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Strategie

Mittel- bis langfristig organisches und akquisitoris ches
Umsatzwachstum auf iber CHF 200 Mio. mit Ziel-EBITD A 20%
Konzentration der Tatigkeit auf Geschaftsfelder mit

- grossem Farbmetrik Know-how

- hohem Wachstums- und Renditepotential

- Marktfuhrerschaft der Datacolor

Nachhaltige, hohe Investitionen in die Entwicklung von
innovativen, die Kundenbedirfnisse optimal abdecken de

Lésungsangebote sowie speziell neuen auf die, aufst  rebenden
Markte ausgerichteten Produkten

Flache, effiziente, kundennahe und serviceorientier  te
Organisation
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Our mission

Assure Sustainable Profitable Growth by being
the provider of choice of color management solutions
to industrial and retail customers.
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Business Model

Sustain and expand leading position

in developing, manufacturing, and globally
distributing precision instruments, software and
services for leading edge color management
solutions

Primary Industrial customers are:
“Specifiers” in the supply chain (e.g. automotive)
Textile, leather, paint, plastics, paper producers

Primary Consumer customers are:
Serious to professional photographers




Color Management

Color Management Solutions

Hardware, software and processes that solve
the complex problems in achieving the intended
color

Customer Value of Color Management
Speed Compress time to market
Quality Consistent color
Efficiency Reduce scrap

Color Management Markets:

Some industries where color is mission critical:

- Fashion and footwear - Photography

- Automobiles, appliances - Packaging

- Consumer electronics - Printing

- Home furnishings - Food and beverage
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Industrial Solutions

Managing suppliers, materials and processes across complex
supply chains and work flows to consistently and ef ficiently achieve
the intended color
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Inside a Sphere Spectrophotometer

Consumer Solutions

Before calibration




Consumer products

After calibration

Balanced Portfolio

Mitigates risk with favorable segment and regional

% of Total Sales 2008/09

Consumer
23%

Indus;rial Organic
T7% Growth

% of Total Sales 2008/09

Americas
29% Europe
43%

Asia
28%

mix

% of Total Sales 2012/13

Consumer
40%

Industrial
60%




New products in 2008/09

6 new products launched

2 Industrial products 4 Consumer products

2008/09 : A year of transition

Main events affecting Datacolor :
» Positioning of Datacolor as a stand alone pure play
» Economic downturn
Both events required significant change which led t oa:
* New, rejuvenated and experienced Executive Team
« Lean and more effective organization
* Review of the Datacolor mid to long term strategy

Result

Alean, debt free and pure play company with a clear growth strategy




Lean and more effective organization

All Holding functions are now fulfilled by Datacolo r staff
Realigned Sales and Support organizations

Finalized transfer of operations to our facility in Suzhou, China
besides strategically important color sensors

Reorganized R&D

* Increased use of external, state of the art, Software and Hardware development
resources

* Product development in China for specific needs of the developing markets
Reduced Working Capital; assured positive Cash Flow

Result

A highly effective, lower cost and flexible organization.
Visible financial results in second half year.

Technology Breakthrough

New miniaturized sensor

Will reduce size and cost of consumer products
Enables embedded solutions




2009/10 product launches

10 innovative product launches scheduled for 2009/2 010
¢ 6 Industrial products
e 4 Consumer products

Further reinforcement of global R&D team with inter nal and
external resources

Consistent funding of R&D (10% on net sales)

Grow organically and through partnership & acquisit ion

Organic growth is driven by
 Innovative products to assure market leadership

» Improved marketing and sales efforts: direct sales force; new territories; new
segments; better distribution channels

Multiple collaboration projects leveraging core str engths of
both companies : e.g.

* NCS: Color Standard Company in Sweden. Co-operation on new product
development and co marketing.

* RTT : Virtual reality Solutions. Cross sharing of technologies and co marketing.

Focused acquisitions targeted at
» Extending technology or market leadership
* Related to color management
o 14152




To conclude

Mid term goal of 200mioCHF Sales revenue and 20% EBITDA margin

Realize with:
New, lean and highly effective organization

Attractive new product pipeline including groundbreaking sensor
technologies

Strong debt free balance sheet

Datacolor is well positioned to benefit from an economic upswing
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Trotz Umsatzriickgang positives EBIT vor Strukturberei nigung
Erfolgsrechnung  (in Mio. CHF) FY09 In % Re,;:;ct)gd* In %
Nettoumsatz 51,2 100,0% 72,2 100,0%
COGS -22,2 43,3% -259  358%
Gross Profit 29,0 56,7% 46,4 64,2%
Operative Aufwendungen -28,7 -42,9
EBIT vor Sonderbelastungen 0,3 0,5% 3,5 4,9%
EBITDA vor Sonderbelastungen 1,7 3,3% 4,8 6,7%
Sonderbelastung -2.3 -0,8
EBIT nach Sonderbelastungen -2,0 -4,0% 2,7 3,8%
EBITDA nach Sonderbelastungen -0,6 -1,3% 4,0 5,6%
* Unter Beriicksichtigung des Wechsels von IFRS auf Swiss GAAP FER
Konsolidierter Gewinn dank substantiellem Gewinnbei trag aus
Verausserung des Immobiliengeschafts
Erfolgsrechnung (in Mio. CHF) FY09 In % Re,;:;ct)gd* In %
EBIT nach Sonderbelastungen -2,0 -4,0% 2,7 3,8%
Finanzaufwand -0,7 -2,7
Steuern -0,2 -1,7
Ergebnis fortgefiihrte Aktivitaten -2,9 -5,7% -1,7 -2,3
Ergebnis nicht fortgefiihrte Aktivitdten 55 n/m 189,6 n/m
Jahresgewinn 2,6 n/m 187,9 n/m

11



Effizienzsteigerungsprogramm lauft plangemass —

Positive Auswirkungen bereits in H2 2009

Highlights des Massnahmenplans

Prozessoptimierung / Realignment personalintensiver Funktionen

Verlagerung operativer Aktivitaten nach Suzhou, China

Outsourcing nicht kernkompetenzrelevanter R&D Téatigkeiten

Nachhaltige Mittelfreisetzung Umlaufvermégen

Rechnungslegung neu nach Swiss GAAP FER

Optimierung der Kongruenz zwischen Business Model und Organisation

Solide Bilanz als Basis fur organisches und akquisit

Wachstum

Bilanzwerte (in Mio. CHF)

Flussige Mittel + kurzfristige Finanzanlagen
Sonstiges Umlaufvermégen

Anlagevermdégen
Aktiven
Finanzverbindlichkeiten

Kurzfristige und langfristige Verbindlichkeiten

Eigenkapital

Passiven

* Rechnungslegung auf Swiss GAAP FER

Status
q
q
q
q
q
Fortlaufend
orisches
FYO08

FYO09 In % Restated* In %
14,0 33,7% 16,9 9,7%
14,6 35,1% 141,7 81,7%
13,0 31,2% 14,9 8,6%
41,6 100,0% 173,4  100,0%
0,9 2,3% 109,0 62,9%
15,9 38,0% 35,7 20,5%
24,8 59,7% 28,7 16,6%
41,6 100,0% 173,4  100,0%
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Substantieller Cash Flow aus fortgeflihrten Aktivita ten

nicht
fortgefiihrte Aktivitaten fortgefiihrte Aktivitaten

Dividendenvorschlag an die Generalversammlung

2007/08
Ausschittung 4'697'250
Dividende pro Aktie 30.00

Y Antrag an die Generalversammlung vom 14. Januar 2010

2008/09
Antrag?

469'725

3.00
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Umstellung von IFRS auf Swiss GAAP FER reduziert EK
Position per 30/09/09 um rund 9 Mio.

In Mio. CHF

-

(1.5)

ital IFRS it Gewinn FY09 Dividende Umrechnungs- Eigenkapital
FYo8 Swiss GAAP Swiss GAAP differenz Swiss GAAP
FER FERFY 08 FERFY 09

EK-Quote:

20,5% 16,6% 59,7%
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