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Highlights
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Net sales and operating profit up

Fiskars business so
far resilient to
economic downturn
thanks to strong
brands and products

Comparable net sales
+9 %o*

Net sales EBIT w/o non-recurring
165.3 MEUR above 2010

EBIT w/o non- Non-recurring losses
recurring due to sale of Silva and

13.1 MEUR product recall

*Excluding Silva, currency neutral
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Sales growth in both
segments, led by
Garden in EMEA and
Outdoor in Americas

Outlook for full year
2011 unchanged:

Increase in sales and
operating profit excl.
non-recurring items
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Business Review
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Operating environment in Q3

Uncertainty increased

Economic environment remained uncertain and
predicting the business environment challenging

In Europe, consumer confidence has declined steeply in
Fiskars’ main markets and consumer demand seemed
to slow in the Nordic countries
The retail environment remained soft in most European
markets
In North America, consumer sentiment remained low
and shoppers are making fewer trips to stores, hunting
for bargains

Retailers are keeping stock levels tight and putting off
additional buying decisions
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Flat performance in home products

Q3/2011

* Home product sales flat
* Main markets at or below 2010 levels

+ SOC sales in the Americas above 2010 levels
+ Good Back-to-School sales
» Successful listings

- liittala’s store network continued to expand in
Japan, 8! store opened in Sano to complement the

10 shop-in-shops

Fiskars Q3 2011

HOME

Modern Scandinavian design
products for the kitchen, table, living
room and school, office and craft

7 7 . 3 MEUR net sales -2%

4 7 % of total sales

Oiittala FIskaRs®
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http://www2.fiskars.com/var/fiskars_amer/storage/images/frontpage/products/classroom/designer-non-stick-kids-scissors/designer-non-stick-precision-tip-kids-scissors-5/272504-1-eng-US/Designer-Non-stick-Precision-tip-Kids-Scissors-5_product_main_large.png

GARDEN

Good quarter for the Garden business

Q3/2011 Ergonomically designed tools for
gardening and construction

+ Good performance in EMEA 584 MEUR net sales,
* Increased distribution and sales of snow tools +17 %
strengthened Fiskars’ position in several key markets
- Also other categories performed well 3 5% o total sales

- Sales growth in the Americas
+ Successful cutting tools campaigns
+ Continuously good lawn-mowers sales

+ Marketing campaigns continued in selected
European markets
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http://photo.fiskars-db.eu/index.cgi/z-0000006441/

Strong performance in Outdoor business m

Innovative, essential products for an
Q3/2011 active lifestyle and durable leisure
boats

28 . 6 MEUR net sales,

-3%

In EMEA, Silva business divested in July — focus now
on increasing Gerber’s international distribution

Growth in boat business continued
i 17%
» Buster gained further market share of total sales

Strong growth continued in the Americas

+ Driving gains across knife, multi-tool and equipment
categories

« Institutional sales above 2010

6 GERBER
Buster' DRIVE

Gerber’s new brand identity and packaging
well received by the trade

FISKARS
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Q3

Spotlight: Brand building results
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Fiskars on TV, 2011 season
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http://www.gfk.com/middle_home.php?lang=en

Strengthened position in Garden hand tools

In the UK, Fiskars
brand was launched
in 2009 and has
been established as
a key brand in the
market.

e
]

>
e

Fiskars market position in Garden MB, source: GFK and:
management estimates e 8


http://www.nationalflaggen.de/flaggengrafiken-frankreich.html
http://www.nationalflaggen.de/flaggengrafiken-deutschland.html
http://www.nationalflaggen.de/flaggengrafiken-grossbritannien.html
http://www.nationalflaggen.de/flaggengrafiken-russland.html
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Net Sales Q3 2011
by Segment

Net sales, MEUR

250
200
150
100
50
0

Q310 Q410 Q111 Q211 Q311
Cn+1%

Page 14

EMEA

+1%

69% of total sales

Fiskars Q3 2011

Net sales, MEUR
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Americas

31% of total sales

Net sales, MEUR

+4%

Q310 Q410 Q111 Q211 Q311
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Fiskars Total

100% of total sales
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Net Sales Q3 2011
by Business Area

20
Net sales, MEUR Zv/o Net sales, MEUR Net sales, MEUR
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Net Sales and EBIT in Q3 2011

Fiskars Group

Net sales by quarter, MEUR
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Q311

EBIT by quarter, MEUR

25

-10

-15
Q310 Q410 Q111 Q211 Q311

EBIT% 81% 6,6 % 8,6 % 9,5% 7,9 %

Il EBIT excluding non-recurring items
Non-recurring items
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Net Sales and EBIT in Q3 2011

EMEA segment

Net sales 113.7 MEUR (112.2); +1%
or +1 % at comparable currency
rates

EBIT excl. non-recurring items
9.9 MEUR (9.3); +7%

Sales growth driven by Garden
business

Fiskars booked a non-recurring loss
of EUR 5.3 million related to the

divestment of Silva during the period
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Net sales by quarter, MEUR
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Net Sales and EBIT in Q3 2011

Americas segment

Net sales 52.0 MEUR (49.2); +6% or
+15 % at comparable currency rates

EBIT excl. non-recurring items
5.5 MEUR (5.4); +2%

Good sales development across all
businesses, led by Outdoor

 Strong performance in Outdoor
contributed to EBIT

* The segment recorded a EUR 1.1
million non-recurring item related to a
product recall

Page 18 Fiskars Q3 2011

Net sales by quarter, MEUR
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Cash flow and debt Q3 2011, MEUR

CF from operating Working Capital Capital Net debt
activities expenditure
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Key ratios in Q3 2011

EPS* Equity per Share Equity ratio, % Gearing, %
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Gain of Wartsila sales
[ Excl. Wartsila sales
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Q3

Outlook for 2011

FISKARS



Outlook for 2011 unchanged

Full-year net sales and operating profit excluding non-recurring items are
expected to increase compared to 2010

In the beginning of the year, Fiskars expected the general market situation to
remain positive in 2011. Since then, uneasiness about the economic outlook has
increased.

The trade is expected to continue focusing on working capital, and retailer
purchasing to remain cautious

Associated company Wartsila will continue to have a major impact on Fiskars’
profit and cash flow in 2011
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Q3 2011
In a nutshell
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Key figures Q3 2011

Net sales 165.3 159.5 4% 555.2 525.3 6%
Operating profit (EBIT)* 6.8 12.9 -47% 42.1 47.7 -12%
Operating profit excluding non- 13.1 12.9 2% 48.4 47.7 1%
recurring items

Share of profit from associated 7.5 17.3 -56% 29.3 35.9 -18%
company

Change in the fair value of standing -0.1 -0.6 -0.9 -1.8

timber

Profit before taxes** 14.8 26.6 -44% 138.3 76.3 81%
Profit for the period** 13.6 24.1 -43% 129.7 65.4 98%
Earnings per share, EUR 0.17 0.29 1.58 0.80

Equity per share, EUR 6.37 6.57 -3%
Cash flow from operating 25.3 18.3 38% 65.5 63.0 4%
activities***

Equity ratio, % 57% 55%

Net gearing, % 36% 41%

Capital expenditure 4.6 3.5 33% 14.9 11.0 35%
Personnel (FTE), average 3,463 3,631 -5% 3,606 3,594 0%

* Including a non-recurring loss of EUR 5.3 million related to the sale of Silva and a EUR 1.1 million non-
recurring loss related to product recalls in Q3 2011
** Including a non-recurring profit of EUR 69.8 million from the sale of Wartsila shares in Q1 2011

raere ™ Including Wirtsilé diyidend of EUR 40.9 million in Q1 2011 (29.5) FISKARS
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Fiskars IR Calendar and Contact Information

Q1 Interim Report May 5, 2011 Fiskars Corporation
Q2 Interim Report August 5, 2011 Hameentie 135 A

Q3 Interim Report October 27, 2011 P.0. Box 130 L
FI-00561 Helsinki, Finland

Tel +358 204 3910
Fax +358 9 604 053

IR Contact

Anu llvonen

Tel +358 20439 5446
Anu.ilvonen@fiskars.com
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Analyst coverage

To the best of our knowledge, the following persons follow the Fiskars share. They do so
on their own initiative, and Fiskars takes no responsibility for the opinions expressed.

Carnegie Investment Bank
Tommy limoni, +358 9 618 71 235

Evli Bank
Mika Karppinen, +358 9 4766 9643

FIM
Mona Grannenfelt, +358 9 6134 6503

Nordea Bank
Johannes Grasberger, +358 9 165 59929

Pohjola Bank
Jari Raisédnen, +358 10 252 4504

Swedbank
Tomi Tiilola, +358 20 746 9154
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Disclaimer

The content of this presentation contains time-sensitive information that
IS accurate as of the time hereof.

A number of forward-looking statements will be made during this
presentation. Forward-looking statements are any statements that are
not historical facts. These statements are based on current decisions
and plans and currently known factors. They involve risks and
uncertainties, which may cause the actual results to materially differ
from the results currently expected by Fiskars Group.

If any portion of this presentation is rebroadcast, retransmitted or
redistributed at a later date, the Fiskars Group will not be reviewing or
updating the material that is contained herein.
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Lasting everyday design,

since 1649
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