008



Seven key concepts
Concepts and brands with a clear differentiation

Clear direction for organic growth
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POGGENPOHL
“ . ST DE NR. 1

wenn es um deutsche Premiumkiichen geht

Premium

TOP 30 Ranking - Deutsche Luxusmarken 2009

poggen

Cabinet
maker

Poggenpohl ranks sixth among all
German luxury brands and is the
number-one luxury furniture brand in
Germany perhaps in the world.

Economy

v

Standard Avantgarde

Source: Periodically generated market survey

Design language by Brand Rating and the WirtschaftsWoche.
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Design by JORGE PENSI
(b. 1946)
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Dubai, Sports City
Dubai Sports City

200

e .

.......

http://www.vh.ae






50 US$ 48.5
— 1.0
N — 1.9
Us$ 40.7
40 ~1.0 7.6
Us$ 37.2 —_
$ _0.9 I 1.7 Annual Growth Rate
I 1.4 6.2 USs$ 32.8 2008-2013F
51 —~0.8
. I — 1.4 i g
Global 10 13.5 Africa 4.1%
HNWIs 9.5 5.8 ® widdle East 5.7%
Wealth B.4
lin US$ Latin America 6.8%
Trillion]  f5q 1.4
AL 8.1% 1.4 Asia-Pacific 12.8%
10.1 10.7* Global
CAGR Europe 6.5%
B.3
10 Morth America 7.0%
12.7
11.3 1.7
2.1
1]
2006 2007 2008 2013
*The 2007 number for Europe was revised from 10.6 to 10.7 ngh Net Worth Individuals (HNWl)
Source: C ini L lysis, 2009 . . Fr
apgemint Lorenz curve anatysis are defined as individuals who

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

possess more than 1 million USD in
financial assets.




Exhibit 5. The Number of Millionaire Households |Is Expected to Nearly Double from

2008 to 2013

Number of millionaire households in China: 2003-2013 (in thousands)

13.6% CAGR —
T (200813) 788
' &97
> = 609
2429 CAGR 529

(2003-08) 437

417 453

305

179 223

141

2003 2004 2005 2006 2007 2008  2009F 2010FP  2011F  2012FP  2013P

Total millionaire
HH AuM 0.45 0.58 0.76 1.07 1.62 1.56 1.73 2.09 2.49 2.08 3.49

(US$Tn)
Average AuM per

millionaire HH  3.19 3.25 3.30 3.52 378 3.75  3.80 395 410 427 4.43
(US% Mnj)

Source: Boston Consulting Group, Wealth Market Sizing Database 2009



NOf the 50 weaHondhi est p eNew mndti-levd studio in
Kong more than 50 % own a Bangalore/ India
Poggenpohl kitchen. And we are
striving for more. o

SANDRA WONG, Director LY D504 of the 100 richest
Poggenpohl (China) Ltd. - people in India are owners
Hong Kong Office .

of a Poggenpohl kitchen.




Presentation of a new and highly innovative
kitchen concept at the Milan furniture fair

Demonstrate once again that we are setting
the pace in the kitchen industry

New concept will be particularly appealing to
architects




Chicago
Philadelphiag, ®, Westport

Bost%n
. NY Midtown
San Francisco Atlanta NY Downtown
Los Angeles ® pjjias
Liag>ton Florida

Tokyo

Stockholm
Birmingham Bremen
¢ Amsterdam ﬂ:rmg%%
— London Miinster ® Dresden
Dusseldorf e Frankfurt
Stuttgart q
g ~ Munich Vienna
Zurich
Luzern
Wigmore St. Albans
Ultimate Waterloo
Norman Glenn Guildford




From 9 to 36 DOS
between 2003 and 2009

9 new studios in
Germany since 2005

Tokyo DOS opens
10 March 2010




