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2010 At a Glance

Group data 2006 to 2010

2009
restated?
Turnover — Group
— Brand Business
— Volume Business
Change
Foreign share
Key return figures
Cash flow from operating activities
EBIT
EBIT margin
Earnings before income taxes (EBT)

Net result for the period
from continuing operations

Net result for the period
from discontinued operations

Result for the period
Net return on sales ¥
Return on equity 4
Return on total capital ¥
Key figures per share
Result for the period 24
Cash flow 2
Dividend per share
Special dividend
Employees
Annual average
At year-end — Group
— Brand Business
- Volume Business
Personnel expenditure per employee
Investment in tangible assets
Investment ratio
Depreciation on tangible assets
Total assets, equity and liabilities
Equity
Equity ratio

' Restated due to the disposal of Bathroom Furnishings and the reorganisation into Brand and Volume Business.
2 Not including repurchased treasury shares

3 Proposal to the Annual General Meeting

4 Based on continuing operations from 2009
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4 The Board of Management

The Board of Management
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We have had a year of good news for our shareholders:

In spite of selling the Bathroom Furnishings division, Leifheit again outperformed its result for
the previous year, proving that our new strategic direction is right. We will therefore again be
proposing a special dividend of € 2.00 in addition to the higher dividend of € 1.00 per share at
the Annual General Meeting.

In 2010, we also completed both of the main strategic steps that have put our Company on a
solid foundation again. This allows us to now take Leifheit into the crucial phase of a growth
strategy geared to sustainability and momentum with the planned third strategic step.

To recap, the two steps that we began to implement in 2008 with the motto “Focus —
Innovation — Speed” were:

m Step one: We set up a comprehensive reorganisation plan with “Fit for the Future”. The aim
of this was a long-term efficiency enhancement.

m Step two: Our stated aim was to focus Leifheit on its core competencies. We achieved this
goal by selling the ladders business and the Bathroom Furnishings division: Leifheit is once
again a pure-play provider of household goods.

In this way, we created the necessary basis for significant future growth in turnover and in-
come. To make sure we achieve this goal quickly and confidently as well, the Group approved
the third central step in its strategic reorientation as at the start of 2011. The implementation of
this growth strategy has been mapped out from 2011 to 2014.

The growth strategy, for which we have chosen the motto “Leifheit Go! - Growing (by)
Opportunities” is built on two key pillars: The first one concerns our brand. In intensive market
research conducted on the main markets of Germany, France and Poland, we analysed how
our products are used and bought. From this we derived a brand strategy with which we will
hone our brand profile with both further improved and innovative products and more intensive
communications with creative marketing strategies.

The second pillar is an internationally geared sales strategy that expands existing sales
channels while opening up new ones.
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To our shareholders and friends of Leifheit

The sales strategy

Our strategy for sales centres on systematic growth on our core markets. We are planning to
generate about half of our growth organically and half by buying companies that complement
us well in terms of brand quality, profile and corporate culture.

We have divided our growth markets into two categories: The Focus 1 countries are the
German-speaking countries (Germany, Austria and Switzerland) and the high-turnover nations
of France, Spain, ltaly, Benelux, Poland and the large Russian cities. The Focus 2 countries are
Northern Europe, Eastern Europe, the UK, China and the US.

The Leifheit brand strategy

Our brand strategy is based on professional analyses and studies of fundamental data, which
look very closely at current and future requirement profiles and consumer expectations. These
studies have clearly shown that the attitudes and values of our customers are changing; we are
moving with these changes by centring our marketing activities on user needs. From this we
can also derive future innovations, which include new and successful products which we can
develop further. The new Leifheit range, which we presented to the public in February at the
main trade fair for our line of business, Ambiente, has already incorporated the initial results of
these studies, as has our latest TV commercial for our “Linomatic de Luxe” rotary dryer.

Focusing organisation on new growth

Big growth targets can only be achieved if the organisation can support and implement them as
well. This is why we are continuing to develop our organisation by rigorously focusing on
strategy-driven customer and brand management. This creates greater market-orientation and
increases business success. To do this we have separated the organisation for Brand and
Volume Business.

The key growth driver will be Brand Business, where we are aiming to raise the potential of our
well-established quality brands internationally. The growth in Volume Business will primarily be
achieved through acquisitions or business combinations.
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Shares as an indicator for the quality of business policy

Since 2009, our shareholders have seen a steady rise in the price of Leifheit shares, which
has been marked by only a few interruptions. Above all, our strategic repositioning is geared
towards creating additional benefits: Additional benefits for our customers, additional ben-
efits for our employees thanks to more attractive and more stable jobs, and also additional
benefits for our shareholders, which will then be reflected in a adequate dividend and further
increases in the share price.

We wish to thank you, our shareholders, for placing your trust in us in the past year and we
hope that you will stay with us on the road ahead! We have shown that we will do
everything in our power to continue your enjoyment of your Leifheit shares.

The Board of Management of Leifheit AG

/O*j W‘%f s -0 Wm(

A\,
Georg Thaller Dr. Claus-O. Zacharias
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8 Corporate governance

Corporate governance

The term corporate governance stands for responsible
corporate management and control geared towards
long-term value creation. At Leifheit, we orient ourselves
on the German Corporate Governance Code. The Code
presents essential statutory regulations for the manage-
ment and supervision of German listed companies and
contains internationally and nationally recognised
standards for good and responsible governance.

Corporate governance has always been extremely im-
portant at Leifheit. The Supervisory Board and Board of
Management take it as their responsibility to ensure the
continued existence of the Company and sustainable
value creation by means of responsible and long-term
based corporate management. Our goal is to perma-
nently keep the long-term trust of our shareholders,
clients, employees, and the general public.

In the following section, the Board of Management will
report on corporate governance at Leifheit in line with
number 3.10 of the German Corporate Governance
Code — which also applies to the Supervisory Board.

Transparency in favour of shareholders and the public

We inform shareholders, analysts, the media and inter-
ested members of the public about major recurring
dates, such as the date of the Annual General Meeting
or the publication dates of the quarterly reports, in our
financial calendar. This calendar is published in the an-
nual financial report, the quarterly reports as well as on
our website.

We release information on the situation of the Company,
all major business changes, the development of the
Company and the financial position and results of opera-
tions of our Company in the quarterly reports and in
detail in the annual financial report on a regular basis
and in a timely manner.
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We provide our shareholders with all relevant information
for the Annual General Meeting at an early stage. We
publish the annual financial report on the past financial
year in a timely manner and on our website. Convening
the Annual General Meeting with the upcoming agenda
items and an explanation of the participation require-
ments is usually announced one-and-a-half months be-
fore the date of the meeting. All documents and informa-
tion on the Annual General Meeting are available on our
website. Immediately after the Annual General Meeting
we publish the attendance figure and voting results on
the Internet. Shareholders can either exercise their vot-
ing rights at the Annual General Meeting themselves, via
a proxy of their choice, or via a Leifheit proxy who is
bound by instructions. Voting instructions to the Leifheit
proxy can be issued before and during the Annual
General Meeting until the end of the general debate.

Thanks to our Investor Relations activities, we are in
close contact with our shareholders.

In order to ensure the greatest possible degree of
transparency and equal opportunities for all, our corpo-
rate communication is in keeping with informing the tar-
get groups in an equal and timely manner. We publish all
press releases and ad-hoc releases of Leifheit AG and
presentations from press conferences, analyst
conferences and the Annual General Meeting on our
website.

Cooperation of the Supervisory Board and Board of
Management

The Supervisory Board and Board of Management work
closely together in the Company’s interest. Their com-
mon goal is to ensure the continued existence of the
Company and its sustainable creation of value.



In accordance with the requirements under the applica-
ble legislation, Leifheit AG has a dual management
system, characterised by a personnel separation of the
management body from the supervisory body. The
Board of Management manages the Company under its
own responsibility and in the company’s interests,
develops the strategic orientation of the Company, coor-
dinates this with the Supervisory Board and ensures that
it is implemented. The Supervisory Board monitors and
advises the Board of Management and is directly in-
volved in decisions of material importance to the Com-
pany. The Supervisory Board consists of members
elected by the Annual General Meeting as well as
employee representatives. The Supervisory Board ap-
points the members of the Board of Management.
Fundamental decisions require its approval.

In line with the recommendation of the German
Corporate Governance Code, no former Board of Man-
agement members belong to the Supervisory Board of
Leifheit AG. In addition, the Supervisory Board reviews
the independence of its members.

The Board of Management regularly, promptly and com-
prehensively informs the Supervisory Board on corporate
policies and all issues relating to planning, business de-
velopment, the risk situation and risk management that
are relevant to the Company. In the process, deviations
of business performance from the previously formulated
plans and targets are described and justified. Under the
Articles of Association of Leifheit AG, important business
transactions are subject to Supervisory Board approval.

In accordance with the requirements under the applica-
ble legislation, the Company has taken out directors and
officers (D&O) liability insurance with an appropriate de-
ductible for the members of the Board of Management
and Supervisory Board. D&O insurance without a
deductible has been agreed for members of the Super-
visory Board.
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Appropriate control and risk management system

Good corporate governance also means that the Com-
pany deals with risk in a responsible manner. The Board
of Management ensures appropriate risk management
within the Company. Systematic risk management
ensures that risks can be recognised, assessed and
monitored at an early stage. The Board of Management
regularly informs the Supervisory Board of existing risks
and their development. The Audit Committee appointed
by the Supervisory Board regularly deals with monitoring
the accounting processes, the effectiveness of the inter-
nal control, risk management and internal audit systems
and with supervising the audit of financial statements.

Audit of the financial statements

The consolidated financial statements are prepared in
accordance with the International Financial Reporting
Standards (IFRS) as applicable in the European Union.
The legally required individual financial statements of
Leifheit AG, which are the determining factor for the
payment of the dividend, are prepared in accordance
with the provisions of the German Commercial Code
(HGB). We agreed with auditors Ernst & Young GmbH
Wirtschaftprifungsgesellschaft, Eschborn/Frankfurt am
Main, that the Chairman of the Supervisory Board shall
be informed immediately of any grounds for disqualifica-
tion or partiality occurring during the audit, unless such
grounds are eliminated immediately. The auditor is to
report without delay on all facts and events which arise
during the performance of the audit that have a direct
bearing upon the tasks of the Supervisory Board. In
addition, the auditor is to inform the Supervisory Board
and/or note in the audit report any facts ascertained
during the performance of the audit which are incon-
sistent with the declaration of conformity issued under
section 161 of the German Stock Corporation Act
(AktG).
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10 Corporate governance

Remuneration report

The following remuneration report is an integral part of
the management Report. Among other items, it de-
scribes the main features of the remuneration system of
the Board of Management:

B Performance-related remuneration for the Board of
Management

After preparation by the Personnel Committee of the
Supervisory Board, the plenary session of the Super-
visory Board is responsible for establishing the indi-
vidual remuneration of the Board of Management
members. The remuneration structure is based on
long-term corporate performance.

At the current time, the members of the Board of
Management receive remuneration consisting of a
fixed annual basic salary, annual variable remuner-
ation and in one case a longer-term variable
remuneration.

The fixed annual basic salary is paid out monthly and
is based on the area of responsibility and individual
performance of the respective Board of Management
member. This amount is reviewed at regular intervals
to determine if it is appropriate and in line with the
market. Annual variable remuneration is measured
using the EBT of the Leifheit Group and is paid out
following the adoption of financial statements. Long-
term variable remuneration is measured using the
EBT of the Leifheit Group in 2011 and 2012. A limit

has been established in the current Board of Manage-

ment employment contracts. One employment
contract has a multi-year basis for assessment.

In individual cases, the members of the Board of
Management receive remuneration for management

and supervisory activities at subsidiaries in addition to

remuneration for their activities as Board members of
Leifheit AG.
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There are no stock option programmes or similar
value-based incentive systems.

Fringe benefits exceeding the use of a company car
and reimbursement for travel costs are not paid by
the Company.

The Board of Management contracts contain no ex-
press commitment of a severance payment in the
event of early termination. Severance payments may,
however, be stipulated in individual termination agree-
ments. The Board of Management contracts contain
no change of control clauses.

The Annual General Meeting of Leifheit AG resolved
on 24 May 2006 not to publish the individual remu-
neration of the Board of Management members for
five years, beginning with financial year 2006. The
remuneration for the active Board of Management
members amounted to a total of k€ 1,785 in the past
financial year. Of this amount, k€ 1,210 was attributa-
ble to variable remuneration. The members of the
Board of Management have received remuneration for
performing duties for subsidiaries amounting to a to-
tal of k€ 100. As at 31 December 2010, no additions
were made to the pension obligations (defined benefit
obligations under IFRS) for active members of the
Board of Management.

Remuneration of the Supervisory Board

The remuneration of the Supervisory Board is regulat-
ed by the Articles of Association of Leifheit AG. In line
with the legal provisions and the requirements of the
German Corporate Governance Code, it takes ac-
count of the responsibilities and scope of tasks of the
members of the Supervisory Board, as well as the
performance of the Company. The members of the
Supervisory Board receive fixed remuneration as well
as variable, performance-related remuneration that
depends on the dividend.



Fixed remuneration: In addition to reimbursement for
their expenses, including the value added tax on their
remuneration, the members of the Supervisory Board
receive fixed remuneration of k€ 15 for each financial
year.

Variable remuneration: The members of the Supervi-
sory Board also receive variable remuneration of

€ 100 per € 0.01 of dividend per share distributed to
the shareholders in the past financial year.

The Chairman of the Supervisory Board receives three
times this remuneration, while his deputy receives 1.5
times this amount.

For each membership on a Supervisory Board
committee, each member of the Supervisory Board
receives an additional 25% of the fixed remuneration
of a Supervisory Board member. The chairman of a
committee receives double this amount. Members of
the Supervisory Board who belonged to the Board or
a committee for only part of a financial year receive
pro-rated remuneration for each month or part of a
month of service. The fixed remuneration will be paid
out in December of the financial year, while the varia-
ble remuneration is paid on the day of the Annual
General Meeting that decides on approving the
actions of the Supervisory Board for the respective
financial year just ended.
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The remuneration of the Supervisory Board recog-
nised as expenses for the financial year 2010 is

k€ 243 and is distributed as follows in line with
number 5.4.6 of the German Corporate Governance
Code:

Com-
k€ Variable mittee
30.0 11.3

Helmut Zahn 45.0

Dr. Robert Schuler-Voith 22.5 16.0 1.3
Dieter Metz 16.0 10.0 -
Karsten Schmidt 15.0 10.0 3.8
Thomas Standke 15.0 10.0 -
Dr. Friedrich M. Thomée 15.0 10.0 3.8

No remuneration was granted to the members of the
Supervisory Board for services provided individually.

Avoidance of conflicts of interest

No conflicts of interest arose affecting members of either
the Board of Management or the Supervisory Board that
would have required disclosure without delay to the
Supervisory Board.

Directors’ dealings and share ownership of the Board
of Management and Supervisory Board

In line with section 15a of the German Securities Trading
Act (WpHG), the members of the Board of Management
and Supervisory Board and their close relatives are le-
gally required to disclose all transactions involving the
purchase or sale of Leifheit AG stock or related financial
instruments where such transactions total or exceed

€ 5,000 in a calendar year. The notifications received by
Leifheit AG for financial year 2010 are published on its
website.
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The total holdings of shares in Leifheit AG for all mem-
bers of the Board of Management was 23,000 as at

31 December 2010. The members of the Supervisory
Board held a total of 2,386,646 shares of Leifheit AG
directly and indirectly as at 31 December 2010, of which
2,367,249 shares are attributable to Dr. Robert Schuler-
Voith.

Membership of Board of Management and Supervisory
Board members in statutory supervisory boards or simi-
lar German and non-German control bodies of business
enterprises can be viewed on page 91 of the consoli-
dated annual financial report. No member of the Board
of Management holds supervisory board mandates in
non-Group listed companies. In the year under review,
there were no reportable relationships or transactions of
related companies or persons.

Aims of the Supervisory Board in terms of its
composition

In September 2010, the Supervisory Board established
concrete objectives for its future composition:

B Fach member must fulfil the requirements laid down
by law and the Articles of Association to be a mem-
ber of the Supervisory Board.

B Fach member of the Supervisory Board must have
the required knowledge and abilities to properly fulfil
the tasks assigned to him by law and the Articles of
Association.

B Each member of the Supervisory Board must immedi-
ately disclose any potential conflicts of interest.

B The Supervisory Board must have at least one inde-
pendent member with specialist knowledge in the
areas of accounting or auditing the financial
statements.

B The Supervisory Board must have at least one mem-
ber with specialist knowledge in the area of law.
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B The Supervisory Board must have at least one mem-
ber with specialist knowledge in the area of the con-
sumer goods industry or branded companies in an
international environment.

B The Supervisory Board must have at least one mem-
ber with specialist knowledge in the area of business
administration.

B |n order to represent the largest possible range of life
experience, the difference in age between the young-
est and the oldest member of the Supervisory Board
should be at least ten years. No member of the
Supervisory Board should be older than 70 years old.

B At least one woman should belong to the Supervisory
Board of Leifheit AG.

All of these targets have been achieved except for the
participation of women.

Declaration of conformity under section 161 para. 1 of
the German Stock Corporation Act (AktG)

In financial year 2010, the Board of Management and
Supervisory Board have dealt with fulfilling the require-
ments of the Code, especially with the changes resolved
by the Government Commission on the German Corpo-
rate Governance Code on 26 May 2010. Based on these
discussions, the Board of Management and Supervisory
Board submitted a declaration of conformity under
section 161 para. 1 AktG in December 2010, the text of
which is printed in the consolidated annual financial
report (German version) under the heading “Erklarung
zur Unternehmensflihrung” (starting on page 35).

The declaration of conformity under section 161 para. 1
AktG and the declaration of corporate management un-
der section 289a HGB are permanently available on our
website.
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Business activities and organisational structure

Business activities

The Leifheit Group is a European producer of branded
products for selected areas of the household. The Leifheit
Group’s products are manufactured at production plants
in Germany and in selected countries in Europe and Asia.
They are sold under various brand names. Leifheit,

Dr. Oetker Bakeware and Soehnle are the Company’s
three main brands. The Group subsumes the products of
these brands under the segment Brand Business. The
second segment, the Volume Business, includes the
French subsidiaries Birambeau and Herby as well as the
Project Business.

Leifheit sells its products mainly in Europe, but also in the
US and Asia. They are distributed mainly by means of
delivery to large retail chains and wholesalers.

Changes in the Group’s structure

In order to refine its profile further, Leifheit spun off its
Bathroom Furnishings division with the Spirella, Kleine
Wolke and Meusch brands in the second quarter of
2010. In doing so, we are now concentrating solely on
our household goods business.

In a first step, we sold the Spirella group to the Swiss in-
vestment company Cross, Zurich at the beginning of
June. At the end of June, Kleine Wolke and Meusch
were sold to Possehl Mittelstandsbeteiligungen, Libeck.
In the interests of the work force, from the beginning we
were looking for buyers who intend to continue the busi-
ness and expand it so that the jobs of the employees
affected by the change remain intact. We achieved this
goal with the new owners.

With the sale of the Bathroom Furnishings division,
Leifheit systematically realised two of its main strategic
goals:

B | eifheit is now focussed exclusively on business with
household goods, specifically the business areas of
cleaning, laundry care, kitchen goods and scales.
These areas have generated the greatest successes
for our Company so far and also promise more
attractive income in the long term.

B \We are now dedicating all our energy and financial re-
sources to achieve a comprehensive growth strategy.
The aim is primarily strong organic growth, but also
strategically suitable additions if needed. An interna-
tionally-oriented, focussed distribution strategy and
strengthening the brands in our profile will further ad-
vance our Company. The result is that everyone will
benefit: from the employees to the shareholders.

Pursuant to the IFRS international accounting standards,
the disposal of the Bathroom Furnishings division re-
quires that this division’s business is reported separately
in the consolidated statement of comprehensive income
as “discontinued operations” (“Net result for the period
from discontinued operations”).

“Continuing operations”, which include the former
Household Products division and the former non-
allocable division (expenses for Group functions), are
presented in detail. As a result, the individual items of
the consolidated statement of comprehensive income up
to “Net result for the period from continuing operations”
contain only the remaining Brand Business and Volume
Business segments. Figures from the previous year are
presented in a similar manner, thus the current key fig-
ures can only be compared with the figures published
last year to a limited extent, as they still contained the
Bathroom Furnishings division (see reconciliation
schedule on page 58).
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Business activities and organisational structure

The balance sheet as at 31 December 2010 no longer
includes the deconsolidated Bathroom Furnishings
division, whilst the Bathroom Furnishings division is still
included in the balance sheet at 31 December 2009.
The two balance sheets are thus comparable only to a
limited extent.

Short profile of the divisions
After the sale of the Bathroom Furnishings division, the

Group was divided into the two segments of Brand
Business and Volume Business:

Leifheit Group

Brand Business Volume Business

Leifheit Birambeau

Dr. Oetker Bakeware Herby

Soehnle Project Business

The two segments are characterised by their different
strategies for cultivating the market:

® The Brand Business segment represents high-
quality and innovative products. It comprises the
Leifheit, Dr. Oetker Bakeware and Soehnle brands as
well as now the expenses for Group functions.
Expenses for the Group functions, which had previ-
ously been allocated to the “non-allocable” area, now
mostly pertain to the Brand Business following the
sale of the Bathroom Furnishings division.

Consistent brand management in connection with the
corresponding processes for innovation and market
launch underscore the quality aspect in the Brand
Business. We apply end consumer communication
and key account management to generate attractive
turnover and expand our position vis-a-vis retailers
and end consumers.

B The Volume Business segment is made up of the
Birambeau and Herby brands at the current time. In
this segment we sell products in the medium price
bracket in international markets with a strong service
component. In July, Leifheit obtained the remaining
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40% of the shares in the Herby Group from the
minority shareholder. Leifheit thus holds 100% of
Herby’s shares.

Another part of the segment is the Project Business,
which includes customer-specific product develop-
ments and their manufacture as well as contract
manufacturing for third parties at the Blatna plant, the
proceeds of which were recorded as internal sales
until the sale of the Bathroom Furnishings division.

Organisation, corporate structure and management
responsibility

Leifheit AG has been a stock corporation under German
law since 1984. Its domicile and headquarters are still at
its place of foundation, Nassau/Lahn, Germany.

Leifheit AG includes the expenses for the Group func-
tions as well as the major part of the operating business
of the Brand Business division. The main locations of
Leifheit AG are in Nassau (management and production)
and Zuzenhausen (logistics). There are also branches
outside Germany which are not legally independent, par-
ticularly for distribution in Brescia, Italy (foundation in
1982), in Aartselaar, Belgium (foundation in 1987), and in
Wiener Neudorf, Austria (foundation in 1995). Leifheit AG
has 13 direct or indirect subsidiaries and equity inter-
ests. Leifheit AG’s main equity interests (partly indirect)
are Leifheit s.r.o. in the Czech Republic (production),
Birambeau S.A.S. in France (logistics and distribution)
and Herby Industrie S.A.S. in France (logistics and
distribution).

The Board of Management of Leifheit AG establishes the
strategy for business development, is responsible for the
Group-wide central functions and manages the divi-
sions. The rules of procedure for the Board of Manage-
ment regulate the responsibilities of the individual Board
members. Their personal knowledge of products and
markets, customer- and country-specific characteristics
and their expertise in central Group functions ensures
the efficient and professional management of the Leifheit
Group.



Group strategy and corporate management

In 2010, the Leifheit Group completed both of the main
strategic steps that were launched in 2008 with the
“Focus — Innovation — Speed” programme and that put
the Company back on the path to sustainable growth.

B The first step “Fit for the future” marked the start of a
comprehensive restructuring programme that led to a
sustainable increase in efficiency.

m With the second step, Leifheit focussed on its core
competencies: business with household goods. This
was achieved primarily by selling off the ladder
business and the Bathroom Furnishings division.

In this way, we created the necessary basis for
significant future growth in turnover and income.

The third step now defines a comprehensive growth
strategy that extends initially until 2014. The growth
strategy communicated under the slogan “Leifheit Go!
Growing (by) Opportunities” is based on two pillars:

B The first one is a targeted brand strategy, which will
further refine the brand profile via intensified, target-
group oriented communication and consumer-
relevant products in order to increase turnover
significantly.

B The second pillar is an international distribution
strategy that aims to expand existing distribution
channels in an extremely targeted way while also
tapping new distribution channels.

As such, most of the growth is expected in the core
markets, where the greatest dynamic can be generated.

The strategy of the Leifheit Group is centralised while its
operations are decentralised. Fewer units and levels
ensure quick and efficient cooperation within the Group.
Strategy changes are therefore often linked to
concurrent changes in the organisational structure.
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The next step in our strategy development is further
developing our organisation and consistently focussing
on strategy-driven customer and brand management. In
order to do this, operations in the Brand Business and
the Volume Business are managed separately. The
organisational structure and the process organisation
are thus structured so that the targets of the strategic
business alignment can be achieved in an optimal way.

Remuneration report

The remuneration report contains the disclosures re-
quired under section 315 para. 2 no. 4 of the German
Commercial Code (HGB). It is included in the corporate
governance report of the annual financial report (starting
on page 8) and is part of the consolidated management
report.

Information under takeover law

The following section presents the information under
takeover law required by section 315 para. 4 HGB as of
31 December 2010.

The subscribed capital (share capital) of Leifheit AG
remained unchanged as of 31 December 2010 at

€ 15,000,000 and is divided into 5,000,000 no-par-value
bearer shares. Each share grants the same rights and
entitles the holder to one vote at the Annual General
Meeting.

There are no restrictions on voting rights or the transfer
of shares that the Board of Management is aware of.

There are direct and indirect equity interests in the
capital of Leifheit AG exceeding 10% of the voting
rights. Home Beteiligungen GmbH in Munich informed
Leifheit AG that it holds 47.34% of the voting rights in
Leifheit AG as of 31 December 2010. In addition, MKV
Verwaltungs GmbH in Munich informed the Company
that it holds 10.03% of the voting rights in Leifheit AG.
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There are no shares in Leifheit AG with special rights.
There are also no employee participation schemes, and
therefore no controls on voting rights.

Board of Management members are appointed and
dismissed and the Articles of Association are amended
in accordance with the provisions of the German Stock
Corporation Act (AktG). The Supervisory Board may
make amendments to the Articles of Association that
relate solely to their wording. There are no further
regulations in Leifheit AG’s Articles of Association.

By resolution of the 2006 Annual General Meeting, the
Board of Management is authorised, subject to the
approval of the Supervisory Board, to increase share
capital on one or more occasions by a total of up to

€ 7,500,000 until 1 May 2011 by issuing new no-par-
value bearer shares in exchange for cash and/or non-
cash contributions. The Board of Management is also
authorised by resolution of the 2010 Annual General
Meeting to buy back shares amounting to up to 10% of
the share capital by 8 June 2015. The terms of both res-
olutions can be found in the respective agendas of the
Annual General Meetings on our website.

There are no agreements or remuneration agreements
with the Board of Management or employees pertaining
to change of control provisions as a result of a takeover
bid and that satisfy the criterion of materiality.

Annual Financial Report 2010

Business activities and organisational structure ¢ The economic situation

Declaration of corporate management

The declaration of corporate management in accord-
ance with section 289a HGB is printed in the consoli-
dated annual financial report (German version) from
page 35 and published on our website at http://www.
leifheit.de/de/unternehmen/unternehmensfuehrung.htmil.

Report of the Board of Management on relationships
with related parties

In line with section 312 AktG the Board of Management
prepared a report on relationships with related parties
that contains the following final declaration:

“Our Company received appropriate compensation for
all legal transactions listed in the report on relations with
related parties, in accordance with the conditions known
at the time that such transactions were undertaken. No
business transactions subject to reporting requirements
were undertaken in the period under review.”
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The economic situation
Economy recovers faster than expected

After one of the most severe recessions of the post-war
period, the global economy recovered again surprisingly
well in 2010. For example, according to the International
Monetary Fund (IMF), global economic activity grew by a
total of 5% in 2010. Contributing to this were the
successful implementation of economic programmes
primarily in the US and Japan, strong growth in China,
and private consumption which began to stabilise again
gradually from the third quarter. The Euro zone
countries’ support of Greece also prevented the Greek
debt crisis from becoming worse and limiting positive
economic development in the second half of the year.

Germany occupied a special position in Europe this past
year. Unemployment rose in France, the UK, Italy, Spain
and Greece, while the consequences of government
budget consolidations also prevented a major increase
in consumption. The economic situation in Eastern
Europe is improving increasingly, but has not yet
reached its pre-crisis level again. In contrast, German
development decoupled itself from the other major
European economies over the course of the year. After a
significant decrease in 2009, the gross domestic prod-
uct (GDP) in 2010 was 3.6%, the highest growth since
reunion.

Most of the economic recovery took place in spring and
summer 2010 and had a positive impact on the employ-
ment market. Growth impetus in 2010 came not only
from foreign trade but from domestic trade as well.
Significantly more was invested in equipment such as
machines and cars in particular — pushing consumption
to a new three-year high as at the end of the year.
Private consumer spending rose by 0.5%. In 2010,
German retail turnover moved up by 1.3% to 1.6% year-
on-year. According to the Gesellschaft fur Konsum-
forschung (GfK), the non-food retail relevant for the
Leifheit business in 2010 generated turnover of almost
€ 148 billion (+2.6%) in total — the best turnover since
2002. It was characteristic for this development that
consumers are increasingly deciding in favour of quality
products and spent more money on average per
purchased item.

Creating Growth



18

Net assets, financial position and results of operations

Net assets, financial position and results of operations

Leifheit benefits from economic improvement

Leifheit developed well in 2010. For instance, total
Group turnover (excluding the sold Bathroom Furnish-
ings division) increased against the previous year to

€ 211 million. In the prior-year period, the corresponding
segments generated € 207 million (€ 204 million was
reported for 2009; the difference is due to turnover from
the Bathroom Furnishings division, which were recorded
as internal sales in the prior year). In Eastern Europe in
particular, where Leifheit had prospering markets until
the crisis, and in Southern Europe, the effects of the
crisis in the form of turnover declines are still being felt
throughout the sector. Currency depreciation led to im-
porter restraint and price adjustments, but higher default
rates were avoided. However, turnover also increased in
those areas towards the end of the year so that we
assume a recovery is starting there. Leifheit benefited
from a significant economic recovery in its core markets
of Germany, France and Austria. In its home market of
Germany, the Group boosted its turnover by 3% to

€ 89 million on a whole-year basis (previous year:

€ 87 million).

Business development in the segments

Communication intensified in Brand Business

For the Brand Business, 2010 was marked by compre-
hensive communication measures with end consumers.
The print and TV campaigns for the “Perfect Roll”
kitchen aid and “Twist System” floor cleaning system in
several European countries helped not only the products
advertised but also the entire product categories to
achieve more attention and increased turnover. With star
chef Christian Henze for our kitchen products and three-
time Olympic biathlon winner Kati Wilhelm for Soehnle,
we gained two brand ambassadors who represent our
products to the public in an efficient and promotionally
effektive manner.

The launch of our online shops for Leifheit and Soehnle
products is a reaction to the changed purchasing behav-
iour of our customers. Competitions and special offers
have brought additional consumer attention to our
products.

Group turnover by region in € m

2009

. Domestic . Foreign

74 Pl 207
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Brand Business - turnover by product category

€ 26 million
Scales

€ 26 million
Kitchen goods

€ 44 million
Cleaning

€ 68 million
Laundry care

The Leifheit brand claim “always a better idea” is not
limited only to the functionality of our products, but their
design is also attractive and functional. Some of our
products were again awarded prizes for their excellent
design in 2010. The “Perfect Roll” kitchen aid won
“Product of the Year” and “Kitchen Innovation of the
Year” due to its unique combination of shrewd innova-
tion, stylish design and high-quality functionality. The
“Garlic K” garlic press won the IF product design award,
while the “Profi EcoPerfect” floor cleaning system won
the red dot design award. The reliable combination of
function and design at fair prices distinguishes Leifheit
from many of its competitors.

Strong Brand Business demonstrates successful strategy
The Leifheit, Dr. Oetker Bakeware and Soehnle brands
together made a crucial contribution to Group turnover
at around 78%. With turnover of € 164 million, the
brands closed above the prior year level (previous year:
€ 162 million), although 2009 turnover still included
about € 6 million from the sold ladder business.

Most of the growth in the Brand Business came from the
German market: turnover there grew to € 83 million (pre-
vious year: € 81 million), increasing the domestic share
of turnover to 51%. The positive domestic business is
offset by decreases across all brands in Spain and ltaly,
mainly due to the still weak local economic conditions.

In detail, the four core categories developed as follows:

B With a turnover increase of 10%, the cleaning busi-
ness area expanded the most, mainly due to the
successful TV advertising in Germany, Austria, Swit-
zerland, the Netherlands, and the Czech Republic for
the “Twist System”, which also increased the general
exposure of the brand and improved turnover of all
cleaning products. In Germany in particular, turnover
from cleaning tools grew faster than the market and
we gained further market share. For the first time, we
became the brand leaders in wet floor cleaning
devices and window cleaning in 2010. Declines in
foreign turnover in the Czech Republic, Scandinavia,
France, Spain, Switzerland and the Far East were
offset by increases in Lithuania, Austria and Russia.

B The laundry care category grew 7% and benefited
mainly from the special offer business in Germany.
The first complete pressurised steam iron systems,
which we developed in-house, were launched in au-
tumn and received an extremely positive response
from the market. Turnover increases generated espe-
cially in some Eastern European countries offset the
turnover declines in the Netherlands.
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® Qur kitchen goods, especially Leifheit brand prod-
ucts, experienced increases in Germany. Favourable
development in Austria, France, Lithuania, Poland,
and the Middle East more than offset declining
turnover in Italy, Spain and the Netherlands. In con-
trast, Dr. Oetker Bakeware was more successful
abroad than in Germany. The kitchen category rose
by 7% overall.

B Strong competition and price pressure persists on the
market for scales, which even our Soehnle scales
could not avoid with a decline in turnover of 4%.
However, the countermeasures introduced have
shown effect: Despite the negative development in
the overall market, our Soehnle brand ensured clear
market leadership in Germany in bathroom scales
(40%) and expanded our market share in kitchen
scales (44%). Launching the “Solar Sense” and
“Comfort Select” products in 2010 contributed to this
and were temporarily sold out due to high demand. A
major strategic decision at Soehnle in 2010 was the
relaunch of our second brand Exacta, with which we
want to re-conquer market share in the lower price
sector.

With Soehnle, we are now focusing more on the
growing wellness and selfness market, which we en-
tered with our new Relax product line in 2010. The
Soehnle heat and massage products have been avail-
able on the market since September and exceeded
2010 expectations. This is also thanks to the
collaboration with Kati Wilhelm, who has been a
brand ambassador for Soehnle since September
2010. Due to the introduction of this new product
line, we will call the current category of scales from
now on “Wellbeing”.
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Our Brand Business performed very differently in the
various regions of our global activities and reflects the
respective economic situation. Turnover in Eastern
Europe collapsed in 2009 due to the crisis but increas-
ingly stabilised in the past year. Although the deprecia-
tion of many currencies made business much more
difficult, we still increased turnover in Eastern Europe by
5%. This development confirms in our view that our ear-
ly involvement in this region was the right decision and
that we will emerge stronger from the crisis in Central
and Eastern Europe. Vast differences remain in Western
and Southern Europe. While we increased our turnover
in Austria, France, and Belgium by 6% on average,
Portugal, Italy, Spain and Greece are still feeling the
after-effects of the crisis the most. In Spain, the unem-
ployment rate is 20.3%, a new negative European
record, which again negatively impacted our turnover.
Promotional business from the previous year could not
be repeated in these countries either. In the Netherlands,
our business increased in the second half again, but
overall it was slightly down year-on-year. In contrast,
turnover in the US went up. Reorganising our distribu-
tion structure in Japan meant that turnover was not gen-
erated again until the second half of the year. In contrast
to this, we recorded considerable increases in turnover
in China throughout the year.

Positive business performance in Germany was deter-
mined by two developments: increases in the distribu-
tion channels of DIY stores, discounters and mail order
more than compensated for lower turnover from de-
partment stores and specialist retailers as well as our
investments in increased end-user communication paid
off.
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Volume Business - turnover by product category

€ 1 million

Scales

€ 4 million '

Contract manufacturing

€ 13 million
Laundry care

€ 29 million
Kitchen goods

Volume Business increases again

In the Volume Business, we primarily distribute products
in the medium price bracket that we sell mostly in inter-
national markets with a strong service component. The

Volume Business contributed 22% or € 47 million (previ-
ous year: € 45 million) to Group turnover. This segment

generated turnover in the following categories:

® Kitchen goods generated the largest portion of turn-
over in the Volume Business. With a slight increase of
around 1% year-on-year, turnover in this category
was € 29 million. Birambeau has the main share of
this at € 24 million. New forms of presentation at the
point of sale boosted Christmas business considera-
bly and led to an increase of about 4% in turnover
from the previous year. Birambeau also benefited in
France from the frugality of private consumers due to
the crisis. In contrast, the € 5 million in turnover gen-
erated in the US from non-brand name kitchen items
was down slightly from the previous year’s figure.

B The laundry care category grew by 2% to
€ 13 million, thus accounting for 28% of the Volume
Business. Herby was a major contributor to this with
€ 11 million in turnover. Herby generated 8% growth
in its home market with the expansion of placements
and additional promotional business.

B At under € 1 million, scales, which are not distributed
under our brand name, were on par with the prior
year.

B Contract manufacturing at the Blatna plant gener-
ated € 4 million in turnover, thus contributing 9% to
the Volume Business. Contract manufacturing relates
to products manufactured at our Blatna plant on be-
half of third parties. These proceeds were recorded
as internal sales until the disposal of the Bathroom
Furnishings division. For better comparability of the
key figures, they are now also included in the previ-
ous year’s turnover. This increased the figure originally
reported for 2009 by € 3 million.

Results of operations of the Leifheit Group

Leifheit’s repeated good performance in a difficult
economic environment demonstrates the success of our
rigorous concentration on core business and on a multi-
track and multi-level optimisation process. Building on
the measures of previous years, we further optimised
our organisational processes in 2010 as part of the SAP
introduction.

Strict cost discipline, overhauling the product range and
working capital projects led to additional improvements
in results in the Brand Business. The effects were so
comprehensive that we compensated for the disposal of
the Bathroom Furnishings division as a result.
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EBIT and profit/loss for the period increase considerably

In 2010, we succeeded in lifting consolidated earnings
before interest and taxes (EBIT) to € 8.8 million even
excluding the sold Bathroom Furnishings division. The
previous year’s consolidated earnings (EBIT) including
the Bathroom Furnishings division were € 8.1 million.
The Bathroom Furnishings division contributed as much
as € 5.0 million to EBIT in 2009.

In continuing operations, Group EBIT more than doubled
from € 3.1 million to € 8.8 million. The Group result was
therefore within the expectations that we had forecast at
the beginning of the financial year.

The positive development of the Brand Business of

€ 2.8 million in income is included in the consolidated
earnings (EBIT) (previous year: € -2.5 million). The Vol-
ume Business contributed € 6.0 million (previous year:
€ 5.6 million) to Group EBIT.

The net result for the period from continuing operations
(excluding the sold Bathroom Furnishings division) was
€ 5.4 million (previous year: € -0.3 million).

Net assets, financial position and results of operations

Profit for the period including the effects from the dis-
posal of the Bathroom Furnishings division amounted to
€ 16.4 million (previous year: € 3.1 million).

Gross margin increases to 42.4%

Price increases for commodities and purchased goods,
more expensive purchases in US dollars and Czech
koruna, and higher sales deductions were offset by the
intense exploitation of margin potential. The gross
margin increased to 42.4%. In absolute terms, the gross
margin climbed by € 2.1 million to € 89.3 million.

Costs reduced again
Research and development costs amounted to
€ 3.7 million, level with the previous year’s figure.

Distribution costs rose by € 1.3 million to € 66.3 million.
Due to accelerated communication in the Brand Busi-
ness, advertising costs increased by € 0.7 million.
Changes in the allocation system for secondary function
costs led to higher distribution costs of € 1.0 million,
partially offset by lower shipping costs and outgoing
freight costs.

Results in € m

2010

2009

15

10

5

: H =
-0.3

-5

. EBIT from continuing operations
. Net result for the period from continuing operations

. Result for the period including discontinued operations
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Consolidated statement of comprehensive income (summary) in € m

Turnover

Earnings before interests and taxes/EBIT from continuing operations

Interest and financial result

Earnings before income taxes/EBT from continuing operations
Income taxes

Net result for the period from continuing operations

Net result for the period from discontinued operations

Profit for the period

Administrative costs fell by € 1.8 million to € 11.4 mil-
lion, which includes effects from the changes in the
allocation system of € 0.3 million. Fees and purchased
services fell by € 0.5 million.

Other operating income increased by € 0.6 million to
€ 1.8 million and included one-time government aid in
France and a number of smaller line items.

Other operating expenses fell by € 1.5 million to
€ 1.2 million. Lower allowances on receivables played a
major role in this.

Foreign currency gains/losses include changes in the fair
value of forward foreign exchange transactions, foreign
currency measurements and realised foreign exchange
gains/losses. The result from foreign currency
measurement increased by € 1.1 million to € 0.3 million.

Interest and financial result

The interest result fell by € 0.1 million to € -2.1 million.
Interest expense from interest on pension obligations
increased by € 0.3 million, while other interest expense
also rose by € 0.2 million. This was offset by higher in-
terest income of € 0.4 million from liquidity investments.

Net other financial income includes allowances on finan-
cial assets of € 0.7 million.

211 207
8.8 3.1
-2.8 -2.0
6.0 11
0.6 -1.4
5.4 -0.3
10.9 3.4
16.4 3.1

Remeasurement of deferred taxes

Income taxes amounted to € 0.6 million and include actual
tax expenses of € 1.9 million and tax income of € 1.2 mil-
lion from remeasurement of deferred taxes mainly due to
loss carryforwards.

Result from discontinued operations due to Bathroom
Furnishings division

The consolidated statement of comprehensive income
also includes the net result for the period from discontin-
ued operations of € 10.9 million. This figure includes the
operating result from the sold Bathroom Furnishings
companies until the respective deconsolidation as well
as one-off effects from the sale.

Financial position and net assets

Control system principles

The internal control system of the Leifheit Group relates
to the new Brand Business and Volume Business seg-
ments. Turnover and EBIT are used as the key control
indicators. Over the course of the financial year, rolling
three-month forecasts are prepared for the segments. In
addition, the segments are observed monthly and com-
pared to the planning and the previous year. In regular
Board of Management and management team meetings,
business development and the opportunity/risk situation
are discussed and evaluated.
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Acquisitions/disinvestments
The following changes occurred to the group of
subsidiaries to be consolidated in the year under review:

In July of the past financial year, Leifheit France S.A.S.
acquired the remaining 40% stake in the non-listed com-
pany Herby Industrie S.A.S. headquartered in La Loupe,
France.

In the second quarter, Leifheit AG spun off its Bathroom
Furnishing division with the brands Spirella, Kleine Wolke
and Meusch. These Group subsidiaries were
deconsolidated accordingly.

Cash flow statement stabilised

Cash flow from operating activities amounted to

€ 12.0 million. The previous year contained one-time
effects of € 28.0 million from the optimisation of working
capital.

Cash flow from investment activities of € 17.1 million
includes taking over the outstanding shares in the Herby
Group, the investments and consideration for the
disposal of the Bathroom Furnishings division.

Cash flow from financing activities amounted to

€ -34.3 million and includes the dividends of € 14.3 mil-
lion paid out in 2010 and a cash investment in the form
of a promissory note of € 20.0 million.

Cash and cash equivalents as at the balance sheet date
were € 26.3 million.

Net assets, financial position and results of operations

Investments

Additions to non-current assets amounted to € 6.1 mil-
lion (previous year: € 9.8 million) and related to tools for
new products, machinery, rationalisation of investments
for production plants, display stands as well as tools
and equipment. Another major share of the investments
related to the introduction of the SAP system at the
Nassau and Zuzenhausen locations for € 1.6 million, the
largest share of the additions to intangible assets of

€ 1.7 million.

The investment ratio amounted to 3.0% of the historic
cost of the assets.

Investments were offset by depreciation of tangible
assets amounting to € 5.4 million and amortisation of
intangible assets to € 2.2 million.

We invested € 5.5 million in the Brand Business and
€ 0.6 million in the Volume Business.

The information on investments, depreciation and im-
pairment no longer contains the shares of these from the
Bathroom Furnishings division.

Financing instruments, lines of credit and bank liabilities
As at 31 December 2010, Leifheit had cash and cash
equivalents and financial assets totalling € 46.3 million.
There are no bank liabilities. As at the balance sheet
date, there were lines of credit of € 16.5 million,

€ 2.7 million of which were used in the form of
guarantees and letters of credit.

Cash flow statement (summary) in € m m m

Cash flow from operating activities
Cash flow from investment activities
Cash flow from financing activities
Effects of exchange rate differences
Change in cash and cash equivalents

Cash and cash equivalents at the end of the year
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12.0 43.8
1741 -6.8
-34.3 -10.5
0.3 0.1
-4.8 26.5
26.3 327
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Balance sheet ratios

Total assets, equity and liabilities: € 207 million

Assets

Cash and cash equivalents
and financial assets

22 %

Inventories

Receivables and other current
assets

Other non-current assets

Non-current assets

Liabilities
Other provisions

and liabilities

Pension reserves

Equity

Solid balance sheet structures

Due to deconsolidation, total assets as at 31 December
2010 no longer contain the sold companies of the Bath-
room Furnishings division. Therefore total assets as at
31 December 2010 can be compared to previous year’s
total assets to a limited extent only.

In the financial assets line item, current assets contain
assets of € 20.0 million in a promissory note.

Income tax receivables include a corporate tax credit of
Leifheit AG amounting to € 4.8 million, which will be paid
from the fiscal administration by 2017 using the
straight-line method and independent of the distribution.

Other non-current assets contain a not yet due purchase
price receivable of € 4.0 million from the sale of the
Bathroom Furnishings division.

Equity climbed by € 0.6 million to € 101.5 million. This
includes the profit for the period of 2010 of € 16.4 mil-
lion and € 14.3 million in dividends distributed in 2010.
Due to lower total assets, the equity ratio increased by
3.7 percentage points to 49.0%.

Off-balance-sheet assets and financing instruments

In addition to the assets reported in the consolidated
balance sheet, the Group uses off-balance-sheet assets
to a limited degree. These primarily consist of leased or
rented goods (operating leases). Off-balance-sheet
financing instruments are not used.

Overall statement by the management on the
economic situation

After the net assets, financial position and results of op-
erations were presented in detail in the previous chap-
ters, we summarise the economic situation as follows:
The Board of Management assesses the business devel-
opment of the Leifheit Group as positive at the time the
consolidated management report was prepared. In the
year under review, we completed the two strategic steps
which we began in 2008 under the motto “Focus — Inno-
vation — Speed”. With a comprehensive restructuring
programme and by focussing on its core competencies,
Leifheit succeeded in putting itself on a solid foundation
again. Despite the disposal of the Bathroom Furnishings
division, we exceeded the previous year’s figure again,
proving that our strategic choices were correct. Our
solid financing is the basis for also realising our
ambitious growth goals for the future.
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Non-financial performance indicators

Non-financial performance indicators

Procurement and logistics

Focus on supplier optimisation

The commodities markets in 2010 were characterised by
a significant upward trend despite some fluctuations. In
addition to increased sales volume, the global economic
recovery led to a considerable increase in many com-
modity prices over the year. There is little doubt that
China played an important role in this since it needs
more and more commodities for its rapidly growing
economy. Supply shortages of individual commodities
also caused prices to rise, which in turn are partly due
to speculative interests or fears of inflation. Procurement
management in the past year thus focussed on optimis-
ing relations with suppliers and securing production with
sufficient supplies of materials. In doing so, we made a
conscious decision against materials whose properties
and origins do not comply with our sustainability
standards.

Ensuring our supply chains

Purchasing high-quality raw materials, semi-finished and
finished goods at attractive terms is a decisive factor in
our Company’s success. Since external conditions in
Leifheit’s procurement markets are constantly changing,
we are continuing to work on optimising our supplier
network and therefore becoming more independent. The
focus remains on increased procurement from Eastern
Europe and Turkey. In addition, we also changed our
supply chain management especially for key materials
and products: We have access to several suppliers for
important basic materials thus allowing us to ensure
continuous production at favourable conditions. We
have also found ways to secure commodities prices
effectively by working with our suppliers.

Suppliers selected according to sustainability considerations
In addition to quality, speed, flexibility and adherence to
delivery dates, we also value the sustainability of our
suppliers. With our Leifheit Social Code of Conduct,
which has been in place since 2009, we require that our
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suppliers treat their employees in a socially responsible
manner and that they use ecologically sound materials
and production processes. We perform our own audits
on an ongoing basis to assess compliance with this
Code and to evaluate the quality of the products by
visiting sites ourselves to the fullest extent possible. This
serves to ensure not only the high quality of our prod-
ucts, but also compliance with ecological and social
standards along the entire supply and production chain.
This is the only way a product can also remain
economically successful in the long term.

Competitive procurement logistics

After bundling key logistics processes at the central
Leifheit logistic centre in Zuzenhausen, 2010 focussed
on completing the “Fit for the Future” project. One of the
last steps was implementing centralised returns
processing.

We also significantly improved the efficiency of the
logistic centre in 2010 by systematically identifying and
realising cost-cutting potential as well as again signifi-
cantly increasing the efficiency of numerous processes —
including by using innovative technologies.

Our most important Group-wide project was creating a
future-oriented IT platform by successfully introducing
SAP in order to optimise all processes between the
individual interfaces of the supply chain.

As part of the increased internationalisation envisaged
for 2011, the logistic centre of Zuzenhausen will assume
the central function in global distribution and must
leverage all potential to increase efficiency accordingly.
Continuous improvement processes, a broad-based
further training programme and performance-based
payment allow the Company to progress towards more
growth and success.



Efficiency increases at the Blatna plant

Our plant in Blatna, Czech Republic, with about 450 em-
ployees remains the most important production location
in the Leifheit Group. Most of the products we manufac-
ture ourselves are produced there. The plant further in-
creased its result in 2010 by consistent identification
and realisation of rationalisation potential. We have sig-
nificantly reduced costs by optimising work processes
and implementing more automation. Our employees ob-
tained further qualifications in a broad-based pro-
gramme, and their commitment played a large role in re-
ducing unit costs once again. To ensure more growth
here and increase production flexibility, we will increase
the level of vertical integration for selected product
groups.

Development and innovation

The Leifheit Group has strong brands and tremendous
innovative power. At Leifheit, innovations relate to both
products and processes. This is why we implemented
holistic product management in the past financial year.
In the so-called Speed process, project managers
receive all the information they need to speed up the
new product launch and to organise the end of produc-
tion in an optimal manner. In this way we are ensuring
the market success of our products and allowing scope
for the creativity of our employees to unfold.

Innovation campaign in all categories

The centre of our innovation strategy is always consum-
er needs. Our developers have created a large number
of sensible and well-thought-out innovations in all four
product categories of cleaning, laundry care, kitchen
goods and scales that help make housework easier for
consumers and help them feel comfortable in their own
homes.

As such, Leifheit now offers a complete range of clean-
ing tools for inside and outside the home, cleaning
cloths and sponges and perfectly coordinated cleaning
agents. This reduces the amount of energy and cleaning
supplies the end consumer needs and therefore protects
the environment and saves money.
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A large number of innovations arose from the laundry
care category: the new “Linomatic Deluxe” rotary dryer
distinguishes itself with an extremely convenient opening
and closing mechanism. Due to strong demand, we also
applied the concept of manufacturing products from
recyclable and sustainable raw materials already
introduced in the cleaning division to the “Linowood Eco
Perfect” rotary dryer. The still young steam iron business
area was expanded further. The “AirActive L Steamer”
that we developed is currently the lightest ironing board
with an integrated steam iron station.

In the kitchen category, the “Twist Cut” which we
launched at the beginning of 2010 was optimised again
in terms of function and design and we added more
product variations. For example, a matching salad
spinner now complements the family of mechanical
“Twist” kitchen aids. A special food processor was de-
veloped for a major US customer, who turned it into an
innovative patent-protected product in a very short
period.

We further developed all price sectors of the Soehnle
family of bathroom scales in terms of functionality and
design. The highlight of these developments is the
“Page Evolution”, the flattest kitchen scale in the world
with patented touch-key operation. The market leader in
bathroom scales and kitchen scales in Germany adds
colourful accents to bathroom and kitchen with limited
special editions in fashionable patterns. For example,
the “Art Style Velvet” bathroom scale is covered with a
new velvet-like material. In preparing the relaunch of our
second brand Exacta (“Quality by Soehnle”), we started
a campaign to win back market share in the lower price
category. We are also steadily expanding the well-re-
ceived wellness sector with new massage and heat
products from the Soehnle “Relax” line.

In 2010, the Leifheit Group applied for a total of 94 in-
dustrial property rights in Germany and abroad. In 2010,
the Group had 22 employees in the areas of develop-
ment and patents. These employees primarily consist of
engineers, designers, and technicians. We spent a total
of € 3.7 million on development.

Creating Growth
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Employees

Our employees are the basis of our success

Companies are units of society in which each person
contributes to the result, hence treating people with
respect and openness is very important at Leifheit. We
see our employees not only as employees but also as
stakeholders. With their strong identification with
Leifheit, their commitment and their creativity, they are
the foundation of our success and ensure that the
Company remains innovative and continues to grow. Our
human resources (HR) policy is therefore characterised
by an above-average amount of social responsibility.
We can achieve our high quality standards only with
motivated employees who feel they are well-treated.

We know that our employees in all areas were subject to
strong demands in the past year. We would like to take
this opportunity to express our sincere gratitude to them
for their highly motivated work and their great loyalty
and creativity. This also applies to the works councils,
who have contributed to the positive development of our
Company with their fair and constructive cooperation.

Our 2010 HR policy centred on measures to increase
efficiency and sharpen our profile as an attractive
employer brand.

Leifheit is a “Top Employer”

Leifheit is one of “Germany’s Top Employers”. This dis-
tinction is awarded to companies who fulfil the highest
standards of HR management. In 2010, we underwent
this certification. It validated principles and processes
vis-a-vis remuneration and social contributions, exam-
ined staff development, career opportunities and
training/further training and assessed working conditions
and the corporate culture. We are proud to rank in the
top 101 companies among more than 1,000 applicants
who have been qualified for the award “Germany’s Top
Employers”. This proves our sustained commitment to
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developing our employees and our values and principles
regarding modern HR management.

Success through dialogue

In order to create an optimal framework for employee
work and internal development, the HR management
tools must also be constantly adapted to growing chal-
lenges. For this reason, we expanded and augmented
the content of our annual employee performance
reviews in the past year. This ensures a two-way infor-
mation flow on all levels. The employees as well as the
managers obtain important information from these
dialogues that we can use to expand the Company’s
performance together while also making it more efficient.

Excellent training

Our employees are the main factor behind our corporate
success, and we are extremely proud of their achieve-
ments. They have continued to apply their expertise at
the Company with commitment and enthusiasm in the
past year. To maintain and support their motivation, we
expanded our attractiveness as an employer and
continuously advanced our employees’ training and
qualification in all departments in a targeted way.

Leifheit’s training concept also enjoyed great recognition
outside the Company in 2010. For the seventh time in a
row, the German Chamber of Commerce (IHK) in Koblenz
recognised Leifheit for its excellent training. Ongoing
cooperative support and encouragement of young people
during their training and close cooperation with vocational
schools, continuing training facilities, and the Chamber of
Commerce form the foundation for allowing the trainees
to achieve excellent results: In the past financial year, 11
of our trainees and apprentices completed their training
period, most of them with excellent examination results.
We are happy to report that all trainees who passed their
exams were hired in permanent positions.



As part of supporting young people, we obtained young
talent for Leifheit in many areas in the past year. We
hired a management trainee in Product Management for
Soehnle in the past year for the management trainee
programme we have now established.

Number of employees down on previous year

Germany 419 462
Czech Republic 453 432
France 185 164
Other countries 84 11
Group 1,141 1,169

At the end of 2010, the Leifheit Group employed 1,141
staff, 28 less than the year before. This represented a
2% decrease in the overall number of employees. As at
31 December 2010, 751 people were employed in the
Brand Business and 390 people were employed in the
Volume Business.

Average Group staff numbers declined from 1,153 to
1,137. Personnel costs in financial year 2010 totalled
€ 43 million (previous year: € 42 million).

In the year under review, 79 employees celebrated their
10th, 25th, 30th or 40th anniversaries with the Com-
pany. The large number of long-service employees is
proof of the strong ties between our staff and the
Company, particularly in an age of growing challenges
from increased international competition. Leifheit bene-
fits from a good balance between employees with many
years of experience and new employees, because
experience and fresh ideas create many benefits when
they come together — an exchange of knowledge which
pays off when jointly tackling tasks and projects.

Environmental protection

Protecting the environment and ensuring sustainable

operations are important objectives for Leifheit AG and
are implemented in all processes at all Group locations.
Environmental awareness is taken into account at every
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stage, from environmentally-friendly materials and pro-
duction to green recycling and disposal, as well as from
development to distribution.

Our Leifheit Social Code of Conduct ensures that our
suppliers also consider environmental aspects and
operate accordingly.

The improvement in the quality of our business pro-
cesses in all areas results in the systematic avoidance of
a negative impact on the environment. For example, op-
timal packaging clas not only save packaging material,
but also transport kilometres due to higher packing den-
si