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Part 2 consists of the fi nancial 

review, sustainability report and 

corporate governance report.

Part 1 describes Electrolux

operations and strategy.
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Price increases in North America throughout 2008 Electrolux launch (kitchen) in North America

Reduced complexity in Europe – >600 to leave the Group

Decision to close factory in Scandicci and improve efficiency in Susegana, Italy

Dec 2007 Mar 2008 Jun 2008 Sep 2008 Mar 2009 Jun 2009 Sep 2009

Comments from analysts

Electrolux B

Affärsvärlden general index − price index

Q4
“Attractive but high risk still. 
Europe disappointing.”

Q1
”Weak major markets. Strong 
performance by small sectors. 
Steel price rally.”

Q2
“Downside risks include 
a hard consumer landing 
and higher input costs.“

Q3
“Cost inflation easing, 

but the consumer 
is in bad shape.”

Q4
“Exceptionally weak markets 
in Europe and North America. 
Dividend was cut to zero.”

Q1
“Strong price mix. No risk of 
rights issue as cash flow 
comes through.”

Q2
“Solid margin development 

despite weak markets. Lower 
raw material-costs. Strong 

cash flow.”

Q3
“8.1% EBIT margin! Solid execution. 

Rising price/mix and falling input costs. 
        Exceptionally strong cash flow.”
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Increasing raw-material market prices Strong decline in raw-material market prices

Continued decline in demand in North America and Western Europe 

Strong currency changes

Price increases in Europe early 2009

Global cost-cutting program – >3,000 to leave the Group

Decision to close factories in Webster, USA, and Alcalà, Spain

Decision to close factory in St. Petersburg, Russia

New borrowings – prolonged maturities Electrolux launch (laundry) in North America Decision to cancel dividendSuspension of production –  adjustment of inventories

Utilize global scope with new organization

Decision to close factory in Changsha, China, and increase efficiency in Porcia, Italy

Structural improvement of working capital

Global financial crises affects access to credits

Strong growth in Brazil Less decline in Europe

Stabilized demand in North America

Accelerated global decline in demand
Dramatic decline in demand in Eastern Europe

Concept, text and production by Electrolux Investor Relations and Solberg.
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Despite very tough economic conditions, we 

succeeded in achieving results for 2009 that 

were among the best ever. Taking action to 

enhance our competitiveness and continuing 

to implement an offensive strategy enables us 

to strengthen our profi tability and our posi-

tion. 

CEO statement, page 2.

The share price development for the Electrolux 

B-share in 2009 was the best in the company’s 

history. The main factors contributing to the 

Electrolux positive share price development 

was a low value at the start of 2009 and the 

strong improvement in income. 

Electrolux and the capital market, 

see page 58.

”On the right track”. Electrolux performance 

during the recession shows the effectiveness 

of the strategy. Innovative products, invest-

ment in the Electrolux brand and a focus on 

strong cash fl ow and cost effi ciency have paid 

off.

Electrolux strategy, page 30.
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Category Products Net sales
Operating
income Development 2009

LAUNDRY

KITCHEN

FLOOR-CARE

Operating income was substantially higher. Factors 
contributing to the improvement included a positive 
price and mix development and lower costs for raw 
materials. Personnel cutbacks and other cost-cut-
ting measures also contributed to the improvement 
in income.

Operating income rose considerably, despite lower 
volumes. Factors contributing to the improvement in 
income included a positive price and mix development, 
higher internal effi ciency and lower costs for raw materi-
als. The re-launch of new products under the Frigidaire 
brand contributed to mix improvements. 

Electrolux sales volumes showed a continued 
increase in comparison with 2008. Sales were sub-
stantially higher, and the Group captured additional 
market shares in Brazil. Operating income improved 
on the basis of positive price and mix development 
and lower costs for raw materials.

Sales rose on the basis of higher sales volumes and 
maintained price levels. Operating income showed 
an improvement as a result of positive development 
of raw materials and sales prices as well as cost-
cutting programs. The operation in Southeast Asia 
continued to show good profi tability.

Operating income and margin declined somewhat 
on the basis of weakening markets and lower vol-
umes. The results continued to show a stable devel-
opment, however. 

Electrolux offering

For household kitchens throughout the world Electrolux sells 

cookers, ovens, refrigerators, freezers, dishwashers, hoods and 

small appliances. The increasing role of the kitchen as a meeting 

place for family and friends gives Electrolux a unique display 

area.

Washing machines and tumble dryers are the core of the Electro lux 

product offering for cleaning and care of textiles. Innovations and 

a growing preference for higher capacity, user-friendliness as 

well as lower consumption of water and energy are driving 

demand for Electrolux products.

Electrolux sells a range of products for professional kitchens and 

laundries. High productivity, maximum utilization of resources 

and an extensive service network are key factors for purchases 

by profess ionals. Electrolux has a global presence, and is largest 

in Europe.

Electrolux vacuum cleaners and accessories are sold to con-

sumers worldwide. A strong, global distribution network and an 

attractive product offering are important competitive advan-

tages. All production is located in low-cost countries.

Consumer Durables 

Europe

Consumer Durables  

North America

Consumer Durables  

Latin America

Consumer Durables  

Asia/Pacifi c

and Rest of world

Professional Products

Electrolux business areas
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Electrolux – a global leader 
with a customer focus
Electrolux is a global leader in household appliances and appliances 

for professional use, selling more than 40 million products to cust-

omers in more than 150 markets every year. 

The company focuses on innovations that are thoughtfully 

designed, based on extensive consumer insight, to meet the real 

needs of consumers and professionals. Electrolux product range  

includes cookers, ovens, hoods, refrigerators, freezers, dishwash-

ers, washing machines, tumble-dryers and vacuum cleaners  under 

esteemed brands such as Electrolux, AEG-Electrolux, Eureka and 

Frigidaire.

In 2009, Electrolux had sales of SEK 109 billion and 51,000 

employees.
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2009 a summary of a successful year

On the right track
Prices have been raised and maintained in the face of declining 

demand. Manufacturing efficiency continued to increase, as 

production was relocated to low-cost countries and measures 

were implemented to reduce the production-cost structure. 

The Group’s structural efforts to decrease tied-up capital in the 

working capital have contributed to the strong cash flow in 2009. 

The potential for profitable growth is better than ever. On the 

whole, the Group’s response to the recession will enable  

Electrolux to be stronger when demand recovers.

Electrolux performance during the recession shows the effective-

ness of the strategy. Innovative products, investment in the

Electrolux brand and a focus on strong cash flow and greater cost 

efficiency have paid off. Electrolux will emerge stronger than ever 

from the recession.

Despite deteriorating market conditions in recent years, 

Electrolux has successfully applied the strategy. This involved the 

largest product launches in company history. Comprehensive 

launches were implemented in Europe in 2007 and in the US in 

2008. They resulted in an improved product mix.

Sales declined in comparable currencies due 
to weak demand on most of Electrolux main 
markets.

Operating income improved on the basis of cost 
savings, higher prices, improved mix and lower 
costs for raw materials.

Launches of new products particularly in North 
America and Latin America contributed to an 
improved product mix.

Results improved in all regions.

Strong cash flow generated by improvements in 
operating income and working capital.

The Group’s ongoing structural efforts to reduce 
tied-up capital contributed to the strong cash flow.

Extra payments of SEK 4 billion to Group pension 
funds reduced balance-sheet risk exposure to 
pension commitments.
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“We have taken a big step forward 
towards achieving our overall financial 
goal of an operating margin of at least 
6% over a business cycle. There is 
therefore reason to be more optimistic 
about the coming year.

”Hans Stråberg
President and CEO
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