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TAKKT: business overview

business o sales channel: B2B direct marketing
activity o products: durables/specialties
coaraphic e regional diversification: > 25 countries
dg=adrap e turnover by region: ~ 60% Europe/

balance

~ 40% North America

e number of customers: ~3m
key facts o advertising media sent out per year: ~ 50m
e number of employees (fte): ~ 1,900
e product range: ~ 160,000
e turnover 2010: € 0.8 bn
financials e turnover growth (CAGR 1985 — 2010) ~10%
e op. EBITDA margin (1985 — 2010) >10%
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TAKKT: strategic success factors

clear
business
focus

clear
organisational
structure

clear
strategy for
growth

clear
value-added for
customer
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TAKKT success factors: clear business focus

product
A
products
price insensitive
l\éf‘encl#g‘ & order value ~ €470
broad product range
components
—
W.W.Grainger
MSC Industrial
sales channel
consum- Office Depot elITEE MEEHITE
ables Staples | drop/stock shipment
iosn;ﬁ?nt central warehouse
sales branch channel
force based

system business with stable gross profit margin
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TAKKT success factors: clear value-added for customers

Example: Business Equipment Group

suppliers ; | customers
customer 1
supplier A A
supplier B ©. k3 <~
KAISER-+KRAFT P —
services: ™
- short delivery time customer 3
- e-procurement
_ - active supply chain _
total: | management total:
~ 500 suppliers - ~ 1.1m customers

=» consolidator and supply chain manager




TAKKT success factors: clear strategy for growth

o e new product groups
1. acquisitions
e new customer groups

e roll-out

e expansion of service and product portfolio
e Kkey account management

e integrated e-business

2. multi-channel
activities

(organic)

3. web-only o development of new brand platforms
activities e roll-out into all groups
(organic) » optimisation of on-site and off-site activities




TAKKT success factors: clear organisational structure

TAKKT EUROPE TAKKT AMERICA
BEG OEG PEG SPG OEG
KAISER + KRAFT Topdeq C&H Hubert NBF
EUROPA Service Service Service Service
KAISER+KRAFT Bl | National
ALLES FUR DIE FIRMA. TopdeQ HUber' l:fj Eﬂfm:jrse
]
gaerner AVENUE Sentral Alfax
Gerdmans
KWESTO MIDUWEST
Eé?teo-de @ I{HE(EHEHIE!J *‘? SUPPLIES \2— ,g"ga%r‘é?g office furniture.com

BEG = Business Equipment Group PEG = Plant Equipment Group

OEG = Office Equipment Group

SPG = Specialties Group

} holding
} divisions

~

groups &
>~ service
companies

<

multi-channel
brands

web-only
brands
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Strategic agenda: growth and profitability targets

growth
targets

growth
initiatives

profitability

targets

long-term average growth ~10% p.a.
~ 50 % organic growth
~ 50 % by acquisitions
at least one new start-up or acquisition p. a.

acquisitions
multi-channel activities (organic)
web-only activities (organic)

EBITDA margin within corridor of 12 to 15 %




Growth initiatives 2011/2012

.
[ ]

new product groups
new customer groups

2. multi-channel .
activities °
(organic) .

further increase of private label sales
roll-out

expansion of service and product portfolio
key account management

integrated e-business

3. web-only °
activities o
(organic) .

development of new brand platforms
roll-out into new countries
optimisation of on-site and off-site activities




TAKKT: multiple channel strategy

multi-
channel
brands

web-only
brands

{

\r—

-

catalogue +
e-procurement + <
key accounts

catalogue + <
web shop

pure online
business

large customers

mid-size customers

smaller customers

repurchasing
“regular
customers”

“walk-In
customers”:

new, additional
customer base

=» web-only brands open up new online markets while at the same time

safeguarding the traditional multi-channel brands
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E-commerce: continuous trend upwards

E-COMMERCE SHARE OF TURNOVER

[ [IF .
IKad 'n Percent

20 - }
e-procurement

15 A
10 -

5 _

<1 :
/ } online-only
2000
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Economic development: value and growth drivers in the economic cycle

average order value (AOV) fluctuates gross profit margin is slightly anti-cyclical

GP
margin

order frequency (OF) fluctuates continuous gain of new customers

A GDP

in % no. of
custo-
mers
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Positive effects of diversification in 4 dimensions throughout cycle

diversified industry mix
- production oriented industry
- service sector

+ - non-profit organisations +
A diversified region and

country portfolio
- North America

- Western Europe
- Eastern Europe

v - Asia

+ diversified age structure +
- new start-ups

- established companies

diversified product range
- business equipment dimensions of

- office equipment diversification
- foodservice equipment

TAKKT G



Flexible cost structure is basis for margin stability throughout cycle

business model generates high free cash flow

stable
gross margin

stable _
margins high
TAKKT
cash flow 5w ord.

CAPEX

high free
cash flow

cost of goods

turnover

N
o
v
!
=
Q)

=» effective management of profitability margins via strict cost control
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Outlook for 2011 and 2012

o 2011: forecast for organic growth remains at around six percent

e 2012: in a stable growth environment (i.e. unchanged GDP growth rate as in
2011) organic growth of three to five percent possible; if the economy
develops favourable, organic growth should improve; if the economy
retreats to a lower level, organic growth will be negatively impacted

=» long-term growth course

o operational profitability (EBITDA margin) could reach 14.0 percent in 2011
provided the turnover target is achieved

o capital expenditure at long-term average of one to two percent of sales

TAKKTAG



Why invest in TAKKT?

e product diversification
e independence from customers and suppliers
e regional diversification

balanced
risk portfolio

e duplicable system business
sustainable e entering new markets / product groups

growth potential » expansion / penetration of established markets
(online & offline)

o stable gross profit margin
o stable EBITDA margin
e high (free) cash flow and dividend potential

high + stable
profitability

TAKKTAG
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Characteristics of different customer types

walk-in
customer

regular
customer

business size

potential per
customer

price sensitivity

quality & service
orientation

process cost thinking

consulting needs

111

=» separate strategy to address walk-in customers needed
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TAKKT: traditional catalogue business vs. web-only business

aE -

: 4
== -
il .
p_‘ﬁ e -Ij 2
KAISER+KRAFT =~
'ulﬁm -

certeo

we equip your business

» traditional catalogue business

» focus: customer lifetime value

» implementation of catalogue on the
internet as copy

» catalogue not appropriate for
acquiring small-sized businesses as
new customers

» walk-in customer business

» focus: order profitability

» flexible product offering and pricing on
the internet

» cost-efficient marketing towards
small-sized customers

EBlTRA %  customer lifetime value

EB|T/E\)A % " order profitability

%)

=» profitability of both businesses is comparable
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TAKKT: options for entering online walk-in customer market

> ere
3! ’ www.kaiserkraft.xx c e r t e 0

= we equip your business
+ protection of traditional business
+ leverage of existing online platform modell
and traditional catalogue brand + flexibility to use web marketing tactics

(e.g. flexible pricing, flexible offering)
- dilution of quality/service-oriented

+ full usage of backend infrastructure
customer base

= synergies
+ incubator and testing laboratory for

online business, separated from other
businesses

- limited possibilities to use marketing
tactics needed to generate relevance
for walk-in customers

+ positive experience with
officefurniture.com in the US

=» tested and proven multi-brand strategy also in online environment

TAKKTAG



Industry trends: fostering TAKKT business model

consolidation of business partners from product cost to process cost thinking
Pl search

” - 2 costs

5 S 2} selection

=1 = Wi costs

€ 'S ~ 1 order

— — costs

e-commerce

Jolddns
Jawolsno
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Clear potential for future growth

product
N
T — ?? .......................................... ? .........
foodservice-
e S IR @i | e, Q...
equipment/spec. . °
in terms
office of sales
e I cccccccceeesneeeees | e (" socoo00000 .
equipment
business | KNSR A [ Y—
equipment
_ _ > region
Europe North America Asia

=» objective: diversified product portfolio via duplication of system business
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TAKKT growth strategy: typical profitability life cycle of new start-ups

profitability development follows
typical life cycle curve . . .

. . . since the share of the
advertising circulation going
to customers builds up only
gradually

~

\ EBITDA
margin
established
companies
costs - BEP 3-5 years

100%

M circulation split

non customers

0%l
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TAKKT share: good development

SHARE PRICE DEVELOPMENT

Ed in EUR

15.3
13.1
10.9

8.7

6.6

= TAKKT share
= SDAX (indexed)

Jan-11 Mar-11

May-11

Jul-11

Sep-11

Nov-11

65,610,331 shares
ISIN DE0007446007

market capitalisation:
~ Euro 560 million

shareholder structure

- free float: 29.6 %

- Franz Haniel & Cie.
GmbH: 70.4 %

SDAX performance in
2011: -16%

performance of TAKKT
share in 2011: - 20%
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Key figures per share: stable ordinary dividend for 2010

KEY FIGURES PER SHARE
Ed 2006 - 2010 in EUR

1.2 - l .

11y_ll II II [ ]

; E = B = il =

.1 BERNE B

0.4 - l I cash flow per share
| == l . l . l . l earnings per share

0.2 l l l l l l l l l W dividend per share

I special dividend

2006 2007 2008 2009 2010

30% 75% 71% 78% 61% payout ratio
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Key figures P&L
S
turnover 958.5 986.2 932.1 731.5 801.6
EBITDA 119.5 142.3 133.1 68.7 100.6
EBITA 105.2 125.0 117.3 49.4 80.8
EBIT 105.2 125.0 117.3 49.4 68.0
profit before tax 92.9 116.1 111.0 42.4 59.0
profit 62.5 79.3 75.1 27.8 34.6
TAKKT cash flow 81.7 101.2 97.1 56.1 70.3
free cash flow 64.4 49.1 69.0 66.4 81.6
EPS (in EUR) 0.84 1.07 1.01 0.41 0.52
CEPS / CFPS (in EUR) 1.12 1.39 1.33 0.84 1.07
payout ratio (in %) 29.6 74.7 71.1 77.5 61.2
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Key figures balance sheet / covenants

ﬂ in EUR million / other
@ net borrowings 188.7 124.6 82.1 169.8 166.6
net borrowings (ye) 164.8 81.6 79.9 180.8 139.2
CAPEX (incl. acquisitions) 72.0 47.4 27.9 60.1 6.7
change in working capital 14.5 9.8 4.6 -14.2 -15.4
gearing 0.6 0.3 0.2 0.8 0.6
interest cover 8.7 14.1 21.0 6.9 9.0
debt repayment period (y) 2.3 1.2 0.8 3.0 2.4
equity ratio in % * 48.1 59.2 61.7 45.1 46.5

TAKKTAG * without non-controlling interests



Key figures personnel

ﬂ in EUR thousand / other
2006 2007 2008 2009 2010

employees (full-time @) 2,016 2,040 1,980 1,817 1,775
turnover per employee 475 483 471 403 452
personnel costs per empl. 57.2 55.1 52.1 55.6 61.5
TAKKT cash flow per empl. 40.5 49.6 49.0 30.9 39.6

employees (f.-time at 31/12/) 2,027 1,971 1,960 1,768 1,807

TAKKTAG



Financial calendar 2012

18/01/2012  Cheuvreux German Corporate Conference, Frankfurt
16/02/2012  preliminary figures 2011

22/03/2012 financial statements press conference
+ analyst presentation

March spring road shows

26/04/2012  interim report for the first quarter 2012
08/05/2012  annual general meeting, Ludwigsburg
June summer road shows

31/07/2012  interim report for the first half-year 2012
September  German Corporate Conference, Munich
30/10/2012 interim report for the first nine months 2012
November autumn road shows

November German Equity Forum, Frankfurt
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Contact

TAKKT AG
Presselstrasse 12
70191 Stuttgart
Germany

Phone: +49 711 3465-80
Fax: +49 711 3465-8100
e-mail: service@takkt.de
www.takkt.de

Corp. Finance/lnvestor Relations
Mr Frank Schwitalla

Phone: +49 711 3465-8222

Fax: +49 711 3465-8104
e-mail: frank.schwitalla@takkt.de
www.takkt.de
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