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Owner’s message

here is much in the public 
exchange of views during 2009 
that I recognize. The question-
ing of capitalism and the debate 

about companies’ social responsibility. 
These questions have followed and haunt-
ed me during my more than 30 years as 
the owner of a family business. In the early 
1980s, I often sought good advice in letters 
preserved from previous generations. In 
a letter dated 16 March 1876, just three 
years after he founded the firm and trading 
house A. Johnson & Co, my great-grand-
father Axel Johnson wrote: “The reason [I 
have no time for diversions] lies in the fact 
that ever since I had my own business in 
which to interest myself, my entire being is 
concentrated on this activity, and I cannot 
deny that I find it indescribably divert-
ing, I am happy to admit that you become 
a materialist (which was not my nature 
previously) and even an egoist, when you 
place your business in front of all the other 
pleasures of life.” This letter conveys a 
desire to build and develop businesses, 
says that when you choose to go it alone 
you also choose an independence and an 
all-absorbing lifestyle. This made a strong 
impression on subsequent generations.

A statement by my grandfather, the great 
early 20th century industrialist, reads: “Of 
course I make money from my company, 
but however much I might wish to make 
the effort I cannot eat and drink everything 

I earn. I have a principle: Everything that 
remains – and it is rather a lot – I place in 
business. I am not conservative. It is not in 
my nature. I want to constantly break new 
ground for the enterprise.” And he adds: 
“My main interest today is that the state 
will not prevent me from doing my best.” 
Again, I found a message about the lust for 
creation, the need for independence and a 
choice made for life.

During years of changes in business 
focus, I have often had reason to reflect 
about how these early generations thought 
and felt about business. I have recognized 
my own driving forces. In good times and 
bad, in the intoxication of success and the 
perils of adversity, this culture and identity 
have set the tone. 

Axel Johnson is a company which has 
once again been fundamentally trans-
formed over the past twenty years. Trade, 
in the broadest sense, is our focus but 
we are now closer to the end consumer 
than ever. Every day in our businesses we 
meet more than a million customers. They 
scrutinize our products, assess quality and 
value for money, watch, make demands on 
service, question sustainability, environ-
ment and the “social content”. As good 
business people it is our duty to provide 
well thought-out and reliable offerings with 
no cheating, shortcuts or wrong turnings. 
We must be able to accept responsibility 
for our products and feel for them in our 

hearts. We must have conviction.
In times such as ours of financial and 

mass media vulnerability, when private 
ownership and family companies are too 
easily questioned or set aside, long-term, 
enduring and value-driven enterprise is 
more important than ever. Leadership with 
passion. All the people in our companies 
approach their daily work and endeavors 
with a commitment that goes beyond the 
simplest, the expected. One of the greatest 
Swedish poets, Gunnar Ekelöf, wrote in his 
poem “To see yourself in others”:

 To be social in your heart  
you others, all social in the head!
 – And the heart is not an impulse of the 
moment but lasting.
The heart is not a business cycle.

With a year of shifting sands and 
unpredictability behind us, we continue 
to believe in our corporate culture as a 
factor for success. We believe in endur-
ance. We are convinced that the culture of 
our companies ensures that they have the 
“heart” and innovative power to promise 
good business.

Antonia Ax:son Johnson

Antonia Ax:son Johnson sees her business from a long-term social perspective. 

T

In a time of financial 
vulnerability the family 
business is more 
important than ever”

,,
5



Sales
The Axel Johnson group’s consolidated 
sales amounted to SEK 20,073 million 
(19,881). Sales in partly owned Axfood 
and Mekonomen amounted to SEK 
32,378 million (31,663) and SEK 3,129 
million (2,646) respectively.

Earnings
Operating profit amounted to SEK 914 
million (993) and profit after net finan-
cial items was SEK 916 million (909).

Financial position
The Axel Johnson group’s financial 
position remains strong. Visible equity 
rose to SEK 6,258 million (5,894). 
At year-end, cash and cash equiva-
lents amounted to SEK 2,869 million 
(2,569) and net cash amounted to SEK 
2,303 million.

2009  
in brief
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W
hen I sum up 2009, we focused on 
acting fast, and at the same time 
were persistent and consistent in 
what we believe is right over time. 

We focused our energy on what we can influence in 
our businesses, rather than waiting for the outcome 
of the economic situation. Especially in times of 
uncertainty, belonging to a stable, family company 
is a source of strength. It allows us to work undis-
turbed and provides opportunities for growth when 
the wind is against us. We have successfully put our 
efforts into developing better than our competitors 
and capturing market shares.

The level of ambition in our businesses has 
been high. Five out of seven group companies 
developed better than in the previous year, and 
most companies outperformed the competition. 
This is proof that we have the capacity to grow 
in a weak market with no loss of profitability or 
service to our customers. 

Servera’s aggressive expansion of the customer 
base, and good growth among existing ones, 
boosted sales by seven percent in a shrinking 
market. Mekonomen increased its sales by almost 
20 percent and the focus on Mekonomen’s Mega 
and Medium units exceeded expectations. The 
Åhléns group increased its market shares in the 
fashion market, and the first Åhléns pharmacy 
was opened in December in the department 
store at Skanstull in Stockholm. The launch of 
a new strategy for Kicks resulted in a good sales 
increase and earnings.

The group company hardest affected by the 
recession is Axel Johnson International. Despite 

a sharp fall in incoming orders, we managed to 
produce a passable result due to energetic efforts 
and fast reactions. Axfood delivered better earn-
ings than in the previous year. Sales and earnings 
trend were stable for Willys, and Dagab continues 
to have a high level of efficiency and service. 
Good control of costs and restructuring measures 
have started to yield results in Hemköp.

Svensk BevakningsTjänst doubled its earnings 
compared with the previous year driven by both 
higher sales and good margins. Novax carried out 
a good deal in WeSC during the year by selling 
parts of this holding. 

Ahead of 2010 we have every opportunity to 
continue to grow and successfully develop our 
businesses. With market-leading businesses, a 
strong balance sheet, but most important of all 
skilled and motivated employees, we will capital-
ize on the market shares we gained in 2009 and 
widen the gap to our competitors.

We promise to do everything to exceed our 
customers’ expectations. The trust from our cus-
tomers is our challenge and driving force. 

Our strength does not lie in what we do but in 
how we do it – how we choose to build our opera-
tions, how we develop our businesses, and how 
we nurture new ideas and transform them into 
attractive customer offerings.

This is what made us even more competitive 
during 2009 and will determine our success in 
2010!

  
    Fredrik Persson

We have successfully 
put our efforts into 
developing better than 
our competitors”

Fredrik Persson sees the strength in the endurance of the family 
company that creates profitable growth even in a year under pres-
sure such as 2009.

CEO’s comments
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This is  
Axel Johnson
Axel Johnson  
International
Supplier of industrial and 
consumer products in 
Europe.

Forankra
AxFlow
AxIndustries
AxImage

Mekonomen (29%*)

Scandinavia’s leading car 
parts chain, listed on the 
Stockholm Stock Exchange.

Mekonomen Sweden
Mekonomen Norway
Mekonomen Denmark
Mekonomen Wholesale
Mekonomen Fleet

Servera
Leading wholesaler and  
specialist in the restaurant  
and food service sectors.

Servera R&S
Grönsakshallen Sorunda
RP Frukt
Fällmans Kött
Matsäljarna Väst
Bunkra.se
Servera Shipping

Axfood (approx. 46%*)

One of the largest listed  
companies in the Nordic  
retail food market.

Hemköp
Willys
PrisXtra 
Dagab
Axfood Närlivs

Novax
Develops and invests in 
companies with growth 
potential.

DesignTorget (100%*)
Filippa K (55%*)
Himla (33%*)
WeSC (11%*)

The Åhléns group

One of the Nordic region’s 
leading retail companies with 
department and specialty  
stores within beauty, home-
ware and fashion

Åhléns
Kicks
Lagerhaus
Åhléns Norway

Svensk  
Bevaknings- 
Tjänst

Offers total security solutions  
for companies and private 
individuals.

Security services
Parking
Emergency call centers
Protection & Analysis
Training

8
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Mission
Axel Johnson’s mission is to build 
and develop profitable businesses 
within trade and services in the 
Nordic region, the Baltic area and 
the rest of Europe so that both 
companies and people can grow.

Strong 
tradition
Axel Johnson was founded 
in 1873. With trade as a base 
the group has changed shape 
and form many times. The 
connecting thread has always 
been the will and the driving 
force to change, combined 
with building and developing 
sustainable businesses with a 
long-term approach, over time. 
This has required a generous 
measure of courage and the 
ability to seek new ideas and 
transform them into attractive 
offerings for our customers. 
This is a corporate tradition 
on which we will continue to 
build.

9

Vision
We want to have the leading 
position in our markets 
and our companies shall 
be in the forefront of new 
developments within their 
sectors. Through our 
businesses we want to be a 
positive force for change in 
the communities of which we 
are a part.



Our way  
forward

Axel Johnson’s task is to both chal-
lenge and support the group’s com-
panies to create results and higher 
values in the short and long term. We 
set ambitious and clear goals for the 
group’s businesses and we expect a 
high level of performance. Our orga-
nization is decentralized and we work 
with short decision-making paths and 
very close to our group companies. 
We make every effort to achieve a 
stimulating and profit-oriented envi-
ronment in which both people and 
companies can develop and grow.

We have a long-term perspective when 
we build and develop businesses. This 
means that our companies have good 
opportunities to grow over time. The 
foundation for our success lies in profit-
able, organic growth. We invest in our 
existing businesses and work continually 
to develop our customer offering. Our 
goal is that all group companies should 
outperform their competitors – both in 
profitability and in growth.

A large part of our future growth will 
come from business areas that are not 
part of the group today. This is why 
we continuously work to identify and 
develop new operations in our existing 
companies. Examples of new operations 
include the development of new con-
cepts, new product and service offerings 
to existing customers, expansion in new 
markets or company acquisitions.

Acquisitions are a basic part of our 
strategy. Since 2000, we have acquired 
more than 60 companies within the 
group. These are either add-on acquisi-
tions in group companies, acquisition of 
new group companies, structural deals 
or growth-oriented investments through 
Novax. When we evaluate a new group 
company we look for a business that 
meets a number of key criteria.

We invest in companies within trade 
and services which are based in the 
Nordic region. Having a strong market 
position, the ability to expand and gener-
ate strong cash flows are important.  
We always seek a clear owner position to 
ensure our ability to actively influence 
and develop the business.

GrowthOur task
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Our values permeate everything we do 
and create worth for our businesses. It is 
about what we believe in and how we do 
things – every day.

We put the customer first
The customer is always in center-stage 
when we build, develop and run our 
businesses. What we do and how we work 
must always be good for our customers. 
We believe this leads to increased sales.

Freedom means 
responsibility
We place great trust in our employees and 
at the same time we expect everyone we 
work with to accept great responsibility. 
Responsible and motivated employees 
make our companies more successful.

We have a long-term 
approach
We care about people, relationships and 
resources. Business that is sustainable 
over time leads to cost efficiency, 
motivated employees and satisfied 
customers.

We are constantly changing
We seek new ideas and we constantly 
strive to change. This places us at the 
forefront of development and means that 
we keep, attract and inspire old and new 
customers.

Our values

Leadership Sustainable 
business

We place great trust in our em-
ployees. They have the knowl-
edge, skills and ideas that develop 
our businesses. One of our key 
tasks is to attract, recruit and 
develop the best employees and 
managers for our organizations, 
management groups and boards. 
Skills and leadership develop-
ment are a key part of the work 
of creating growth and good 
results in our businesses. During 
2009 we started AXIOM, a new 
leadership program for young and 
new managers within the Axel 
Johnson group.

Axel Johnson wishes to make a 
positive contribution to the communi-
ties in which we operate. We raised 
the debate about companies’ social 
responsibility back at the end of the 
1980s. Today, we are not alone with 
the perception that our growth must 
be sustainable if we want to be com-
petitive in the future. Our work with 
sustainable business is therefore an 
integrated part of how we build profit-
able businesses and how we develop 
attractive customer offerings. We place 
high and clear demands on our group 
companies regarding environmental, 
social and business ethical issues. 
We cannot do everything, but we can 
make a contribution – and we can 
always improve.
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rends are just everywhere,” explains 
Karin Ward. “For example, we listen to a 
number of trend analysts at the start of 
the season. Preferably from different parts 
of the world to get a broad view.”

One of the most influential names in the design 
world is Li Edelkoort, who gets the attention of the 
entire fashion industry when she holds her trend 
seminars. Recently she said that water is going to be 
a major source of inspiration. In the fashion world 
this prophecy translates into draping and the color 
blue, fish scales become shiny sequins.

Another source which provides a basis for trend 
analyses is data about customers’ actual purchases. 
Here Karin Ward and Louise Guthe have a unique 
knowledge bank in which to delve.

“Our customer club gives us information about 
our customers and what they want. This helps us to 
interpret trends and implement them in upcoming 
collections.”

So what will be the next major fashion trend –  
anti-consumption, eco-fashion or glamor as a back-
lash to the recession?

All three is the answer from Louise Guthe and 
Karin Ward. We will see more festive details in 
everyday clothing and a development of eco-fashion. 
The anti-consumption trend has also been topical, 
but Louise does not believe that this will affect con-
sumer groups at large.

“The ecological trend rolls on. But in the future 
consumers will not want all information about a 
product but will recognize reliable brands and stores 
in which it is safe to shop. I believe in the good  
company,” says Louise.

The subject of sustainability is strongly debated in 
the fashion world, just like in many other industries. 
Mathilda Tham, co-opted Professor of Fashion at 
Beckmans College of Design and lecturer and re-
searcher in design and sustainability at Goldsmiths, 
University of London, works with future studies 
within fashion. She sees sustainability not as a trend 
but as a theme that has come to stay in the fashion 
industry.

“On the other hand, it can be expressed in differ-
ent ways, which might become trends. Companies 
will become better and better at communicating 
how the clothes are manufactured and the effects 
they have on the environment and people,” predicts 
Mathilda Tham.

From being a question that mostly concerned the 
actual production of fibers and items of clothing, to-
day’s designers are also starting to play a key role in 
sustainability work and will need to take the longer 
time perspective into account, in her opinion.

Companies are also starting to accept responsibil-
ity for lifecycle phases that were previously regarded 
as outside their control, encouraging people to wash 
their clothes at 30 degrees in order to save energy, 
for example.

“Some of the fashion choices of the future will 
take the form of services – restyling, repairs and 
clothing rentals. We will also see the emergence of 
a more niche type of secondhand fashion. Status in 
future will be making smart choices and abstaining 
just as much as choosing,” says Mathilda.

“Naturally we will focus even more on helping our 
customers to make smart environmental choices,” 
says Karin. ■

Experiences – the product 
alone is not enough, the 
store environment and 
packaging are equally 
important.

Parties – more sequins and 
luxury in everyday clothes.

Blue – the 2010 color with 
inspiration from sea and 
water.

Trading up, Trading down 
– rejecting brands but 
still being a snob within a 
favorite area.

Jewelry and accessories 
– we are moving away from 
minimalism to large and 
more prominent jewels.

Trend Fashion

Karin Ward and Louise Guthe have considerable experience of the fashion 
industry. As design and fashion manager respectively at the Åhléns group’s pur-
chasing department, they can influence consumers’ choice. But how do they 
find their way among all the trends?

T

Tomorrow’s fashion 
consumers will care 
about where their  
clothes come from”

fashion trends 
on the way

5
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Trend Food

ome people feel that we should cut the hype 
surrounding chefs and food, but then I usu-
ally compare this to sport. I believe that me-
dia coverage of food will be just as natural 

as sport – and this interest is here to stay,” says Hanna 
Halpern, CEO of the Swedish Restaurant Academy 
and boss of the Chef of the Year competition.

The major interest in food can be explained by a 
lack of time, in Hanna Halpern’s opinion. Trends often 
arise in response to something we lack. In the post-
war period in the 1950s, for example, people wanted 
material things – in today’s society it is time that we 
long for. Time to spend with relatives, friends and 
acquaintances round the dinner table fulfills both a 
need to relax and provides companionship.

A cook who also believes in genuineness and less 
stress when it comes to future food trends is Stefan 
Eriksson, Chef of the Year in 2005. Together with 
his wife Anette, Stefan runs a creative food studio in 
central Stockholm which offers courses, seminars 
and catering for parties. Stefan and Anette have a 
passion for locally produced ingredients and grow 
their own vegetables. Pictures of Swedish flora hang 
on the dining room walls.

“These inspire me,” says Stefan and points at the 
pictures. “I believe that the approach for the future is 
to work more with vegetables and leguminous plants 
and less with meat, fish and poultry, especially in 
view of how much energy is consumed to produce a 
kilo of meat compared with a kilo of beans.”

Stefan Eriksson is interested in energy issues 
such as energy consumption and shortages of raw 
materials.

“But I don’t think that we can make consumers 
responsible for this. It is decision-makers in food retail 
and people who work with selling food at all levels who 
must accept their responsibility,” says Stefan.

He believes that most people, like him, long for 
the genuine and authentic. He mentions the major 
baking and bread boom in recent years as an ex-
ample of a back-to-basics trend.

“Modern stressful life is really not entirely natural. 
What all the senses enjoy and are stimulated by, 
such as the smell of freshly baked bread, pottering 
in the garden and seeing a seed grow into a carrot, 
that’s what I believe in.”

Inspiration for his ideas about clean tastes and 
easily prepared vegetables are something Stefan 
has acquired from his Nordic neighbors. Chefs in 
Denmark were early adopters of the ecological 
perspective he says and mentions Erwin Lauterbach 
and the Noma restaurant in Copenhagen as pioneers 
in the development of pure Nordic tastes and refined 
vegetable dishes.

Stefan believes that food preparation will be dis-
cussed more in the future.

“Should vegetables be served raw, gently steamed 
or prepared at low temperatures in order to achieve 
the healthiest alternative and the best taste? We 
should in general discuss food more,” he insists. ■

Genuine products (butter 
and not margarine, sugar 
and not sugar substitutes).

Local farmers and Swedish 
tastes.

Quick serve but not fast 
food. The food should be 
well prepared.

Time for a break: Cof-
fee brewed from freshly 
ground beans with milk 
and not a “latte”.

Axel Johnson-owned 
company Servera cooper-
ates with the Swedish Chef 
of the Year Association to 
support industry devel-
opment and Swedish 
gastronomy. Cooperation 
with among others chef 
Stefan Eriksson, Chef of the 
Year in 2005, is one way for 
employees and custom-
ers to obtain inspiration 
and knowledge of future 
trends.

Today’s food trend is in many ways a reaction against stress, additives and produc-
tion that harms nature. Instead we long for food we can eat with a clear conscience. 
So believes Sweden’s Chef of the Year boss Hanna Halpern and chef Stefan Eriksson.

S

All the senses enjoy the 
smell of freshly baked 
bread, pottering about in 
the garden and seeing a 
seed grow into a carrot”

food trends
4
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ore vehicles on rails and alternative 
transport solutions to meet future 
tough climate targets – this is the 
future scenario to which Marcus Lars-

son and many others subscribe. But he definitely 
believes that the car will survive in parallel.

“It is an incomparable means of transport with 
a flexibility many people need to make their lives 
work. Particularly families with children with trans-
port between work, day care centers, schools and 
shopping malls.”

On the other hand he sees many changes – both 
technical and conceptual – that will characterize 
the coming decades. Since the start of the 1990s car 
manufacturers have been forced from year to year to 
build increasingly low consumption cars, largely due 
to political pressure.

Marcus also mentions a milestone from the end of 
the 1990s which has had a far-reaching impact:

“Diesel engines were developed to a completely 
different level – more eco-friendly, with a higher 
performance and significantly lower fuel consump-
tion. This trend has continued and now we hear of a 
future diesel car with a fuel consumption of 2 liters 
per 100 kilometers.”

Marcus underlines that there are strong economic 
interests for keeping the internal combustion en-
gine. Alternative fuels have had difficulty in making 
a breakthrough, but today there are nevertheless 
several hybrid cars which combine electricity and 
gasoline or electricity and diesel – even pure electric 
cars have taken a big step forward.

“The challenge so far has been range, but now 
there are alternatives that can run for 200 kilome-
ters on one charge. This means that electric cars 
will definitely increase in urban areas. Battery 
technology is developing all the time. Now many 

are investing in lithium-ion batteries which can be 
charged quickly. It takes just a couple of hours to get 
one fully charged,” says Marcus.

Increasing volumes may allow prices to be pressed 
down and then the step to an electric car will be eas-
ier to take for the environmentally aware consumer.

Another trend that has both financial and environ-
mental driving forces is a growing number of car pools 
which are starting up in densely populated areas where 
parking spaces are in short supply and expensive.

“The approach to motoring is undergoing change. 
Instead of everyone owning a car that stands on 
the street and costs money, a neighborhood can 
get together and buy a car. People do not own it 
themselves but pay according to use – simply buy 
kilometers instead of cars,” says Marcus.

He believes that different types of full-service leas-
ing will increase in future. This will guarantee that 
the fleet is constantly renewed and improved with 
the latest technology. But even if this will increas-
ingly mean buying a transport solution rather than a 
product, Marcus Larsson still feels that the car as a 
status symbol will remain.

“Automotive is still the world’s biggest industry 
and it is linked to a great deal of emotion and pas-
sion. Just look at motor sports which are enormous 
in global terms. A single Formula 1 competition 
in Germany can attract hundreds of thousands of 
spectators.”

On the private level the major interest in cars is 
reflected in the fact that many people still have very 
strong preferences when it comes to brands. This 
will of course affect the market regardless of the 
type of ownership that will dominate in the future. 

“Even if people form a car pool with their neigh-
bors, there will certainly be strong views about 
which cars should be included,” says Marcus. ■

In 25 years the electric car will have made a major breakthrough. But car owner-
ship itself will also change – it will become increasingly common to both travel by 
and own a car with someone else. So believes Marcus Larsson, head of market and 
supply chain at Mekonomen.

A new car – even with a 
traditional internal com-
bustion engine – gener-
ally emits fewer harmful 
substances than an old 
one, since technology is 
constantly being improved. 
But even someone who 
keeps their present car of a 
somewhat modern model 
can do a lot to reduce its 
environmental impact. 

Regular service  
changing oil, checking the 
engine, spark plugs and 
other components has a 
big impact on the emis-
sions caused by the car. 
Manufacturing a new car 
also has a big environmen-
tal impact, so keeping a 
car for a few years longer 
can make a difference to 
environmental impact. 
Mekonomen’s workshops 
have invested in exhaust 
measuring equipment 
which measures cars’ emis-
sions when they are in for 
a service. This helps car 
owners to eco-optimize 
their vehicles.

Trend Motoring

M

Tomorrow’s motorist 
might not want to own  
a car but pay by use”

Long-term 
service
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he Norwegian company Erling Haug has 
a long history. They have been supplying 
goods and services to the offshore indus-
try, marine operations and the fishing in-

dustry since 1936. The company is today among the 
market leaders in Europe in equipment for offshore 
vessels – major consumers of thick steel cables and 
rigging hardware in large dimensions. Established 
along the entire Norwegian coast, they have become 
a well-known name, largely due to good customer 
relationships.

“When a customer comes to us with a problem 
that needs solving, we do not leave until we have 
found a solution. We do not compromise. The 
customer must be satisfied, that’s our top priority,” 
says Erling Haug, president of the company that 

bears his name, and also the founder’s grandson.
It is with the customer in focus that Erling Haug 

together with other companies in the Forankra 
group have joined forces and founded the coopera-
tion Certex International Offshore Services.

“Our aim is to be able to offer our offshore cus-
tomers total deliveries of goods and services in the 
entire North Sea area and in the Norwegian Sea, and 
over time other areas as well. At the same time as 
this cooperation means that we ourselves will attract 
bigger customers,” says Erling.

As part of Certex International Offshore Services, 
the companies should be able to benefit from each 
other’s resources and expertise and complement 
each other. It should not be necessary to go to an 
external supplier for help with lifting equipment, 

Erling Haug is part of Axel Johnson International 
and one of Europe’s leading companies in equip-
ment and services for offshore vessels.

Axel Johnson International
Best service on the North Sea

T

In the international offshore industry a supplier must be both flexible and innovative.  
These are two keywords for the Norwegian company Erling Haug which belongs to  
the Forankra group, a part of Axel Johnson International.
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Facts 
Axel Johnson Interna-
tional owns and develops 
companies within technol-
ogy trading. Operations 
focus on industrial and 
consumer products and 
comprise four business 
areas: AxFlow, AxIm-
age, AxIndustries and 
Forankra. AxFlow is Eu-
rope’s largest distributor 
of fluid handling equip-
ment. AxImage supplies 
photographic, graphic and 
medical equipment and is 
general agent for Fujifilm 
in Sweden and Norway. 
AxIndustries develops 
and sells components, 
systems and solutions for 
Nordic and Baltic industry 
with a focus on heavy duty 
vehicles, bearings and 
transmissions. Forankra 
distributes lifting and load 
lashing products. The 
Axel Johnson International 
group has companies 
in some 20 countries in 
Europe.

Uncompromisingly satisfied customers 
are Erling Haug’s lodestar

steel cables, lashing gear and safety equipment. An 
oil rig is mobile and is moved around. So service and 
material should be available from the same place, as 
a complete concept.

The company employs ninety people and has 
annual sales of NOK 340 million. Its strength lies 
within its employees. 

“We are all dedicated to our work and our internal 
culture is reflected by the fact that those of us who 
work here find it unbelievably exciting. Actually we 
are a group of people who are absorbed by nautical 
things and offshore,” laughs Erling.

But behind his statement there is a lot of serious-
ness. With its long experience the company has an 
understanding of the customer and what’s needed 
along the coast. This, combined with a stable and 

skilled workforce, means that Erling Haug is unique-
ly placed to offer customers innovative solutions, 
which has also always been part of the company’s 
mission.

At Erling Haug they also understand the impor-
tance of safety in the industries they serve.

“Our customers operate under strict safety con-
trols and rules. It is therefore extremely important 
that we have a culture that understands this and 
employees who take people’s safety seriously. With-
out such an attitude we would have no business in 
this industry,” he concludes with conviction. ■

tonnes traction force is how much Erling 
Haug’s strongest mooring ropes can handle.
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Axel Johnson International

uring the year the focus has 
been on handling reduced 
order bookings, which 
meant that Axel Johnson 

International’s earnings and sales per-
formance held up well compared with 
competitors.

The group strengthened its posi-
tion within offshore and wind power. 
Demand for spare parts and service is 
good. This benefited AxIndustries and 
AxFlow in particular where the after-
market accounts for 55 percent and 
35 percent respectively of sales.

Market situation
Most of the industries in which Axel 
Johnson International’s key customers 
are found – such as the transport and 
vehicle industry, chemical industry, 
and steel and metal industry – were 
hit hard by the recession. Geographic 
markets more affected than others 
with sharp declines in volume were the 
Baltic countries, Russia and eastern 
Europe. The Norwegian market grew, 
driven by oil, offshore and investments 
in infrastructure.

AxFlow
During the year AxFlow focused on 
sectors that are not so sensitive to 
the business climate. Cosmetics and 
personal care are the segments that 
showed the strongest growth.

AxImage
During the year AxImage introduced 
a new generation of products in the 
market for medical technical equip-
ment. Within Graphics, the focus was 
on increasing market share through 
high quality and improved service.

AxIndustries
AxIndustries changed its organiza-
tion, from product-oriented to more 
market-oriented within the Heavy Duty 
Vehicles and Bearings & Transmissions 
divisions.

Forankra
During the year Forankra focused on 
offshore and energy in order to offset 
the economic downturn in other 
segments. Efficiency measures and im-
proved service strengthened Forankra’s 
market position.

Ahead of 2010
Some improvement in the European 
industrial climate may benefit the 
group’s companies. The market for 
spare parts and service will be given 
priority since these areas show major 
growth potential.

Reduced order bookings were handled fast and energeti-
cally. At the same time demand for service and aftermarket 
is increasing steadily.

AxFlow 23% 

AxIndustries 
26%  

AxImage 9%

Forankra 
42% 

Sales by business Key figures

SEKm

Net sales

Pro�t after net �nancial items

Average no. of full-time employees

2009

5,299

110

2,025

2008

6,065

284

2,167

D

Proactive in tough market

How did 2009 look for 
Axel Johnson Interna-
tional?
“The year was marked 
by the macroeconomic 
situation in Europe and 
the world. At an early 
stage we decided to 
adapt the cost base 
to the falling demand 
and therefore made our 
business more efficient. 
This unfortunately also 
led to an adjustment of 
the workforce. This is al-
ways a difficult decision 
to make, but we have 
made every effort to 
handle the cutbacks as 
humanely as possible.

“The economic 
situation did not mean, 
however, that we ap-
plied the handbrake, on 
the contrary. We have 
worked unyieldingly 
to increase our market 
shares in a declining 
market and have suc-
ceeded in attracting 
many new customers. 
We have focused on 
visiting more custom-
ers, because even if 
customers do not have 
such big requirements 
today, hopefully they 
will tomorrow and then 
we will be there. Our 
entire business is linked 
to the Axel Johnson 
group’s approach to 
endurance.”

What do you predict 
for the future?
“Going forward we 
must grow the business 

we have today and sell 
more to our existing 
customers. We will 
continue to develop our 
operations by improv-
ing our service and the 
services we offer, find-
ing new products, new 
distribution channels, 
and developing online 
sales of spare parts. We 
will also invest in em-
ployee development. 
We will be an employer 
that attracts the best in 
the industry.”

What has Axel Johnson 
contributed in these 
tough times?
“The tough times 
have also affected our 
customers and suppliers 
which means they must 
carefully consider the 
companies with which 
they cooperate, which 
ones can cope with a 
recession. Our products 
are often essential in 
the customer’s process 
or product and we 
guarantee that the truck 
will run, food will be 
pumped, and the cargo 
plane will take off.

“Our position was 
greatly strengthened by 
the fact that the Axel 
Johnson group has 
previously survived a 
number of recessions. 
Our suppliers set great 
store by our endurance. 
Financial strength allows 
our entire organization 
to focus on customers – 
this provides stability.”AxFlow 23% 

AxIndustries 
26%  

AxImage 9%

Forankra 
42% 

Sales by business Key figures

SEKm

Net sales

Pro�t after net �nancial items

Average no. of full-time employees

2009

5,299

110

2,025

2008

6,065

284

2,167

“Our entire business is linked to  
the group’s approach to endurance”

President of Axel Johnson International

Mats R. Karlsson
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In 2009, Fujifilm Medical launched a 
globally unique innovation in digital 
detectors – FDR AcSelerate.

Forankra ABT strengthened its 
market-leading position in load 
lashing during 2009.

AxFlow UK acquired the service company 
TAPS in 2009 which further strengthens 
AxFlow’s offering in the UK.

The wind power industry is a growth 
sector and Forankra is growing with it.

Jens S Transmissioner and Nomo Kullager, which 
are part of AxIndustries, together won a major 
order from Sandvik Material Technologies.
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e want to integrate this approach 
to sustainability throughout the 
business. It should not be a separate 
department that works with these 

issues but all of us together will be involved in this 
work every day,” says Camilla Weiner. She is head of 
corporate communications at Axfood and respon-
sible for environmental and social issues, one of the 
group’s five focus areas.

In order to show that they are serious about their 
focus on sustainability, Axfood has appointed environ-
mental coordinators at companies within the group. 
One of them is Janne Krantz, campaign manager at 
Willys and an environmental coordinator since the 
start of 2009. He is enthusiastic about this new role:

“This assignment has enormous scope and I will 
learn a lot of new things. It feels very rewarding to 
be able to work with such long-term and important 
issues, issues that I do not come into contact with in 
my everyday life.”

Each environmental coordinator has been ap-
pointed by the respective company’s president. This 
was a deliberate choice in order to give weight to 
the assignment. The idea behind their role is that all 
decisions should be firmly rooted in the organiza-
tion. This will ensure that the change program will 
be a well thought-out process based on ideas that 
employees recognize and have identified from their 
own reality.

“I believe this is extremely important in order to 
gain support and persuade employees to be really 
enthusiastic about this work. But also when it comes 
to getting our message across since our employees 
are our best ambassadors. Communicating with 
them is decisive throughout this entire process,” 
says Camilla.

One result of the environmental coordinators’ 
work is Willys’ ambitious environmental project 
which included taking the step of ecolabeling all its 
stores with the Swedish Society for Nature Con-

Janne Krantz is an environmental coordinator in the Axfood 
group. His assignment and that of the other coordinators is to 
establish sustainability work throughout the organization.

Axfood
Sustainable all the way 

W

At Axfood sustainability is much more than simply an in-word. With hand-picked environ-
mental coordinators and a tangible action program, the group accepts responsibility all  
the way – from the quality of its suppliers to the products in the customer’s grocery bags.

“
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1 281
Facts 
Axfood (ownership ap-
proximately 46%) is one of 
the largest listed compa-
nies in the Nordic grocery 
market, with both retail 
and wholesale operations. 
Retailing is conducted 
in 225 own stores and 
840 proprietor-run stores 
tied to Axfood through 
agreements, through the 
company’s wholly owned 
chains Willys, Hemköp and 
PrisXtra but also under 
brands such as Handlar’n 
and Tempo.

Within wholesale, 
Dagab is responsible 
for delivery of products 
to stores, mostly within 
the group, while Axfood 
Närlivs supplies small 
restaurants, the food 
service sector and other 
service outlets. Axfood 
seeks to meet the chang-
ing needs of all consumers 
through its different store 
concepts.

servation’s “Bra miljöval” (Good Environmental 
Choice) label. The idea is that other store chains 
should follow their example. Ecolabeling means, 
among other things, that the store guarantees good 
access to ecological products and good environmen-
tal work with ambitious sorting at source and energy 
conservation. It also means that each store has its 
own environmental manager who ensures compli-
ance with these requirements.

“In future we will show that we not only have 
Sweden’s cheapest bag of groceries but also Swe-
den’s cheapest bag of ecological groceries,” says 
Janne Krantz while pointing out that already today 
the ecological product range is bigger than many 
customers realize. 

Another important component is Axfood’s sustain-
ability program, a living working document that with 
targets, strategies, action and follow-up will monitor 
the group’s sustainability initiatives.

“The most important thing about the program is 
that it is not just positive words and lots of woolly 
formulations on paper but actually a tool with 
measurable targets,” explains Åsa Domeij, head of 
environment and social responsibility.

“It is difficult to work if you do not know what you 
are trying to achieve. Having targets in place is more 
important than getting them exactly right, because 
targets can be discussed and changed.”

Sustainability has also been given more space on 
Axfood’s website. This includes Åsa Domeij’s blog 
which invites dialog with customers as does the new 
Garant brand. The aim is to create a private label 
with scope for customers to say what they think 
about the products.

“Garant will be continually developed in response 
to our customers’ needs and preferences. Right now 
we have Garant and Garant organic products,” says 
Åsa Domeij.

At the same time Axfood wants to be a pioneer 
when it comes to social responsibility. In line with 
this they were the first to set an age limit for sales of 
energy drinks.

“For us it is important to be aware of the wor-
ried parents of teenagers who overconsume energy 
drinks. We want to be a responsible company with 
decent values and proud employees who feel that 
they can vouch for the products they sell,” says 
Camilla Weiner. ■

ecological products are included in Axfood’s assortment

Axfood’s private label Garant Ekologiska (organic products) 
was launched in 2008 and today includes 71 products.  
The most usual labels are KRAV or EU ecolabel.
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Axfood

he Group’s earnings were 
strong and sales rose 2.3 
percent during the year.
A series of private labels 

with a fair-trade certified line of products 
was launched under the Aware brand. 
The groupwide Garant label was also 
launched. The idea with Garant is that 
customers can influence the brand by 
responding and suggesting new products. 

Market situation
Conditions for the retail food market 
were characterized by intense competi-
tion and increased establishment of new 
stores. As the rate of inflation subsided, 
opportunities for volume increases im-
proved during the latter part of 2009.

Dagab
Dagab’s sales and earnings showed posi-
tive development. During the year the 
introduction of Autoorder continued and 
voice picking was introduced in all fresh 
food warehouses. Cooperation with the 
Vi stores was resumed in November.

Hemköp
The negative trend was broken in 2009 
and Hemköp reports positive earnings. 
The focus during the year was on cost 
control, improved gross profits and 
a changed price and product range 
strategy.

Willys
Willys’ sales and earnings were stable 
with a steady rise in the number of 
customers. Further development of the 
shopping experience was given priority 
and a total of 28 stores had been mod-
ernized and refurbished by year-end.

PrisXtra
PrisXtra, which was acquired in 2008, 
was negatively affected by the road 
works being carried out in the vicinity 
of the two largest stores in Stockholm. 
Work during the year was largely 
characterized by the integration process 
with Axfood.

Axfood Närlivs
Axfood Närlivs, despite intense competi-
tion and the economic downturn, had a 
good earnings trend. The main contribu-
tor to this was sales development at Ax-
food Snabbgross cash and carry stores.

Ahead of 2010
Axfood’s aim is to ensure profitable 
growth through improved efficiency and 
good control of costs. Some prioritized 
areas will be continued improvement of 
the shopping experience and a devel-
oped price and product range strategy, 
with the aim of stimulating sales.

A focus on structure, product range and service lifted 
Axfood during a year characterized by price competi-
tion and price-conscious customers.

Axfood 19.3%

Coop
18.5%

Bergendahls
5.3%

Lidl 3.2%

Netto 2.1%

Other 5.7%

ICA 45.9%

Market shares in Sweden* Key figures

SEKm

Net sales

Pro�t after net �nancial items

Average no. of full-time employees

2009

32,378

1,082

6,816

2008

31,663

1,011

6,847

T

Market with potential

Tell us about the past 
year.
“It was a tough year 
since we were in an 
economic downturn. At 
the same time 2009 as 
a fiscal year was among 
the best in Axfood’s 
history, among other 
things because we 
were good at review-
ing our costs and 
improving efficiency. 
All companies posted 
a profit.

“You could also say 
that it was a struc-
tural year. Personally 
I functioned both as 
CEO and president 
of Axfood as well as 
president of Hemköp. 
We worked to create 
orderly structures at 
Hemköp and moved 
from the red into the 
black.”

How do you see the 
future?
“I am hopeful about 
the future and believe 
we have seen the bot-
tom of the economic 
downturn. People are 
starting to believe 
in better times. This 
is also an election 
year which will prob-

ably mean measures 
that will give people 
improved purchasing 
power.

“Given that we also 
emerged from 2009 
as well as we did, it is 
naturally easier to view 
2010 with confidence.

“At the same time, 
we operate in a highly 
competitive industry. 
We must be on our 
toes all the time, and 
we are.”

How is your rela-
tionship with Axel 
Johnson?
“We have a first-rate 
relationship and 
constantly make use of 
each other’s expertise 
and changes. Con-
tinuous benchmark-
ing takes place. As 
president of a listed 
company it is also nice 
to have a stable princi-
pal owner.

“We believe that 
Axel Johnson has 
sound values that con-
cur with our own. For 
us who work with food, 
issues that concern 
sustainable develop-
ment are particularly 
important.”

Axfood 19.3%

Coop
18.5%

Bergendahls
5.3%

Lidl 3.2%

Netto 2.1%

Other 5.7%

ICA 45.9%

Market shares in Sweden* Key figures

SEKm

Net sales

Pro�t after net �nancial items

Average no. of full-time employees

2009

32,378

1,082

6,816

2008

31,663

1,011

6,847

President of Axfood

Anders Strålman 

“We must be on our toes  
all the time, and we are”

*Source: Axfood and Fri Köpenskap
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What does Åsa say about food? How 
close is locally produced? Take a look at 
Åsa Domeij’s blog at www.axfood.se.

Garant is the responsive brand that in-
vites customers to say what they think 
and suggest new products.

The rollout of Autoorder was com-
pleted in all Willys stores in 2009 which 
means that ordering of products for 
the store takes place automatically. 

In August 2009, for the second consecu-
tive year, Axfood received the Best An-
nual Report award, among companies 
listed on Nasdaq OMX Stockholm.

At Willys, customers will be able to donate 
deposit refunds from bottles and cans to Save 
the Children Sweden.
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n recent years Mekonomen has progressed 
from being the car enthusiasts’ Eldorado to 
also attracting other motorists, such as the 
single mother or the stressed careerist. The 

keys to this success are many. With new store con-
cepts, better store locations and clearer communica-
tion, Mekonomen has made every effort to get closer 
to consumers and make its customers feel secure.

“In second place on the anxiety scale, just below 
the dentist, is the visit to the car workshop. You 
know it will be expensive, are uncertain about what 
they will do, and feel you have no control,” says 
Hanna Ekstrand, market developer at Mekonomen.

Making customers feel that they are taken care of 
and can trust Mekonomen as a brand has therefore 
been one of the cornerstones for development.

When customer surveys showed that 60 percent of 
those asked wanted to book their workshop visit by 

telephone, the idea of a telephone service –  
Mekonomen Direct – was born.

“This was the final step to get closer to the 
customer,” says Pål Kårfalk, sales and marketing 
manager at Mekonomen Fleet.

The idea with Mekonomen Direct is that car own-
ers should be able to solve all the problems related 
to ownership with a single telephone number. They 
can book in the car for a service or find out where 
the closest store is, and in time will even be able to 
book towing when the engine dies unexpectedly.

“We do not just want to give the customer a few 
crumbs, we want to serve the whole cake,” says 
Hanna.

In January 2009 the first call was made to the new 
number – a relatively new service for the industry.

“Car workshops are not exactly known for being 
service-minded. Previously it was an achievement to 

Mekonomen’s new store 
concept gives customers a 
warm welcome

Mekonomen
The motorist’s best friend

I

If the engine dies on a deserted country road in the middle of the night or if you 
need a new car seat for your child, one single telephone number is enough for the 
fastest possible help. The number goes to Mekonomen’s new telephone service,  
Mekonomen Direct.
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40 425
Facts 
Mekonomen (ownership 
29%) is Scandinavia’s 
largest automotive spare 
parts chain with offerings 
for both consumers and 
companies. With more 
than 215 stores and over 
1,200 affiliated workshops, 
and now most recently the 
24-hour call center Meko-
nomen Direct, the aim is 
to be easily accessible for 
customers.

Mekonomen offers 
400,000 different products 
for 5,000 car models. The 
aim is to give value-for-
money, be skilled and 
innovative, and to offer 
complete solutions and 
services of a high quality. 
This will permeate every-
thing Mekonomen does 
to achieve the vision of 
being the motorist’s first 
choice and making CarLife 
simpler.

Simplicity, fast service and good 
availability have made Mekonomen 
Direct a success

persuade someone lying under a car and tinkering 
to answer the telephone. The number one priority 
for a mechanic was taking care of the car, not the 
customer,” says Pål.

But at Mekonomen Direct someone does answer 
the telephone round the clock.

“Even though not many people call in the middle 
of the night, it is still important that they can if they 
want to,” says Hanna.

What also makes Mekonomen Direct different 
from a traditional call to a workshop is that the 
person who answers is an expert not on cars but on 
customer service.

“At this stage we are not servicing the car but the 
driver. We know there is something wrong with the 
car and that it should be fixed is obvious,” says Pål.

What is more important during this first con-
tact is that the person taking the call talks to the 
customer on their terms. A person who knows little 
about cars is often reluctant to talk to someone who 
understands cars, since they do not speak the same 

language and can have difficulty understanding each 
other. At Mekonomen Direct this is not a problem.

“This is even more important now when we have 
expanded and focus on new target groups such as 
women and families with children,” says Hanna and 
explains that in the new target group there are many 
people who are not particularly interested in cars. 
They have a car but assume that it will work. When 
it doesn’t they just want help to put this right.

The success of Mekonomen Direct does not mean, 
however, that in future Mekonomen will be limited 
to just a phone number.

“We will continue to develop to meet our custom-
ers’ needs and to be where they want us to be, on 
the web, mobile or telephone, and also in our work-
shops and stores,” says Pål.

But when the roof box breaks the evening before 
the trip to the mountains or you remember in the 
middle of the night that you forgot to change to sum-
mer tires 0771-72 00 00 is a good number to have in 
mind. ■

phone calls were taken by Mekonomen Direct in 2009
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Mekonomen

ekonomen continued 
its efforts to make the 
customer offering more 
visible through clearer 

communication and improved ac-
cessibility, both in the stores and via 
aggressive market communication.

The combined workshop and 
store concept Mekonomen Mega and 
Mekonomen Medium, launched at the 
end of 2008, grew to 60 units dur-
ing the year. In addition, the number 
of affiliated Mekonomen workshops 
increased to 1,200 at year-end 2009.

The launch of private label prod-
ucts exceeded sales targets and 
Mekonomen now offers a number 
of private label products, several of 
which carry an ecolabel.

The 24-hour telephone service 
Mekonomen Direct was launched in 
January 2009. This made a major 
impact with more than 40,000 calls, of 
which 80 percent were new custom-
ers.

Mekonomen Fleet which offers 
service to companies’ vehicle fleets, 
noted positive growth with 17 new 
contracts.

An agreement for cooperation with 
Svenska Bil was signed in May and the 
first four facilities in the Stockholm 

area were inaugurated in Septem-
ber. This cooperation means that a 
number of Svenska Bil facilities will 
be converted into Mekonomen Mega 
and Medium units with very attractive 
traffic locations.

Market situation
Mekonomen increased its market 
shares significantly in an otherwise 
weak market. Considerable price 
sensitivity among consumers benefits 
Mekonomen which offers a value-for-
money and attractive alternative. One 
clear trend in the workshop market is 
that franchised repair shops are join-
ing Mekonomen’s concept to a greater 
extent.

Outlook for 2010
During 2010 Mekonomen will con-
tinue its aggressive focus on new 
customer groups. This will be done 
through clear store and market com-
munication and a broad and easily 
accessible range of value-for-money 
and innovative solutions and products. 
Lower sales of new cars, combined 
with an aging vehicle fleet and more 
environmentally aware consumers, 
favor Mekonomen’s offering.

During the year Mekonomen consolidated its role as  
Scandinavia’s leading automotive spare parts chain and 
continues to make CarLife simpler for its customers.

M

Strong market position

What do you see in 
the rear-view mirror 
from 2009?
“We have undergone 
major changes, so 2009 
was the moment of 
truth for our new sales 
and store concepts. The 
results were highly posi-
tive, both the feedback 
from our customers 
and earnings and sales 
development. Mekono-
men Fleet, our offering 
to companies launched 
last year, acquired major 
customers such as 
Posten Logistik, Samhall 
and Dalkia. Mekonomen 
Direct, our new 24-hour 
telephone service 
launched in January, 
was a success. More 
than 80 percent of the 
people who contacted 
Mekonomen Direct are 
totally new customers. 
We have progressed 
from being a car parts 
supplier for workshops 
to being a natural 
choice even for people 
who are not greatly 
interested in cars. We 
received a fantastic re-
sponse from customers, 
which shows that our 
strategy is correct.”

How does the future 
look?
“Just because things 
are going well we must 
not sit back, we must 
continue to grow with 
more workshops and 
stores. Competition 
will be intense in our 
industry. We must con-

tinue to listen to what 
our customers demand 
and further increase our 
level of service. In the 
future, should we come 
and fetch the car key 
in the home – or at the 
workplace? Previously 
we were the challenger, 
now we are the one 
others follow.”

How does Axel John-
son inspire you in your 
work?
“Axel Johnson’s ex-
perience within trade 
is important for us, 
especially now when we 
are switching to form 
relationships with end 
customers. In our daily 
work we also have a 
close dialog with other 
companies in the Axel 
Johnson group.

“It is important for 
us to have a long-term 
principal owner with 
clear core values which 
match our own, they 
are our mirror image. 
From the core values we 
highlight key focus areas. 
Health is one such area. 
We feel responsible for 
our employees and en-
gage in preventive work 
with various wellness 
activities.”

“The environment 
is another area where 
we want to make a 
difference and adopt a 
position. We work to de-
velop concepts to make 
CarLife both simpler and 
more eco-friendly.”

President of Mekonomen
Håkan Lundstedt

“Switching to form relation-
ships with end customers”

Growth in number of 
workshops 2006-2009
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Mekonomen offers its customers ap-
proximately 400,000 products for 5,000 
different car models.

Mekonomen Fleet signed 17 new 
customer contracts during the year.

During 2009 the number of Mekonomen 
affiliated workshops increased by 155.
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eetings with entrepreneurs are a 
key part of Novax’s business. But an 
important change occurred during the 
past year. The number of contacts from 

intermediaries who want to arrange deals decreased. 
But as far as Novax is concerned this is less important 
– their work mainly involves tracking down interest-
ing entrepreneurs themselves. This search has also 
intensified in recent years, explain Helena Carlsson 
and Eric Persson, both investment managers at Novax.

“We meet selected business owners in order to 
find out if we can be of interest to each other. We 
see the fact that such meetings have increased 
recently as a success and we are convinced that this 
is the right way forward,” says Helena.

Novax meets some hundred companies every 
year, all equally important. Because even if it is just 
an introductory meeting and no more than that, 
it might be that very meeting that means that the 

company’s owner turns to Novax the day he or she 
decides to sell.

For an outsider the work might look diffuse, but 
Novax sees every minute as an investment.

“Meeting these people is a large part of our job. 
You must respect the fact that it takes time and 
requires many meetings,” says Helena.

But a whole lot of thinking is also required – it 
is no easy task to find the entrepreneurs with the 
strongest business. It involves finding the right 
sector, the right company in that sector, and finally 
even the right person. In addition to set investment 
criteria, they are looking for potential and unique-
ness. But employees at Novax have the ability to 
track this down.

It might start with a newspaper article about a 
company that looks interesting or an exciting sector. 
It might also be a tip-off from someone in Novax’s 
network.

Eric Persson is an investment manager at Novax. Tracking 
down strong entrepreneurial companies with development 
potential is one of his tasks.

Novax 
Tracking down new businesses

M

With curiosity and interest in the unique, Novax seeks new companies in which to invest.  
But it is not only about finding a profitable deal. It is also about the people behind it.
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11%

Facts 
Novax invests in and de-
velops growth companies 
within retail, services and 
business-to-business. The 
mission is to create the 
highest possible value in 
partly or wholly owned 
companies through long-
term and active owner-
ship. The investment 
candidates Novax is seek-
ing must have achieved 
a certain level of sales 
and have clear growth 
potential.

Novax today includes 
the companies Filippa K, 
DesignTorget, Himla and 
WeSC.

Helena Carlsson (left) is an investment manager at 
Novax and Annica Högström is the founder of Himla.

For some the meeting is an eye-opener, such as 
those who had not even considered selling. For 
several the solution might be that Novax goes in as a 
part owner and partner.

“The company’s owner might remain as the ma-
jority owner but will have the time and resources to 
develop the company and focus on what he or she 
does best.”

The companies Novax is looking for should have 
achieved a critical mass and have a sustainable busi-
ness model that generates profitability.

“They must need our expertise, our strategic skills 
and our drive. Then we can do our bit,” says Eric 
and Helena adds:

“Where others perhaps only provide cash, Novax 
offers someone that in addition to capital also brings 
expertise, skills and a broad network of contacts.”

The close cooperation with the companies also 
provides opportunities to influence the development 
of their operations.

“We work closely with the company managements 
in order to ensure that strategic focus, action pro-
grams and prioritized activities are adhered to,” says 
Anders Slettengren, president of Novax.

He also underlines that Novax itself does not take 
over management even if their role as owners is 
highly active. Novax draws up a three-year plan for 
each company which is followed up continuously. 
The focus for all Novax companies in 2009 was 
liquidity and profitability.

Anders Slettengren refers to Filippa K as an ex-
ample of how Novax has contributed to a company’s 
development. A negative sales and profitability trend 
was broken in 2009.

“Together with the new management we have 
focused more on product development and sales 
combined with cost savings and organizational 
cutbacks. This has turned the company around and 
now Filippa K is well equipped for future profitable 
growth. ■

was the growth for Filippa K 
in own stores during 2009.
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Novax

ll companies in the group 
report profitability and a 
strong financial position 
with good liquidity. Novax 

continued to take initiatives towards 
building relationships in order to be 
able to create future deals.

Market situation
The market in 2009 was characterized 
by low activity with few structured 
acquisition processes. Retail recovered 
during the second half and showed an 
increase of three percent at the end 
of 2009.

Filippa K (holding 55%)
Filippa K developed well during 
the year and noted a considerable 
improvement in profitability. It was 
primarily an aggressive focus on prod-
uct development and sales combined 
with cost savings and organizational 
cutbacks that yielded results.

DesignTorget (holding 100%)
DesignTorget showed weak sales 
growth compared with the previ-
ous year. During the year the store 

portfolio was restructured with new 
openings in city locations with a high 
customer throughput in Stockholm 
and Oslo, while unprofitable stores 
were closed.

Himla (holding 33%)
Himla had a sales increase of six per-
cent during the year. A large number 
of shop-in-shops with a considerable 
geographic spread were opened in 
SOVA, Cervera and Åhléns, among 
others.

WeSC (holding 11%)
Novax sold half its holding in WeSC 
during the year with a good capital 
gain. WeSC reports continued strong 
sales and good profitability.

Ahead of 2010
Novax continues its focus on sales, 
cost control and aggressive investment 
with the aim of further strengthening 
competitiveness and profitability in 
the group. With a strong financial base 
and a broad network of growth compa-
nies, Novax sees many opportunities 
to find new investments in 2010.

During the year Novax focused on more meetings with 
entrepreneurs. The sale of half the holding in WeSC gen-
erated a good capital gain and earnings in Filippa K and 
WeSC improved significantly.

WeSC

DesignTorget

Himla

Filippa K

Fördelning av omsättning 2009 Overview Novax

                                   Holding

DesignTorget

Filippa K

Himla

WeSC

100%

55%

33%

11%

2009

126

408

77

297

2008

124

426

73

214

2009

1

13

0

48

2008

3

4

3

6

45%

32,6%

13,8%

8,6%

Net sales (SEKm*)

* Figures refer to the companies’ most recently ended �scal year.

Pro�t after net �nancial items (SEKm*)

A

Active businesses

How did the past year 
look for Novax?
“Despite all the gloomy 
headlines, I think that 
our operations devel-
oped relatively well in 
2009. A stronger focus 
on liquidity and cost 
savings which started 
in 2009 was comple-
mented with an in-
creased focus on prod-
uct development and 
sales promotion. This 
contributed to a sound 
financial structure in 
all our companies. 
The parent company’s 
good balance sheet 
and liquidity situation 
were also strengthened 
with the capital gain 
from the sale of shares 
in WeSC.

“In order to seek 
new investments in a 
relatively sluggish mar-
ket, we sought out the 
sectors and entrepre-
neurs that interest us to 
a greater extent than 
before.”

What do you think 
about the future?
“For 2010 I expect that 
we will see more posi-
tive effects from the 
measures implemented 
in the companies. In 
our corporate gover-
nance the focus re-
mains ‘staying close’ to 
the companies and en-
suring implementation 
of action programs, 
sales activities and the 
right investments.

“In new invest-
ment it is important to 
continue to convey the 
message about Novax 
as a good partner, to 
develop the network 
and meet attractive 
companies and entre-
preneurs.”

How is your rela-
tionship with Axel 
Johnson?
“We have the family 
company’s environ-
ment with a long-term 
approach that means 
we are able to think 
‘out of the box’, be 
creative and dare to 
invest in new attractive 
niches and companies. 
This also provides 
flexibility for type of 
financing and structure. 
We can do what we 
want, provided we are 
in agreement with our 
board and our owner.

“Axel Johnson is also 
a major asset when we 
look for new compa-
nies. There is a big net-
work that can contrib-
ute with ideas for new 
investments and act 
as a sounding board in 
investment processes 
and development of 
our companies. When 
we meet entrepreneurs 
it is also a clear advan-
tage that we have a 
family company as our 
owner.  This makes us 
different from many of 
our competitors.”

President of Novax

Anders Slettengren

“A long-term approach  
allows us to think differently”
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In cooperation with Rörstrand, Filippa 
K has complemented the already 
popular mugs with porcelain bowls.

During 2009, DesignTorget launched 
“Our things” a series of own-designed 
products

Himla’s textiles and home furnishings 
have been available at most Åhléns 
department stores since 2009.
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vidence of environmental initiatives 
at Servera’s new distribution center in 
Halmstad is obvious at the site entrance. 
Here there are three large, grass-covered 

hills, the result of a decision not to remove exca-
vated material from the building works. 500 trees 
will be planted on these hills as an environmental 
measure. From a shabby 1970s building, Servera’s 
warehouse has moved with its 350 employees to 
brand-new premises. The new 45,000 square meter 
center is almost four times the size of the old one. 
And it is an impressive building. Not just in terms 
of size. From the first turn of the spade all decisions 
about the building have been characterized by envi-
ronmental awareness. The building meets the norms 
for certification as a Green Building, an EU initiative 
for lower energy consumption in non-residential 
premises.

When the old distribution center in Halmstad had 
seen its best days and a new one was planned there 
was talk of moving to Helsingborg or Malmö. The 
fact that it finally ended up in Halmstad is some-
thing for which the employees have themselves to 
thank. Their many years of experience, commit-
ment and expert knowledge within among other 
things logistics were decisive.

“The fact that we could have the center remain in 
the district is proof that we are a smooth-functioning 
operation with good personnel,” says operations 
manager Mikael Kempe who considers that the basis 
of this lies in the employees’ attitude to customers:

“Customers are our most important asset. We 
must supply everything from the smallest day care 
center to the smart luxury restaurant with products 
and everyone must be equally satisfied. This is the 
attitude of every one of our employees.”

Servera 
Green down to the very last detail

E

Cutting environmental impact by 50 percent is Servera’s ambitious goal. With motivated 
employees and a newly built climate-smart warehouse, Servera endeavors to set a good 
environmental example and at the same time provide even better customer service.

Servera’s new distribution center 
in Halmstad has been adapted to 
minimize environmental impact.
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29 520
All imports and items produced in 
southern Sweden are collected in 
Halmstad

Facts 
Servera is Sweden’s 
leading wholesaler and 
specialist for restaurants 
and the food service sec-
tor. The company’s 16,000 
customers cover the full 
range of the professional 
meals market – from the 
local day care center to the 
trendy luxury restaurant. 
Servera’s product range 
includes everything a 
kitchen or restaurant might 
need in the form of food, 
beverages, equipment and 
consumables, moreover 
at an attractive price and 
with high demands on 
quality, food safety and 
the environment.

Servera has four sub-
sidiaries: Grönsakshallen 
Sorunda, Fällmans Kött, 
Matsäljarna Väst and RP 
Frukt.

Inside the entrance door to the warehouse it is 
obvious that the building is carefully planned. Most 
interesting is to see how much work has been put 
into reducing energy consumption. Taken overall 
these measures mean that the new center will have 
a kilowatt consumption that represents a reduction 
of over 60 percent per square meter.

“We had the advantage of taking part in the plan-
ning of the new center,” says Mikael and explains 
that it is built to take both operations and the 
environment into account. The doors are dimen-
sioned so that trucks and vehicles can reverse all 
the way into the building. This is to reduce cooling 
loss. Even relatively simple measures have a major 
effect, such as locating frozen storage in the north, 
painting the building with a light color and giving it 
extra insulation. The fact that the roof lets in a lot of 
light also provides employees with a healthy dose of 
daylight as well as reducing the need for lamps.

Logistically the new distribution center also 
means a major change. It will function as a hub for 

deliveries. The idea is that all imports and items 
produced in southern Sweden will be collected 
in Halmstad instead of being sent to Norrköping, 
Västerås or Umeå.

“Here we make sure that the vehicles are full be-
fore we send them on to other distribution centers,” 
says Mikael. In addition to trucks, rail transport will 
also be used more. The goal is high: to cut environ-
mental impact by half.

Even customers will notice the changes. Mikael 
hopes that Servera will increase its already high 
delivery reliability. Also the bigger space means an 
increased product range and a broader offering. It will 
be possible to focus more on ecological and locally pro-
duced products, something customers are increasingly 
demanding. The different temperature zones in the 
premises mean longer shelf life for fruit and vegetables.

With this successful distribution project con-
cluded Servera continues to work with a focus on 
the environment – the aim is to retain their market-
leading position in this area as well. ■

products are offered by Servera.
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Servera

ervera increased its sales by 
seven percent in a market 
that declined by almost as 
much. Large parts of this 

increase are due to Servera’s assertive 
sales campaign and successful efforts 
to attract new customers, combined 
with good development among existing 
customers. Construction of the new 
distribution center in Halmstad, which 
delivers products throughout Sweden, 
marked a major step towards making 
the company even more eco-friendly 
and customer oriented.

During the year Servera also started 
a major focus on IT with a totally 
new business system and launched a 
new training and quality portal which 
offers customers training programs 
with certification in a simple and cost-
effective manner.

Sales of ecological products contin-
ue to show good growth and increased 
by 33 percent during the year.

Servera continued its focus on 
corporate responsibility. During the 
year the company trained suppliers 
in order to support them in their ef-
forts to comply with Servera’s code of 
conduct. In addition, cooperation was 
started with UNA-Sweden in the “Feed 

Minds, Change Lives” campaign which 
helps to ensure that children in poor 
countries are given lunch at school.

Market situation
Market players were hit hard by the 
recession and the private restaurant 
market was particularly affected. 
Public sector operations have an un-
changed volume.

Outlook for 2010
Servera will continue its assertive 
efforts in the market. Additional 
specialization will take place within 
purchasing and sales in order to offer 
customers a partner with a high level 
of knowledge and expertise. Almost 
a thousand restaurants will join Ser-
vera’s new training and quality portal. 
Servera will continue its focus on the 
environment with the aim of cut-
ting environmental impact by half. A 
twenty percent increase in ecological 
products by both number and volume 
will be realized. Servera’s academy, 
where all employees will undergo 
training during the year, will further 
raise the quality of Servera’s work. 
The new business system will be in 
place before summer 2010.

Increased efforts to attract new customers and innova-
tive work to increase customers’ profitability yielded 
good results and strengthened Servera’s market position.

Proportion of online sales 
2006-2009

2006 2007 2008 2009

Key figures

SEKm

Net sales

Pro�t after net �nancial items

Average no. of full-time employees

2009

7,303

150

1,597

2008

6,856

166

1,492

48%45%39%33%

0

50

100

S

Strong sales

How did 2009 look for 
Servera?
“The market experi-
enced a very heavy 
year in the wake of the 
financial crisis. My as-
sessment is that it de-
creased by six percent. 
But there are major 
differences between 
big cities, smaller 
towns and rural areas. 
The decline in the cities 
was small, while other 
areas saw a bigger 
decrease. Something 
we have clearly noted 
is that many restaurants 
are looking for cheaper 
products so that they 
can offer less expen-
sive menus. This also 
affects our sales.

“In 2009 we worked 
hard to reach new 
target groups, which 
made a strong con-
tribution to the seven 
percent increase in 
sales for the year.

“We launched an 
interactive web portal 
where customers can 
access a training pro-
gram. Our vision is that 
the website will offer 
customers valuable 
networks, inspiration 
and help, to reduce 
their costs for example. 
Servera wants to be an 
active business partner 
and this is one step in 
the right direction.”

How do you see the 
future?
“We work continuously 

to increase our special-
ization. Being experts 
both at our customers’ 
business and the dif-
ferent product groups 
shows how we can help 
customers to improve 
their business. We need 
to understand and 
recommend solutions 
and products that help 
customers increase 
their profitability.

“Our work with 
corporate responsibility 
will continue to increase 
in significance. This 
applies both to work 
on our code of conduct 
together with our sup-
pliers, and efforts to 
halve our environmental 
impact. Our goal is to 
be best in the industry 
in this area as well.”

What does Axel John-
son mean to Servera?
“Axel Johnson is an 
active owner of Servera. 
They give us security 
and opportunities to 
play an active role our-
selves in the develop-
ment of the company. 
They are entrepreneurs 
who want to build 
and develop success-
ful businesses where 
customer benefit is the 
driving force. Having 
a long-term owner like 
Axel Johnson behind 
you also provides 
security for Servera’s 
employees.”
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President of Servera

Christer Lind

“We find solutions and help our  
customers to increase profitability”
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Grönsakshallen Sorunda won the 
Restaurant Gala’s Supplier of the Year 
award in 2009.

Servera and UNA-Sweden cooperate in 
the “Feed minds, change lives” campaign.

Servera’s online sales have in-
creased by 90 percent since 2006 
with sales of SEK 3.2 billion in 2009.

Servera’s interactive web portal offers 
customers training in food handling.
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lmost nine months before Sweden’s EU 
presidency was set to begin, planning 
started for Svensk BevakningsTjänst which 
had been given the contract to guard all 

the top meetings in Sweden in autumn 2009. A lot of 
work was required to get 70 meetings, 40,000 working 
hours and 60 new employees in place.

“We started with an almost two-month long tour 
of Sweden. Together with the Government Offices of 
Sweden, the Swedish Security Service and the local 
police authorities we visited the meeting venues,” 
explains David Larsson who was operations manager 
for the EU assignment at Svensk BevakningsTjänst.

The customer, the Government Offices of Sweden, 
expected an exceptionally active security provider.

“The freedom and scope given to Svensk Bevakn-

ingsTjänst with this assignment is fairly unusual,” 
explains David.

“The client gave us major insight and relied on us 
to deliver. Our responsibility was to make the meet-
ing premises safe, ensure fire safety and ensure that 
no unauthorized person could gain entry. It was up 
to us to work out the number of guards needed for 
this and plan the security checks and guarding. The 
freedom we were given was one of the reasons that 
this assignment went so unbelievably well,” says 
David.

But the freer conditions also made demands on the 
understanding and competence of the employees.

Helena Carlsson, who worked as a supervisor 
during the EU assignment explains that many guards 
are used to working to instructions. Perhaps they 

Handling security at top EU meetings not 
only requires considerable resources, but 
also sound judgment and the ability to 
make fast decisions.

Svensk BevakningsTjänst
Guarding Sweden’s reputation

A

It is not just about being able to see the difference between an apple and a bomb in the  
x-ray machine. The guards at Svensk BevakningsTjänst must also know who they are  
allowed to stop at the door.
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40 000

Facts 
Svensk BevakningsTjänst 
is Sweden’s third-largest 
security company. With 
quality assurance, envi-
ronmental certification 
and approximately two 
thousand well-trained 
employees, the company 
provides security to com-
panies, authorities and 
private individuals, round 
the clock, round the coun-
try. In addition to its two 
emergency call centers 
which offer call-out ser-
vices and the Stockholm-
based parking operations 
which keep the city’s 
vehicles under control, the 
company offers traditional 
guard services, personal 
protection, fire protec-
tion, advisory services and 
training.

Helena Carlsson is one of Svensk BevakningsTjänst’s  
supervisors and played a key role during the EU assignment.

know that everyone in hall A musts have red ID 
badges and those outside blue, but not always why. 
In this assignment we were forced to understand in 
order to be able to act.

One example Helena Carlsson mentions is a meet-
ing that was held in Jönköping. All the ministers sat 
round a table with two experts behind them. Suddenly 
the French delegation slipped in with four experts.

“It can have political consequences when the 
Dutch minister, who is sitting next to the French 
one, turns for advice from his experts and finds 
two Frenchmen sitting there. This was not about 
stopping the ones with the wrong ID at the door. In 
this case it was better to send in a diplomat who in 
a nice way persuaded the two extra Frenchmen to 
leave,” says Helena.

What distinguishes a good guard is very much an 
instinctive feeling,” claims David.

“That’s what decides if you can take responsibil-
ity. Because it is about so much more than just 
standing guarding a door.

“Particularly in an environment that requires po-
litical awareness. Sometimes you are just guarding 
the symbol of Sweden’s EU presidency. If someone 
was to scrawl graffiti ‘Sarkozy must go’ it would be a 
loss of prestige for Sweden’s presidency. There is a 
symbolic value in what we do.”

The guards who worked with this assignment had 
this understanding. They also showed great respect 
for the fact that in this assignment they advert-
ized not just their country, but the presidency and 
Sweden. ■

was the number of hours worked by guards  
from Svensk BevakningsTjänst at EU meetings  

during Sweden’s presidency.
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Svensk BevakningsTjänst

vensk BevakningsTjänst 
acquired several new custom-
ers during the year, but most 
growth comes from extended 

assignments for existing customers. 
Among others Vattenfall gave Svensk 
BevakningsTjänst a new and extended 
assignment in the years ahead. In 
December 2009 Svensk Bevaknings-
Tjänst signed a five-year contract with 
E.ON Sverige and Svensk Kärnbränsle-
hantering for security and guarding 
at the Oskarshamn power plant and 
Svensk Kärnbränslehantering’s Clab 
facility.

The largest single assignment during 
the year was guarding all the meetings 
during Sweden’s EU presidency. The 
Parking business area accounts for the 
largest single sales increase although 
all business areas reported strong 
growth.

A continued focus on developing 
parking services, including servicing 
parking meters, strengthened the com-
pany’s position in the market.

Acquisition of Högestad Security in 
Ystad in April strengthens Svensk Be-
vakningsTjänst’s presence in Sweden’s 
Skåne region.

Market situation
Demand for security services and vari-
ous forms of protection is growing. In 
a market with a small number of ma-
jor players some fragmentation in the 
form of several more niche players can 
be noted. Svensk BevakningsTjänst is 
strengthening its position by offering 
several customized services to a large 
number of clients.

Outlook for 2010
In 2010 Svensk BevakningsTjänst will 
continue to focus on establishing op-
erations outside the Stockholm region. 
The security industry in general has 
long contracts and is therefore late in 
the business cycle. 2010 is therefore 
expected to be a slightly weaker year 
for the industry than 2009.

High sales and a strategy to grow with customers meant 
that Svensk BevakningsTjänst achieved record earnings 
in 2009.

S

Rapid growth

What can you tell us 
about the past year?
“2009 was another 
record year and we 
continued to grow and 
take market shares. All 
our regions contributed 
to this positive devel-
opment but security 
guard assignments 
headed by nuclear 
power stations showed 
the greatest increase. 
We made a new 
acquisition last year 
and added Ystad and 
Trelleborg as new cities 
to our map. Otherwise 
we mainly continued to 
grow organically, partly 
through new customers 
and partly through new 
services and extended 
assignments for our 
existing ones.”

Any highlights?
“We had a prestigious 
assignment to provide 
security during Swe-
den’s presidency of the 
EU, which of course 
was positive for us. This 
was a good context 
for us to be seen in 
and also meant that 
we gained valuable 
exposure in places 
where we normally do 
not operate.”

How do you view 
2010?
“From earlier reces-
sions we know that 
our industry is late in 
the business cycle so 
if we are going to be 
affected by this it will 
happen in 2010. We 
are therefore prepared 
for a slight downturn. 
But this must also be 
viewed in relation to 
where we are today. 
Compared with where 
we stood in 2007, 2010 
will still be a good 
year, but the better we 
perform the greater the 
challenge to achieve 
even more.”

How has Axel Johnson 
helped you?
“We sell confidence so 
we must be perceived 
as reliable. It therefore 
makes a difference to 
have a major, financially 
stable owner behind 
us, as surety for our 
long-term approach 
and financial strength. 
The long-term planning 
and approach and care 
for people that are 
part of Axel Johnson’s 
basic values are also 
important for us who 
work with people.”

President of Svensk BevakningsTjänst 

Anders Lönnebo 

“We have continued to grow  
and to take market shares”
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During 2009, Svensk Bevaknings-
Tjänst employed approximately  
400 new guards.

The Parking business area which Svensk  
BevakningsTjänst started in 2008 increased 
its sales by 43 percent in 2009. 

Svensk BevakningsTjänst has increased it 
sales by 150 percent and earnings by 400 
percent since 2005.

Svensk BevakningsTjänst’s emergency 
call centers handled 1.2 million calls 
in 2009.
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lot has happened since Kicks was ac-
quired from KF in 2002,” says Pontuz 
Bjelfman, president of Kicks.

Those who remember the muddled 
cosmetics department at the old Domus under-
stand exactly what he means. That this formed the 
foundation for the stylish beauty destination that is 
Kicks today feels almost unreal.

The decision to remove all extraneous products 
from the range, to focus on the four categories 
makeup, skincare, haircare and fragrances, and then 
select high-quality products was a smart move. Cus-
tomers understand and like the clear concept. Kicks 
has grown by about 25 stores per year and is now a 
beauty chain with almost 170 stores in Sweden, Fin-
land and Norway. The Swedish customer club has 
approximately 600,000 members and the customer 
base, where all ages are represented, is increasing  
constantly. Men in particular are a growth group.

“We want to be the first choice for both custom-

ers and employees who are interested in beauty and 
cosmetics. Our chosen position will permeate both 
our external and our internal communication in the 
future,” says Pontuz.

But even though its identity is crystal clear, the 
constant development of and change to the beauty 
chain continues.

Kicks does not just want to offer the right product 
range but also the right trends, the right techniques and 
the right employees. Here people can enjoy a total beau-
ty experience and therefore employees are significant.

“It is important that we have the expertise, it’s 
a question of credibility,” says Maria Carvbo, store 
manager for Kicks in Haninge and Tyresö, and 
explains that her colleagues must be able to give 
customers hints and advice, carry out treatments 
and explain makeup techniques. This is why many 
people who work at Kicks have double skills – as 
well as being salespersons they are also trained 
makeup artists, skin care therapists or hairdressers.

Pontuz Bjelfman is president of Kicks 
and one of the driving forces behind 
the chain’s repositioning.

The Åhléns group 
A beautiful experience

A

From a small store chain which in addition to cosmetics also sold ladies tights, health foods and 
baby goods – to a pure-play beauty professional. This is how Kicks became Sweden’s destina-
tion for beauty.

“
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6000

Facts 
The Åhléns group is one of 
the Nordic region’s lead-
ing retail companies and 
consists of the Åhléns de-
partment stores, beauty ex-
perts Kicks, home furnish-
ings chain Lagerhaus, and 
Åhléns home interior stores 
in Norway. The Åhléns 
group has operations in 
Sweden, Norway and Fin-
land. The cornerstones of 
the group’s operations are 
the meeting with the cus-
tomer and keen awareness 
of consumer needs. Every 
day more than 300,000 
people visit one of the 
Åhléns group’s department 
or specialty stores.

Kenneth Grönlund, regional manager, and Maria 
Carvbo, store manager, both at Kicks, want to 
inspire customers with skilled staff.

“Even if you go into Kicks just to buy a mascara, 
our aim is that you should leave with something 
more, an experience or improved knowledge within 
makeup and beauty,” explains Pontuz.

This is also the background to Kicks’ efforts to 
improve its sales culture over the past year. The idea 
is that Kicks’ skilled employees with their advice, 
suggestions and ideas will sell more and create an 
enthusiasm that inspires customers.

“We have come a long way,” says Kenneth Grön-
lund, regional manager at Kicks. He gives extra 
praise to Maria Carvbo and her colleagues who more 
than doubled earnings in their stores in just over 
two years and says that they represent the sales 
culture to the full.

“Maria coaches her staff so that they really enjoy 
their work. The atmosphere and enjoyment are 
something customers feel when they enter the 
store,” explains Kenneth.

Behind the improved sales culture there is also a 
bonus system where all salespersons have individual 
sales targets.

“There is enormous energy in all employees if 
you focus on the individual and reinforce positive 
behavior. This is one of the keys to success,” says 
Kenneth.

In addition to bonuses Kicks has introduced the 
“Success of Beauty” award. This flattering title is 
given, together with a cash prize, to the best sales-
person of the quarter. The selection is based not 
only on sales performance but also on soft qualities 
such as working well with colleagues, representing 
a good sales culture and being a clear member of a 
team.

For Pontuz Bjelfman, who was chosen as manager 
of the year in the Axel Johnson group in 2008, the 
team is important:

“It will not work if I and Kicks management group 
are pulling in one direction and employees in an-
other. All employees need a clear task and clear ex-
pectations within their area. This encourages growth 
in their responsibility and commitment – and then 
working is fun,” he concludes. ■

kilos of mascara were sold by Kicks in 2009.
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The Åhléns group

he Åhléns group continued 
its extensive strategy and 
change program in order to 
clarify the customer offering. 

During the year major efforts were 
made in sustainable business with a 
focus on the purchasing organization 
and checking suppliers.

Market situation
Caution among consumers affected 
the industry although greater opti-
mism could be felt in the final quarter 
of the year. The Åhléns group held up 
well compared with the competition 
with primarily beauty and fashion 
showing better growth figures than the 
market.

Åhléns
The department store chain increased 
its market shares in fashion and 
moved from sixth to fourth place. 
Sales for the department stores 
showed an increase of three percent 
compared with the previous year. The 
work of turning around development 
for Åhléns Norway and Åhléns Hem 
yielded results. In December, Åhléns 

opened its first pharmacy in the Skan-
stull department store in Stockholm.

Kicks
During the year a lot of work was put 
into developing the Kicks stores. The 
new “Natural Choice by Kicks” range 
was launched, and 16 new stores 
were opened in Finland, Norway and 
Sweden.

Lagerhaus
The company reported a strong in-
crease in sales compared with previous 
years. Five new stores were opened.

Outlook for 2010
Åhléns will focus on strengthening its 
position within fashion. The introduc-
tion of pharmacies at several stores 
will continue during the year. Lager-
haus will expand further and Kicks 
will complete its repositioning.

The prospects for increased sales 
volumes and improved earnings look 
good for the operations of the entire 
Åhléns group.

During 2010, the Åhléns group will 
change its name to Axstores. 

The Åhléns group’s vigorous focus on fashion has been 
highly successful. At the start of 2010 the Åhléns group 
is Sweden’s fourth largest fashion player.

T

Strong fashion focus

How have the tough 
times affected the 
Åhléns group?
“Despite less favorable 
market conditions than 
normal, things have still 
gone better than many 
expected. Even though 
we were affected, we 
managed relatively 
well.”

How was the Åhléns 
group’s year?
“We increased sales 
in all our operations 
substantially compared 
with the previous year. 
This is the result of an 
intensive change pro-
gram, which included 
a successful fashion 
project. We also worked 
hard to retain our 
market-leading position 
within beauty.

“We continued 
to expand Kicks and 
Lagerhaus with more 
stores.

“Despite significant 
investments in strength-
ening our future posi-
tion within beauty and 
fashion we succeeded 
in improving our earn-
ings. We also focused 
on sustainable business, 
including extending the 
Åhléns group’s sustain-
able product range, 
improved our supplier 
checks and started co-

operation with Myrorna 
and Stockholm’s City 
Mission for increased 
recycling.” 

How do you see the 
future?
“That we will continue 
to develop exactly what 
we developed in 2009 
and further strengthen 
our credibility and posi-
tion as a fashion player. 
We will roll out our 
pharmacy launch, start 
up Kicks online sales, 
and continue to focus 
on unique customer 
offerings for our brands 
within beauty.”

What is the signifi-
cance of the Åhléns 
group’s owner
“Many really successful 
companies have owners 
of flesh and blood who 
represent something 
good. I am convinced 
that this will become in-
creasingly important for 
customers. Our owner 
is involved and has a 
clear set of values that 
we also share. The more 
we grow, the more 
important it will also be 
internally to have clear 
values as a foundation. 
This provides us with 
guidance in what to 
do but also what not 
to do.”

President of the Åhléns Group

Thomas Axén

“We will continue to build  
our credibility and position”

Key figures

SEKm

Net sales

Pro�t after net �nancial items

Average no. of full-time employees

2009

6,202
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department stores 2006-2009

2006 2007 2008 2009

48%45%39%33%

0

200

400

Key figures

SEKm

Net sales

Pro�t after net �nancial items

Average no. of full-time employees

2009

6,202

216

3,507

2008

5,789

187

3,471

311290263
221

Number of stores and 
department stores 2006-2009

2006 2007 2008 2009

48%45%39%33%

0

200

400



49

In 2009 Åhléns climbed from sixth to fourth 
place among Swedish fashion players.

During 2009 Lagerhaus opened new 
stores in Linköping, Malmö and Örebro.

Tri-Aktiline cream with 50,000 packages sold is 
the Åhléns group’s largest single product.

In December 2009, Åhléns 
Pharmacies opened in  
Stockholm and Norrköping.

Kicks has collected selected brands  
under the name Natural Choice by Kicks.  
Two of these are exclusive to the chain.
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Hans Dalborg with locally  
produced apples from  
Grönsakshallen Sorunda,  
SEK 115 per box.

Anders G. 
Carlberg with 
baguettes 
from PrisXtra, 
2 for SEK 15

Antonia Ax:son 
Johnson with 
the Anita cup 
from Åhléns, 
SEK 79

Peggy Bruzelius with 
the Bubbla vase from 
Lagerhaus, SEK 139

Lou-Lou Wall and  
Gunnel Tegnér with a 
wire rope sling from 
Certex, SEK 308/1.5 
meters

Board of Directors



Alexandra 
Mörner with 
the Jakten 
cushion from 
DesignTorget, 
SEK 275

Marcus Storch with 
complete tire and 
rim, Fulda Exelero, 
Mekonomen,  
SEK 2,670

Göran Ennerfelt 
with bags of 
groceries from 
Willys – cheapest 
in Sweden

Nils-Erik Johansson 
with a Fuji Finepix F70 
EXR, recommended 
retail price SEK 2,995

Rasmus Tallén 
with vegetable 
stock powder for 
the food service 
market and res-
taurants, Servera’s 
private label, SEK 
66.13 per kilo

Per Bystedt with a 
Filippa K bag, for 
men, SEK 2,300
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ANToNIA Ax:SoN JoHNSoN
Chairman since 1982. Chairman of 
Axel Johnson Inc and the Axel and 
Margaret Ax:son Johnson Founda-
tion. Vice Chairman of Nordstjer-
nan AB. Director of the Axel and 
Margaret Ax:son Johnson Founda-
tion, Axfood AB, Mekonomen AB, 
AxFast AB, NCC AB, the World 
Childhood Foundation, and others. 
First Vice Chairman of Upplands 
Väsby Municipal Executive Board.

ANDERS G. CARLBERG
Director since 1992. Chairman 
of Höganäs AB. Director of Axel 
Johnson Inc., AxFast AB, Beijer 
Alma AB, Mekonomen AB, Sapa 
AB, Sweco AB, Svenskt Stål AB 
(SSAB), SäkI AB, and others. Former 
President and CEO of Axel Johnson 
International AB.

PEGGy BRUzELIUS
Director since 1998.
Chairman of Lancelot Asset Manage-
ment AB. Chairman of the Swedish 
National Agency for Higher Educa-
tion, Vice Chairman of AB Electrolux 
and Director of Axfood AB, Scania 
AB, Akzo Nobel NV, Syngenta AG, 
Husqvarna AB, the Board of Trustees 
of the Center for Business and 
Policy Studies (SNS), Diageo plc, 
the Stockholm School of Economics 
Association, the Industry and Com-
merce Stock Exchange Committee, 
and others. Former President of ABB 
Financial Services and Executive Vice 
President of Skandinaviska Enskilda 
Banken AB.

HANS DALBoRG
Director since 2001.
Chairman of Nordea Bank AB, the 
Swedish Corporate Governance 
Board, and Uppsala University. For-
mer Chairman of the Royal Swedish 
Academy of Engineering Sciences 
(IVA) and the Royal Swedish Opera. 
Director of the Stockholm Institute 
of Transition Economics (SITE) and 
the Stockholm Institute for Financial 
Research (SIFR). Member of the 
European Financial Services Round 
Table (EFR). 

GöRAN ENNERFELT
Vice Chairman since 2007.
Director since 1975, President of 
Axel Johnson Holding AB. Chairman 
of AxFast AB. Director of Axel John-
son Inc., Svenska Handelsbanken 
AB, the International Chamber of 
Commerce, and several other busi-
ness organizations. Göran Ennerfelt 
was previously President and CEO of 
Axel Johnson AB (1979 – 2007) and, 
among other appointments, Chair-
man of the Center of Business and 
Policy Studies (SNS), the Swedish 
Foreign Trade Association and the 
Swedish Trade Federation. 

NILS-ERIK JoHANSSoN
Director since 1999.
Chairman of Heberleins i Båstad AB, 
Leksands IF Holdingbolag, Leksands 
Fastighetsbolag, Leksands Strand 
AB, United Power and Willab AB. Di-
rector of AJ Produkter AB, Milko AB 
and Svensk Sigill. Former President of 
Hemköpskedjan AB.

MARCUS SToRCH
Vice Chairman and director since 
1997. Chairman of the Nobel Foun-
dation and Min Stora Dag (My Big 
Day) Foundation, and Vice Chair-
man of Axfood AB and Mekonomen 
AB. Director of Nordstjernan AB, 
NCC AB, and Hannells Industrier, 
the Royal Swedish Academy of Sci-
ences, the Royal Swedish Academy 
of Engineering Sciences (IVA), and 
others. Former President and CEO 
of AGA AB.

ALExANDRA MöRNER 
Director since 2005.
Head of the Åhléns group’s Store 
Chains and previously Investment 
Manager at Novax AB. Chairman of 
the Antonia Ax:son Foundation for 
the Environment and director of the 
University College of Arts, Crafts 
and Design. 

PER BySTEDT
Director since 2000.
Chairman of AIK Fotboll AB, Labero 
Entertainment Group AB, Versity 
Music AB, New Bridge Capital AB, 
Bahia Beach Real Estate Holding 
AB and Neonode Inc, where Per 
Bystedt is also President.

Employee representatives
 
RASMUS TALLéN
Director since 2000.
Employee of Servera R&S AB, 
representing the Commercial Em-
ployees Union (HAF).

LoU-LoU WALL
Director since 2005
Employee of Åhléns AB, repre-
senting the Union of Commercial 
Salaried Employees (HTF).

GUNNEL TEGNéR
Director since 1999.
Employee of Åhléns AB, represent-
ing the Commercial Employees 
Union.

Deputies
ANDERS ERNHJELM
Deputy Director since 2007.
Employee of Servera R&S AB, 
representing the Commercial Em-
ployees’ Union.

LILIAN MÅRELIUS
Deputy director since 2003.
Employee of Åhléns AB, represent-
ing the Commercial Employees 
Union.

ANN-MARIE PERSSoN
Director since 2006
Employee of Servera R&S AB, rep-
resenting the Union of Commercial 
Salaried Employees (HTF).

Board of Directors

Group management

Business management

FREDRIK PERSSoN
President and CEO. Fredrik Persson has an M.Sc. 
Econ. from the Stockholm School of Econom-
ics. Previously, Fredrik was head of research at 
Aros Securities and worked with ABB Financial 
Services. Fredrik has been employed by the 
group since 2000, previously as Executive Vice 
President and CFO of Axel Johnson AB.
Directorships: Chairman of Axel Johnson Inter-
national AB, Novax AB, Servera R&S AB, Svensk 
BevakningsTjänst AB, Åhléns AB, Mekonomen 
AB and Axfood AB. Vice Chairman of the Swed-
ish Trade Federation and Director of AxFast AB, 
Svenska Handelsbanken Regional Bank Stock-
holm, the Confederation of Swedish Enterprise 
and Lancelot Asset Management AB.

LILIAN FoSSUM
Executive Vice President and CFO. Lilian Fossum 
has an M.Sc. Econ. from the Stockholm School 
of Economics. Previously, Lilian worked at AB 
Electrolux as a member of the company’s Group 
Management, with responsibility for human 
resources and organizational development, and 
as Vice President, Head of Strategic Pricing 
within the Major Appliances business area in 
Europe. Lilian has also worked as Executive Vice 
President and CFO at Spendrups Bryggeri AB, 
and as a management consultant at McKinsey & 
Company. Directorships: Director of Axel John-
son International AB, Novax AB, Servera R&S AB, 
Svensk BevakningsTjänst AB, Åhléns AB, Holmen 
AB, Oriflame Cosmetics S.A. and RNB AB.

CARoLINE BERG
Vice President Human Resources and Communi-
cation. Caroline Berg has a B.A. from Middlebury 
College in the U.S. and extensive experience from 
various operations within media, film and televi-
sion in Sweden and the U.S. Caroline has worked 
on various boards in the Axel Johnson Group 
since the mid 1990s, and has worked at Axel 
Johnson AB since 2005. Directorships: Director of 
Axel Johnson International AB, Servera R&S AB, 
Åhléns AB and Axel Johnson Inc., USA.

Fredrik Persson, President and CEO, Axel Johnson AB; Lilian Fossum, Executive Vice President and CFO, Axel Johnson AB; Caroline Berg, Vice President  
Human Resources and Communication, Axel Johnson AB; Anders Lönnebo, President, Svensk BevakningsTjänst AB; Anders Slettengren, President, Novax AB
Anders Strålman, President, Axfood AB; Christer Lind, President, Servera R&S AB; Håkan Lundstedt, President, Mekonomen AB; Mats R. Karlsson, President, 
Axel Johnson International AB; Thomas Axén, President, Åhléns AB
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Management

Fredrik Persson 
with a striped 
scarf, Åhléns, 
SEK 149

Lilian Fossum 
with red tinsel, 
Åhléns, SEK 
30/5 meters.

Caroline Berg 
with salmon. 
Not red-listed, 
from Hemköp, 
SEK 119/kg



AxEL JoHNSoN FoUNDED

Saddler’s son and clerk Axel John-
son founded A. Johnson & Co, an 
agency and trading business on 
Lilla Nygatan in Stockholm.

Milestones

1870  1875 1880 1885 1890 1895 1900 1905 1910 1915 1920 1925 1930 1935  1945 1950 1955 1960 1965 1970 1975 1980 1985 1990 1995 2000 2005 2010

1873

RESCUES AvESTA 
JERNvERK

Crisis at Avesta 
Jernverk (ironworks). 
After reconstruction 
A. Johnson & Co 
becomes partner.

1883

REDERIAKTIEBoLAGET NoRDSTJERNAN FoUNDED

The steamship Annie Thérèse, named after the founder’s  
wife, was the company’s first vessel. The foundation is laid  
for the Johnson Line.

1890

TAKES ovER  
AvESTA JERNvERK

A. Johnson & Co  
acquires all the shares.

1905

1873 SWEDEN HAS KRoNoR AND öRE

Scandinavian Currency Union. Kronor and öre re-
place riksdaler as the main currency unit in Sweden 
and Denmark. Norway joined the union in 1876.

CoNSUL-GENERAL
TAKES ovER

Axel Johnson dies and  
his oldest son, Axel  
Ax:son Johnson, also 
known as the Consul-
General, takes over.

1910

A MoDERN FLEET

The Johnson Line has 
the world’s first diesel-
powered ocean-going 

fleet.

1925

1914 oUTBREAK oF FIRST WoRLD WAR

Export ban on certain goods and food price freeze 
introduced.

1929 DEPRESSIoN

Wall Street crashes on 24 October and drags the 
global economy into recession, which lasts for 
most of the 1930s.

oIL REFINERy AND 
RoAD BUILDING 
CoMPANy

Axel Ax:son Johnson 
builds Scandinavia’s first 
oil refinery in Nynäs-
hamn to supply ships 
with diesel. Asphalt 
and road construction 
companies acquired to 
take advantage of new 
business opportunities.

1928

1st generation – The Founder 1873 –1910                                                               
Axel Johnson laid the foundation with business centered 
around exports of iron and imports of coal.

2nd generation – The Industrialist  1910 –1958                                                                                    
Axel Johnson, also known as the Consul-General,  
expanded the group substantially.

1871 SECoND INDUSTRIAL REvoLUTIoN

The second industrial revolution starts. Series pro-
duction of increasingly complicated goods paves 
the way for increased cross-border trading.
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1870  1875 1880 1885 1890 1895 1900 1905 1910 1915 1920 1925 1930 1935  1945 1950 1955 1960 1965 1970 1975 1980 1985 1990 1995 2000 2005 2010

Milestones

1939 oUTBREAK oF 
SECoND WoRLD WAR

General price freeze intro-
duced for the first time in 
Sweden in 1942.

NEW TAKEovERS

A series of engineering 
companies acquired, 
including Karlstads 
Mekaniska Werkstad.

1936

THIRD GENERATIoN TAKES ovER  

Consul-General Axel Ax:son Johnson  
dies with a legacy of over 100 
companies. Nordstjernan becomes 
foundation-owned and incorporates 
most of the Johnson group. His son 
Axel Ax:son Johnson, also known as the 
Mining Engineer, takes over as CEO of 
Nordstjernan and the trading company 
A. Johnson & Co. 

1958

ANToNIA STARTS

Axel Ax:son Johnson’s  
daughter Antonia joins 
the firm.

1971

NEW PRESIDENT

Göran Ennerfelt takes 
over as president after 
Mining Engineer Axel 

Ax:son Johnson.

1979

ANToNIA BECoMES CHAIRMAN

Nordstjernan is restructured. 
Business cooperation between 
Nordstjernan and A. Johnson & 
Co gradually decreases. Antonia 
Ax:son Johnson becomes chairman 
of A. Johnson & Co.

1982

FoCUS oN  
RETAIL

The Saba Group is acquired which includes 
Åhléns, Dagab, Hemköp, B&W and Saba 
Trading. A. Johnson & Co changes name to 
Axel Johnson AB.

1988

RESTRUCTURING The Saba Group is restruc-
tured. Åhléns is streamlined. Servera is formed 
through a merger of Dagab food service and 
KF’s wholesale operations. The foundation for 
Axfood is laid.

1994

INvESTS IN GRoWTH  
CoMPANIES

Novax is formed and becomes 
the platform for investments 
in growth companies such as 
DesignTorget, BevakningsTjänst 
and WeSC.

1999

NEW ACQUISITIoNS
Axel Johnson International 
acquires a number of tech-
nology trading companies. 
Axel Johnson becomes prin-
cipal owner of Mekonomen. 
Svensk BevakningsTjänst 
becomes a wholly owned 
group company within Axel 
Johnson AB.

2006

1973 oIL CRISIS

The oil crisis forces up oil prices 
leading to reduced economic growth 
and international trade.

1992 SovIET UNIoN DISSoLvED

The Soviet planned economy collapses 
and leads to the dissolution of the Eastern 
Bloc. The Cold War ends.

1990 PRoPERTy CRISIS

Banking, finance and property crisis. Deregulation of the 
credit market at the end of the 1980s leads to a sharp 
rise in lending. Falling house prices and lower consump-
tion affected the start of the decade.

2000
AxFooD IS BoRN

Axfood is formed through mergers 
of the Hemköp chain, Dagab and D-
gruppen. Willys expansion starts and 

becomes a nationwide chain.

3rd generation –  The Internationalist 1958 –1982
Axel Johnson, the Mining Engineer, transformed A. 
Johnson & Co into an international trading company.

4th generation – The Businesswoman 1982 – 
Under Antonia’s leadership the Axel Johnson group has been 
transformed into one of Sweden’s leading retailing groups.

1960 SWEDEN JoINS EFTA

Free trade agreement opens 
up for increased trade with 
industrial products in Europe

2008 FINANCIAL 
CRISIS

A global recession 
spreads faster than ever 
before.
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Figures

Amounts in SEK million 2009 2008 2007 2006 2005

Net sales 20,073 19,881 19,557 18,467 13,820

Profit after net financial items 916 909 1,314 1,087 826

as % of net sales 4.6 4.6 6.7 5.9 6.0

Total assets 10,426 10,738 9,440 8,795 8,473

Capital employed 7,173 7,304 6,323 5,474 5,601

Return on capital employed (%) 13.2 14.2 23.0 20.4 18.9

Equity 6,258 5,894 5,573 4,721 4,461

Equity ratio (%) 60.8 55.7 60.0 54.4 52.8

Net debt/equity ratio (multiple) 0 0 0 0 0

Cash flow after investments 1,022 81 1,466 316 286

Average number of full-time employees 8,595 8,415 7,740 7,222 5,301

Multi-year summary
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Figures

Amounts in SEK million 2009 2008

Net sales 20,073 19,881

Cost of goods sold -14,935 -14,675

Gross profit 5,138 5,206

Selling expenses -3,891 -3,807

Administrative expenses -882 -875

Share of profits of associated companies 459 411

Other operating income 106 89

Other operating expenses -16 -31

Operating profit 914 993

Profit/loss from financial items

Profit/loss from securities and receivables accounted for as non-current assets 13 -112

Other interest income and similar profit/loss items 28 89

Interest expenses and similar profit/loss items -39 -61

Profit before tax 916 909

Tax on profit for the year -312 -390

Minority share of profit for the year -3 -4

Profit for the year 601 515

Consolidated income statement
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Figures

Consolidated balance sheet
Amounts in SEK millions Dec. 31, 2009 Dec. 31, 2008

ASSETS

Non-current assets

Intangible assets 756 969

Tangible assets 923 911

Financial assets 1,382 1,339

Current assets

Inventories, etc. 2,340 2,546

Current receivables 2,156 2,404

Short-term investments 2,001 1,664

Cash and bank balances 868 905

Total assets 10,426 10,738

EqUITY AND LIABILITIES

Equity 6,258 5,894

Minority interests 83 83

Provisions 361 355

Non-current liabilities 290 395

Current liabilities 3,434 4,011

Total equity and liabilities 10,426 10,738

Pledged assets and contingent liabilities

Pledged assets 1,722 1,784

Contingent liabilities 71 66
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Figures

Consolidated cash flow statement
Amounts in SEK million Dec. 31, 2009 Dec. 31, 2008

Operating activities

Profit after net financial items 916 909

Adjustments for non-cash items, etc. 236 542

1,152 1,451

Paid tax -167 -240

Cash flow from operating activities before changes in working capital 985 1,211

Cash flow from changes in working capital

Increase(-)/Decrease(+) in inventories 79 -243

Increase(-)/Decrease(+) in operating receivables 265 -66

Increase(+)/Decrease(-) in operating liabilities -71 11

Cash flow from operating activities 1,258 913

Investing activities

Acquisition of subsidiary -2 -303

Divestment of subsidiary 3 –

Acquisition of business segment -13 –

Divestment of business segment – 5

Acquisition of intangible assets -23 -32

Divestment of intangible assets – 2

Acquisition of tangible assets -248 -248

Divestment of tangible assets 12 9

Acquisition of financial assets -13 -265

Divestment/decrease of financial assets 48 –

Cash flow from investing activities -236 -832

Financing activities

Loans raised 32 636

Amortization of loans -530 -90

Dividend paid -4 -89

Group contribution paid -217 -39

Cash flow from financing activities -719 418

Cash flow for the year 303 499

Cash and cash equivalents at the beginning of the year 2,569 2,058

Exchange differences in cash and cash equivalents -3 12

Cash and cash equivalents at the end of the year 2,869 2,569



Axel Johnson
Group
Axel Johnson AB AxFast ABAxel Johnson Inc.

Axel Johnson AB is one of three separate groups within the Axel Johnson Group. The other 
two are the U.S. company Axel Johnson Inc. and the Swedish real estate company AxFast AB.

Client Axel Johnson AB, Vice President Communication Caroline Berg, Project Manager Sofia Gustafsson. Production Spoon Publishing AB, 
Editor Erik Wannelid, Creative Director Melker Forsén, Art Director Vidar Hekkelstrand, Designer Johan Mogren, Project Manager Gabriella Wiiala, Photo Peter Cederling. 
Translation Morton Communications Printing Rolf Tryckeri Paper Munken Polar

Owns and develops 
commercial properties in 
Stockholm and properties for 
trade and logistics in Sweden.

Nordstjernan AB
Nordstjernan is an investment 
company which creates growth in 
value through active and long-term 
ownership in Nordic companies. 
Nordstjernan is the principal owner 
of NCC, Ramirent, KMT, Salcomp, 
Ekornes, Active Biotech, Exel, Etac, 
Välinge, Waterjet, Composites and 
Stella Plastics. The Axel Johnson 
Group’s holding is 6%.

Builds and develops businesses within 
trade and services.

Axel Johnson International
Supplier of industrial and consumer 
products in Europe.

Axfood
One of the largest listed companies in the 
Nordic retail food market.

Mekonomen
Scandinavia’s leading car parts chain, 
listed on the Stockholm Stock Exchange

Novax
Develops and invests in companies with 
growth potential.

Servera
Leading wholesaler and specialist within 
restaurant and food service sectors.

Svensk BevakningsTjänst
Offers total security solutions to 
companies and private individuals.

The Åhléns group
One of the Nordic region’s leading retail 
companies with department and specialty 
stores within beauty, homeware and 
fashion.

Products and services within energy and 
environment in North America.

Sprague Energy Corporation
Distribution of energy raw materials and 
materials handling via own terminals in 
Northeast U.S.

Parkson Corporation
Production and distribution of systems and 
products for water treatment.

Kinetico Incorporated
Production and sales of water treatment 
systems and products.

NewtrAx
NewtrAx invests in and develops growth 
companies.
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Axel Johnson AB
Box 26008 (Villagatan 6)
100 41 Stockholm
Tel: 08-701 61 00        
Fax: 08-21 30 26 
www.axeljohnson.se 


