The Vitec Group plc
Manfrotto: Powerbrand launch

22nd September 2010
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Highlights

Strong financial performance
Sales 5% lower than H1 2009
2009 cost reduction initiatives delivered to plan
Operating margin increased from 6.8% to 8.7%
PBT up 23.5% vs H1 2009
Net debt reduced to £35.3 million from £52.6 million at June 2009
Increased Interim Dividend 3% to 7.6p

Core markets recovering

Manfrotto strategy progressing well
range for the non-professional: September launch at Photokina
Success with MAG strategy
5 year framework agreement and initial $6.6 million Auction 66 DoJ contract in US
Penn State Police and LA Sheriffbdés dept helicopter
Divested non core Clear-Com business
.
v

Robust execution of 2010 plans ‘G'JESP ’
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INTRODUCTION AND WELCOME Page 3

Three market strategy

Continue to invest

Broadcast & Video Fast growth from B&I, LED lighting and robotics
£750m*

: Continue to invest in Pro-market
Photograghlc Grow Manfrotto through product extension
£340m & appealing to wider audience

Grow Integrated Microwave Technologies (IMT)

UG organically and by acquisition
£640m* Janicaly ant by acd
|
A focused approach to carefully selected markets ‘vm ’
~~

* Management best estimates (for 2009)
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o Imaging market

o= Market research
= Powerbrand

o Product overview
= Communication

o Conclusions
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IMAGING MARKET Page 6

Market categories

Market Vitec Vitec competitive
size (Em)* position* advantages
140 1 Photo: installed base, highest quality, innovative
PO S BpEE products, brand name, global distribution.
Video Supports 105 1 Video: global leader of business and industry

segment in video.

Photo/video Bags 375 6 Highest quality, innovation, global distribution.
<10 -- First in industry to develop a full carrying solution

Photo Apparel integrated with bags

Lighting Supports

40 1 Stands: large installed base, high quality
Traditional lights 170 -- Mature market, Vitec does not participate
_ <5 1 Innovative market: Vitec leads with proprietary
Photo LED lights technology

*Management best estimates (for 2009)

Opportunities: grow in supports, gain share in bags, create new markets in apparel and LED lights
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IMAGING MARKET Page 7

Strategies

Market Vitec Vitec
size (Em)* position* strategy

Photo Supports 140 1 Maintain pro share, develop consumer business

Video Supports 105 1 Leverage further growth in business and industry

Photo/video Bags 375 6 Take share by launching Manfrotto alongside Kata

Photo Apparel <10 - Build the market: Innovation + integration with bags

Lighting Supports 40 1 Maintain share
Traditional lights 170

Photo LED lights <5 1 Build the market: innovation to replace current technology

*Management best estimates (for 2009)
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IIMAGING MARKET Page 8

Our strategy

o= Grow Manfrotto brand by leveraging its strength
- Into adjacent products
- Into premium consumer segments
- Into new distribution channels (consumer electronics and web)

o |Increase penetration of accessories

- By explaining better the product benefits
- By engaging with consumers both rationally and emotionally (new brand proposition)

Products (ro and consumer): Channels: Rational Benefits: Emotional Benefits:
- Tripods - Mass / CE - High distance shots - Right for my lifestyle

- Bags - Online retailers - Self portraits -l n touch wit
- Apparel - Other channels - Low light shots -Qualitative,
- Lighting - Precision framing - Cool
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o Imaging market

o Market research
= Powerbrand

o Product overview
= Communication

o Conclusions
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MARKET RESEARCH Page 10

Photo supports: market insight

DSLR camera sales (06000 wunits)

14000 o

+7%

12000 +5%
+7%
+30%

10000

8000 F42%

6000 T39%

+40%
4000
+118%
2000 I
O I . T T T T T T T T T

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

W g.ty Pro
O g.ty Amateur
O g.ty P&S
Source: CIPA forecast

200912012 growth driven 1 ' ;
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Study conducted with Saatchi Team worldwide

Pro-Ams

Hobbyists

Consumer

Low interest

Total China France Germany Italy Japan USA UK

Team Saatchi, March 2010 . . .
On line omibus 1000 interviews x courtry A new population of DSLR owners growing world-wide

USA, UK, F, IT, D, CN, JP. Jari Mar. 2010




MARKET RESEARCH Page 12

Study conducted with Saatchi Team worldwide

Team Saatchi, March 2010

On line omnibus i 1000 interviews x country
USA, UK, F, IT, D, CN, JP. Jari Mar. 2010

Men and women sharing images and experiences on-line y - y

GGGGG
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Market evolution

2007 2012

5%

1o% 30%
30% ’
60%
5% 40% 15%
@ Dealers

Source: CIPA forecast

B Consumer Electronic chains

O Internet

O Others &
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By 2012, over 50% of sales will be through mass merchandised channels
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o Imaging market

o Market research
o« Powerbrand

o Product overview
= Communication

o Conclusions
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POWERBRAND Page 15

Sales channels - brand strategy

SPECIALIST DEALERS MODERN DISTRIBUTION

ADEDI CATED PRO RANGESO AONE CONSUMER BRANDO

GITZ0

]

©@
KAT

A ) g
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Two distinct needs: Powerbrand products developed to address needs of each ~~y

'A‘ Manfrotto




POWERBRAND

Products:Today

MULTI CATEGORY
MULTI CHANNEL

HOBBYIST

CONSUMER

S Wsreciuists

N manfrotto

A O © O
A O © O

@ @ © O

Today - THE leading tripod brand, focused on Pros and Amateurs

VVVVV



POWERBRAND

Products: 2011

HOBBYIST
CONSUMER

Tomorrow - THE leading brand of

S Wsreciuists

TRIPODS PHOTO BAGS PHOTO WEAR LED LIGHTS

ey
ey

ey

ey
ey

ey

remium accessorie

e
A

@

s, for all imaging enthusiasts ‘

MULTI CATEGORY
MULTI CHANNEL

@
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o Imaging market
o Market research
o Powerbrand

o Product overview
Supports
Lights
Bags
Apparel

o  Communication

o Conclusions
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Supports

Market Vitec Vitec competitive
size (Em)* position* advantages
Photo Supports 140 L Installed base, highest quality and innovative

products, brand name, global distribution

- Professional 55 Maintain share through continuous innovation
- Consumer 85 Grow consumer market with dedicated range

Video Supports 105 1 Further capitalize on DSLR-V and B&l growth

*Management best estimates (for 2009)

|
Opportunity to grow the market by developing the consumer segment ‘ ’
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PRODUCT OVERVIEW: PRO SUPPORTS - HIGHLIGHTS Page 20

050 HEADS PHOTO T VIDEO HEAD

050 TRIPODS 504 HD VIDEO SYSTEM
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PRODUCT OVERVIEW: HOBBYIST SUPPORTS - HIGHLIGHTS

Specialist Channel CE Channel

PRO/ AMATEURS

055

VB

%

290 series

390 series

glﬁ! 29071 390 COVER STRATEGIC PRICE POINTS

CONSUMER




PRODUCT OVERVI

E W:

ACONSUMHEGHIGBTSP PORT S

POCKET

MINI

COMPACT - VIDEO

38CM

i
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COMPACT PHOTO

G )

GROUP




Lights

Market Vitec Vitec competitive
size (Em)* position* advantages
Lighting Supports A0 . Installed base, quality and distribution
Traditional lights 170 - Vitec does not participate
_ Innovative, proprietary technolo
Photo LED lights <5 1 PIOPTIERLY &

*Management best estimates (for 2009)

|
LED lights set to take share from conventional technology rapidly ‘wm ’
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PRODUCT OVERVIEW: LED LIGHTS

Manfrotto LEDs T target application

Continuous - Video = Photo i Video capability Flash T Photo

- continuous - flash
incandescence incandescence

lights lights
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http://www.canon.it/For_Home/Product_Finder/Cameras/Digital_SLR/EOS_550D/index.asp

PRODUCT OVERVIEW: LED LIGHTS

Manfrotto collection

POCKET MINI MIDI MIDI PLUS MAXIMA

SIGMA

D300S
1500-1700%

Canon

Canon

7D 5D Markll 1D Mark IV

1500-1700% 2500$ 5000
) g
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http://www.bhphotovideo.com/bnh/controller/home?O=ProductDetail&A=showMultipleImages&Q=&sku=585341&is=REG
http://www.bhphotovideo.com/bnh/controller/home?O=ProductDetail&A=showMultipleImages&Q=&sku=643179&is=REG
http://www.canon.it/index.asp
http://www.bhphotovideo.com/c/product/615725-REG/Nikon_25454_D5000_Digital_SLR_Camera.html
http://www.canon.it/index.asp
http://www.bhphotovideo.com/c/product/580422-REG/Nikon_25448_D90_SLR_Digital_Camera.html
http://www.canon.it/For_Home/Product_Finder/Cameras/Digital_SLR/EOS_550D/index.asp
http://www.canon.it/index.asp
http://www.bhphotovideo.com/c/product/635650-REG/Nikon__D300s_SLR_Digital_Camera.html
http://www.bhphotovideo.com/c/product/655574-REG/Nikon_25466_D3S_Digital_SLR_Camera.html
http://www.bhphotovideo.com/c/product/646908-REG/Canon_3814B004_EOS_7D_SLR_Digital.html
http://www.bhphotovideo.com/c/product/583953-REG/Canon_2764B003_EOS_5D_Mark_II.html
http://www.canon.it/For_Home/Product_Finder/Cameras/Digital_SLR/EOS-1D_Mark_IV/index.asp
http://www.bhphotovideo.com/c/product/615725-REG/Nikon_25454_D5000_Digital_SLR_Camera.html
http://www.canon.it/index.asp

PRODUCT OVERVIEW: LED LIGHTS
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GELS - DIFFUSOR STACKABLE INDEX DIMMER DUO POSITION BACKLITE LED ‘ ’
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Bags

Market Vitec Vitec competitive
size (Em)* position* advantages
Photo/video Bags 375 6 Highest quality and innovative products,

global distribution

- Professional 50 Multi brand strategy allows to design highly
- Consumer 325 differentiated bags, to fit diverse lifestyles.

*Management best estimates (for 2009)
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Grow share through innovative, quality and highly designed bags




PRODUCT OVERVIEW: BAGS

Bags strategy

BRAND CORE ATTRIBUTES AMBITION
U Top protection Provide the lightest most
@ U Lightest weight protective bags in the photo &
KATA . video markets

U Cutting-edge materials TECHNOLOGY

u Stylish ltalian design, style, look, way, mood
U Trustworthy

40 years in Supports

U Functional

U Retro look
U Eco friendly Lifestyle/Travel

NATIONAL
GEOGRAPHIC

U Basic Protection

ADVENTURE

.
Addressing premium bags market with distinctive brands ‘mc ’
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PRODUCT OVERVIEW: BAGS Page 29

Desire: Italian style
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PRODUCT OVERVIEW: PRO BAGS - HIGHLIGHTS

Luxury: Pro ALIinoo coll

BACKPACK SHOULDER

FEATURES TROLLEY

j g
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PRODUCT OVERVIEW: BAGS - HOBBYIST AND SOCIAL RECORDERS - HIGHLIGHTS

Trendy.: nStileo coll

BACK PACK SHOULDER

FEATURES HOLSTER & POUCH
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PRODUCT OVERVIEW

Apparel

Market Vitec Vitec competitive
size (Em)* position* advantages
Apparel <10 -- First complete range of ntext.]
Pro/hobbyist photographers
*Management best estimates (for 2009)
| G
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Grow share through innovative, qualitative and highly designed garments ~y



PRODUCT OVERVIEW: APPAREL

THE FIRST INTEGRATED CARRYING SOLUTION FOR PRO - PHOTOGRAPHERS

LINO APPAREL collection
Field Jacket Photo Vest Soft Shell Wind Jacket Poncho Poncho Photo Gloves Photo Hat Photo Hat

050 Support Family

LINO BAGS collection
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