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Net sales, SEK m

16,000

8,000
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1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

Excluding currency differences



Net sales

2004 2005 2006 2007 2008 2009



Net sales
- EBIT

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

2004 2005 2006 2007 2008 2009




z How can we better
E | reach and serve our customers?
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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 —
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

I | | | | | | | | | :
Scandinavian EWE/FM/ o .

Marbodal Petra Gower Optifit
Myresjokok Parma Interior Marlin
Invita A la Carte Solutions
Uno form
Sigdal
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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
— Another retailer, to whom we may sell
branded or private label
products

— 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 customer’s customer. The private-label e
kitchen offer spans from Economy to Middle.

B2B 6
Private label Concept




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
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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 1.351
€ 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
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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



“Of the 50 wealthiest people of Hong New multi-level studio in
Kong more than 50 % own a Bangalore/ India
Poggenpohl kitchen. And we are
striving for more.”

SANDRA WONG, Director
Poggenpohl (China) Ltd.
Hong Kong Office

Forbes 25% of the 100 richest

— M people in India are owners
> Ml 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:rm?)%%
— London Miinster ® Dresden
Dusseldorf e Frankfurt
Stuttgart q
g ~ Munich Vienna
Zurich
Luzern
Wigmore St. Albans
Ultimate Waterloo
Norman Glenn Guildford




Until 2003 2004 2005 2006 2007 2008/ 2009
Florida E London E Guildford E Stuttgart E Frankfurt E Dresden Luzern
Stockholm E g\:g;rr?)a n i Waterloo i Zirich E E?anncisco i Atlanta Bremen
Los Angeles i London i Manchester E E Birmingham iAmsterdam Dallas
Kopenhagen ! (Wigmore) | Hamburg ! ! | Wien Tokyo
Chicago | Lo | Disseldorf | | Minster 1 Zrich e
NY Downtown i E i E i Houston
NY Midtown i i E i i Philadelphia
Boston E E i E i St. Albans
Westport E i i E i

} | | | i

[i

From 9 to 36 DOS
between 2003 and 2009

9 new studios in
Germany since 2005

Tokyo DOS opens
10 March 2010




To become the undoubted number one.

Poggenpohl will become the worlds most reputable
kitchen brand and the clear leader in the premium
segment of the global kitchen market.
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Upper-middle market consumer

Higher income homeowners, typically aged 36 — 65 who value
quality products and services and are happy to spend in the
region of £8,000 for a new kitchen

= Female (With male joint decision maker)
= Married

= Homeowner

= Full-time employed

= Life stage = Empty Nester, Mature family or Older
Singles

= Household income = entry level +£35k (Core £60 -
£70k+)

‘Discerning customers who demand
high level of end-to-end service’

. )
....

......



TELL
MAGNET

IFYOUWANT AN
UNBEATABLE

+ JANUARY DEAL

b harn in aur bl peie sak

TELL
MAGNET
IFYOURE BRSNS
LOUD (RS-

HALF PRICE SALE NOW ON*

WITH NG 200FE VA

Promotional Messages

Brand

National TV Local Direct Mall Exhibitions Online
Press Press

5
e = nobia



An emotional rollercoaster!

Planning Finalising Accessorising

Installation
B 2

time



Prospect CAD Home
P design Check




40,000 showroom visitors per week
Key data capture opportunity
In-store customer engagement

WHAT'S
HAPPERING?

w

mmmmmm




Purchase intent

Budget

Timescale




Home survey

= Customer’s individual requirements and
how they use their kitchen are discussed

= Layout options discussed
= Detailed measurements of the room




CAD design

= Back at the store, detailed CAD design is
prepared by the designer

= Potential alternative options in layout or door
designs are visualised

5]

5




Design and price finalised with customer

Full use of showroom facilities (i.e.
displays, sample boards, plasma
screens)

Once price and design are agreed, a
deposit is paid to proceed




Technical survey undertaken by installer
to check that the agreed design will fit
exactly in room space

Compliance with gas, water and
electrical regulations




Order is "slotted” into the manufacturing &
distribution system and a delivery date is
agreed with the customer




6 days before agreed delivery date, the customer is
contacted and again on morning of delivery

2-man delivery including appropriate floor protection




Installation

= Magnet installations are only undertaken by
approved Magnet Kitchen Installers

= Installers measured by strict KPIs

= |nstallers only paid on production of a
customer-signed satisfaction note




Home check

cusTomen, ADDRESS,

Designer visits customer's home 14 days after

BRANCH,

delivery to confirm customer satisfaction

Follow-up call from the centre 28 days after —
insta”atlon """"'"""“""""""'“'""‘"‘"""*"""-‘ . TESinO

o ;-ululn‘-lu(.h.-.u.-(.'-;\w'\"uuo'har., “plac

rosrcoox

YESino
St revuillheve meny yo Srrervice fram
o Wkif you il be ro common fin Mogmitrars

YESinO

Plows confirmthot youhave o SOy ofthe Praduct Aftercars looflor

TESIinO

Me. o Foll Circly Servico v afellpackoge of vicor uhich puts yauin the han.
of e rteqe of thy kinch, ¥ recorr. This HOME SURYEY, DESIGN,
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Summary of retail sales process

Prospect T Home
P design Check

FULL CIRCLE

SERVICE S5

<!
'.MADE-TO-ORD?$'
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Consumer decision factors

What is important to you when choosing a new kitchen?

70% (]
[ ] |
60%
50% -
o
40% H Megetvif 80% 1]
[
M vigti
gtig 70%
30% - i Neutral
M Uvaesen t| 60%
20% - E Megetuy
50%
H Megetvi| 70% .
10% B £
40%  Vigtig
60%
0% i Neutral
6 -
. y " . 30% 1 H Uvasent
Pris. Kvalite Design Farver Individuel ~ Showroo m 50%
Igsnin, teet pd H Megetu
g p; 20% - 8
240% H Megetvigtig
10% |  Vigtig
30% - & Neutral
0% -
™ .
p Kvalit peer Farver Individuel  Showroom Uvaesentligt
Ipsning tet pa 20% H Megetuvasentligt
10%
0%
Pris Kvalite Design Farver Individuel ~ Showroom
Igsning teet pa

Design, individual solutions and
"value for money” are key factors



http://www.hildon.dk/NOR_index.htm
http://www.js-vin.com/

Consumer sources for inspiration

#2 Which sources are important to you when seeking information and inspiration

for your new kitchen?

0% -
[ ] |
50% -
40% -
H Megetvig| 70% -
30% | i
H Vigtig
60%
M Neutral
20%
B Uvaesentli 509
H Megetuv
10%
40% -
H Megetvigtig
0% - 30%  Vigtig
Venner Familie S h (Google osv.) Brand specifik i Neutral
hjemmsider ( e.g.
-+ H |
www.ikea.dk, 20%
www.hth.dk) H Megetuvaesentligt
10% -
0%
Venner Familie Search (Google osv.) Brand specifik
hjemmsider ( e.g.
www.ikea.no,
www.hth.no)

0%

Search (Google osv.) Brand specifik
hjemmsider ( e.g.

www.ikea.se,

www.hth.se)

H Megetvigtig
 Vigtig

M Neutral

H Uvasentligt

 Meget uvaesentligt

Recommendations are important but the internet is
also a major factor when seeking information and inspiration



http://www.hildon.dk/NOR_index.htm
http://www.js-vin.com/

n How satisfied were you with the sales consultant who serviced you?

o N .
1005 30.1 Konsulenten som bistod dig T |
B Meget utifreds 1
80% [
B0% =
I
0% K L]
B Meg 30.1 Konsulenten som hjalp me
60% M 100% ielp meg ][
W Sveer misforneyd 1
-2
[ —K]
1)
[—H L
W Svert fo 100% 30.1 Konsulenten som hjalpte mig Y ]
B Mycket missnijd 1
80% [
.
80% =
Meget tiffreds 6 1)
T0% | &
B Myckel ntjd 6

Mycket nojd 6



http://www.hildon.dk/NOR_index.htm
http://www.js-vin.com/

n How satisfied are you overall as an HTH customer?

100%

80%

B0%

T0%

B0%

50%

40%

30%

20%

31.3 Du er totalt set tilfreds med at vaere kunde hos HTH

Helt uenigl 2 3

B Helt venig
[ ¥
.3
¥
S
B Helt enig 6

Helt enig &

.3 Du er totalt sett forneyd med 4 vaere kunde hos HTH

Helt venig!

Helt enig 6

L]
[
I Helt uenig1
.2
[ K
X
S
B Helt enig 6

1.3 Du &r totalt sett ndjd med att vara kund hos HTH

Instammer helt &

L
=
B Instammer inte alls1
-2
[k
¥}
&

B Instémmer helt &

Satisfaction levels are generally very high



http://www.hildon.dk/NOR_index.htm
http://www.js-vin.com/

Main conclusions from interviews:

Have a positive image of the HTH brand
Perceive HTH as good quality and good design

Perceive price and quality as important when
choosing a kitchen

Have a positive experience with the store staff


http://www.js-vin.com/
http://www.hildon.dk/NOR_index.htm

So, what do the consumers demand?
Flexibility in the purchasing process

Greater elasticity in the price setting




n Therefore we have developed

HTH A la Carte

The most flexible and tailored
way to buy and sell kitchens!




Det har vaeret besveaerligt at kebe kekken.

Og priserne har ikke vasret nemme at gennemskue.
Det laver vi om pa nu.

Med en helt ny made at kebe kekken pa. Som er fleksibel i forhold til maengden af
hjeelp og service og dermed ogsa fleksibel, nar det gaslder prisen.

Vi kalder det HTH a la carte.

Begrebet signalerer frihed til at vaslge og mulighed
or at regulere regningen efter egen appetit og
pengepung. Derfor bruger vi det som symbol
pa HTHs nye tilbud om at kebe kekken med
praecis den meengde service, radgivning,
hjeelp og opfelgning, kunden vil betale for.




Menuen
sammensaetter
du selv

For at gere det nemt at overskue
mulighederne har HTH a la carte tre
serviceniveauer med hver sit navn.
Det betyder, at det samme keokken kan
fas til forskellige priser athzengigt af,
hvor meget du selv vil sta for.

Sa nar du har valgt det kekken,
du vil have, veelger du bagefter, hvor
meget det skal koste.
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We have clearly defined a target
consumer for each Concept

This will inform all of our marketing
and range development activities

Who they are

What they believe

How they behave

_______ The category’s role

in their life

The brand’s role in
their life

——— Communication’s role
in their life




John/Jaques

= Married with young

= Shops with his wife Mary/Marie

= Middle manager, w

limited disposable = 25 to 35 married or in

= Not a great DIY pr¢ partnership

man, but willing to « First h
go- or may pay for - Firsthome

= Compares details ¢ * Design on a budget

internet = Impressed by stores,
= About 30% of mark displays, brochures
= Probably tries internet

= A novice purchaser - first
kitchen

I S ARt bt et

|
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Construction companies
Rental apartments
House manufacturers
DIY retail chains
Furniture stores

Other public customers




Category Manager of Kitchens

— DIY retailer have a variety of products in their stores and believe Gower has a greater specialist
knowledge of kitchens

— However, they balance this by negotiating key deliverables: sales and profit targets

This relationship is based on

— Exclusive supply

— Long term contracts

— Trust and integrity regarding data access and sharing

Interaction is across a functional spectrum, not solely through the sales function

Decisions are based on facts; success evaluation is equally data based




The benefits for i = |

the private label customer R o

Insight into kitchen consumer

Review of competitor activity -~
|dentify trends and develop new i ——
ranges / —
Designs the displays 5 : L |
Pricing recommendations —
Promotional planning r e ——
Staff training —

Monitors and analyses performance

Minimise supply chain cost

Produces sales forecasts to ensure
delivery service excellence

nobia



Increasing our kitchen sales to that customer

Enables us to develop a more secure trading relationship, i e establish
a strategic partnership

It provides an opportunity for us to command a premium price, and
thereby improve profits

We shift our customer’s focus from ‘low cost’ to ‘maximising
profitability’
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Nobia’s value chain

Customers

Brands within

Selling and marketing of the offer defined concepts

Supplying the offer

Developing the offer

Nobia common




Range size and complexity drives cost
In every step of the value chain

_Producion fag Purchasing gl Distribution e Sales




10% EBIT

2-3% growth

N\

Reduced cost

Sales growth

N\

Product Efficient Efficient
innovation range supply chain



Nine platforms # One European platform




From brand-unique

' r In r
factories To process industry

From low capacity

o ' ilisation
utilisation To high utilisatio




Vertically integrated plants

Components
Assembly
Distribution

Today Plants for several brands ———

Components - Bl

Assembly ' ) * Norway/Sweden

Distribution - Denmark

Brand-independent plants

Components

Assembly
Distribution
Certain degree of specialisation possible
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A smarter range — attractive and efficient
Increased efficiency in production
Competitive sourcing







OPERATIONS

Bjorn Block




Product Efficient
Innovation Range




We are not the first
industry to build on
platforms




Volkswagen PQ35

Audi A3
Audi TT
Audi Q3
Volkswagen Touran
Volkswagen Caddy
Volkswagen Golf
Volkswagen Jetta
Volkswagen Eos
Volkswagen Tiguan
Volkswagen Scirocco
Skoda Octavia
Skoda Yeti

SEAT Toledo

SEAT Leon
SEAT Altea
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Today we have more than a thousand different:
Door designs
Sinks
Knobs & handles

A

y ¥ Range

management

e §
e = . nobia
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Welcome
The strategic direction

Ingrid Yllmark, IRO
Preben Bager, CEO

COMMERCIAL
Attractive offerings and distinct brands Preben Bager, CCO
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OPERATIONS

Ingemar Tarnskar







A business unit with Brand-independent
its own factory process industry

Low capacity utilisation High capacity utilisation




Production Sourcing and Various Offers Consumer

Range logistics channels

Retail stores

DIY chains
Construction companies

/ Brand A
Brand B

/
; Brand C

Operations

Brand independent Commercial



Identify and apply best practice

Create standards and
continuous improvements
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Own production Externalsuppliers

16 factories dt dt 1,200 external suppliers

Stores Customers
Products

Orders
Nobia Supply Chain
- o = Production
= = Sourcing
] = Logistics
Asigal
=
BEE=
640,000 kitchens
800 stores + B2B per year



Customer focus - Compliance

Category purchasing and global competition

Fewer suppliers of products and services regional/global
One planning concept - sales and operations

Best practice rules driving improvements — One Nobia

One common QSE concept and approach — sustainability
for performance

Start to build a globally integrated supply chain network




Welcome
The strategic direction

COMMERCIAL
Attractive offerings and distinct brands
Poggenpohl
Magnet
HTH
Hygena
The B2B market and category management

OPERATIONS
Delivering world-class kitchens
Range
Production
Sourcing and logistics

Ingrid Yllmark, IRO
Preben Bager, CEO

Preben Bager, CCO
Elmar Duffner

Peter Kane

Henrik Karup Jgrgensen
Nick Friend

Nick Friend

Goran Westerberg, COO
Bjorn Block

Ingemar Tarnskar

Mats Rignell

B Summing up

Preben Bager

Q&A
Cocktails
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Customers - attractive offers that are easy to buy
Employees - an engaging and more stimulating workplace
Suppliers - volume and growth

Investors - profitability and growth




O
O
@)
Z
| -
()
(@)
-
@)
| -
=
n
©
(@)
=
L)
=]
m




