





! GROWING HOME FURNISHINGS - MUCH IMPROVED

= Ameriwood — solidly profitable

Increased RTA capacity
= Futons performing well

= Improvement at Cosco Home & Office

= Home Furnishings segment will
grow further
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REINFORCED MANAGEMENT

= New Senior Management Structure as of Q3 2008

Added 3 new posts of Segment President

Dedicated to maximizing opportunities in their businesses

Results clearly evident
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PROVEN CORPORATE STRATEGY

= Recession resistant products
= Right products, right price points, right time

= North American consumers are shopping more
at mass merchants

= Ensuring market flexibility in Europe, building relationships
with mass merchants

= |nvesting heavily in product innovation
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SUSTAINABILITY PHILOSOPHY

= Active in sustainability on several fronts throughout all
three segments

= By nature of large volume of units sold, Dorel’s eco-conscious
programs make an important contribution by reducing their
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= Despite goal of keeping prices to consumers low, Dorel
intends to remain proactive in its sustainability initiatives

= Strict policy in place to ensure sustainable business practices
of suppliers
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SUSTAINABILITY INITIATIVES

= DHP: the first company supplying the mass market retail
segment with a futon made from 100% FSC certified wood

= Altra Furniture: uses Bamboo in some furniture;
Smart Program - 100% non-virgin wood

= Ameriwood:

1. All saw dust scrap, wood chips are recycled and returned to
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suppliers” manufacturing processes

2. Over 500 tons of scrap metal is recycled annually

= LEED Gold Certified distribution facility reduces carbon
foot-print with two coast distribution system

= Safety 15t Nature Next Collection features products made
from eco-conscious materials

= (Car seats in bags have saved countless tons of corrugated,
transportation/storage costs

= Warehouses are equipped with light sensors to eliminate
entire areas being lit needlessly
DOREL




‘ FULL YEAR - 2008

(in millions of USS, other than EPS)
Revenue

Net income

EPS (diluted)

Pre-tax income

2008 2007

$ 2,181.9 S 1,813.7
112.9 87.5
3.38 2.63
132.0 106.6
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NINE MONTHS - 2009

3 months
(in millions of USS, other than EPS) 2009 2008
Revenue S 518.5 S 552.2
Net income 30.2 (1) 27.2 (2)
EPS (diluted) 0.91 0.82

9 months
(in millions of USS, other than EPS) 2009 2008
Revenue $ 1,594.8 S 1,702.0
Net income 83.0 93.7
EPS (diluted) 2.49 (3) 2.81 (4)

1) Includes after-tax MTM loss impact of $0.06 / diluted share
{f' | 2) Includes after-tax MTM gain impact of $0.07 / diluted share
3) Includes after-tax MTM loss impact of $0.32 / diluted share
4) Includes after- tax MTM gain impact of $0.07 / diluted share
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OUTLOOK

= Well positioned for Q4

= Continued growth at DJG through innovative product
introductions

= |ncreased IBD bike sales (2010)
= Europe to remain soft, but focused on new products
= Cash flow of at least USS150 million

= Encouraging 2010
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WHY INVEST IN DOREL?

= A consistent record of successful acquisitions

= A focus on Juvenile and Bikes where Dorel is a key player
= A strong performance in Home Furnishings

= A portfolio of known, premium brands

= Product development capabilities that drive growth

= A strategy of the right products and varied price points

= Dedicated quality control/customer service by solid
Asian presence

= Established customer relationships
= Strong cash flow
= Payment of a quarterly dividend
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‘ QUESTION & ANSWER PERIOD






