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Electrolux business areas

Operating
Net sales income Development 2009

Consumer Durables 38%
Europe

Consumer Durables Q
North America

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

28% income included a positive price and mix development,

higher internal efficiency 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.

Consumer Durables
Latin America

Consumer Durables V
Asia/Pacific
and Rest of world

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 profitability.

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

Professional Products
opment, however.

Net sales

SEKm
120,000

—SEK
109,132m

90,000

44%

Operating income”
SEKm

6,000

1) Excluding items affecting comparability.




2009 a summary of a successful year

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.

Products
Brand
Cost
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On the right track

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.

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.

..to a
consumer-driven
company

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.
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}I : ‘ ‘ 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
3 therefore reason to be more optimistic
}Fi?‘h ' about the coming year. , ,
s .
. Hans Straberg

President and CEO





