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Electroluxvisionisto be
the best appliance company as
measured by our customers

Customervalue is derived from the products and services
Electrolux provides. Innovative products, closely based on
the Group’s professional expertise, are launched at an
everincreasing pace across the globe.

Cover: Electrolux Grand Cuisine in a home in Stockholm, Sweden.
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Electrolux visionisto be
the best appliance compan
as measured by ouremployegs

Growth, innovation and operational excellence

always begin with people. Dedicated employees

from diverse backgrounds play a crucial rolein
creating an innovative culture.

-

/

-
-









Q)

Electrolux visionisto be
the best appliance company
as measured by ourshareholders

The combination of continuous growth,
high proftability, a stable cash flow, and an optimal capital
base generates a high total return for shareholders.
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VISION AND MISSION

Electrolux
offering

Electroluxis a global leaderin home appliances and
appliances for professional use. We offer thoughtfully
designed, innovative and sustainable solutions.
Under esteemed brands including Electrolux, AEG,
Zanussi, Frigidaire and Electrolux Grand Cuisine,

the Group sells more than 60 million products to
customers in more than 150 countries every year.

In 2015, Electrolux had sales of SEK 124 billion and
about 58,000 employees.

60

MILLION PRODUCTS SOLD ANNUALLY

150

COUNTRIES

BILLION SEK IN SALES

58,000

EMPLOYEES
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Kitchen

Electrolux sells cookers, hobs,
ovens, hoods, microwave ovens,
refrigerators, freezers and dish-
washers for households and
professional kitchens throughout
the world. Electrolux is aleader
in kitchen appliances and new
functions are continuously being
developed.

65% share of Group sales
of which 3% professional products

appliances.

Laundry

Washing machines and tum-

ble dryers are the core of the
Electrolux product offering for
washing and garment care.
Demand is driven by innovations
such as user-friendliness and
resource efficiency.

g

18% share of Group sales
of which 2% professional products

Electrolux offers thoughtfully
designed, innovative and
sustainable solutions for
households and businesses, with
products such as refrigerators,
dishwashers, washing machines,
cookers, vacuum cleaners, air
conditioners and small domestic

Small appliances

Electrolux vacuum cleaners,

small domestic appliances and
accessories are sold to consum-
ers worldwide. Electrolux has a
strong, global distribution network
and an attractive product offering.

4

7% share
of Group sales

Adjacent product
categories

Adjacent product categories
include the rapidly growing areas
of air-conditioning equipment,
water heaters and heat pumps, as
well as consumables, accessories
and service.

y

10% share
of Group sales
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In brief

Strong results for Major Appliances EMEA
and Professional Products.

Weak demand in emerging markets
impacted earnings.

The planned acquisition of GE Appliances
was not completed.

Operating margin improved to 3.9% (3.2)
excluding costs related to the not completed . =9 _
Keith McLoughlin retifeeifremrElectroluxin January

a Cq ulisI th na bo\/e. 2016. Jonas Samuelson Wds' dppointed new Presi-
dent and CEO of Electrolux as of February 1, 2016.

Business areas The Electrolux

Major Appliances
Professional Products 5% Europe, Middle East and Africa 30%

Small Appliances 7%
Major Appliances

Asia/Pacific 7%

Major Appliances SHARE OF
Latin America 15% GROUP SALES

Major Appliances
North America 35%

The Group's products are sold in more than 150 countries. The largest of these in terms
of sales are in North America and Europe. Electrolux is expanding its presence in growth
markets, such as Latin America, Africa, the Middle East and Asia.

Sales by region B Crergie ket

W) $L 4%
¥y X g

29%

In 2015, Electrolux introduced a new visual
identity for the company brand. A visual identity
is much more than a change of logo and color
palette. It represents a new sense of Electrolux as
a brand, what we, our products and our services
stand for and how we want to be perceived.



cash flow

Net sales and operating margin
; ! SEKm
Lt 125,000
B 100,000
75,000
50,000
25,000
._. s 0
: . 11 12 13 14 15

Il Netsales
@=» Operating margin

All'business areas showed mix improvements

k during 2015 as a result of launches of new
products and a strong focus on the most
profitable product categories. Price increases
also contributed to the organic sales growth
of 2.2%.

Operating margin

Operating income declined and amounted
to SEK 2,741m, corresponding to a margin
of 2.2%. Major Appliances EMEA and
Professional Products reported good
development, while weak demand,
particularly in emerging markets, had a
negative impact on operating income.

Operating income includes costs of
SEK 2,059m related to the not completed
acquisition of GE Appliances. Excluding these
costs, the margin was 3.9% (3.2).

Operating cash flow afterinvestments
improved to SEK 7,492m (6,631).

brands - introduced a connected

through their mobile devices.

OPERATING INCOME DIVIDEND*

6.50

pershare
*proposed by the board

AEG - one of the Electrolux Group’

Strong focus on the most profitable product categories
continued to improve the product mix. Operating income
improved significantly as a result of product mix improvements,
higher sales volumes and increased efficiency.

3 Y

Electrolux is cutting its climate footprint by
50% by 2020 relative to 2005 production
levels. Approximately 25 million tonnes of
CO2 equivalents will be cut in emissions
deriving from product use, from production
and transportation as well as from the use of
greenhouse gases.

am
oven with the first ever integrated camera,
giving consumers the tool to mastercooking

s .
In 2015, Elemp@soré‘d-and €o-hosted
Taste Festiv ss Europe, the'Middle East
and Australia. The festivals are a chance for
consumers to taste food, cook on the latest
appliances and engage directly with some of
the best chefs in the world.
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VISION AND MISSION

Solid

rowth in Europe

and North America

In 2015, Electrolux two largest markets, Western Europe and North America,
showed solid market growth. At the same time, demand in several, for Electrolux
important, emerging markets deteriorated, most notably in Brazil. Therefore, the
financial performance in our six business areas showed a mixed pattern, with strong
earnings improvement in Major Appliances EMEA and Professional Products.

OPERATING MARGIN™

3.9

3.2% 2014

ORGANIC GROWTH

2.2y

1.1% 2014

" Excluding costs of SEK 2 billion related to the not completed acquisition of GE Appliances.

The operating income amounted to SEK 2.7 billion and
includes costs forthe not completed acquisition of

GE Appliances of SEK 2 billion. Excluding these costs, the
Group achieved an operating margin of 3.9%. We continued
to generate a good cash flow of SEK 7.5 billion. Excluding
the costs related to GE Appliances, the operating cash flow
was SEK 9.5 billion.

Our vision, mission and strategy

Electrolux vision is to be the best appliance company in

the world as measured by our customers, employees and
shareholders. We create customer value by developing
innovative products at anincreasing pace across the globe.
In 2015, two of the successful launches were a new family of
appliances in Australia under the Westinghouse brand and a
new washing machine, myPRO, adapted to smaller busi-
nesses. In Europe, we introduced the world’s first connected
steam oven. Operational excellence begins with the right
people. As a company with global reach and scale, we can
attract dedicated employees from diverse backgrounds. For
our shareholders we create value by focusing on profitable
growth, a stable cash flow and an optimal capital base.

Our mission - our financial goals - remains unchanged.
We aim to reach an EBIT margin of 6% for the Group, with an
assetturnover of 4 times, leading to a return on net assets
in excess of 20%. These targets are combined with a goal
of 4 % organic growth over a business cycle. We also target
growth in our operations through profitable acquisitions. We
will achieve our vision and mission through a strong focus
on a well-defined strategy based on four pillars: profitable
growth, innovation, operational excellence and people and
leadership. The strategy is described in more detail in this
report.

ELECTROLUXANNUAL REPORT 2015

CASH FLOW, SEKBN"

95 50

6.6 SEKbn 2014

CAPITALTURNOVER-RATE

452014

Mixed performance in 2015

Our operations in Europe showed good organic growth in
2015 driven by higher volumes and an improved product
mix. The work to actively manage the product portfolio
provided good results. At the same time, continued cost sav-
ings contributed to earnings. Demand for appliances grew
in all markets in Western Europe. Most markets in Eastern
Europe, outside of Russia and Ukraine, also showed positive
growth. We expect the Western European market to grow by
2-3%in 2016 and the market in Eastern Europe by approxi-
mately 2%, although the development in Russia and Ukraine
remains uncertain.

In North America, improved price/mix and higher volumes
contributed to earnings. The transition of refrigerators and
freezers to comply with new energy requirements continued
to have a negative impactinthe first half of 2015, although
profitability was restored during the latter part of the year.
The US market remained healthy and demand for appli-
ances increased by more than 6%. We expect the market to
remain solid in 2016 and forecast demand to grow by 3-4%.

Earnings in Major Appliances Latin America were sig-
nificantly affected by the weak macro-economic environ-
mentin Brazil and demand for appliances fell sharply. To
mitigate these market conditions and currency headwinds,
we continued to increase prices and to take cost actions.
Other markets in Latin America, including Argentina, showed
positive growth. We expect the Brazilian market to remain
weakin 2016. In Asia/Pacific, we took actions to exit unprof-
itable segments and categories in China. At the same time,
itis encouraging to note that Australia - our fourth largest
market - continued to generate good earnings and margins.

Professional Products demonstrated a solid, positive
trend throughout the year. Sales increased in several mar-
kets within food-service equipment and laundry solutions.
Strategic initiatives to grow in new markets and segments
have contributed to the positive trend.



Cost reduction program in Small Appliances

During the latter part of the year, we initiated a cost reduc-
tion program within the Small Appliances business area with
the aim of restoring profitability. Operations have been neg-
atively impacted by lower volumes in several key markets
and severe currency headwinds. We expect these actions to
reach full effect from end of 2016, with estimated annual cost
savings of SEK 120m.

Improved mix and lower costs

All our business areas showed an improved mixin 2015. In
2016, Electrolux will continue to launch new product ranges
with innovative features and designs, with the goal of being
aleaderin providing consumers with great experiences
from the products and services we provide. Furthermore,
work to strengthen cost competitiveness through continuous
improvements and a higher degree of common platforms
continues. These are important areas for future profitable
growth for Electrolux.

Acquisition of GE Appliances not to be completed

In September 2014, Electrolux announced an agreement to
acquire GE Appliances from General Electric (GE). However,
in December 2015, GE took the decision to terminate the
agreement. Although we are disappointed that the acquisi-
tion is not being completed, we are confident that the Group
has strong capabilities to continue to grow and develop the
position as a global appliance manufacturer. Electrolux will
continue to grow profitably, supported by a strong balance
sheet and good cash generation.

Sustainability high on the agenda

High performance in all areas of sustainability is an enabler
for our business success. Forinstance, when developing new
products, focus is not only on design and features but also
on consumer requirements in relation to energy and water
efficiency. Overthe past year, management has engaged

in setting the priorities and objectives, which we believe will
deliver a positive impact for the business. Examples of activ-
ities include a groupwide Code of Conduct and anti-cor-
ruption training program. Once again we were recognized
by the Dow Jones Sustainability Index as the industry leader.
Electrolux is a signatory of the UN Global Compact.

Well positioned ahead of 2016

Electrolux will continue to increase its focus on providing
consumers a great experience. The accelerated digitiza-
tion of consumers’ lives gives rise to new requirements and
opportunities in how we market, sell and distribute our prod-
ucts. It also creates new opportunities to give consumers a
better experience from their products overtime through, for
example Smart Connected Appliances.

We will also continue to improve operational excellence,
with focus on cost, quality and flexibility through, for exam-
ple, modularization of product designs and automation of
manufacturing processes.

Finally, I would like to thank my predecessor Keith
McLoughlin for his great contributions throughout his years in
Electrolux. | am now taking on the role as President and CEQ,
and | am confident that Electrolux will achieve its vision, with
the contribution from 58,000 dedicated employees globally,
to be the best appliance company in the world as measured
by our customers, employees and shareholders.

e —
Stockholm, February 2016

Jonas Samuelson
President and Chief Executive Officer
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VISION AND MISSION

Electrolux vision

Electrolux is aleading global, appliance manufacturer, commanding strong
positions worldwide, and is the only playerthat offers complete solutions for both
consumers and professional users. The Group’s vision is to be the best appliance
company in the world as measured by customers, employees and shareholders.

Vision

The Electrolux vision is to be the best appliance company
in the world as measured by customers, employees and
shareholders.

Customers — Customers’ perception of Electrolux is
based on the products the Group sells and the service it
provides. The pace of innovation and the number of product
launches have increased in recent years while the demands
placed on products have become more rigorous. A new
productis only launched if at least 70% of the consumersin a
test group have expressed a preference forit above similar
alternatives in the market.

Employees — One of the key tools for Electrolux formea-
suring employee satisfaction is the Employee Engagement
Survey (EES), which gauges such factors as motivation and
engagement among employees.

Shareholders — Through the combination of continuous
growth, high profitability and a small but efficient capital
base, Electrolux shareholders will receive a total return well
above the cost of capital.

The objective is also to develop smarter, more accessible,
resource-efficient solutions that meet people’s needs and
improve their everyday lives, and which contribute to sus-
tainable development for our planet. Respect for our global
environment and basic human rights is a prerequisite for
realizing the vision.

Financial goals over a business cycle

The Ainancial goals set by Electrolux aim to strengthen the
Group’s leading, global position in the industry and assistin
generating a healthy total return for Electrolux shareholders.
To read more, see pages 14-15.
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Strategy

The Electrolux strategy is based on four pillars:
* Profitable Growth

¢ Innovation

¢ Operational Excellence, and

* People and Leadership.

The focus is on strengthening the position in Electrolux core
markets and increasing the share of sales in growth markets.
This will be achieved through greater speed in bringing
innovative products to market and through growth in new
segments, distribution channels and product categories.

In addition to organic growth, Electrolux sees potential to
grow through acquisitions. Electrolux is leveraging its global
strength and scope to increase efficiency and lowerthe cost
base by coordinating global operations, optimizing the
manufacturing footprint and reducing complexity. Dedi-
cated employees with diverse backgrounds and the Group’s
leadership in sustainability are necessary for Electrolux to
implement its strategy and achieve its goals.

Values

The Electrolux Group’s guiding business principles in com-
bination with a strong set of values form the core of the
company’s operations. The Group’s work in this areais also
covered in the Corporate Governance Report and the
Sustainability Report, which are available at
www.electroluxgroup.com.



Electrolux vision

WHO WEWANTTO BE

We will be the best appliance company in the world,
as measured by our customers, employees and shareholders.

Mission - inancial goals

WHAT WE WANT TO ACHIEVE

6% lIX 20% ll% 0 14-15

Operating margin Capital turnover-rate Return on net assets Organic growth
of atleast 6% of atleast 4 times of atleast 20% of atleast 4% annually

Strategy

HOW WEWANTTO DO IT

Profitable Innovation Operational
growth excellence 0. 18-39

Products and services
Brand and design
Sustainability

People and leadership

Values

THE BASIS FOR OUR WORK

Passion for Customer Drive for
Innovation Obsession Results

Core values
o 40-41

Respect Ethics Safety and
and Diversity and Integrity Environment

Foundation
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Mission -
financial goals

The Electrolux Group’s inancial goals contribute to maintaining and strengthening
the company’s leading, global position in the industry, and to generating
a healthy total return for Electrolux shareholders.

Operating margin

Electrolux can achieve a high level of profitability

by maintaining its focus on innovative products and
offerings, strong brands and enhanced efficiency. In
2015, the Electrolux Green Range, which includes the
most energy and water efficient products, represented
20% of products sold and 32% of gross profit.

Operating income includes costs of SEK 2,059m related
to the not completed acquisition of GE Appliances.
Excluding these costs, the margin was 3.9% (3.2). Oper-
atingincome for Major Appliances EMEA contributed
strongly to the results for 2015. Professional Products
alsoreported a positive development, while operat-
ingincome forthe otherbusiness areas declined. Soft
market demand, particularly in emerging markets such
as Latin America, and severe currency headwinds had
anegative impact on operating income for2015.

Operating margin

SEKm %
4,500 10 mmm Operating income
3,600 Operating margin

2,700-CEN . .. . . . .. === Goal 6%

1,800
900

0

RESULT 2015

2.2
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Capital turnover

Electrolux strives to achieve an optimal capital struc-
ture in relation to the Group’s goals for profitability

and growth. In recent years, efforts to reduce working
capital have been intensified. This has resulted in a
lower level of structural working capital. Reducing the
amount of capital tied up in operations creates oppor-
tunities for rapid and profitable growth.

The capital turnover-rate increased to 5.0 times (4.5)
in 2015.The Group’s ongoing activities to opera-
tionally and structurally reduce working capital and
increase efficiency within operations contributed to
this favorable development.

Capital turnover-rate

Times
6 Capital turnover-rate
5 === Goal 4times
4
3
2
1
0

1 12 13 14 15

RESULT 2015

5.0x
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Operating margin

4y

Capital turnover-rate

Return on
net assets

Overthe pastten years, Electrolux shareholders have
received an average annual total return of approximately
12%.The Group’s capacity to create healthy cash flow

and to enhance operational efficiency play a majorrole in
contributing to this value creation. There is further potential
for profitability by raising margins. According to the strat-
egy, innovative products are to contribute to higher profit-

Return on net assets

Focusing on growth with sustained profitability and

a small, efficient capital base enables Electrolux to
achieve a high long-term return on capital. With an
operating margin that achieves the target of 6% and a
capital turnover-rate of at least four times, Electrolux
will achieve a return on net assets of at least 20%.

Return on net assets amounted to 11.0% (14.2).
Average net assets and working capital declined
during the year but return on net assets was nega-
tively impacted by lower operating income. Average
net assets declined to SEK 24,848m (25,166), corre-
sponding to 20.1% (22.4) of net sales. Working capital
declined to SEK -12,234m (-8,377), corresponding to
-9.9% (-6.6) of net sales.

Return on net assets

SEKm %

30,000 30
25,000
20,000
15,000
10,000

5,000

Il Average net assets
Return on net assets
===+ Goal 20%

10

RESULT 2015

| ] P

Financial goals over a business cycle.

>20: x

. — Value
4 /O creation

Organic growth

ability and a margin of at least 6%. A capital turnover-rate
of atleast 4 times combined with an operating margin of
6% should yield a minimum return on net assets of 20%.
Further potential for value creation is possible if Electrolux
can increase sales while retaining this profitability level.
The objective is annual organic growth of 4%.

Organic growth

In orderto reach the growth goal, the Group continues
to strengthen its positions in the premium segment,
expand in profitable high-growth product categories,
develop service and aftermarket operations and
increase the offering of resource-efficient products.
Organic growth is complemented by acquisitions

to allow more rapid implementation of the growth
strategy.

Net sales amounted to SEK 123,511m (112,143),
corresponding to organic sales growth of 2.2%.
Major Appliances North America, Major Appliances
EMEA and Professional Products reported organic
sales growth. The product mix improved and prices
increased in several regions while sales volumes
declined. 2015 was a year with a strong focus on the
most profitable products, which improved the mix.
Acquisitions had an impact on sales of 0.1%.

Sales growth

SEKm %
125,000 6 Il Netsales
100,000- -4 Organic
sales growth
75,000 2 eee Goal 4%
50,000 0

25,000

1 12 13 14 15

RESULT 2015

2.2
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STRATEGIC DEVELOPMENT
PROFITABLE GROWTH

Strategy

The Electrolux strategy channels profitable growth, innovative products,
strong brands, operational excellence and dedicated employees to reach
its vision - to be the best appliance company in the world.

Profitable growth

To outperform market growth and enhance profitability,
the focus is on strengthening positions in the Group’s
core markets and increasing the share of sales in growth
regions. Focus is on expanding in profitable high-growth
product categories, developing service and aftermar-
ket operations and reducing complexity and costs in
manufacturing. Acquisitions are an integrated part of
the growth strategy.

Innovation

Akey factorin the Electrolux consumer-oriented
product-development process is the close collabo-
ration between marketing, R&D and design, as is the
transfer of know-how from the professional business to
consumer products. Over a number of years, the Group
has progressively increased investment in R&D. Sustain-
ability is a core element of the strategy, and sustainable
innovation is one of the Group's four prioritized areas for
product development. At least one-third of the product-
development spend is related to sustainability.

ELECTROLUX ANNUAL REPORT 2015

Operational excellence

Global optimization of production and modularization
unlocks resources forinvestment in product develop-
ment, design and marketing. An extensive modulariza-
tion program is ongoing that lowers product costs and
the product development spend through standardized
global modular platforms for new products. The Group’s
manufacturing footprint is continuously adapted and
the operations are streamlined to increase productivity.
About 65% of the Group’s household appliances are
currently manufactured in low-cost areas.

People and leadership

Aninnovative culture with dedicated employees from
diverse backgrounds provides Electrolux with the right
foundation to develop successful products for consum-
ers across the globe. Itis important to contribute to sus-
tainable development for current and future generations
in a rapidly evolving world. Strong, committed managers
play a decisive role in the successful execution of the
strategy.



Inspirational design

Designis a key element
in the Electrolux consum-
er-oriented product-de-
velopment process. In
2015, Electrolux was pre-
sented with the Red Dot
design awards for seven
products, including the
Electrolux QuickSource
tap that allows instant
access to boiling water
straight out of the kitchen
tap. During the year, the
Group launched the new
limited edition Electrolux
Ergorapido vacuum
cleaner with embed-
ded Swarovski crystals
produced especially for
the Russian and Eastern
European markets. The
ultra-luxury kitchen
range Electrolux Grand
Cuisine is the first profes-
sional cooking system
designed specifically for
home use.

ELECTROLUXANNUAL REPORT 2015
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STRATEGIC DEVELOPMENT
PROFITABLE GROWTH

Proftable growth

To outperform market growth and further enhance proftability, Electrolux is
implementing a number of strategic initiatives. The focus is on increasing the share

of sales in growth regions and strengthening the position in the Group’s core markets.
Acceleration of product innovation and reducing time to market is a key element of
the strategy as well as developing more accessible and resource-efficient solutions
to meet the needs of an expanding middle class in growth markets.

Replacement
products/series

<—————— Markets/Channels —» New

New products and
markets/channels

E] New/adjacent
product categories

Acquisitions

The global major appliance market is very
fragmented and Electrolux sees the potential
to increase the pace of growth by way of
acquisitions. Acquisitions are an integrated
part of the growth strategy. In 2015, Electrolux
acquired Shanghai Veetsan Commercial
Machinery, one of the largest manufacturers
of professional dishwashers in China.

Existing «—————————————— Products ——————» New

Replacement products/series

To strengthen its market positions, Electrolux is accelerat-
ing product innovation and reducing the time to market for
products. In 2015, a number of innovative products were
launched underthe Frigidaire brand in North America and
underthe Electrolux, AEG and Zanussi brands in Europe.
The Electrolux Masterpiece Collection, which comprises
arange of exclusive small domestic appliances, was
launched in several markets. In Australia, a new family

of appliances was launched underthe Westinghouse
brand. Focus on sustainability is also opening opportu-
nities for new, more efficient products. The new Electrolux
NutrifFresh™ Inverter fridge offers up to 30% better energy
performances than the previous range.

Growth markets/new sales channels

A significant portion of the Group’s expansion is in growth
markets, such as Asia and Latin America. A key part of this
expansion is through resource-efficient products. In Latin
America and Asia/Pacific, new products in appliances,
vacuum cleaners and small domestic appliances are
being launched continuously. In 2015, growth markets
accounted for 30% of Group sales. In the Asian markets,

ELECTROLUXANNUAL REPORT 2015

the Group's position in the professional segment was
boosted through the acquisition of Shanghai Veetsan
Commercial Machinery, one of the largest manufacturers
of professional dishwashers in China.

New products and marketing/sales channels

Electrolux is continuously expanding its product offering.
Products launched in 2015 included the AEG ProCombi
Plus, the markel’s first steam oven with an in-built camera.
Electrolux myPRO washing machines and tumble dryers
were launched in Europe. These appliances are specially
adapted for small companies, which comprises a new
market segment.

New/adjacent product categories

Adjacent product categories, such as air care, water
heaters, accessories and small domestic appliances,
have substantial growth potential. In recent years, the
Group’s offerings in these product categories have
increased substantially. In North Americaq, Electrolux
launched the Frigidaire Cool Connectin 2015. This is the
Group’s first connected air conditioner, which can be
programmed through an app on a smartphone ortablet.



Product launches in 2015

In 2015, a new family of appliances was launched in Australia underthe Westing-
house brand. Electrolux myPRO washing machines and tumble dryers, specially
adapted for small companies, were launched in Europe. This is a new segmentin
the market for Electrolux. The Electrolux Masterpiece Collection, which comprises
arange of exclusive small domestic appliances, was launched in several markets.

Share of Group sales

4

4

I Kitchen 62% E= Professional kitchen 3%
Laundry 16% = Professional laundry 2%

Il small appliances 7%
Adjacent product categories 10%

Kitchen product categories

[ Cold (refrigerators, freezers) 48%
Hot (cookers, hobs, ovens) 38%
Dish 9%
E== Professional food-service equipment 5%
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STRATEGIC DEVELOPMENT
PROFITABLE GROWTH

Market overview

The global market forhousehold appliances is changing, and includes the rapid
emergence of an affluent middle class in densely populated growth markets.
Electrolux aims to increase the share of sales of growth markets, while continuing

to strengthen its position in core markets.

For simplification purposes, the global market for household
appliances can be splitinto two parts. In mature markets
(Western Europe, North America, Japan and Australia/New
Zealand), population growth is low and sales are dominated
by replacement products. However, emerging markets
(Africa, the Middle East, Eastern Europe, Latin America,
Southeast Asia and China) are characterized by rapidly
rising standards of living and a large humber of new house-
holds being able to invest in appliances and other house-
hold products.

Macroeconomic drivers

The global market is driven and changed by a number of
macroeconomic factors that influence volumes and the
types of products that are in demand.

Emerging economies with strong economic growth lead
to a rapidly expanding and affluent middle class.

Changing life patterns lead, for example, to a trend in
which households decrease in size, in terms of both living
space and the number of individuals, and many consumers
have less time forhousehold chores.

Urbanization is continuing and will lead to over 60% of
the world’s population living in cities by 20507. While this
opens opportunities for sustainable solutions, it also entails
anincreased burden on infrastructure and resources, pri-
marily energy.

Climate change and limited natural resources, together
with increased awareness of the role households play in this
development, mean that a growing number of consumers
are demanding energy and resource-efficient products.
Households currently account for 30% of all energy use and
20% of all carbon dioxide emissions?).

New technology and digitalization is being developed
at a high pace and is rapidly being adopted globally. This
allows the development of increasingly advanced products,
such as connected products, and also leads to a significant
rise in online sales as consumers are provided with easy
ways to order goods and services via the internet.

Global growth

Between 2010 and 2015, these macroeconomic drivers
contributed to global demand for appliances. In 2015, the
demand in growth markets represented about 70% of the
total market volume for appliances compared with 65% in
2010. Since year 2000, emerging markets have increased
their global share of demand from 50% to 70%.

During 2015, demand improved in mature markets such
as North America and Europe, while demand decreased in
emerging markets such as Brazil and China.

Growth markets accounted for about 30% of Electrolux
sales forthe year and the objective isto increase this share
moving forward.

") Population Division of the UN Department of Economic and Social Affairs,
World Urbanization Prospects Report, 2014 Revision.
2 OECD

Macroeconomic drivers

* Emerging economies
* Changing life patterns

Y 2015
e Urbanization
¢ Climate change and

limited natural resources 2010

* Digitalization

Mature markets

30%

35%

Increasing global demand for major appliances, million units

Emerging markets

70%

65%

Between 2010 and 2015, the global market demand for major appliances increased
significantly, mainly due to strong growth in emerging markets. The Electrolux Group's strategy
is to capitalize on this increased demand in growth markets.

Source: Electrolux estimates.
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Population in
Electrolux core markets
Western Europe
North America, Australia,
New Zealand, Japan

GLOBAL POPULATION
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Populationin
Million Electrolux growth markets
Africa, Middle East,

Eastern Europe, Latin America,
Southeast Asia, China

Electrolux net sales in core markets

SEKm

50,000
40,000
30,000
20,000

10,000
0

14 15 14 15

14 15

Il Europe
I North America
I Pacific

Electrolux net sales in growth markets

SEKm

25,000 [ Latin America
20,000 Asia

15,000 Middle East, Africa
10,000
5,000

0

14 15 14 15 14 15

ELECTROLUXANNUAL REPORT 2015

23



Q)|

STRATEGIC DEVELOPMENT
PROFITABLE GROWTH

Competitive advantages of Electrolux

Manufacturers and retailers of household appliances are
becoming fewer, larger and more international. The five
largest manufacturers of appliances in the world - Whirlpool,
Electrolux, Haier Group, B/S/H and LG Electronics -
accounted for almost half of global sales in 2015. In recent
years, manufacturers from Asia have increased their market
shares.

Electrolux has a number of key competitive advantages in
the face of such intense competition.

Global presence generates economies of scale in the
procurement of raw materials, components and finished
products. Furthermore, global projects across all units con-
tribute to a faster and more efficient product development
process. In addition, an extensive global modularization
program is ongoing that will increase efficency within pro-
duction and reduce product costs.

Consumer insight is the basis for all products devel-
oped by the Group. By performing an extensive number of
interviews and home visits, Electrolux gains knowledge of
consumer behaviorin the use of various household appli-
ances and the needs that exist. Based on this information,
Electrolux can develop solutions that facilitate the everyday
lives of consumers.

Design is a central part of the Innovation Triangle,
whereby the close collaboration between design, R&D and
marketing enables new products to reach the market ata

Competitive advantages of Electrolux

* Global presence

* Consumerinsight

* Design

¢ Adistinct Scandinavian heritage

* Professional expertise

* An extensive product range

* Employees and culture

¢ Aleading position in sustainability
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Global competition |

faster pace and ensures that these products are preferred by
more consumers.

A distinct Scandinavian heritage plays a key role in
shaping the Group’s design activities and in the develop-
ment of new and sustainable appliances.

Professional expertise in the culinary arts contributes to
creating innovative products forfood preparation and pres-
ervation. To a great extent, this occurs through the transfer of
know-how and experience from the professional business to
the development of consumer products.

An extensive product range makes Electrolux a lead-
ing manufacturer of refrigerators, dishwashers, washing
machines, cookers, air conditioners, vacuum cleaners and
small domestic appliances, and the only playerthat offers
complete solutions for both consumers and professional
users.

Employees and culture play a crucial role in Electrolux
achieving its targets and vision. Dedicated employees with
diverse backgrounds create the innovative culture neces-
sary for Electrolux to be successful. A passion forinnovation,
consumerinsight and motivation to achieve results are at the
core of all work at Electrolux.

Leveraging the leadership in sustainability means that
Electrolux has a superior ability to develop smarter, more
accessible and resource-efficient solutions that meet peo-
ple's needs and improve living standards for an expanding
middle class in growth markets.




Strong global positions

Despite increasingly intense competition, Electrolux
strengthened its positions in several key product segments in
2015. Electrolux kitchen products account for almost two-
thirds of the Group’s sales and the company holds strong
positions in all major categories of kitchen appliances and
commands significant global market shares. The strongest
global position currently held is for cookers, enabling, for
example, know-how from Electrolux cooking solutions for
the world’s best chefs and restaurants to be utilized when
developing consumer appliances. In recent years, the Group
has strengthened its leading position in built-in appliances
through extensive product launches and partnerships with
kitchen manufacturers. The Group also holds strong posi-
tions in front-load washing machines and dishwashers,
which are segments with low penetration in most markets.
Electrolux offers restaurants and industrial kitchens com-
plete solutions for cookers, ovens, refrigerators, freezers and
dishwashers. The Group’s strongest position is in Europe,
where about half of all Michelin-starred restaurants use
kitchen appliances from Electrolux.

Strong global positions

e Kitchen appliances

* Cooking solutions forthe
world's best chefs

* Front-load washing machines

* Vacuum cleaners

e Efficient appliances forboth
professionals and consumers

Electrolux also commands a strong global position in vac-
uum cleaners and is expanding in the area of small domestic
appliances. The global market for small domestic appli-
ances is significantly largerthan the vacuum-cleaner market
and has significantly faster growth.

Among adjacent product categories, Electrolux has iden-
tifed major global potential for air-conditioning equipment
and water heaters.

To build increased consumer awareness of the value
of efficient products, Electrolux focuses on efficiency and
other environmental benefits in its global marketing. Market
surveys in Australia, Brazil, France, China, Germany and
the US have shown that two-thirds of consumers ranked
environmental impact as one of the three key factors when
purchasing household appliances.

= -ttt ;.
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STRATEGIC DEVELOPMENT
INNOVATION

Innovation

The Electrolux process for consumer-driven product development enables
accelerated development of products that are preferred by increasing numbers of
consumers. The collaborat