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1. Opening of the event

\ Ag e n d a Jyri Luomakoski, President & CEO of

Fiskars Group

2. Busines s Area Fiskars C resilience
combined with an efficient capital
structure
Jussi Siitonen, CFO of Fiskars Group

3. Capturing the hearts and minds of
consumers since 1649
Dr. Steffen Hahn, CEO of Business Area
Fiskars

4. Q&A

5. Product showcase at Fiskars Group
Campus
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Pioneering design to make the everyday extractdjods
home of desiguriven brands for indoor and outdoor living

FISKARS®

Est. 1649

$GERBER

Est. 1939

GEORG JENSEN WEDGWOOD

Est. 1904 Est. 1759

oo  IITALA

ARABIA <
Arabia est. 1873 Est. 1881 Est. 1783



Fiskars Group has a vwallanced global footprint

~130
NORTH AMERICA Nordics APAC
~ 0 ~20 C
UK &
Ireland ~20
~50 ~100
Continental
ST China Japan
Global presence +100 countries 20
EUROPE
~500 own stores ~50% of net sales - N
+60 own e-commerce stores
~100
7,000 employees
[]
13 own manufacturing units Australia
Own manufacturing units Fiskars 0 Headquarters

Own manufacturing units Vita '@“.-:-} Own stores (incl. concessions)
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Vita and Fiskars: Independent Business Areas with differ
strategic growth opportunities

BUSINESS AREA FISKARS (Nsales: EURmM531%) BUSINESS AREA VITA (Netles: EURmM610%)

[ — — — — — — — — — — — — — — — — — — — — — — — — —

CHANNELS BY NET SALES CHANNELS BY NET SALES

| I

- : : : I

Direct A A market leader in : A Unique portfolio of |

Eﬁ its categories | desirable brands |

| Indirect Direct |

. A Innovation -driven | A Recognized for |

Indirect | . . |

I creative design |

GEOGRAPHIES BY NET SALES A Access to the | GEOGRAPHIES BY NET SALES |
leading retail players I Americas A ~500 own stores and |

in each country | 10% online |

I =09 Americas | |

| Asia- |

Europe A 60% sourcing, 40% | Pacific A 40% sourcing, 60% |
Asia-Pacific manufacturing I manufacturing |

| I

Fiskars Corporation acts as a holding company for its two operationally independent subgroups

*LTM Q3 2025, Net sales splits FY 2024
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+7 1 3] 271 6CL 301 61 81 Zwoperatioded)yj
Independent Business Areas

2023 :
BAs as business owner,
P&L accountable

FEBRUARY 1,2025:
Operationally independent
Business Areas with own CEOs

202 0:
BAs as product owner, part of
Group-wide matrix organization

BA
Fiskars

Brand, marketing &
communications

Global Sales

Supply Chain

Scalable platforms

Group Business
Services

Group Functions
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Thisway of operating enaldpsef
executionand Is a key enabler for future
growth

Full business Transparency and
accountability measurability
End-to-end responsible More precise target
business CEOs, improved setting and capital
flexibility and speed allocation

Independent legal entities * Dedication
Enable structural Accelerate differing
optionality growth opportunities

Fiskars Corporation acts as a holding company for its two
operationally independent subgroups

*Legal entities expected to be finalized by the end of Q1 2026
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Different P&L profiled Business Area Fiskars demonstrats

high SG&A efficiency

LAST 12 MONTHS (Q3 2025)

NET SALES SG&A AND

DEVELOPMENT GROSS MARGIN MARKETING
)z Marketing
Fiskars -3.7% 39.3% - 27.0%

OOOOOOOOOOOOOOOOOOOOOOOO

EBIT MARGIN

13.0%

5.3%

7.5%



ROIC: Invested Capitatructure highlightsfferent
Businesérearoles

NET OPERATING RETURN ON
INVESTED CAPITAL (EURM) BY BUSINESS AREA CAPITAL PROEIT AETER INVESTED
TURNOVER (LTM) TAXES (LTM) CAPITAL (LTM)
1,263 Vita  Other 3.0X - 15% - 40% -
340
ARE (27%) 40% 60% 0% Fiskars
Capitalized 133 0 0 0 ;
Leases (11% 15% 50% 35% FELETE Fiskars
PPE and 227 0 0 0
Bio Assets (18%) 15% 45% 40%
(} Group
Intangibles (27%) 2% 85% 10% 8 Sl Q Vita
Vita
018 () Group
coodl ar 1%  99% 0% O vita
0.0X ——m 0% — 0% -

Sep-25
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Tariffs are more pronounaadBA Fiskars, SG&A
Improvements mitigating impacts

Q3 2025 BA FISKARS EBIT EXCL. IAC BRIDGE, EURmM
20 -

10 -

Sales Gross Tariffs Marketing SG&A Other Q3-25
Volume Margin Income
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Tariff iImpacts & response: Focus on ma
share and cashflow

Exposure

A U.S. exposure heavy with

Fiskars BA: ~ 30% of Fiskars A tqo LeBnitiI aieZ' S Z Ii_DIJe1re>'s, >or?s; . Al
Group's net sales, ~ 50% of Yell=lth A p

"Yoal- Sach BGhEGI a D9 engoing proguctiviy

: initiatives
sales, ~ 10% of Business Area p _
alctea 3. C C A0t” Ca Expanded scope of steel tariffs

announced in August requires further

Ad- z1BSCfca_, tB Ccag¢>>CefosaAai

Actions

materializing: Retailer AC [YaAa - a_t1- ¢t 1-
demand and inventory competitive position:  Prioritizing
behavior affected more market share and cash flow

rapidly than anticipated A Rebasing sourcing : Measures to

optimize its supply chain in the
long term
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Business Area Fiskars:-eredrsified, yet united oytting

competence

SALES SPLIT BY CATEGORY

Other

Cooking

Scissors &
creating R

Gardening

Outdoor

NET SALES, EURmM

530.9

LTM Q3 2025
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SALES SPLIT BY CHANNEL

Direct

Indirect

COMPARABLE EBIT, EURmM

69.1

LTM Q3 2025

SALES SPLIT BY COUNTRY

Finland
11%

Germany

Poland EIA us

0
Sweden el

Norway

Rest of the world

U.S. AND EUROPE

~50/50

CONTRIBUTION TO NET
SALES



We serve consumarsund the worldthrough major retall
partners, online and offline

We sell almost 100 pairs We sell enough stick The number of Fiskars
of scissors per minute tools in the Nordics each products sold in Australia
during the Back -to- year to equip roughly suggests they could be
School season in the USA every tenth person present in roughly half of

all households

Note: Estimates based on units sold
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Geographically diverse wanllass manufacturing combined

with efficient sourcing

s
g N
N

Own manufacturing

¢ Distribution centre

N4

MANUFACTURING UNIT MANUFACTURING UNIT MANUFACTURING UNIT MANUFACTURING UNIT
PORTLAND, OREGON, U.S. SLUPSK, POLAND BILLNAS, FINLAND SORSAKOSKI, FINLAND

TEORCPE, T
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Harnessing o776

years of legacy
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We have always been at th
forefront of innovation

Kaksikymmenta vuotta liian aikaisin

Yritykset | Fiskars toi mikroaaltouunin markkinoille jo vuonna 1965,

/ G
mutta siihen aikaan suomalaiset totuttelivat vasta jadkaappeihin. //;/J/(/////(/ = ]‘ { .....
tannanditin =) \\§ oie
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1 UbS- ¢S3S5Ct Beriskars 3 €4
launched the microwave oven already in
1965 but at that time Finns were still

rewepE———
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Fiskars oli ensimmaisten joukossa Euroopassa valmistamassa mikroaaltouuneja v
1973. Kuva: Fiskarsin arkisto

1966




The claw
weed - puller

. The Power
Gear
mechanism
In 1996

he fopeless
tree pruner in
1997

Note: Fiskars has innovated certain functionalities to improve these products
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Fiskars delivers functional AND emotional v@ 64
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Durable design: a cornerstone of our commitment to
sustainability

Circularity Repairability

: L
Several of our product ranges, Many of our products use circular The Fiskars X -series DualAction
such as X-series axes, have an materials 1 the Fiskars Classic scissors pruner has replaceable blades
extended 25 years guarantee are made with 92% recycled steel making it easily repairable

More information about sustainability at Fiskars Group www.fiskarsgroup.com/sustainability
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http://www.fiskarsgroup.com/sustainability

4 A marketeader in

gardercutting







Over one billion Classic Scissors sold worldwide

= GCNNstyle Ars Design Fashion Architecture Luxury Beauty Video

One billion and counting: Why the scissors in
vour kitchen are a work of genius

Oscar Holland, CNN
® 4 min read - Updated 6:23 AM EDT, Fri August 11, 2047
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Offering supplemented by the ﬁGERBER
regional categories of outdoor &
cooking

COOKING




