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Morten Falkenberg, CEO
Strategy for growth and efficiency




What | will share...

m Qur strategic framework
m Our direction and priorities

m Qur mindset
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What does it take to be a winner?




A winner must excel across the value chain

Assortment and Marketing & Consumer Performance

Innovation Journey management

production/
sourcing




It’s all about strong brands
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Growth and efficiency will lead us to 10% EBIT

YoY Growth above market

+2-3%

Market Nobia

12
10

o N b~ OO

2007

EBIT %

2008 2009

2010 2013

Goals

0 To grow 2-3% more
than the market

0 EBIT margin above
10% on Group level




The drivers that will help us reach our financial target

Drivers

Growth

Financial target

10% EBIT

Efficiency




Drivers 4 strategic themes

Growth » 0 Brand differentiation through innovation
[ Commercial excellence

Efficiency

» [0 Radically reduced break-even cost
[0 Optimised asset use




Bringing our strategic themes to life

Growth
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Brand differentiation
through innovation

Commercial
excellence

Radically reduced
break-even costs

Optimised
asset use

Visible differentiation in our range, service proposition and store
experience
Innovation across all key touch-points

Best-in-class sales metrics and tracking systems to measure performance
in lead generation, conversion and customer satisfaction

Consistent and high-quality execution across all critical
consumer/customer touch-points

Reduced product cost through coordination and complexity reduction
Streamlined cost-to-serve through process simplification and cost focus

Exploring new business opportunities that improve capacity utilisation in
factories without adding complexity
Increasing footfall to get more "mileage” out of existing store network




Our strategic mindset

We will earn the right
to grow outside our
current core.

We will treat our people as
our most important asset,

recognising and rewarding
high performance.

We will focus on our
strongholds — key
brands, categories,
channels/customers.

We will be a customer and
innovation driven business with
simultaneous, relentless focus
on cost and operational
excellence.




Strategy for growth and efficiency

Themes

Priorities

Funda-
mentals

Vision
Become the leading and most profitable kitchen specialist

that inspires and fulfils kitchen dreams through a world-class customer experience

Financial goal 10% EBIT margin

Growth Drivers m Brand differentiation through innovation ® Commercial excellence
Efficiency Drivers = Radically reduced break-even costs ® Optimised asset use

Lead
innovati

retail

. Local -

Savings in operations through manufacturing optimisation, productivity gains and purchasing synergies

Streamlined range to reduce complexity




What does it mean?

Strategic principles

What does it mean?

We will earn the
right to grow outside
?.lr current core

A4
1

Ve will focus on our
‘strongholds — key
brands, categories,
. channels/customers

vill treat our people as
st important asset,

h performance

‘We will be a customer and
innovation driven business
rith simultaneous, relentless
focus on cost and
operational excellence

*  We will prioritize organic growth and only invest in new stores when we have
satisfactory performance in the existing network.

* We don’t enter new markets or channels/customers until we have satisfactory
performance in our current business

¢ We will focus our limited resources and management capacity on the opportunities
that really “move the needle”

¢ We will abandon non-core categories (such as bathrooms) if financial or business logic
is lacking and we will not invest in brands, channels/ customers that have no potential
to meet our Group financial targets

¢ We see attraction, development and retention of great people in all parts of our business
as a key success factor

¢ We will recognise and reward high performing individuals who embrace the core values
of Nobia, passion, customer focus and commitment to change

e  We will drive innovation from deep customer understanding and make decisions across the entire
value chain based on the value it brings to the customer

¢ We will be top-tier in back-end efficiency by leveraging our scale

*  We will practice financial discipline in everything we do and we will know exactly where we make
and loose money

e We will strive for excellence in all key areas to increase brand desirability, improve conversion
rates, lift average order value and drive customer loyalty
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Mikael Norman, CFO

Financial implications




Today’s reality

Kitchens Focus on Organic growth and Declining growth,
Doors kitchens IP.O acquisitions, decreasing profitability
Windows increasing profitability
Building products Target EBIT
— \ margin
Net sales
EBIT margin
Apr 2010 -

1995 199 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 Mar2011




Our plan to reach the 10% EBIT margin target

Run-rate EBIT Run-rate
impact EBIT margin Timeframe to One-time costs
SEKm impact run-rate SEKm Comment
. fit includi
Range/ ' 150 — 250 10-16% ~3 years 100 Net purch§5|ng benefit including expected
Purchasing raw materials increases
Production 250 - 300 1.6 2% 3 -4 years 500-700  Will extend into 2014
restruct.
Hveena Store refurbishment program largely
tuyrgnaroun . 200 — 300 1.3-2% 2 -3 years Minor complete by end of 2012.
Investment ~SEK 250m
!:r'o.nt-.end 250 -350 1.6-2.2% 2 — 3 years Minor Store efficiency, pricing strategy, CRM etc
initiatives
Cost-out .
100-125 0.6-0.8% <1lyear Taken SEK 244m EBIT charge taken in Q4 2010
program
6-8%
Total 1,000 -1,300 EBIT margin 600 —- 800 Pay-back in less than one year
improvement
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Brand strategy

Grace Pardy




4 key strategic themes .

Drivers Strategic Themes

* Brand differentiation through innovation
e Commercial excellence

Efficiency * Radically reduced break-even cost
* Optimised asset use
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A brand is more than just a logo
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.

A brand is a set of human experiences




A BRAND A CONSUMER

Where they touch we have a connection or touchpoint
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Our brands are our most valuable assets

Our goal:
Increase the value of our
brands profitably
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We need to organize our brands to capitalize on opportunities more effectively
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Consumer insight

STARTING POINT RESEARCH CONDUCTED

* Brands Phase one: Magnet,
Hygena, HTH, Marbodal,
Norema, Sigdal

Different levels of
consumer and brand

understanding . R RN
e 500 respondents in 5 markets 7 \\
SN * Screening criteria: ,/ \
l\ ] RN 0 Have bought a kitchen I Group consistent :
~-7,7 N !\ /; during the last 2 years ‘\ approach /
L=~ ( 1~ - 0 Planning to buy a \ /
\ \ Y . \ 4
( I -~ o kitchen and have S o o
. l/ RN !’ \ started the process T
| : :
. /i N e 60 items tested with
e consumer



Key analysis — Category perspective

Nordic kitchen markat sales — share by price segment
EUR milkans (Per cent)

1208 1218 1299 1323 1164

13 12

Category 7o
dynamics .
i)
10

2005 2006

57,

The overall sales decreased during
the recession. but the low price
business sagment increased both in
relative {35%)and absolute {19'%)
terms

2008 o009

Trends

234 of Swedish coniemers

Rasource scarsity, anorgy issues, and sirongthening
roguiation vl impact all Kitchan makers, and providel 5% of Swades nercewed

Using
of and access o Kitchen

food a8 the most
important s support i
"o

but the whola house Jan 2011 want a gean
Kitchon.

87 % would a8 salubion o
inimize food wasie

Digtaly teioertihon \.\ s s, royclo 3 ross
er ot as e * e anoemrois oot hcle
cnmarseio b bocktr B o, consmers e gt moreand mca s o [y et

sox
ou e ichan as  way o

flelds, expect
\ Kitchon planning-purchase-installation process

A Xdichan that takes co-creation to the next lavel
both in tsrms of cooperating with other indusiries that
and

A kichen which helps save, recycle and
‘onorgy, waste and rasources throughout the whole
prosess, from production, delivery, instaliment to
usage.




Key analysis — Brand perspective

Drivers behind brand choice
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Brand Funnel analysis

™ = Awareness = Consider buying
- N
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54%
” N
= o 41%
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Price/equity equation Brand platform

Brand equity in relation to perceived market price In Sweden

VISION: To be the leading silchen brand in the Nordic region
istomers,

(D Ath the most safsfied cu

Marbodal BRAND PROMISE
+ Viecome home HTH tims your kitchen né> “he heart of your home
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Brand perception analysis Brand Heritage

Consumer perceptions on emotional attributes in Sweden
DANISH HERITAGE THE DEMOCRATIC KITCHEN
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Nobia is best equipped to capitalize on key opportunities
and lead in changing the game in our industry
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Differentiation in an undifferentiated category




Breaking the 15 year cycle

1980’s 2000’s

Every 8 years Every 4 years




z
i B> Nervousness
R=

Consumer journey: from emotional rollercoaster ., i £ Swowies

Out of my 1{‘1?1{' = 3 Out of my depth

to a consistent positive experience Anmetyg Whichmescp | o

E

£ Jaunting
Ineasiness

2 Snobhish

L{mked rim. Tl 0

\ Jensive Anxious =

Apprehension
B S . Feel out of place

Kitchen finished -

| want tatell all my
friends about it!

Fun to plan
kitchen

Kitchen installed

Trigaer
Small details remains

Levng delivery time

Tao many decisions

Partly wrang delivery,
anather walt for new parts
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We are establishing strong and differentiating platforms for our brands




Group brand framework processes

Global positioning

framework Nobia brand mapping Positioning routes




4 key strategic themes .

Drivers Strategic Themes

* Brand differentiation through innovation
e Commercial excellence

Efficiency * Radically reduced break-even cost
* Optimised asset use




Innovation driven by brand positioning across key consumer touchpoints

Brand
positioning |I~
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Positions drive all our activities going forward




Relevant and consistent Activation

Brand
positioning

—

Word of mouth Blogs
Community
Public networks

Relations

Recommendation

of experts
Feedback
support
Brand web
sites
Service Events

Traffic-driving
Promotions

Retail

Sales material
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Potential in production and purchasing

Ingemar Tarnskar




4 key strategic themes

Drivers Strategic Themes

* Brand differentiation through innovation
 Commercial excellence

Efficiency * Radically reduced break-even cost
* Optimised asset use




Strategy for growth and efficiency

Vision
Become the leading and most profitable kitchen specialist
that inspires and fulfils kitchen dreams through a world-class customer experience

Financial goal 10% EBIT margin

Growth Drivers m Brand differentiation through innovation ® Commercial excellence

Themes
Efficiency Drivers ® Radically reduced break-even costs ® Optimised asset use
Build strong Lead
- brands v.wth innovation Drive Grow B2B
Priorities clear points throughout front-end :
: retail
of differen- the consumer excellence
tiation journey
Fund Savings in operations through manufacturing optimisation, productivity gains and purchasing synergies
unda-

mentals Streamlined range to reduce complexity




Nobia Production roadmap
From local production to brand-independent best-in-class service

1329
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(J - ) MQ
N e
L 2

/ﬂ,

® Harvesting on the
existing production
set-up



Nobia Production roadmap
From local production to brand-independent best-in-class service
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further consolidation
and brand independence




Nobia Production roadmap
From local production to brand-independent best-in-class service

Best-in class service to the new
range and brand positions




— Max. capacity
— Weekly volumes

Capacity has been reduced by 15%,
Yet still 40% over-capacity

. Closure 1 Norway Closure 1 Denmark Closure 1 Sweden
Cabinets / week 2 Tl

310,000 -
300,000 -
290,000 -

280,000 - @
270,000
260,000 7Y

_

\\
AT

180,000
170,000 -
160,000 -
150,000 -
140,000 -

130,000 -
Jan- Jul- Jan- Jul- Jan- Jul- Jan-
08 08 09 09 10 10 11

I
S
o

9




More focused investments
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Potentials in Purchasing
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New Purchasing organisation enables category expertise

Sourcing &
Procurement

Business
navigation

Local
procurement

Chemicals & Fronts, Glass, Indirect
Appliances Carcass . Profiles & Plastic & material & Hygena Nobia UK Etc.
Packaging . .
Joinery Lights Investments




Streamlined range creates economy of scale in purchasing

e
e

Well-balanced product

specifications from Commercial,
Range, Purchase and Production
perspectives already on the .
drawing-board

Future
Fewer article numbers in higher volumes

Fewer suppliers means strategic
relationships with key suppliers




Lower purchasing cost by increasing and improving LCC sourcing

* Review alternatives for increased sourcing from Asia and other low cost countries e.g. in Eastern Europe
* Review agent set-up to increase proportion of direct LCC sourcing




2.6-3.6 % EBIT margin improvement

Themes

Priorities

Savings in operations through manufacturing optimisation, productivity gains and purchasing synergies

Funda-

mentals Streamlined range to reduce complexity
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Morten Falkenberg, CEO

Commercial initiatives




Strategy for growth and efficiency

Become the leading and most profitable kitchen specialist

that inspires and fulfils kitchen dreams through a world-class customer experience

Financial goal 10% EBIT margin

Growth Drivers m Brand differentiation through innovation ® Commercial excellence

Themes . . . . .
Efficiency Drivers ® Radically reduced break-even costs ® Optimised asset use
I P —
Build strong Lead
brands with innovation Drive
| Grow B2B
Priorities clear points throughout front-end .
) retail
of differen- the consumer excellence
tiation journey
g Savings in operations through manufacturing optimisation, productivity gains and purchasing synergies

Funda-

mentals Streamlined range to reduce complexity




Commercial initiatives

Retail and Professional sales, Nordic
B2B Retail UK and Continental Europe
Magnet Retail and Trade in UK

N N

Hygena in France
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Henrik Karup Jorgensen,
Retail and Professional, Nordic region

Market update and how we will further improve margins




4 key strategic themes

Drivers Strategic Themes

* Brand differentiation through innovation
 Commercial excellence

Efficiency * Radically reduced break-even cost
* Optimised asset use




Strong market development primarily driven by the
recovering professional segment

m Positive new build development

m Renovation growing; partly driven by government
subsidies (e.g. ROT)

m Strong market shares
— Sweden 31%
— Norway 48%
— Finland 25%
— Denmark 35-40%

m Positive trend which also reflects in the financials; in Q1
EBIT has grown to 5,9% (1,4%) with a organic growth of
14%

Source: Prognoscentret, IFKA, Nobia analysis.




Looking forward, the kitchen market is likely to continue developing
positively in Sweden and Norway

Sweden Norway
Number of kitchen cabinets (t) Number of kitchen cabinets (t)
3500 1800
, 1400 —
00— o 1200 — —
2000 — — 1000 — -
1500 — — 800 — -
1000 — — ot B
400 — —
- B - = B |
, 1 == B B I 0 H B B
2009 2010 2011 2012 2013 2009 2010 2011 2012 2013
m New build = Renovation m New build = Renovation

Source: Prognoscentret



After a few tough years in Denmark the market is likely to slowly catch up.
The Finnish market forecast to stabilise in 2012

Denmark Finland
Number of kitchen cabinets (t) Number of kitchen cabinets (t)
2500 2500
2000 — 2000
1500 — 1500 — -
1000 — 1000 — —
500 — 500 — —
0 [ | — [ | [ | | 0 - - . . .
2009 2010 2011 2012 2013 2009 2010 2011 2012 2013
m New build = Renovation m New build = Renovation

Source: Prognoscentret



In the Nordic, Nobia has about 300 own and franchise stores in total

Number of O&C stores and size (Apr 2011)

Market Number of stores Size (m?)
Denmark 107 89 000
Finland 69 14 000
Norway 66 26 000
Sweden 47 32000
Export 17 2 500

Total 306 167 000
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Moving forward, the Nordic has two clear
strategic priorities to increase profitability

1. Develop our offer towards the professional
segment to become an even better partner

2. Enhance the customer experience in our
stores — we are the kitchen specialist




Conclusion

® | eading brands
®m Growth from a strong base
m Strong positions in all sales channels
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Christian Rosler,
B2B Retail in UK and Continental Europe




4 key strategic themes

Drivers Strategic Themes

* Brand differentiation through innovation
 Commercial excellence

Efficiency * Radically reduced break-even cost
* Optimised asset use




Asset utilization

= \We have the knowledge

= \We have the capability

®= \We have the capacity in manufacturing
m Exploring geographic virgin territory

= Align our approach to the market




New B2B retail opportunities for Nobia

Channel shift New entrants
Independent furnitulre ‘ Chains such as IKEA,
outlets (often organized
) . Conforama, BUT
_ into buying grqups) L

2006

Furniture S

. Building
chains;

’ Trade;
190% 1300

\

1
\
1
\
1

1
1

1
1
1
1
1
1
1
|
1
1
1
|

1
1
1

0l 4+ nobilic

1 1 1
. Contract /
Furniture P~
2009 chains;  culding
23 7% Trade;
’ 10,0%
J -8% +20% -23%

[51GIGANTEN/IES
o —

The B2B retail channels are increasing in importance, and furniture

chains and retailers have increased their marketshare by 20% between
2006 and 2009



B2B Customer groups

m Large Scale Retailers
® Purchasing Associations working cross border

= Independent kitchen dealers




Current position and key initiatives for ewe/FM

=  High market share

m  Strong brands with a clear profile

m  Private label as option

m  100% Professional sales via multiple channels
m  Growth potential - domestic and export

m  Customized category management

= New show room/competence center in Linz




¢
Conclusion ?

m Growth area, lean and existing business model
® Low risk
®= High potential

m Share knowledge across the Group
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Magnet Retail and Trade in UK
Anjum Ahmed
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4 key strategic themes

Drivers Strategic Themes

* Brand differentiation through innovation
 Commercial excellence

Efficiency * Radically reduced break-even cost
* Optimised asset use




UK Kitchen Market
Indexed 2007 = 100 (£3,066m)

100 \
95
90 \\
85 \ .

Index

80
75
70
65
60 | . .
2007 2008 2009 2010
-8% -8% 0%




Housing Transactions

HOUSEPRICES

Housing Transactions Rolling 12 Month Index
Mar 2006=100 (1.44m transactions)

140
120 -~ \ ﬂ
100 \ Mortgage data reveals a sharp drop in

80 house sales

\ Euvers hotdbpht e their purses as infialion continue 1o nse and

60 T~ ——— spending culs Begin 1o bite

40

20 B oo . Frday 11 Masch 011 1147 G

Atk
0 T T

mar-06 jul-06 nov-06mar-07 jul-07 nov-07mar-08 jul-08 nov-08nar-09 jul-09 nov-09mar-10 jul-10 nov-10

* Housing transactions still 53% down on the 2007 market peak.
e Personal uncertainty and lack of mortgage availability hampers
recovery

& 29% ralin house sa'es in January compared o December iz being
Bigmad on nciement Wweather, rang infistan and govarnmest =pendng
ciis

The Counci of Norligage Lesders, which haz-<colated the dats; saidan
urpaual comainaber of aciore” have od te the excrame dreg, which i
greate than sea=aral faciors alone wed eaplar”




House Prices

Frday 2% Rarch 32611
25% AT
HMOME MNOWSs SFORT gl e - COMMENT COLTIRD TREAWEL LIFESTYLE FASN
20(y A FINANCE
0 W Hodget zoir. Compandes.  Comment @GR LL.BIRSE RN Market:  Yoor Bosimess - CHympi
15% - 335 Mansr-SavingTips | Investing  Hawiepe | ald Mortgages | Pensicns | Video  F
10% A MusLgupes
5% Bl House prices drop by La5,000 since start of credit crisis
0% 1 House prices have dropped more than £45.000 since the beglning of the credit crisis,
-5% naw research raveals.
-10% \\ //
-15% HOUSEPRICES
-20%
-25%
S ST TN O O ONNNMNMNOONWOOSH”D H O O O -
O O OO0 O0OO0DO0DO0OD0O0D0D0D0DO0D0DO0O0O0O0O0 d d«d - ] - B
c @ acTaoaocTaLcCcTaOaCScCTLS LS T QLS ; - A
B98OV OBEOBEDOBSEDOS £ G 8 House prices fall for the eighth Bremd . 19
—— — & lm 23
Annual Monthly | consecutive month oy
Eaperts pradch peoes will conemue 1t as tewer people arse SL Al
gailing Bans andmany 0 Tzing bohisd repaymems B ==k (1T

e House price recovery in H2 2009 and H1 2010 is being eroded as prices fall
e 2011 Prices Fall 5%
e Oversupply



Consumer Confidence

The -¢elegm]1h

ori Compecics | Copmment | Persooal Mnance  Markets  YoorDBosiness | Clesmpécs E

MENT CULTURE TEAVEL LITESTYLE IAas

TK consumer contidence erashes to record low

The Chaneellor suferad a setback ahead of next se2ck's Budset, as leading survasrs
showed consumer condidence luas Jat & record kow while Britens' expectations fae

cloenbing prices have reackead e highest in ocice than bwo years.
- ~
Chart 1 - Metiomwide Cansumar Confidence Index Siare 1 E &
120 W Aztrrrend In
i —
T W Twene 13
:"I = Ernbinmyics
2 Finanae =
= ! i
. na \"\.h__f/ \4\_ Betail and Oz
== Qverall = Major Purchases ® o ﬁll Rinsimaes baass Mim
aq >
3n Lonna Baales =
Loz R e g B ¥ & F o=

e Consumer confidence continues to fall in 2011,
* |Index -31 is now lowest point since 2008



Savings Ratio and Consumer Credit Measures

Savings Ratio - % of Earnings Saved Net Change in Consumer Credit (Em)
8 N
7 £3,000
| N ’ A n
6 £2,500
A\ / \_— £2,000 AR AN A
al M ~\ /\/ . R SO A W A W
3 N —~ £1.200 \v/ VA NS A~~~
2 \V/ ‘\ \ll EO T T T T T \K\_\ Ir\\/\-/\\/ k—\\vv\ ‘\/ \v \/
— -£500
é \ -£1,000 B \’\"A\»/“'M
1 Y -£1,500
- -£2,000
-2 8 8 & 3§ 8 8 8 8 5 b 8 8 8 8 & 8 d
2003 2004 2005 2006 2007 2008 2009 2010 § 3 _& 3 § 3 _& 3 _& 3 § 3 _& 3 § 3 §
Q1 Q1 Q1 Q1 Q1 Q1 Q1 Q1 — Net Changes in Outstanding Credit Card Balances
- Net Changes in Loans & Overdrafts

e UK Consumer is untypically saving more and reducing debt



Responding to market downturn

Control Costs

m Closing unprofitable stores

m Rent Negotiations

®m Managing Productivity

m Re-negotiating utility contracts

m Reducing subsidy on consumer finance
m Reducing bad debt

Increasing customer appeal to a wider market

Maintain Retail Discipline



Background

Magnet Group

[ ETL I TRADE




34 retail solus

Background

2010 sales breakdown

i 5}
Trade. 53% Retail, 47%

46 trade solus

113 stores







Target Customer: Small Local Builder

m Generalist tradesmen

m They are price sensitive and do not
easily become loyal

m Demand is driven by customer
recommendations

Quality Product
to help their
reputation

Easy to install,
time saving
products

Good
Counter
Service

Products
Available in
Stock




Meeting the customer’s need

7 reasons

wiby Magnot Trada




KPls

New Account Openings
Account Conversion

Account Base Growth

Average Spend per Account

Sales / Visit Frequency / Average Order Value




Trade

Account Base by Qtr 2005 to date
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Average Account Spend by Age

Account Spend: average Account Spend by age - 2010 Data

250
200
150
M Kitchens
100 I M Joinery
0

Under 1 year 1-2 years 2-3 years 3-4 years 4-5 years Over 5 years

Indexed to compare older accounts versus those under 1 year
Under 1 year index = 100



Introducing CRM

Structured Lead and Integration of Local and Effective Stock

Account Management Central Marketing

. 1

Management

Increased Frequency of
: Increased Sales
Accounts Trading

powering a greater customer experience




Growth opportunities through Social Housing and Private Developers

Private

UK Contract Kitchen Market Developers
Isworth £545m per annum

s Magnet Share = 1.7%

Social Housing




Utilising Existing Resources to Develop Contract Channel

Utilise Existing
Product

Utilise Existing
Store Network

Small dedicated sales
team to win contracts
to be serviced by the

store network

Utilise Existing
Logistics







Who are our retail customers?

m Appeal to customers spending in the region of £5k to £15k
m Self Expressionists

m They demand quality product and service

m Like variation

m Like recognition

= Household income £50k to £75k+
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The Retail Proposition

Measurable KPlIs

Best Showroom in Town

Web Traffic
Footfall
Prospects
Leads

Sales

wy
£
=
9
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£ ./ FULL CIRCLE '

SERVICE |
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Widening the appeal of the Magnet brand

PURELY ENTUNIQUELY

i e TELL Magnet
, \ IF YOU'RE COLOURFUL
B TR |

ar e | eredie alalsber




Increase product differentiation between collections

ESSENTIALLY TIALLY § PURELY UNIQUUNIQUELY

Rigid Cabinets
< < GrediffOiffdiatathtion b >
Soft close drawers & doors

Value Conscious Ranges + Enhanced cabinet options  + Enhanced cabinet options
+ Enhanced colour options + Enhanced colour options
+ design innovations + Timber Drawer boxes

+ Built in Storage as standard




Summary of Magnet Focus

®= Tough UK market

= Maintain core retail principles
= Control costs
= Widen brand appeal

= Provide a reason to buy
® Stronger service
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Hygena in France — Turnaround

Per Kaufmann




The French Kitchen Retail Market




The French kitchen market — growing with potential

€ (billion)
3 9% m Built in appliances kitchen specialist

(GFK source) : +4.2% Vs 2010
(Invoices, end of feb)

m |PEA kitchen specialist panel : +10 %
Vs 2010 (orders, end of Feb 2011)

® Only 60% of French kitchens are

6%

1 3% equipped compared to 80% in
Germany and even higher in
Scandinavia.
0 0% m Between 2005 and 2010, the market
2005 2010 2011 growth is +26% and the selling surface

Est. growth is +25%.




140 stores covering all of France

parisNORD [
| Fezquna




4 key strategic themes

Drivers Strategic Themes

* Brand differentiation through innovation
 Commercial excellence

Efficiency * Radically reduced break-even cost
* Optimised asset use




Growth —
Value-added kitchens

= New product introductions

m New store concept

® |ncrease sales personnel competence
® Put content into the brand




Growth - New product introductions — A wider range




Growth - New product introductions — New best-sellers

The Nova door




Growth — New product introductions - New worktops

= 1/
- T

oy
A

High gloss
worktops




Growth - A new store concept




Growth - A new store concept

m Circular layout
m Design Studio
m 19 kitchens

m 6 Vendor boxes
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=
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Growth - A new store concept - Design studio




Growth - A new store concept — More value added




Growth - A new store concept — More value added




Growth - A new store concept — Estimated roll-out plan

2010 Dec 2
2011  Apr—May 3

Nov - Dec 20
2012 May-Dec 84
2013 Apr— May 31




Growth - A new Store concept — Customer Research

Does this store make you want Why does this store make you

to buy a kitchen? After Before want to buy? After Before

Yes, very much 66% 46% Kitchen presentation/expo 87% 49%

Yes 30% 28% The choice of kitchens/variety 5% 44%

Alittle 4% 19% of models

Does not comment - 7% The style 47% 30%
The quality of the kitchens 24% 19%
Sales person advice 20% 20%
Functionality of the kitchens 14% 19%
Easiness to compose oneself 13% 10%
The promotions 11% 27%
Proposed services 3% 4%
The prices 2% 13%
The Shopping windows 1% 4%




Growth - Increase sales staff competence

Recruitement More attractive Technical use of
Process remuneration drawing system

Drawing better

kitchens
Test each new More attractive . Teghnlcal,
: : Training for all functional and
recruit after remuneration for ; : :
two months performers people in sales emotional kitchens
i training programs
-> Starts in June -> Negotiations -> June to ->2011-12

with unions September




Efficiency — Diminish our costs

m Closures of stores and Delivery platforms
m Redundancies

m Daily operations

m Costs of Failures




Efficiency - Diminish our costs

10 stores 109 Energy

2 delivery platforms -HQ: 40 Cleaning
- Store: 40 Supplles
- Central WH: 21 Ftc.

- Deliv. agencies: 8




Efficiency - Diminish our costs

Cost of failure

Prerequisites Suppliers

Stores Supply Chain




The drivers that will help us reach our financial target

Drivers

Financial target

10% EBIT

Efficiency




nobia

Morten Falkenberg, CEO

Summing up
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Drivers 4 strategic themes

Growth » 0 Brand differentiation through innovation
[ Commercial excellence

Efficiency

» [0 Radically reduced break-even cost
[0 Optimised asset use
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WWW.nobia.com
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Nobia is Europe’s kitchen specialist
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= Improved search function S

Nobia is Europe’s kitchen specialist

We develop, manufacture and sell kitthens through some 20 strong brands
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WWW.nobia.com

Highlighted featu res nObla thencemsHire -0.30 47.90 SEK svenska | Search ~ m

[ | m p rove d Se a rC h fu n Ct i o n ABOUT NOBIA BRANDS MGRRELANNS CORPORATE GOVERNANCE CAREERS MEDIA

£ in 18 T
® |nvestor portal - THE HOBA SHARE
How we create share value InveStor rEIa.tlonS 9
' : : -0,30 47,90 SEK 25.05.11
Financial reporis and presentations SR invaninrrdalond
arE
Financial data Fo
D ——— Financial information about Nobia and current and historical share ’
P = development Download annual repors, interim reporis and presentations and a7
Insider Register compare financial data in HTML or Excel. Keep track of Mobia by subscribing to P
our press releases and reports by e-mail, text message or RSS. You can T T L
2010 in summary also follow us in social media.

Capital Markets Day

Press releases

Risks and risk management

Nobig Groun management appointed 1 Warch 2011
Definitions Oroanic arowth & per cent 11 February 2011 Ingrid Yllmark
Calendar Investor Relations
Group-wide news Officer
Subscribe and follow - ;
Pogaenpohl wins red dot award 29 Mareh 2011 Inarid.yilmark@nobia cot
’ =
IR contacts Four-fold Mobia presence at Living Kiichen in Cologne 9 February 2011 +46 8 440 16 07
= +46 708655900
Calendar
Capital Markets Day 26 May 2011

ANNUAL REPORT 2010

Silent period, 18 June - 18 July 18 June 2011 3] @Regun

Qz2011 19July 2011 E

Latest updated: 22 March 2011




WWW.nobia.com

Highlighted features
® Improved search function

= |nvestor portal

— Current and historical share
development

L ]
nobla enosasiae 0,30 47.90 SEK Svensile: | Boardh Q|

ABOUT NOBIA BRANDS | INVESTOR RELATIONS | CORPORATE GOVERNANCE CAREERS MEDIA

> The Nobia share
Historical share price data
Total return calculator
Analysts

How we create sharehoider value

Financial reports and presentations

Financial daia

Qwnership structure

Insider Register

2010 in summary

Capital Markets Day

Risks and risk management

Definitions

Calendar

Subscribe and follow

IR contacts

[ £ 15 in SN+ ]
The Nobia share

Start | Investorrelations / The Nobia share

Current and historical share development

NOBLST 25.5.2011 13:04 CET

Last Change: SEK -0, 20 Volume: 47 481
SEK 48,00 Percent change: -0,41 % Market cap: SEK b 8,37

Taday 1mo. 3Imo. 1yr 2y ayr 5y Al

A
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ABOUT NOBIA BRANDS |INVESTOR RELATIONS | CORPORATE GOVERNANGE CAREERS MEDIA

® Improved search function

The Nobia share | £ 154 in I+

" . SUBSCRIBE
- I nveStor porta I How we create shareholder value FInanCIaI reports and
p Subscrbe to Mobias pressreleases
Financial reports and presentatlons and reports

— Current and historical share 3 il inpe
development Financial data

Ownership structure Financial reports including related information such as webcasts and

— Re po rts a n d p rese ntatio n S Insider Register presentation slides. Also presentations from our Capital Markets Days

2010 in summary 2011
at one place Capital Markets Day sl & @ Ll

Risks and risk management 2010

Start ! Investor relations / Financial reports and presentations

]
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Befinitions Capital Markets Day

Calendar Q32010
Q22010

1B B

Subscribe and follow s
Q12010

Q42010

IR contacts
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Annual Report 2010

2009

Annual Report 2009
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_QB 2009
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WWW.nobia.com

Highlighted featu res nObla tHenosmsiire -0.30 47.90 SEK Svenska | Search m

m | m p rove d searc h fu n Ct | on ABOUT NOBIA BRANDS mv&smﬂﬂa;moﬁs CORPORATE GOVERNANGE CAREERS MEDIA

The Nobia share [ £ 15 in S+

- I nveSto r po rta I How we create shareholder value FinanCiaI data
. Cu rre nt a n d h isto rica | S h a re Financial reports and presentations Start | Investorrelations / Financial data

> Financial data

d eve I O p m e nt OWﬂErSmD structure View and compare financial data in HTML and Excel.

Insider Register > Yearly Key Figures » Quarterly Key Figures
—_— Re p O rts a n d p re S e ntat | O n S 2010 Surimary Balance Sheet  CashFlow  Keyiigures 10 Year Statement Restated Cash Flow
t | Capital Markets Day Compars|Income Statement, year v || Select |
at one p ace Risks and risk management O
. . . Select all All Columns 2010 2009
— View and compare financial WD e fok  fGdes
Calendar WO costs of goods sold 8740 2,976 -
d t H HTM L d E I B HO cross profitt 5345 5442
ata In an Xxce Substibe-and folow [0 Selling and administrative expenses* 5,287 -5 482 -
IR contacts lD Other operating incomelexpenses -44 80
l|:| Share in profit of associated companies -8 -2
QD Operating profit 5 38
DD Metfinancial expenses -85 75
[0 Profit after financial items -79 -3
QD Income tax 25 35
DD Profit after tax from continuing operations -54 =2
B Loss from divested operations, net after tax -35 77
WO Profit afier tax -89 79
l|:| Profit after tax attributable to:
.I:\ Parent Company shareholders -89 -79
ll:‘ Mon-controlling interests 0 0
lD Profit after tax -B9 -78



WWW.nobia.com

Highlighted features
® Improved search function

= |nvestor portal

— Current and historical share
development

— Reports and presentations
at one place

— View and compare financial
data in HTML and Excel

— Our ownership structure

°
nObla thEnoeiasHaRe -(0.30 47.90 SEK

ABOUT NOBIA BRANDS | INVESTOR RELATIONS | CORPORATE GOVERNANCE CAREERS

The Nobia share
How we create shareholder value
Financial reports and presentations
Financial data
> Ownership structure
By shareholder spread
By country
Insider Register
2010 in summary
Capital Markets Day
Risks and risk management
Definitions
Calendar
Subscribe and follow

IR contacts

Svenska

MEDIA

Search

£ in I
Ownership structure
Start / Investorrelations / Cwnership structure
Show date: | 29.4pril.2011
Shareholder No. of shares % Change, pcs %
1 Sakl AB 22,000,000 1255 1] 0
) S&kl AB (direct registred) 22,000,000 1255 o U.U‘
2. Mordsfiernan AB (D) 18,227,563 10.40 (1] ]
3-. Swedbank Robur funds 15,141,549 8.64 -26,647 —0.18‘
) Swedbank Robur Exportfond 3,808,420 2497 o U.U’
Swedbank Robur Sverigefond 1,534,612 088 -26,647 17
Swedbank Robur Sverigefond Megs 1,485,681 0.85 (1) 0.0
Swedbank Robur Siella Sverige 1,245643 071 o 0.0
Swedbank Robur Smabolagsfond Sverige 1,193,501 0.68 o 0.0
Swedbank Robur Kapitalinvest 1,084,064 0.62 o 0.0
Swedbank Robur Aktiefond Pension 913,878 0.52 o 0.0
Swedbank Robur Allemansfond Il 861,441 0.49 (1] 0.0
Swedbank Robur Ip Alkdiefond 704,748 0.40 ] 0.0
Swedbank Robur Allemansfond IV 658,591 0.38 o 0.0
Swedbank Robur Allemansfond Il 459,090 026 0 o0
Swedbank Robur Allemansfond V 443,608 0.25 (1) 0.0
Swedbank Robur Allemansfond | 400,774 023 0 o0
Swedbank Robur Férbundsfond 347 500 0.20 o 0.0
4 IF Skadeforsakring AB 14,558 221 8.30 0 o
5 Lannebo funds 9.814.000 5.60 +614.000 +6.57-



WWW.nobia.com

Highlighted features
® Improved search function

= |nvestor portal

— Current and historical share
development

— Reports and presentations
at one place

— View and compare financial
data in HTML and Excel

— Our ownership structure

— Add Nobia events to your
calendar

L ]
nobla rencsasuse -0.30 47.90 SEK el

ABOUT NOBIA BRANDS |INVESTOR RELATIONS | CORPORATE GOVERNANCE CAREERS MEDIA

The Nobia share [ £ 15 in S+ ]
Financial calendar

Financial reports and presentations Start | Investor relations / Calendar

How we create shareholder value

Financial data
To add a Nobia event to your private calendar, click on the icen to the right

structure ofthe event, choose "Cpen” and save it fo your calendar.

Owners

Insider R
Upcoming events

2010 in sumim

Capital Warksts Day 26 May 2011 [
Sapdal Marsels Doy Silent period, 18 June - 18 July 18June 2011 [
Risks and risk management P 19 July 2011

il 98 e )+

| avtaladtia | infoga  Formateratext

Definitions Silent peric

E]

SILENT PERIOD

Nobia observes a silent period during
30 days prior to the publication of
Interim Reports and Year-End
Repors. During this period no
meelings are held with analysts,
Investors or financial media.

Capital Markets Day - Avtala

> Calendar Q3201 | 3
v Kalender — = [
it i i = : B & Visasom: W Upptagen |
Subscribe and follow Sitentperg II}J B b == = L_,,,,,,,_,,J
Spara  Bjudin O PEminnel <l
IR contacts Q42011 n!hpstény deftagare (o Vidarebefordra = e Ingen
: - : Agarder Visa
Latestupd; Amne: | Capital Markets Day
Pats: |
Starttid: [to 20110526 v [1200 ¥ [Hela dagen
Sluttid:  [t0 20110526 | [18:00 >

<h3>Nobia’s Capital Markets Day 2011 will be held on 26 May at Ambassadeur, Kungsgatan 18
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Highlighted featu res n0b|a trhenoensHire -0.30 47.90 SEK Svenska | Search m

N ABOUT NOBIA BRANDS | INVESTOR RELATIONS | CORPORATE GOVERNANCE CAREERS MEDIA
® Improved search function | . o '

The Nobia share | £ 1E4in 1] +

. I nveStor porta I How we create share value SUbscribe and fO”OW
o C u r re nt a n d h isto rica | S h a re :::::::: :::rts and presentations Stari [ Investorrelations /| Subscribe and follow
d eve | o p m e nt R — Alerts via email or text message

You can subscribe to Nobia's press releases and financial reports via email or
Insider Register sms. If you wish to unsubscribe to an existing subscriptions, this is also the

— Reports and presentations o e

. seribet fi 5 i
Capl!al Markets Day Subscribe to press releases and financial reports via email or sms

at O n e p | a Ce = Unsubscribe fo an existing subscription

Risks and risk management

RSS feeds

o VI eW a n d CO m pa re fi n a n C I a | At You can subscribe to Nobia's press releases, financial reports, calendar

Calendar events and job openings via RSS. Click on the links below o setup a

d a ta i n H T |V| L a n d Exce | > Subscribe and follow subscription that you are interested in

IR contacts » Press releases via R85

— Our ownership structure

— Add Nobia events to your
Social media
C a | e n d a r You can currently follow Nobia on Twilter, Slideshare and Youiube

+ Follow Nobia on Twitter

- Fo I IOW u s » Follow Nobia on Slideshare

= Follow Nobia on Youtube

+ Job openings via RSS

Latest updated: 24 May 2011
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ABOUT NOBIA BRANDS

thEnoeiasHaRe -(0.30 47.90 SEK Svenska

Search

CORPORATE GOVERNANCE CAREERS MEDIA

The Nobia share

How we <l
Financial
Financial

Ownershi

2010 in sl
Capital M

Definition:

Calendar

m.nobia.com
Press releases, news, reports, calendar
subscriptions and contact information

Insider Register

www.twitter.cor

> Subscribe and follow

IR contact:

Subscribe and follow

redte share value
reports and presentations Stari [ Investorrelations / Subscribe and follow
data
. Alerts via email or text message
p structure

You can subscribe to Nobia's press releases and financial reports via email or
sms. If you wish to unsubscribe to an existing subscriptions, this is also the

= Unsubseribe fo an existing subscription

Risks and rpst managemT
a C tou can subsclﬁtolﬁma s press releases, financial reports, calendar

events and job openings via RSS. Click on the links below to setup a
subscription that you are interested in

3

Social media

You can currently follow Nobia on Twilter, Slideshare and Youiube

- Foliow !
< E

« Eollow Mo

events,

Latest updated: 24 May 2011
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