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DISCLAIMER - FORWARD-LOOKING STATEMENTS

This presentation includes forward-looking information and forecasts – i.e. statements regarding the future, rather

than the past, and regarding events within the framework and in relation to the currently effective legislation on

publicly traded companies and securities and pursuant to the Rules and Regulations of the Ljubljana Stock Exchange.

These statements can be identified by the words such as "expected", "anticipated", "forecast", "intended", "planned or

budgeted", "probable or likely", "strive/invest effort to", "estimated", "will", "projected", or similar expressions. These

statements include, among others, financial goals and targets of the parent company Gorenje, d.d., and the Gorenje

Group for the upcoming periods, planned or budgeted operations, and financial plans. These statements are based on

current expectations and forecasts and are subject to risk and uncertainty which may affect the actual results which

may in turn differ from the information stated herein for various reasons. Various factors, many of which are beyond

reasonable control by Gorenje, affect the operations, performance, business strategy, and results of Gorenje. Thus

actual results, performance, or achievements of Gorenje may differ materially from the expected results, performance,

or achievements as stated in these forward-looking statements. These factors include, without prejudice to any not

mentioned herein, the following: consumer demand and market conditions in geographical segments or regions and in

industries in which the Gorenje Group is conducting its operating activities; effects of changes in exchange rates;

competitive downward pressure on downstream prices; major loss of business with a major account/customer; the

possibility of overdue or late payment on the part of customers; decrease in prices as a result of persistently harsh

market conditions, in an extent much higher than currently expected by Gorenje's Management Board; success of

development of new products and implementation in the market; development of manufacturer's liability for the

product; progress of attainment of operative and strategic goals regarding efficiency; successful identification of

opportunities for growth and mergers and acquisitions, and integration of such opportunities into the existing

operations; further volatility and aggravation of circumstances in capital markets; progress in attainment of goals

regarding structural reorganization and reorganization in purchasing. If one more risks or uncertainties are in fact

materialized or if the said assumptions are proven wrong, actual results may deviate materially from those stated as

expected, hoped for, forecast, projected, planned, probable, estimated, or anticipated in this announcement. Gorenje

does not intend to assume and will not allow for any liability to update or revise these forecasts in light of development

differing from the expected events.
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MAIN REASONS FOR THE UPDATED STRATEGIC PLAN

STRATEGIC PLAN   2  0  1  4 – 2  0  1  8

• Business environment continues to be challenging despite different economic 

projections

• New facts inside Gorenje Group:

� Completed production relocation, 

� Divestment of furniture manufacturing,

� Reorganization & optimization of sales structure,

� Panasonic strategic alliance.

• Investors requirements for a long term strategic plan which is aligned to internal 

changes and new market conditions.
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STRATEGY IMPLEMENTATION 

Gorenje 

Group

• Gorenje's vision is to become world‘s best in design-driven innovations of 

home products.

• Core strategic business segment remains home products and services,  

• All other businesses are portfolio investments.

• Gorenje business model is based on key competences and competitive 

advantages of Gorenje; the most important strategic directions are:

• focusing on core business

• differentiating through design driven innovations

• expanding to selected global markets and megacities

• developing strategic partnerships.

…everything with objective to: 

• improve lives of our customers,  

• continuously create  value for our shareholders and 

• have a stimulating environment for our employees.
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STRATEGIC GOALS 

Strategic 

Goals

Main strategic goals for Gorenje Group are:

• Three different scenarios prepared with average annual sales growth 

as the key driver behind them. We used app. 6 % p.a. on average for the 

optimistic scenario, and app. 1% p.a. for the pessimistic scenario.

• Expected results for the realistic scenario:

• Debt management: Net Debt / EBITDA not more than 3.0 from 2015 

onwards.

• Long term Value Creation: gradual improvement of EBIT margin.

• Short term Value Creation: achieving positive FCF under all scenarios.

• Share of high-end brands more than 25% in 2018.

• Close to 170 million EUR turnover outside Europe in 2018.

• Core business (HA) will represent more than 90% in 2018 (with reduced 

product complexity).

• We expect to gain our market shares on most of our key markets.
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STRATEGY IMPLEMENTATION: VISION, MISSION, VALUE

WE WANT TO BECOME WORLD‘S BEST 

IN DESIGN-DRIVEN INNOVATIONS

OF HOME PRODUCTS

WE CREATE INNOVATIVE, DESIGN-DRIVEN AND 

TECHNICALLY EXCELLENT PRODUCTS AND SERVICES 

THAT BRING SIMPLICITY TO OUR USERS

MISSION STATEMENT

VISION

CORPORATE VALUES

OPEN-

MINDEDNESS
TEAM SPIRIT RESPECT EFFICIENCY

GOAL-

ORIENTATION ENGAGEMENT

RESPONSIBILITY & INNOVATION
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STRATEGIC 
PERIOD 

2010-2013

STRATEGIC 
PERIOD 

2011-2015

STRATEGIC 
PERIOD 

2014-2018

STRATEGY IMPLEMENTATION:  TWO BUSINESS SEGMENTS

HOME 

INTERIOR 

Kitchen

Other 

furniture

Ceramics

Bathrooms

ECOLOGY, 

ENERGY

AND 

SERVICES

Ecology

Energy

Tools & Ind. 

Equipment

Trade, 

engineering, 

agency 

services

Tourism

HOME APPLANCES

1 - COOLING

2 - COOKING

3 - WASHING & DRYING

Complementary 

products

Supplementary products

Water heaters, radiators 

and air conditioners

HOME

Product and services for 

home

ECOLOGY

Ecology 

related 

services

Portfolio

CORE SUPPLEMENTARY
PORTFOLIO 
INVESTMENT
S 

MDA (major domestic 
appliances)
SDA (small domestic 
appliances)
HVAC (heating, 
ventilation, air 
conditioning)
SERVICES related to home
Design services

KITCHEN 
FURNITURE

Tool making

Engineering

Hotels and 

catering

Trade

TOTAL WASTE

MANAGEMENT

HOME
Product and services for home

PORTFOLIO

CORE
PORTFOLIO 
INVESTMENTS 

MDA (major domestic appliances)

SDA (small domestic appliances)

HVAC (heating, ventilation, air conditioning)

SERVICES related to home

Design services

Ecology
Ecology related 

services
Tool making
Engineering
Hotels and 

catering
Trade

Organization of the Gorenje Group has been developing in the last 

years to focus more on core business
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SUSTAINABLE VALUE 

CREATION FOR 

CUSTOMERS, 

SHAREHOLDERS AND 

EMPLOYEES

OPERATIONAL EXCELLENCE

FOCUS
ON

CORE BUSINESS

DIFFERENTIATION
THROUGH DESIGN-

DRIVEN

INNOVATIONS

STRATEGIC 

ALLIANCESGLOBALISATION

R&D

DESIGN
INDUSTRIAL 

KNOW-HOW

GLOBALLY 

DRIVEN

BRAND/ 
PRODUCT 

PORTFOLIO

SCALE

& 

FLEXIBILITY CULTURE

NICHES

STRATEGY IMPLEMENTATION: GORENJE GROUP BUSINESS MODEL
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STRATEGY IMPLEMENTATION: KEY CORPORATE PROJECTS   

Strategic 

projects

• Key strategic projects that we will be implemented during the strategy 

period  are: global expansion, development of the strategic partnership, 

reduction of complexity in all areas, optimization of supply chain 

management, R&D and innovation.

Strategy 

imple-

mentation

• Management board will control strategy implementation quarterly 

(Strategic Project Office will be set up) and will report to the Supervisory 

board at every Supervisory board meeting, strategy will be updated and 

revised annually.

Organisation • Organizational structure, corporate governance, strategic planning 

principles and human resource management are going to be important 

tools for the implementation of the strategy.
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Home 

appliances

• Home appliances segment is being managed through following business 

areas: major domestic appliances (MDA), small domestic appliances (SDA), 

heating, ventilation and air-conditioning products (HVAC) and services.

• Key strategic directions for home appliances are focus on customers and 

improving their lives, profitable growth, innovations, concept thinking, 

consolidation of production facilities and establishing clear organizational 

structure.

MDA • In major domestic appliances segment we will focus on all product segments 

but especially on built-in appliances, we will implement multi-brand strategy 

for covering all market segments with focus to mid and premium.

• Asko is becoming our global premium brand and will be fully supported by the 

Gorenje Group organization.

STRATEGY IMPLEMENTATION: CORE BUSINESS 
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STRATEGY IMPLEMENTATION: MULTIBRAND STRATEGY

Gorenje Group will serve all (price) segments of the market with multi-brand strategy

Global brands

MID

PREMIUM

BUDGET

Local brands

(BENELUX)

(BENELUX)

(BENELUX)

(Nordic)

(CZ, SK,)

SE EUROPE



Page | 12

Keeping only good performing companies outside strategic 

scope with main financial attributes:

Clear Criteria for keeping existing companies and potential 

new investments

Supporting role to achieve strategic objective of 

the core business

or 

Investments in companies with low capital 

requirements and high profit margins to sustain 

high growth with internally generated cash flow

PORTFOLIO INVESTMENTS - STRATEGIC DIRECTIONS

PORTFOLIO

Ecology
Ecology related 
services
Tool making
Industrial 
equipment
Engineering
Hotel and catering
Trade
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STRATEGY IMPLEMENTATION: GORENJE GROUP BUSINESS MODEL

HOME – Core Business

MDA
• Gorenje Group incorporates Cooking, Cooling, Washing , 

Tumble-Drying and Dishwashing.
• Europe: focus to profitable markets, new business model for 

unprofitable  subsidiaries.
• Global: sales growth close to 170 million EUR in 2018 with 

global niche strategy.
• Selective focused design-driven innovations.
• Focus on built-in, design lines and premium segments.
• Brands: Cover all segments  from budget to premium,  

different brand strategies.
• Consolidate production locations.
• Use synergies of alliances.

SDA

• Faster 

growth 

through 

dedicated 

resources 

and specific 

business 

model.

HVAC

• Grow through 

concentration 

on advanced 

heating 

systems (heat 

pumps).

Portfolio

• Divestment, 

keeping profitable 

companies.

• Selective 

investments in 

companies with low 

capital 

requirements and 

high profit margins.

FOCUS
DIFFERENTIATION
GLOBALISATION

ALLIANCES

TO BECOME GLOBAL 
DESIGN-DRIVEN INNOVATOR 

OF HOME PRODUCTS
Net Debt / EBITDA not more 
than 3.0  from 2015 onward,

25% sales in high-end segment
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• Strategic plan will be updated on annual 

basis.

• Strategic Project office will be set up.

• Management board will control strategy 

implementation quarterly

• KPI, key strategic goals,

• Key implementation projects.

• Reporting on every Supervisory Board 

meeting about activities for 

implementation.

• Yearly revision and adaptation (if needed)  

of the strategy once per year (June) by 

Strategic Business Council.

STRATEGY IMPLEMENTATION: REGULAR CONTROLS 

STRATEGIC 

PLANNING


