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Safe Harbour Statement

Slide 2

The forward - looking statements in this presentation reflect 
management's current expectations of certain future events and financial 
results. Statements regarding 2009 are, of course, subject to risks and 
uncertainties which may result in material deviations from the outlook 
set forth. Furthermore, some of these expectations are based on 
assumptions regarding future events which may prove incorrect.

Factors that may cause actual results to deviate materially from 
expectations include ïbut are not limited to ïgeneral economic 
developments and developments in the financial markets, technological 
developments, changes and amendments to legislation and regulations 
governing GNôs markets, changes in the demand for GN's products, 
competition, fluctuations in sub -contractor supplies, developments in 
class action and patent infringement litigation in the United States, and 
the integration of company acquisitions. 

This presentation should not be considered an offer to sell or buy 
securities in GN Store Nord.
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GN Store Nord 

ÅListed company

ÅSupervisory Board

ÅEqually ranked 

CEOôs GN Netcom 

and GN ReSound

GN Netcom GN ReSound

Contact Center & 
Office Headsets, 
Mobile Headsets

Outlook 2009: 

Revenue DKK ~ 3bn 

EBITA DKK ~ 200m

Outlook 2009: 

Revenue DKK ~ 2bn

EBITA DKK ~ (100)m

Hearing Instruments 
and Audiologic 
Diagnostics Equip.

GN Store Nord

Outlook 2009: 

EBITA DKK ~ (30)m
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Presentation Today
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Hearing instrument market 
Å Drivers
Å Growth

GN ReSound
Å Structure and brands
Å Transforming GN ReSound - changes and results
Å Strategy ïhow we are living the strategy

Product introduction
Å Portfolio ïbenefits for dispensers and users
Å Products and technology
Å Demo

Questions and answers
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Attractive Hearing Instrument Industry
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ÅAgeing population

ÅHigher prevalence

ÅImproving adoption rates

ÅImproving binaural fitting rates

ÅAdditional replacements cycle

ÅDeveloping countriesô potential

Market volume drivers
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2008 2012

Million
units

World HI market

Solid long - term 
market growth 
rates expected 
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North America
2.8 million units

Europe
2.9 million units

APAC
1.7 million units

Rest of World
1.6 million units

Emerging markets experience 
solid growth rates

Long - term growth expectations remain solid, however, short - term market 
conditions still remain soft:

ÅOverall hearing instrument unit growth is modest
ÅCustomers currently trading down
ÅUS growth driven by public sector (VA)
ÅSolid unit growth in emerging markets 

US growth H1 2009: 4.5% including VA Europe under pressure from 
decline in key markets

Current Growth Trends in the Industry
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Presentation Today
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Hearing instrument market 
Å Drivers
Å Growth

GN ReSound
Å Structure and brands
Å Transforming GN ReSound - changes and results
Å Strategy ïhow we are living the strategy

Product introduction
Å Portfolio ïbenefits for dispensers and users
Å Products and technology
Å Demo

Questions and answers
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GN ReSound Structure and Brands
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ÅThe GN ReSound Group is one of the worldôs largest providers of hearing 
instruments and diagnostic audiological instrumentation

ÅGN ReSound sales totaled DKK 3,178 million (EUR 427 million) in 2008 

ÅWith headquarters in Denmark, GN ReSound employs approximately 3,450 
employees in 22 countries, and markets its products in more than 90 countries

Premium full line

wholesale brand

Wholesale guerrillaWorldôs leading 
retail brand 

World leading 
brands

Hearing aids Instrumentation

http://www.otometrics.com/index.htm
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Optimize for 
current business

Explore and exploit 
efficiencies

Long term efficient 
structure

Restructuring Program Initiated Q1 2009 

1

2

3

Target Status

V Business reviewed
V Consolidation and focus 

throughout value chain
V Subsidiaries focus on 

sales
V HQ relocation

Re-align organization 
to new economy and 
save cash

V Positions reduced by 
more than 250

V Functions consolidated
V New more lean and 

commercially oriented 
organization defined

Transformation of 
organization ï
Rethinking structure 
and competitive 
levers

Review of current 
business procedures 
with regards to cost 
and terms
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Transformation of Organization on Track
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OperationsR&D Marketing Sales

Finance, HR and IT

ÅIncreased focus on 
platforms means 
faster time to 
market at lower 
development cost 

ÅIncreased focus on 
end user as well as  
dispenser needs

ÅNew SVP and 
global organization

ÅConsolidation of 
operational 
activities and cost

ÅIncreased 
efficiency and 
leverage of China 
capabilities 

ÅNew SVP and 
organization

ÅFocus on life cycle 
management

ÅIncreased efficiency 
in marketing 
products

ÅReorganization to 
increase sales and 
customer focus

ÅGlobal Commercial 
Excellence

ÅTransfer and 
consolidation of 
local manufacturing

Resized and customer focused
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First Results of Transformation Showing
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Å Cash impact from working capital reductions H1 > DKK 100 million

Å Headcount reduced from ~ 3,775 end of 2008 to ~3,450 end Q209

Å Annual cost base in 2010 reduced by > DKK 200 million vs. 2008

Å Increased efficiency in R&D 

Å Global launch of two new product families on track
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Current Strategic Focus
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Customer focused

Market innovation ïRegain position in top end 
ïLaunch effectiveness 
ïMeeting needs for end -users and dispensers 

ïExecution excellence / Reducing costs  
ïEnd to end supply chain

Efficient  

Culture ïPerformance driven culture 

ïKey accounts & tenders 
ïEmerging markets
ïGermany and France 
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Customer focused
ÅKey accounts
ÅEmerging markets
ÅGermany and France

Recent Results of Strategic Focus
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Head of KIND Hörgeräte : ñGN has a convincing product roadmap and a full-line 
product offering. Furthermore the 3 -brand strategy includes suitable product 
lines for all markets in which KIND is present with its more than 550 retail 
shops. ò

Market innovation
ÅRegain position in top end
ÅLaunch effectiveness
ÅMeeting needs of end users

Å Expanded strategic partnership with 
Amplifon

Å New partnership with KIND Hörgeräte

Å Complete ReSound portfolio on VA 
contract

Å New management with more cost 
efficient and customer focused sales 
force setup in Germany and France

Å Current launch the most complete so far

Å Positive initial results and feedback


