


THE KITCHEN IS THE-HEART QF THE HOME
The kitchen is a room thatis,increasingjin significance
— it has gone from being a place for preparing food to becoming
a natural place for many of our activities, and it expresses our lifestyle.
As aleading kitchen group, Nobia is at the leading edge of designing new
products and kitchen concepts to meet the latest needs and to help
consumers live more sustainably. VWe want to make it simple for
our customers to have inspiring kitchens in their homes.
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The kitchen shown on the front cover is the Marbodal Fageré.



EUROPE’S LEADING
KITCHEN SPECIALIST

Nobia is a kitchen specialist with operations along the entire value chain from
design to installation of the new kitchen. We manufacture and sell kitchens in
seven European countries through own stores, franchise stores and retailers
as well as directly to major customers. Through the years, the Group has
developed and strengthened through acquisitions. Our specialisation and size
means we can leverage shared skills and capitalise on economies of scale.

THREE REGIONS
Nobia operates in seven countries: UK, Denmark, Sweden, Norway, Finland, Netherlands and Austria.
We are organised into three regions: Nordic, UK and Central Europe. We have 6,109 employees in total.

NORDIC
U REGION
REGION 24 own stores

167 franchise stores
Approximately 450 retail stores
6 production facilities

210 own stores
approximately 500 retail stores
5 production facilities

CENTRAL
’ EUROPE REGION
>500 sales locations

3 production facilities

NET SALES OPERATING PROFIT! EMPLOYEES
PER REGION, % PER REGION, % PER REGION, %
Nordic, 49 Nordic, 67 Nordic, 40

UK. 42 UK 26— UK, 49

Central Europe, 7 Central Europe, |1

Central Europe, 9
1) Excluding items affecting
comparability, Group-wide
and eliminations.



NOBIA IN BRIEF

STRONG BRANDS
Our brands enjoy a high level of recognition and appeal among customers, and have long
served their respective markets. These brands are primarily in the mid-price and premium segments.
In addition, we have tactical brands for specific sales channels and operations.
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CUSTOMISED SALES CHANNELS
Nobia sells kitchens to both consumers and professional customers. Kitchen furnishings and other
kitchen products represent the majority of our sales, but in certain markets we also sell installation
services and — to a limited extent — other joinery products. Kitchen furnishings reach end customers
through various sales channels. 401 stores, of which 234 own stores and 167 franchise stores.

CUSTOMER SEGMENTS, % SALES PER PRODUCT, % SALES CHANNELS, %

Project, 40 Kitchen furnishings, 64 ———— Kitchen specialists, own
stores and franchises, 59

Retail, 37— Other products, 30 Direct project

sales, 17

Builders’ merchants/

DIY chains, 17 4/

Other retailers, 7

Trade, 23 Installation services, 6

INSPIRING KITCHENS MADE EASY
We nurture kitchen dreams and put the customer experience front and centre. We strive to make the
purchasing process as simple as possible. With our sound know-how and long experience, we create and realise
fantastic kitchen solutions that inspire and facilitate a more sustainable life in the kitchen. We provide support
in the entire process, from inspiration and concept to a finished, functional and attractive kitchen.
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OF 14 PRODUCTION FACILITIES RENEWABLE ELECTRICITY OF ALL WOOD WASTE
HAVE CERTIFIED ENVIRONMENTAL IN PRODUCTION GOES TO MANUFACTURING
MANAGEMENT AND OWN STORES NEW PRODUCTS
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