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We have developed a comprehensive, three-tiered approach
to reporting on sustainability, including this strategy report.

Future InSight: Aimed at employees and
business contacts, this outlook report is
designed to communicate how we intend
to realize our sustainability strategy
through integration, driving innovation and
building partnerships.

Sustainability information is integrated
throughout our printed Annual Reports.
Written for shareholders and stakehold-
ers, a number of pages are additionally
dedicated to how sustainability issues are
relevant to the business strategy, as well
as goals and performance.

The Electrolux annual sustainability perfor-
mance review, Sustainability Matters,
is built around the Global Reporting Initia-
tive framework for sustainability reporting
and is included in the on-line Annual
Report, It can be accessed through
www.electrolux.com/sustainability

YOUR INSIGHT

Throughout this report we have posed

thought-provoking questions about the role
Electrolux has in tackling the opportunities and

challenges society faces.

Let’s hear what you think. Continue this conversation online at

www.electrolux.com/sustainability




CONSUMER
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Electrolux offering
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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 customers 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 pro-
fessionals. Electrolux products include refrigerators, dish-
washers, washing machines, vacuum cleaners, cookers
and air-conditioners sold under esteemed brands such as
Electrolux, AEG, Eureka and Frigidaire. In 2010 Electrolux
had sales of SEK 106 billion and 50,900 employees.

electrolux future insight
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Future focus, action now

Good business leadership is about meeting today’s needs and preparing for tomorrow’s
challenges and opportunities. Electrolux is stepping up its commitment to growth that’s
sustainable—doing more with less for more of the world’s people. In Future InSight we
outline how we're starting to do this. We don’t have all the answers. But we’re committed

to trying—and working with others to find new ways.

Sustainability is crucial to our future success as a company. Like
many others, | like to see it in terms of the seventh generation:
the idea—inspired by the laws of the North American Indian
Iroquois—that we should think about the impact today’s actions
will have seven generations from now.

We cannot afford to wait that long. Business has a vital role in
driving solutions that will make a difference in just one or two
generations. In Future InSight, we present the actions we are
taking today to map a different course tomorrow.

Innovation at the core

We have to be forward-thinking. Our products operate in people’s
homes for often ten years or more, so our innovation is heavily
focused on reducing the negative environmental impacts of
products during their lifespan. And we engage consumers and
other stakeholders in using appliances more sustainably.

Bringing it home

Sustainability is integrated into every aspect of our business and
across the value chain—from our suppliers, to our choice of
partners, to the issues we choose to support. We take a consis-
tent approach to sustainability in the more than 160 countries
where we operate. One Electrolux is built on common values
and a foundation of principles based on sustainability elements
such as diversity, ethics, safety, respect and integrity.

Innovation
- Product

- Brand

- Design

Productivity

Sustainability

Teaming up

As we don’t have all the answers, we need partnerships. We
support government incentives that encourage consumers to
make environmentally smart decisions and drive a shared
agenda for positive change with other organizations, for example,
in our nearly 20-year cooperation with WWF in Italy.

With Royal Seaport, Electrolux works with the city of Stock-
holm, the Royal Institute of Technology and other companies in
a new approach to sustainable urban development. Connected
appliances will provide the interface between consumers and
the electricity grid, so that people can make smart choices
about household energy use.

Taking it green

In consumers’ homes, appliances represent about 20% of their
climate impact. We have the opportunity to reduce that footprint.
Each of our business sectors is launching and marketing a green
range of its most environmentally sound products. The bar for
entry to these flagship ranges rises each year. We have devel-
oped a methodology for defining efficiency targets across all our
products and will report against these, starting in 2011.

Understanding and engaging in challenges
such as climate change, creating ethical
and safe workplaces, and adopting a
responsible approach to sourcing and
restructuring are important for realizing our
business strategy.

Profitable-
growth

- Ethical business and safe workplaces - Climate challenge
- Responsible sourcing - Restructuring
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We want to grow the market for sustainable
products with a strong brand, powerful commu-

nications and robust engagement.

Emphasis on efficiency

By 2020, it's predicted the world’s middle classes will have
grown by 1 billion. Already, some 30,000 people join this eco-
nomic group every day, with huge implications for the way natu-
ral resources are consumed. Our energy- and water-efficient
products can empower these new consumers to use fewer
resources.

Constrained resources also mean volatile raw material costs.
We will have to do more with less—using a fraction of the energy,
steel and other materials our products are made from—as well
as making sure those products can be transformed into some-
thing new once they’ve fulfilled their original purpose.

Through responsible sourcing, we seek to make a difference
in the lives of people who help manufacture our products. Our
employee ethics program ensures that we conduct our business
with high ethical standards within our own operations, too.

Dare to be bold

We want to grow the market for sustainable products with a

strong brand, powerful communications and robust engagement.
Our strong emphasis on consumer insight targets innovation.

We know that most people care about sustainability issues. Our

green marketing campaigns, often carried out together with

retailers, offer consumers an opportunity to act on that concern.

Around for the long term
A responsible business is a lasting business—one that has the
skill and insight to survive challenges and grasp opportunities.
Being open, honest and transparent about our actions helps
earn the trust of our stakeholders.

By leveraging the power of sustainability, we can break new
ground, find new customers, new opportunities and boost the
bottom line through increased efficiency and innovative prod-
ucts that contribute to society. This is about capitalism for the
long term. If we do things right, | hope we will be able to say we
made a difference in one generation—not seven.

Ke¥- (¢, A%&%L&'

Keith McLoughlin
President and Chief Executive Officer
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Designing our future

Taking a strategic approach to sustainability means engaging with wider, often
long-term, societal challenges such as climate change, constrained resources,
globalization, and human rights. It also means asking tricky questions.

What will 2020 look like? What does that mean for our products
and strategy? How do we act today to prepare for tomorrow’s
challenges?

Growing population

By the mid-21st century, estimates predict a world population of
over 9 billion. By 2020, the middle class will gain another billion
people, shifting spending power towards countries like Brazil,
Russia, India and China. This will open up new markets for
Electrolux but also create supply chain challenges.

At the same time, the share of population aged over 60 is
increasing and life expectancy is projected to reach 75 years by
2025. As well as changing the labor force, this means the elderly
will be living more independent lives — with implications for appli-
ance consumption patterns and design.

By 2020, 60% of the world’s population is expected to be
urban. Creating sustainable cities through smarter infrastructure
and renewable power generation is a big challenge that will
impact people’s relationships with domestic appliances.

‘ ‘ First, we need to build consumer demand
for greener products today.

Heating up

Tackling climate change means changing the energy mix, higher
energy prices and increased carbon taxes, all of which will affect
product design and affordability.

The combined effect of population growth, rising incomes and
the spread of consumer lifestyles will put pressure on finite natural
resources and materials. As commodities become scarcer and
more costly, the need for greater efficiency, materials substitution,
greater recycling and reuse becomes inescapable. Meanwhile,
energy and water scarcity will mean that more affordable, diverse
energy sources will be required and demand will rise for even
more efficient appliances and closed loop production.

‘ ‘ Second, we need to instill trust that we're a
valuable partner in the search for solutions
tomorrow.

Health on the radar

Another consumer-led trend is health. As we learn more about
the effects of chemicals, public concern is on the rise and legis-
lators are applying stricter and harmonized regulations to clamp
down on hazardous substances. Finding substitute materials for
our production processes will deliver the same, or better, perfor-
mance, while technologies such as nanotechnology will open up
new possibilities for appliance innovation.

‘ ‘ Third, we need to lower our impacts through
lifecycle-based design and new, sustainable
business models.

Growing green markets

Reports by GfK Roper and McKinsey, Harvard Business Review,
Boston Consulting Group and Consumers International all share
the consensus that sustainability is among the drivers influenc-
ing consumer purchasing. But research shows that consumers
are slow to choose energy-efficient appliances, for reasons like:
not knowing what to do, not trusting business and doubting it
will make a difference.

Major brands like Electrolux have a responsibility to work with
retailers and others to build trust, provide socially responsible,
green choices and empower consumers to overcome these
barriers, through communication, consumer incentives and
clear product labeling.

To earn trust, we must take responsibility and demonstrate
the value we bring to society. Our sustainable solutions recog-
nize the problem of increasingly constrained resources — water,
energy, food and raw materials. By providing the best environ-
mental choices, communicating their benefits and raising
awareness, without compromising on high working standards,
quality or functionality, Electrolux can contribute to a more sus-
tainable common future.

‘ ‘ And fourth, we need to meet increasingly

harmonized and stricter standards and our
consumers’ changing expectations with a global
response to sustainability.
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Key drivers

1. Climate change
2. New economies & a growing middle class
3. Constrained resources
4. Changing life stages
5. Urbanization
Designing products with the future in mind. Celcius,
6. Proliferation of chemicals an Electrolux Design Lab 2011 semi-finalist, is a
kitchen waste disposal and recycling appliance that
7. Digital conneotivity generates energy that can be used to heat other
small appliances in the home.
8. Breakthrough innovations
= Where can Electrolux make the greatest
L difference?
o ?
¢ How can consumer insight today show what
E is technically possible tomorrow?
o
=]
O Wwww.electrolux.com/sustainability
>
Survey: The activities con- % Europe Developing markets
sumers are most willing to 100
take on to help tackle cli-
mate change
80
60
I Use energy-efficient
appliances
40
Il Recycle
[ Drive a more fuel-
efficiency car 20
Source: McKinsey 2008
Global United States United France Germany India China Brazil

Kingdom
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Strength in numbers

Strong leadership sometimes means stepping out alone. But at Electrolux, we also
recognize that achieving our goals requires long-term alliances. No organization,
however large or innovative, can claim to have all the answers. Nowhere more so

than with sustainability.

Finding solutions for tackling climate change, water scarcity,
food security, and demographic shifts is complex. It is not
something Electrolux can do alone. To address challenges of
this scale effectively, we need to go beyond the traditional busi-
ness boundaries and align our strengths with the knowledge,
networks and capabilities of strategic partners.

Meeting place
The annual Green Spirit Day, hosted by Electrolux in Italy, is one
way of encouraging new ideas and external perspectives to help
frame our agenda. This event brings together over 150 business
leaders, policymakers and sustainability thought-leaders. Nobel-
prize winner Amartya Sen has been among the keynote speakers.
To reach future generations, Electrolux in 2010 entered a
three-year partnership with the Museum of Science and Tech-
nology in Milan, on a lab and exhibit aimed at children ages 9-14
about how food can nourish people and the planet, with activi-
ties designed to demonstrate the sustainability features of the
most innovative Electrolux kitchen appliances.

Pushing the envelope
For Electrolux, harnessing resource efficiency to cope with a car-
bon lean, water-scarce future is a top priority. That is why we're
tapping into the capabilities of universities, research organiza-
tions and design centers to unleash breakthrough technologies.
We are working with Clemson University and Michigan State
University’s packaging engineering programs to explore new,
holistic solutions for moving and protecting our products. In
Australia, meanwhile, we're working with the Commonwealth
Scientific and Industrial Research Organization (CSIRO) on new
approaches for food preservation to ensure that, in future, less
is wasted. In the US, as much as half of all food is thrown out. As
climate change and population growth place added pressure on
global food systems, new preservation technologies can help
ensure a more sustainable food supply.

Sustainability buy-in

To help build the market for more sustainable products, we have
established strong partnerships geared at reaching consumers
and developing new market standards they can trust. The Wal-
Mart Sustainability Index is a case in point. In addition to driving

Electrolux in Italy hosts an annual green event to bring together busi-
ness leaders, policymakers and sustainability thought-leaders.

transparency within the supply chain, their end-goal is to provide
consumers with easy-to-understand, point-of-sale information
on environmental and social impacts during a product’s life-
cycle. Electrolux Floorcare is the only small appliance maker
included in the initial reference group.

Our participation in the Wal-Mart initiative demands that we
take a closer look at our supply chain. We see sustainability pro-
ficiency as a way of partnering with retail, giving them the benefit
of our knowledge and helping them realize their own sustain-
ability ambitions.

In future, we expect alliances such as these to play a growing
role in helping us achieve our sustainability goals.

What makes a good strategic partner?

What new types of collaboration are needed to
help us achieve - or exceed - our sustainability
goals?

www.electrolux.com/sustainability

YOUR INSIGHT




Star quality

NORTH AMERICA: When the right incentives are in place, the
market responds. That was the experience of the Electrolux Swap
and Save program in the U.S. Consumers were offered government
and manufacturer rebates to recycle older, energy-guzzling appli-
ances for more efficient ENERGY STAR-qualified models. The initia-
tive has so far saved U.S. consumers more than $240 million dollars
in energy savings and more than 7.4 billion gallons of water.
Electrolux delivered 4.9 million ENERGY STAR models in 2010,
a 12% increase from 2009. The program earned appreciation from
the U.S. Department of Energy and the U.S. Environmental Protec-
tion Agency (EPA), which in 2011 named Electrolux Major Appli-

electrolux future insight

| —~|ENERGY STAR
AWARD 2011

PARTNER OF THE YEAR

ances North America ENERGY STAR Partner of the Year for Prod-
uct Manufacturer. Electrolux was recognized for increasing its
selection and delivery of environmentally conscious ENERGY STAR-
qualified appliances, helping to educate consumers and for demon-
strating leadership in addressing climate change through energy
efficiency.

Electrolux has ENERGY STAR-qualified kitchen and laundry
appliances in every product category, where applicable. These are
at least 20% more energy-efficient than non-ENERGY STAR quali-
fied appliances. For example, Electrolux dishwashers use at least
41% less energy and 40% less water compared to 10 years ago.

Unconventional allies

EUROPE: For nearly 20 years, Electrolux and WWF ltaly have joined
forces to raise awareness of sustainability and the role of energy-
efficient homes. Together, we developed an ambitious set of environ-
mental criteria that Electrolux products must meet to earn the WWF
Panda seal, which helps consumers make environmentally preferable
choices. In 2009 the partnership was honored with a Good Green
Design Award for the Panda Club Program, which aims to inspire and
educate students about their role in a sustainable future.

Adriano Paolella, Executive Director, WWF ltaly describes the
approach: “The partnership between Electrolux and WWEF has been
pioneering in opening up dialogue between unconventional allies. Our
work together is based on
a foundation of transpar-
ency and accountability, as
well as clear objectives and
agreed rules of engage-
ment.

“Our shared goals are to
build environmental aware-
ness and spur innovation.

Early on in our collaboration, we found that the key potential of this part-
nership was creating clear frames of reference for consumers so that
they could make choices based on energy-efficiency. As it has evolved,
we realized that sustainability implied a more complex set of issues. We
therefore began to build a lifecycle assessment approach into our certi-
fication program. The standards we’re setting with Electrolux are influ-
encing the entire business community, inducing positive competition for
better standards and practices.

“With the Panda Club we’ve opened up our partnership to impact
future generations and have helped to bring the issue of sustainability
directly into schools. It’s evolved into a fully comprehensive approach to
sustainability.

“We hope our partnership with Electrolux will become a benchmark
for the entire manufacturing sector.”
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Enabling talent

SOUTH AMERICA: Diversity is key to fostering an open and
innovative culture. In Brazil, a unique partnership with the Free
University of Human Efficiency (UNILEHU) helps Electrolux tap
into a wider talent pool by supporting employment opportunities
for people with disabilities.

Knowledge tap

In 2005, Electrolux founded the UNILEHU in Curitiba to prepare
people with special needs to enter the workforce. Thousands of
students have used the education, training and support pro-
grams to secure skilled jobs, including over 222 graduates who
are now part of the Electrolux team.

Ongoing support programs promote conditions for disabled
people to thrive at work. The UNILEHU provides education
courses in science, mathematics, business and languages as
well as training in computers, mechanical tools and practical life
skills. The school aids workplace transition by supporting stu-
dents in job placement, coaching and liaising with employers.

At work, graduates with disabilities such as blindness, hear-
ing loss, or impaired motor functions partner with work col-
leagues who provide on-the-job assistance.

Get smart

EUROPE: Smart appliances are at the center of the future home
— and Electrolux is actively engaged in working with partners to
bring the future to the present.

Power to the people

Electrolux has joined with the city of Stockholm, the Royal Insti-
tute of Technology and businesses including ABB, Ericsson and
energy utility Fortum to create a low carbon energy solution for
the urban development project, Royal Seaport. This project has
the ambitious aim to slash per person carbon emission to O by
2030. It will achieve this through carbon-free energy sources
such as wind and sun, along with cutting-edge architecture
equipped with climate-smart appliances.

Two-way connections

Consuming up to 20% of all residential electricity, household
appliances are key to sustainable living. Next-generation appli-
ances being developed by Electrolux are equipped with IT solu-
tions that inform about real-time power capacity. A smart grid
delivers electricity from suppliers to consumers using two-way
digital communications to control home appliances, helping
people save on electricity costs, and cut energy use. Appliances

Shared engagement

Since the program’s inception, we have brought 33 other com-
panies to partner with UNILEHU. Brazilian law requires that
companies hire up to 5% of employees hire with some type of
disability. Working with the UNILEHU helps Electrolux and other
companies comply with the law and supports a proactive
approach to diversity in the workplace.

can be defaulted to make the most of off-peak opportunities,
and save money. Alternatively, users can opt to run at high peak,
and pay more for the convenience.

Royal Seaport, expected to have 10,000 residences and
30,000 workplaces by 2030, is an opportunity to showcase our
product innovation and embodies the important role of cross-
industry partnerships in achieving our sustainability vision.

Electrolux is also taking part in other smart-grid initiatives in
Italy, Denmark and the Netherlands.
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Good foundations

Ethics and integrity guide how we do business at Electrolux. Being open, honest and are not
just nice-to-have principles; they are critical to our success.

A responsible company is more likely to be a trusted company
and a valued brand, as many consumer surveys have shown.
This trust starts with our employees. Being open, honest and fair
in our conduct both within and outside our company is critical
and ethics and integrity are two of our guiding principles. To
underline its importance, more than 8,000 employees have
taken part in over 700 values workshops since 2009.

A culture of integrity
We are rolling out a business ethics program across our com-
pany to reinforce ethical practices at Electrolux and ensure that
the same high ethical standards are applied wherever we oper-
ate. Mandatory training, fims and an internal website guide
employees on ethics and integrity, outlining expected behavior
and ways to approach dilemmas. Through a helpline, employees
may anonymously and confidentially report suspected breaches
of conduct and other concerns. The Electrolux Code of Ethics,
Workplace Code of Conduct and related policies support a cul-
ture of integrity.

“We want to create a working environment where the rules are
clear and all employees feel comfortable raising dilemmas and
discussing these issues openly with their managers. Simply hav-

ing values and ethics programs in place does not ensure an
ethical corporate culture. We all have to live it,” says Malin Ekefalk,
Director of Social Responsibility.

Ethical issues are integrated into company decision-making from
the Board level and throughout the organization. Management
Assurance & Special Assignments (MASA) conduct around 150
annual audits covering compliance with the Code of Ethics and
related policies.

Open dialogue

Proactive engagement with stakeholders helps to demonstrate
integrity. Electrolux has adopted a collaborative approach as a
way of building trust with stakeholders.

At Electrolux, stakeholder engagement is an ongoing pro-
cess. Daily employee interactions and Group-level initiatives
help define the issues that are most relevant to our business.

“Dialogue is important,” emphasizes Ekefalk. “When we listen
to our stakeholders, we learn from each other and make better
decisions as a company.”

Increasingly, our retail customers are formulating their own
Codes of Conduct and expect Electrolux to be up to standard.
Given these trends, in the future, we expect there will be height-
ened focus on a strategic, systematic and inclusive approach to
stakeholder engagement.

Electrolux supports the United Nations Global
Compact and its ten principles on environ-
ment, labor practices, human rights and anti-
corruption.

WE SUPPORT

—

What is the best way to embed ethics in a cor-
porate culture?

How can we further improve the way we interact
and learn from the people most important to our
business?

YOUR INSIGHT

www.electrolux.com/sustainability
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PARTNER OF THE YEAR

Electrolux Appliances has been named the sole ENERGY STAR
Partner of the Year for Appliances by the U.S. Department of
Energy and the U.S. Environmental Protection Agency for
increasing their selection and delivery of environmentally-
conscious ENERGY STAR qualified appliances and helping to
educate consumers about the ENERGY STAR program. Award
winners are selected from more than 17,000 organizations that
participate in the ENERGY STAR program.

Don’t take our word for it

Electrolux strives for excellence in sustainability — but don’t take our word for
it. We prefer our products and performance to speak for themselves.

Prémio

CASA

2010

The Electrolux Turbo Acqua Jet was awarded UNESCO’s pres-
tigious Planeta Casa Award in the home appliances category.

A high-capacity washing machine, the Turbo Acqua Jet uses
centrifugal force to push laundry to the walls, where jets of
water and soap penetrate the fibers, reducing water use by
40%.

Dow Jones
(. Sustainability Indexes —

Member 2010/11

For the fourth consecutive year, Electrolux is listed as sector
leader in the prestigious Dow Jones Sustainability World Index
for long-term economic, environmental and social performance.

Electrolux is also ranked as a silver class member and sector
leader in the SAM Sustainability Yearbook 2011.

cekom research

Electrolux is sustainability leader of the consumer electronics
sector in German ratings organization Oekom.

We are also a constituent in FTSE4Good, a UK-based index
which measures the performance of companies that meet
globally recognised corporate responsibility standards.

= |WORLD'S MOST _uhics in focus

— Electrolux has been recog-
o ETH I CAL nized by the Ethisphere Insti-

&|COMPANIES

WWW.ETHISPHERE.COM

tute as one of the companies
in the ranking World’s Most

Ethical Companies 2011. The
ranking names 110 companies in 38 industries that surpass
their industry peers. The named companies are rewarded for
implementing business practices and initiatives that are instru-
mental to the company’s success, benefit the community, and
raise the bar for ethical standards within the industry.

») Prized approach
CANNES(?;

Vac from the Sea was recog-
LI nized as Best International
Communication at the 2010
European Excellence Awards,
gold at Cannes Lions 2011 and received a Golden Egg, Sweden’s
largest communications award. In the US, it captured a gold
medal from Andy and Bees’ and a Bronze World Medal from
the New York Festivals. “Keep Norway Clean” also awarded it a
Gullklypa. It was presented at the 2010 Mexico UN Climate
Conference, COP16.

58TH INTERNATIONAL FESTIVAL OF CREATIVITY

19-25 JUNE 2011
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Mailing address

SE-105 45 Stockholm, Sweden

Visiting address

S:t Goransgatan 143, Stockholm
Telephone: +46 8 738 60 00

Telefax: +46 8 738 74 61

Website: www.electrolux.com/sustainability
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