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Milestones
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.
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Axel Johnson AB

1873 Axel Johnson founded
Saddler’s son and clerk Axel Johnson founds
A Johnson & Co, an agency and trading business
on Lilla Nygatan in Stockholm.

1883 Rescues Avesta Jernverk
Crisis at Avesta Jernverk (ironworks). After reconstruction
A Johnson & Co becomes a partner.

1890 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.

1925 A modern fleet
The Johnson Line has the world’s first
diesel-powered ocean-going fleet.
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1910 consul-general takes over
Axel Johnson dies and his oldest son,
Axel Ax:son Johnson, also known as the
Consul-General, takes over.

1928 Oil refinery
and road building company
Axel Ax:son Johnson builds Scandinavia’s first
oil refinery in Nynäshamn to supply ships
with diesel. Asphalt and road construction
companies acquired to take advantage of new
business opportunities.

1937 New takeovers
A series of engineering
companies acquired,
including Karlstads
Mekaniska Werkstad.
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owner’s message

Antonia is wearing a coral-colored
blouse and a pink top as well as
a bracelet and necklace from
Filippa K’s spring collection 2012.
Make up from Kicks.

Antonia Ax:son Johnson spends an unusual afternoon
fashion modeling at home in Lövsta and reflects on
today’s impulsive world with its fast-changing trends
compared with the traditional, long-term approach
of the family company based on trust and lasting
relationships.

Flair for trends
photo: anton renborg stylist: Daniela Sylvan Tellander

Antonia plays with her dogs Bizzy and Lisa in a
dark-blue coat from Filippa K’s autumn collection
2011 as well as a shawl and shoes from the spring
collection 2012. Tights from Åhléns.
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If you go back 30 years, how did
the future look then?

“The fashion photographer moved effectively from place
to place. He looked for new angles, an unexpected movement. The pictures were taken in quick succession and I
tried to follow his instructions like a fashion model. Swing
with the Filippa K coat, throw the Complement shawl over
my shoulder, drink easily out of the cup from DesignTorget, blink with Kicks eyes. Simple and natural. My dogs,
Bizzy and Lisa, watched the game in amazement. My big
stallion, Talento, gave me that questioning look that only
an animal can.”

Going back to the early 1980s
and reading the trading scenarios
we wrote when we were thinking
strategically about the future of
the family company is an exciting
exercise.
I had recently, as the fourth
generation, taken over the
chairmanship of Axel Johnson
after my father. I was keen to
develop and renew the company
over time but I was also inspired
by words of wisdom from earlier
generations about long-term
creativity, a systematic build-up
of good businesses and a belief
in people’s drive and dedication.
My dreams of the future
included a “trading house”;
commerce and a closeness to
consumers with their expectations and demands. This, for
example, is what I wrote in 1988:
“It’s eight o’clock on an October
morning in the future. In recent
years many families and young
people have moved back to the
inner city, where new housing
with glazed-in terraces, small
vegetable plots, child-friendly green
areas and gardens, fast transport
services on the new link roads and
a colorful, growing and lively city
center, have changed the character
of the city.
“Before leaving home I key
in today’s order to the shopping
center on the big telephone. Fresh
vegetables, bean sprouts, seeds and
fruit, freshly baked bread and dinner delivered to my door towards
evening. On the label you can now
see from which farm and from
which country the items originate,
as well as their exact contents.
“My little electric city car in
light plastic is fast and quiet. This
latest cabriolet model is maybe
somewhat unexpected for an old
lady, but it is beautiful, fast and as
silent as a puma.”
How right I was, and how
wrong … I can remember people
who read this scenario laughing
out loud and finding me totally
unrealistic. In the self-service
age, home deliveries were a

utopia! But so it is. On the one
hand it is hard for us to think
completely freely. On the other
we cannot even imagine the really big paradigm shifts, the fall
of the Berlin wall, perestroika,
the internet, mobile telephony.
Or 9/11 and the Arab spring.
Surprises all of them, even for
the most thoughtful and wellinformed.
What will be the pace and
nature of change in the future?

My belief is that the business world will continue to be
characterized by a short-term
approach and economic and
political volatility. The need for
strong owners, who live and
work in and for their companies,
will become even greater.
Owners who represent a lasting foundation, a direction and
sense of purpose. Information
flows, knowledge flows, financial
flows, trend flows continue to
move in confusing patterns.
Stability and credibility are a
performance that we, as owners
of a family company, can stage.
Can companies set trends?

For many years, as owner of
a family company, I have been
guided by a strong conviction.
I know that companies have a
responsibility, not just for stability but also as drivers for change,
that is far greater than that of any
other institution or organization
in society.
What we do, every day, in our
businesses, touches the lives of
people, customers and employees. Within Axel Johnson’s
companies we meet more than
one million customers every day.
These are encounters for which
we must accept responsibility.
There was a time when our sustainability efforts were ridiculed.
Now sustainability is accepted as
an integrated part of our business
strategies. Ecologically and economically sustainable solutions
characterize our businesses.
And these days we read increasingly often that companies around
the world do not intend to wait for
complicated or unreliable political

decisions. They just get on with
it. And in this way companies are
truly setting the trend agenda.
What will the Axel Johnson
group look like in 20 years?

In autumn 2011 we worked yet
again on future scenarios – a far
more difficult task than it was 30
years ago in view of the current
political and financial turbulence.
But in my scenario some of
the world’s major problems,
such as a lack of clean water
and the growth of megacities,
have found their solutions. The
Axel Johnson companies are
now run by new generations of
family business owners, who
can guarantee the long-term approach and respect for business
traditions. But renewal, that
constant factor, has once again
led to our trading and service
companies adapting, changing
shape, developing, testing and
trying new ideas.
When I look back at my more
than 30 years as owner, I can see
that the content and direction
of the business has been totally
transformed about every tenth
year. That is an impressive ability
to change. Short decision paths,
speed and flexibility have guided
us, as well as our belief in the
driving forces and energy of our
employees. An adjustment to the
times and a focus on profitabil-

ity. This is exactly how the future
will be.
The year is 2032
“The taxi tram moves silently on
its rails high above the newly built
shopping street, where people jostle
between the stores. Even though
much of traditional trading takes
place over the net, the impressive
competence within areas such
as trends, inspiration, product
knowledge, styling, tailoring and
sensible and honest financial
advice have turned fashion, food,
home furnishing and specialty
stores into service destinations.
They sell services for which we are
prepared to pay. Shopping is fun,
easy and inspirational! Recycled/
rebuilt stores account for half the
retailing on the street and have
started to make their way into the
‘conventional’ stores.
“The mad trust in the market
seen back in the 2010s has toned
down. The market can never replace
responsibility for taking care of those
we have around us. The market is
only a mechanism which – if structured right – separates the effective
from the ineffective. It is not good
or bad. It just is. Therefore it has
become our responsibility, as people
and as businesspeople, to give the
market and companies a ‘soul’, a raison d’être. The good company is not
only the greatest force for change in
society, it is also the most successful.”

Antonia Ax:son Johnson

Wearing blue silk trousers
from Wera and a blue jacket
from Frk, which are sold at
Åhléns. The shawl is signed
Complement and the cup
can be found at DesignTorget.
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CEO’S COMMENTS

fredrik
persson

«2011 – a year of change with good results and major acquisitions»
2011 was a year of change, both for Axel Johnson and in
our business environment. At the end of 2010, the retail
trade was already starting to feel caution among Swedish
consumers. The media continued to talk about an economic upturn after the financial crisis, but in the second
quarter of 2011 it was clear that the economy had turned
and that Europe was once again in a vulnerable situation.
Despite the prevailing tough climate, the group’s
businesses performed well during 2011 and Axel Johnson reported the highest-ever result in the company’s
history. Six of the group’s seven businesses report
higher profits than in the previous year, and Axfood,
Mekonomen, Novax and Svensk BevakningsTjänst
achieved record-high earnings.
Our strong financial position and our long-term
perspective have also made it possible for us, despite
the economic situation, to carry out a number of acquisitions and structural deals. Mekonomen developed
its position through the acquisition of the Norwegian
company Sørensen og Balchen. During the year we also
increased our holding in Axfood to just over 50 percent.
The merger between Servera and Martin Olsson was
announced at the beginning of the autumn. The new
company, Martin & Servera, will be Sweden’s leading
wholesaler to the restaurant and food service sector
with estimated annual sales of approximately SEK 11
billion and 2,500 employees.
Axel Johnson International increased sales and earnings compared with 2010 due to a higher gross margin
and good control of costs. All operating areas improved
their earnings and seven companies were acquired.
Axfood’s Hemköp, Dagab and PrisXtra improved
their earnings while earnings for Axfood Närlivs and
Willys fell slightly. The conversion of 43 Vi stores to
Hemköp was completed in the autumn which increased
Hemköp’s market presence, particularly in Stockholm.
We are very proud that we now have these skilled
retailers in the group who will strenghten and develop
Hemköp. The focus on private labels continued and
with a record-high 24.2 percent, Axfood has the highest
rate of private labels within the industry.
Axstores increased its sales by 7 percent as a result
of the acquisition of the Norwegian cosmetics chain
Esthetique. The Swedish market was challenging which
led to lower earnings than in the previous year. Åhléns
gained market shares, however, within both Fashion
and Home, and Kicks launched successful private
labels.
Mekonomen carried out a large number of investments
in new areas with good growth opportunities such as
marine, scooters and the new concept M by Mekonomen,
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«Six of the
group’s seven
businesses
report higher
profits than
in the previous year,
and Axfood,
Mekonomen,
Novax and
Svensk BevakningsTjänst
achieved
record-high
earnings.»

which is directed at women car owners. The positive development for Mekonomen in Denmark is also gratifying.
Servera increased its sales and last year’s investments in a new distribution center and business system
improved efficiency which had a positive impact on
earnings. The kick-off for the new company, Martin
& Servera, was on 1 January 2012. The new company
has joint functions for purchasing, IT, accounts, HR,
environment and quality as well as logistics, while the
Martin Olsson and Servera brands will continue as
independent sales companies.
Novax had a high level of activity during the year and
acquisitions included 11 percent in Medius, a supplier
of IT systems and support to improve accounting and
administrative processes. Filippa K and Educations
Media Group (formerly Studentum) continue to show
very positive development.
Svensk BevakningsTjänst reported a very good sales
increase of almost 20 percent, mainly due to successes
within the Energy business area where Ringhals and
Oskarshamn nuclear power plants are customers.
Through our businesses we are an important force for
change in society and we continue to believe in sustainability as the key to successful business. During 2012 we
will start to integrate sustainability key performance indicators into our financial reporting. Sustainability is and will
remain an increasingly important part of our competitiveness and strategy to be the leader in our markets.
When I look ahead ten years from now, the aim is that
most of our business will consist of things that we do not
do today. New customer offerings, new services, new
operations and new markets. We have had the will and
ability to constantly develop, change and improve and
we have done this with a focus on the long term and sustainability. This is how we build businesses, and we will
continue to do so when we look ahead.
There is every indication that 2012 will be another challenging year characterized by economic uncertainty. We
will continue our efforts to create sustainable value for our
customers, employees and owner. We are well prepared
to meet new challenges and take advantages of the opportunities that arise.
To all my colleagues – thank you for your commitment
and contributions during the year. The success of the Axel
Johnson group is the sum of your performances which can
be seen especially clearly in a year full of change.

2011 iN BRIEF
Sales

The Axel Johnson group’s consolidated sales
amounted to SEK 29,615 million (20,899).
Sales in partly owned Axfood and Mekonomen
amounted to SEK 34,795 million (34,260)
and SEK 4,140 million (3,374) respectively.

SEKm

Earnings

Sales and profit after net financial items
as a percentage of sales*
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The Axel Johnson group’s financial position
remains strong. Visible equity rose to
SEK 7,093 million (6,518). Liquid assets at
year-end amounted to SEK 3,011 million (2,723)
and net cash amounted to SEK 1,052 million.

Capital employed and return*
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Financial position

Operating profit amounted to SEK 1,424
million (971) and profit after net financial
items amounted to SEK 1,451 million (1,002).
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Fredrik Persson

* For definitions see page 52.
** Axfood is consolidated with effect from 1 November 2011.
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THIS IS axel johnson

Axel Johnson was
founded in 1873,
a family company that is
now operated in the fourth
and fifth generation. With
trade as a base the group
has changed shape and
form many times. On the
other hand, the will and
the driving force to change,
combined with building
and developing sustainable businesses with a
long-term approach, have
remained intact. 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.

OUR COMPANIES
axel johnson
international

MISSION
Our mission is to build and
develop profitable businesses
within trade and services in the
Nordic region and the rest of
Europe so that both companies
and people can grow.

VISION

Bildtext
The founder, Axel Johnson.
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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.

Values
What we believe in:

which will lead to

We put the customer first

› attractive customer
offerings that create
growth and value.

We place great trust in our
employees

› motivated employees who
grow together with our
businesses.

We test new ideas and are
willing to change

› us being at the forefront
and developing our businesses.

We build and develop
sustainable businesses

› long-term competiveness
and profitability.

Technology trading group with
a focus on industrial products
in Europe.
• AxFlow
• AxImage
• AxIndustries
• AxLoad

MEKONOMEN
(29 %*)
Scandinavia’s leading car parts
chain, listed on the Stockholm
Stock Exchange.
• Mekonomen Sweden
• Mekonomen Norway
• Sørensen og Balchen
• Mekonomen Denmark
• Mekonomen Finland
• Mekonomen Wholesale
• Mekonomen Fleet

AXFOOD (approx.
50%*)
One of the largest listed companies in the Nordic retail food
market.
• Willys
• Hemköp
• PrisXtra
• Axfood Närlivs
• Dagab

NOVAX
Develops and invests in companies with growth potential.
• DesignTorget (100 %*)
• RCO (60 %*)
• Filippa K (55 %*)
• Educations Media Group
(28 %*)
• Medius (11%*)
• Trygga Hem (9 %*)

axstores
One of the Nordic region’s
leading retail companies with
department and specialty
stores within beauty, home and
fashion.
• Åhléns
• Kicks
• Esthetique
• Åhléns Norge
• Lagerhaus

martin & servera
(70 %*)
Leading wholesaler and
specialist in the restaurant and
food service sectors with four
business areas.
• Restaurant distribution
• Specialists
• Cash-and-carry
• Restaurant services

svensk
bevakningstjänst
Offers total security solutions for
companies and private individuals.
• Security services
• Parking
• Emergency call centers
• Protection & Analysis
• Training

* Figures in parentheses indicate the share of ownership.
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OUR way forWARD

GROWTH
The foundation for the group’s success lies in profitable organic growth.
We have a long-term perspective
when we build and develop businesses. This means our companies have
good opportunities to grow over time.
A large part of our future growth
will come from business areas that
are not part of the group today. This is
why we work continuously to identify
and develop new operations in our
existing companies. Examples of
new operations include the development of new concepts, new product

and service offerings to existing
customers, expansion in new markets
or company acquisition. We want all
group companies to outperform their
competitors in terms of both profitability and growth.
Acquisitions are a key part of our
growth strategy. Since 2005, we have
acquired more than 60 companies
within the group. These acquisitions
can be divided into three groups: new
group companies, add-on acquisitions
in group companies, and growth-oriented acquisitions through Novax.

When we at Axel Johnson 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. A strong
market position and the ability to
expand are important to us and we
always seek an owner position that
ensures our ability to actively influence and develop the business.
Read about the creation of
Martin & Servera on pages 24–27.

EMPLOYEES
We place great trust in our employees. They have the knowledge, skills and
ideas that develop and improve 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 development are a key part of the work of creating
growth and good results. Our leadership development program AXIOM is aimed
at young and new managers in the group’s companies. Read more about
AXIOM on pages 19–21.
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Sustainability

OUR SOCIAL RESPONSIBILITY

We wish to make a positive
contribution to the communities in which we operate.
Our work with sustainability is therefore an integrated part of how we build
profitable businesses and
how we develop attractive
customer offerings.
We place high and clear
demands on our group
companies regarding environmental and social issues
as well as business ethics.
Each company has its own
strategies with measurable
targets within areas such as
environment, human rights
and labor law. Sustainability
is also a standing item on
the board agendas of all
companies.
The group’s companies
have made varying progress
with this work. In order to
learn from each other and
exchange experiences, the
sustainability managers
in the group companies
meet regularly. Much has
been done and even more is
under way.
Read more about our
work with sustainability
on page 18.

We believe that companies’ social responsibility
must extend beyond their
own operations. We have
therefore chosen to become
involved in projects that
are beneficial for us and for
society.
In order to help reduce
youth unemployment and
train future employees for
the group’s stores, we have
started a groupwide apprenticeship program using
the Swedish Trade Federation’s Apprentices in Stores
model. Since the start, Kicks,
Lagerhaus, Åhléns, Willys,
Hemköp and Mekonomen
have welcome apprentices
from Farsta Senior High
School in Stockholm.
We have a long-term cooperation with the Swedish
Migration Board through the
Books for Children Seeking
Asylum project. Since the
start approximately 14,000
books have been distributed to all children seeking
asylum in Sweden. We have
also built a room for asylumseeking children at the
Migration Board’s reception
unit in Märsta, just north

of Stockholm, and we will
build another room during
2012 for children at the accommodation unit in Gävle.
The rooms are designed as
a place for playing, resting
and reading.
We also support the
Stockholm School of Economics, mainly through our
involvement as a principal
cooperation partner to the
Center for Retailing, but
also through the partner
program for the traditional
business administration
study program. We want our
involvement to contribute
to the school being able to
continue to offer study programs and educate future
employees for the group’s
companies.
All companies within Axel
Johnson also work actively
to assume greater social
responsibility. During 2011,
Axfood together with its
customers donated SEK 4
million to Save the Children
and Åhléns continued its
successful cooperation with
the Stockholm City Mission
and Myrorna, the Salvation
Army secondhand chain.
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Tomorrow’s consumers want
decent companies and exclusive products. Only by having
a long-term perspective can
companies equip themselves
for a turbulent world. 
Text: marie blomgren photo: karin röse
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Consumption researcher Sofia Ulver-Sneistrup paints a vivid picture of tomorrow’s society, an exploding middle class, urbanization,
more single households, increasing aging,
uncontrollable knowledge via the internet, a
more regulated society and the winds of neoconservatism.
It is October 17th, 2011 and Axel Johnson has brought together 65 of the group’s
managers with some of Sweden’s foremost
researchers and trend spotters in order to
prophesy about the future. But why all this
hype surrounding the future scenario, which
can surely only be a qualified guess?
“Purely biologically for development and
survival reasons you need to be interested
in what lies ahead,” says Magnus Lindqvist,
trend spotter and founder of the company
Pattern Recognition. “In more corporate
terms many are experiencing a turbulent
business environment and in order not to be
sea sick you need to look at the horizon.
“In Sweden we have in recent years moved
from a relatively closed shop to a considerably more competitive business community.
We have seen how huge companies and
entire sectors have fallen by the wayside, and
so people have started to understand that
one way to acquire immunity against this is
to think a lot more about where things are
heading.”
Company leaders often only plan for a few

years at a time. They budget one year ahead
and adopt strategies for the next three years.
At Axel Johnson’s Future Day the perspective
is 10 to 20 years ahead, and Ulver-Sneistrup
continues to describe the reality that will
prevail then.
“Everything that is genuine and has a history will be applauded, so family companies
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»

trends in trade and
industry, according to
trend spotter Magnus
Lindqvist, founder of
Pattern Recognition.

FUTURE DAY
At Axel Johnson’s Future Day, the group’s managers gathered to be inspired
and to discuss and generate ideas about the challenges and opportunities of the future with
themes such as “Tomorrow’s consumers and employees” and “Future business models”.
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“As consumers we will will become connoisseurs within many more areas,” says
Ulver-Sneistrup. “The most unlikely products
can become cultivated. One new word is
‘gastrosexuality’, which refers to middleclass
men who love to cook and take care to have
the ‘right’ ingredients and tools. You must be
authentic and preferably drag game over the
threshold of the tastefully renovated apartment in Stockholm.”
In pace with increasing urbanization,
we have a growing need to create smaller
contexts in the larger world. Town planners
will work so that we can walk to everything,
everything must be close at hand. Sustainable
dream districts will be built instead of dream
houses. Here there is also a strong environmental aspect since we will be able to cycle to
everything and thus create greener areas in
large cities.
If we are to have everything in one and the
same area, small-scale will become essential.
Consumers will want to shop in small stores
and from small companies. Products will
preferably be locally produced and exclusive
in limited series.
“For example,” says Ulver-Sneistrup, “a
cycle company has now launched a new
model with the information ‘we will only
be producing 5,000 cycles, despite major
demand.’ We want to be unique.” ✪

1. Greater
competition
Using something
called the
Hirshman
Herfindahlindex
competition intensity by sector
is measured, and
in an average of 30
industries in the world
the U.S. has the very
highest competition
intensity. Sweden in
its turn is about 20
years behind. But
this is changing and
we will see a lot more
competition in the
future. I think this is a
very positive development which means
that companies must
create a niche for
themselves in order to
attract customers.

Photo: Magnus Skoglof

will be attractive,” she
pay your parking fines if a
«Everything that percentage went to a good
says. “The philanthropic
is genuine and
winds will also blow more
cause?”
has a history will
strongly and decency will
be in focus. This means
As an extension of the
be applauded, so
that companies who are insharing culture consumers
family companies
volved in social issues are
will want to be involved in
will be attracdoing absolutely right.”
the development of products
tive.»
As far as consumer
and services. Even pricing
patterns are concerned a
will not be the companies’
so-called “sharing culture” will be widespread, privilege. Customers are already increasingly
Ulver-Sneistrop asserts. “It will be more natuinvolved in deciding the value of what they
ral to share, to lease things instead of throwing buy and this phenomenon will only increase.
away and buying new, and to share ownership
The difference between producer and conof cars or joining a car pool,” she says.
sumer will not be as clear.
She claims that tomorrow’s consumers will
“One current example is the Group-on
want to do business with each other to a greater concept,” Ulver-Sneistrup says. “Offers turn
extent. So in order not to lose ground, compaup every day in your inbox and the more people
nies must create an added value and a social
who want to buy the item, the lower the price.
benefit with their products and services.
Another example is the DJ who put out music
“In the future, consumers will be prepared
on iTunes and left the price up to the buyer – he
to pay more in order to contribute to a good
got 670,000 downloads and was laughing all
cause,” says Ulver-Sneistrup.
the way to the bank.”
She gives the American company Toms
Shoes’ business concept “One for one” as an
Another trend that is spreading is luxury
example – for every pair of shoes the comconsumption. As the middle class grows, the
pany sells, a pair of shoes is sent to children in threshold for what is luxury is rising all the
need in Africa, South America or Asia. Intertime. Not just high earners, but everyone, will
est from consumers has been considerable
be able to indulge in what used to be luxury
and the company has been able to donate
items. At the same time, tomorrow’s person is
over one million shoes to poor children
more cosmopolitan, more appreciative of art,
throughout the world.
culture and politics as well as being vain and
“Perhaps it would even be more fun to
valuing style.

2. Falling barriers
to entry
Take the publishing
industry, for example.
Previously, you needed a lot of money to
enter this industry but
today you can work
alone from a cellar in
a suburb and compete
well with the giants.
We are starting to see
this in several other

industries as well.
How should the major
companies make
use of this,
perhaps they
will become
more a platform for entrepreneurs?
After all the
large companies have
goodwill. Would you
buy a heart medicine
from a company based
in a suburban cellar?
Probably not, although
it might be just as
good. So there is some
point having the brand
Astra Zeneca.
3. Globalization
We believe that the
world will become
more global than it is
today. The fact is that
only 20 percent of
global GDP is exported,
only three percent
of the world population lives outside the
country in which they
were born, and only
four percent of all
telephone calls in the
world cross a national
border. But these
things will change.
People will plan in
another way in order
to be able to live, study
and work abroad.

Louise Ring,
HR Director,
Axfood
“Time will be scarce
and we must offer our
customers more total
solutions. They will be
more well-informed
and knowledgeable,
so it is important to
give them an opportunity to find information in an easily accessible manner, and
that they get to meet
skilled employees.”

Eric Persson,
Investment
Manager, Novax
“We must stand out
from the crowd,
offer uniqueness in
both products and
offerings, but not be
unique in a narrow
sense, we must also
attract a broad target
group. We must create
an attractive product
range.”

Johannes
Reftberger,
Sales director,
martin &
Servera
“You must be honest
about everything from
product to the values
you represent. Honesty and a measure
of aggressiveness are
what I firmly believe in.
We must be consistent
and have a long-term
approach. This is how
we have worked for
the past 15 years.”

Gunilla Spongh,
CFO, Mekonomen
“We must be alert to
consumer needs. I
believe in packaging
products and services
in order to be able to
offer something more
than the consumer
expects.”

HELLO THERE,
ANNA STINGER …
... marketing manager at Åhléns. Why do
you think that you received the award Best
Marketing Manager of the Year – Fashion?
“Åhléns has conducted a thorough program
of change over the past year which has resulted, among other things, in a new strategy and a
new advertising concept. With our mission – to
improve, simplify and brighten the lives of our
customers – supporting us, we asked our customer panel to say what they think. The result
shows that our customers are pressed for time,
want to be guided and inspired which in turn
led to the advertising concept ‘the Guide’. We
want to be the friend who knows.
“An award like this is in other words a result
of long-term strategic work combined with a
genuine interest in what our customers think
and want. The fact that the award is based on a
measurement of which brands have increased
in awareness and preference, at the lowest
cost, is naturally extra gratifying since we
always try to make our work more effective.”
How far ahead do you plan your work?
“Retail is very much about the here and now.
On the other hand, there is major and impor-

tant work to do to build
the Åhléns brand over
time. Our challenge is
to always work with
tactical strikes which
at the same time will
strengthen the image
of Åhléns as a strong and
exciting brand. Success with
this requires planning in advance
and a plan that is well worked out within the
entire organization.”
As a marketing manager you must have
a feeling for future trends. How have you
developed this?
“I think the basic requirement is to be inquisitive and to look for patterns in behavior. In
addition, I have a big need to understand how
behavior spreads and is translated into trends
and consumption. The interesting thing is that
these behavioral patterns can just as easily
happen in the schoolyard as in a totally different context. It is when this happens in both
places that it gets really exciting.”
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What do you think companies should do to attract
tomorrow’s consumers?

Social
ambition
pays

Anders Dahlvig takes on
directorships in companies
that accept responsibility. He
is a member of the board of
Axstores, among others, and
is seen here at Åhléns in his
home city of Helsingborg.

His experiences became a book about how it is
possible for a company to make the world a little
better while at the same time increasing profits.
A long-term approach and strong owners provide
clear advantages, says Anders Dahlvig, member of
the Axel Johnson and Axstores boards.
Text: stina gerhardt PHOTO: adam haglund

Anders Dahlvig describes himself as a convinced capitalist. He
is equally convinced that trade
and industry have the greatest
responsibility, and the best prerequisites, to create prosperity
and find solutions to the world’s
greatest challenges.
“There is nothing wrong in
creating values for owners, but
I think a company should have
higher ambitions.”
In his recently published book
Med uppdrag att växa (“Assign-

ment to grow”) Dahlvig wants,
based on his own experience as
a leader in the retail sector, to
show that responsible business
is not about a company reducing
its profit requirements. On the
contrary, it is possible to both
earn money and contribute to a
better society.
“Having a good reputation
provides financial advantages,
such as positive media coverage
and good relations with authorities, which facilitates establish-

ment," he says. "But the most
important advantage is the effect
the company’s ambition has on
making employees willing to do
their best.”
Dahlvig says that most people
want their work to create something that lasts and benefits others. A social ambition is therefore
clearly a competitive advantage,
not just to tempt customers but
also for attracting the best skills.
His definition of social ambition includes taking into consid-

eration owners, employees, customers, suppliers and society at
large, as well as at a higher level
contributing to reducing poverty
and environmental destruction.
The challenge, as he puts it, is to
show the benefits. Reducing the
company’s energy consumption,
making transport more efficient,
and cutting down on business
travel, reduces both costs and environmental impact, while other
measures might initially need to
»
cost a bit, such as for example

At present: Has written the book Med Uppdrag att växa – om ansvarsfullt företagande (Studentlitteratur). Background: CEO
of IKEA 1999–2009, worked in the company for a total of 26 years. Age: 54. Lives: Helsingborg. Family: Partner and two sons. Interests: Music, golf,
tennis, social issues.

ANDERS DAHLVIG
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investing in renewable energy.
Since potential extra costs do not
provide a return until later on in
the form of more loyal employees, customers and partners, this
requires a time perspective that
does not exist in all companies.
“A family company such as
Axel Johnson has a long-term
perspective and can decide for
themselves what they consider
important, unlike a company
where the top priority is pushing
up the share price in the short
term and where long-term activities are not rewarded,” he says.
A long-term approach is one of
the characteristics that distinguishes a company with the
ability to combine the two goals
of making a profit and improving the world, Dahlvig says. He
ascribes a special significance
to leadership – the companies’
presidents must set good
examples.
“They must be living examples

of these values in everything
they do," he says. "This is something that can never be delegated
or compromised.”
Dahlvig goes so far as to say
that managers with poor results
and good values should be given
a second chance, while managers
with poor values and good results
should leave the company.
“It is not until then that you
show how much importance you
attach to the company’s culture,”
he says.
Dahlvig’s experiences mainly
stem from his time as CEO of
IKEA between 1999 and 2009.
When he left that role it was to
give space to new ideas and have
more time for his family, and
also to share the lessons he had
learned with more companies,
among other things through a
number of board assignments.
He says it is important to him
that these companies share his

values and have the ability to
conduct responsible business.
“I have chosen to become
involved in companies which have
that in common," he says. "Axel
Johnson, for example, which has
strong owners and a clear social
ambition.”
Dahlvig also gives presentations to other managers.
Because, despite the growing
number of companiest that realize the importance of social and
environmental responsibility, he
is worried by the widening gap
between the values of trade and
industry and the public.
“Interest in environmental
and justice issues has increased
in society in recent decades. And
therefore the expectations on the
business community has grown
as well," he says. "But companies
have not made the same move.
Many still see a conflict of interest between making money and
doing good.”

«A family company
such as Axel Johnson has a longterm perspective
and can decide for
themselves what
they consider
important.»

Dahlvig does not rule out
regulation as one way for more
responsible business.
“This is necessary sometimes,
like after the banking crisis in
the U.S., which was a result of
irresponsibility. And there is
constant maneuvering in business
which indicates frustration. One
example is quotas for women on
company boards. But the best
thing, of course, is when companies themselves sit in the driver’s
seat. ✪

Sustainability at Axel Johnson
Axel Johnson’s work with sustainability is focused on a few but clear areas
where the group has the greatest
opportunities and risks. It must be
practical and profit-oriented in the
day-to-day operations and above

all driven by customer and business
benefit.
During 2011 the focus was on
transports, energy efficiency, waste,
and the development of more sustainable products and services.

In 2011, Axfood
launched Garant
Såklart, a series
of hygiene and
beauty products
that are climatecompensated, carry
allergy claims and
are eco-labeled.
Såklart products are
sold at Willys, Willys
hemma, Hemköp,
Tempo, Handlar'n
and PrisXtra.
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All group companies have a person
responsible for sustainability issues in
management or who reports directly
to the management group, a sustainability strategy with measurable
targets, and sustainable business is

During 2011, Martin
& Servera increased
its sales of organic
products by 30 percent. With 1,400
ecological products,
the company has the
market’s broadest
range for restaurants
and the food service
sector.

on the board’s agenda once a year.
During 2012 key performance indicators for sustainability will also be
integrated into financial reporting.
Each company works to offer
sustainable products and services.

Every fifth item
of clothing sold at
Åhléns women’s
fashion in 2011
was a "Bra Val"
(Good choice),
Åhléns’ product
range with extra
consideration for
people and the
environment.

A TOUGH
CHALLENGE

A good leader is skilled at making
the best use of employees’ competence
while retaining the business perspective.
Axel Johnson’s leadership development
program, AXIOM, develops managers and
companies in symbiosis. 
Text: stina gerhardt illustration: jennie arvenäs
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AXIOM IN BRIEF
development, strategy
and finance, team
development and presentation techniques,
and takes place from
October through February every year.

Business Driven Action Learning should,
however, be described as a management
philosophy rather than a teaching method,
Anderberg points out. One key element is
identifying which skills or which experiences
can help to solve the challenges, a significant
characteristic for skilled leaders.
“Today’s leaders must develop faster than
their business environment, which in turn is
developing faster and faster,” Larsson says.
“Historically, managers have been able to
sit high up and decide how things should be
done, but today leaders must to a greater
extent be able to obtain and make use of the
skills of their employees.”
Competition for competence is often pointed
to as one of the biggest challenges for a company, particularly with the extensive retirements that lie ahead in the Swedish employment market. Pia Anderberg, president of the
consultant firm SamSari and with many years
of experience in leadership development,
says that from this perspective it is important
to make use of the full potential of employees. Together with Caroline Berg, Axel
Johnson’s VP Human Resources, she and her
colleague Christian Larsson have developed
the Axel Johnson leadership development
program AXIOM for this very purpose. The
working method that Anderberg recommends, and on which the AXIOM program is
based, is to face managers with some of the
toughest challenges in their career.
“This is a method of working with leadership that is based on a belief in the people in
the company,” Andersberg says.
The approach she describes is a significant

part of Business Driven Action Learning,
which provides a base for leadership development in companies worldwide.
“Business Driven Action Learning is about
identifying real strategic challenges within
the company,” Anderberg explains. “The
participants, often managers with group
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management potential, then work with these challenges in a team. In parallel, they develop
their own leadership skills.”
Since the managers work in their regular operations with real situations and challenges,
instead of being sent away for external training with hypothetical case studies, development will
be linked to the company. The solutions to the business challenges must also have a measurable
effect on the company’s result, in the form of, for example, increased margins or reduced costs.
“This is a focus that it is important to have from the start,” says Larsson. “What distinguishes top leaders is that they always have the business perspective. The development of leaders
and the development of the business in this way take place in symbiosis.”

«Today’s leaders
must develop faster
than their business
environment, which
in turn is developing
faster and faster.»

The personal challenge that an Action

Learning-based program involves also puts
capacity to the test. The idea is for people to
allocate time from their regular job to work
on the business challenges.
“Those in a leading position must be
capable of doing strategic work at the same
time as operational,” says Anderberg.
Larsson adds, “We have had participants
who have said that, despite having spent so
much time on the business challenges, they
have managed to do their regular job at the
same time just because they have become
better leaders. They have simply been forced
to develop their own leadership in order to
cope with the extra work, for example by being
better at delegating.”
In general Anderberg thinks that Swedish
companies are not particularly good at utilizing the potential of their employees. But the
companies that have chosen to work with Business Driven Action Learning, in her opinion,
have an attitude that provides advantages.
“At Axel Johnson, for example, despite fast
movement and tough margins, there is an
unbelievable consideration for people,” she
says. “By working with a program like this
they show that they believe in ‘their gang’,
their employees. That they are best at solving
problems and implementing changes.” ✪

• AXIOM is developed
exclusively for the
Axel Johnson group.
Both internal and
external people are
used as knowledge
providers.

• 15-20 people take
part in the program
every year. They work
in cross-functional
groups with real business challenges. The
challenges in 2011

were provided by Axel
Johnson International,
Axfood and Åhléns
and covered a variety
of topics from supplychain management to
leadership.

• Upon completion
the groups present
their solutions to
Axel Johnson’s group
management and the
companies’ management groups.

HELLO THERE,
pål kårfalk …
… one of the
participants in the
2010–2011 AXIOM
program. How was
it to work according
to Business Driven
Action Learning?
“I found it very
exciting and instructive. But it places
high demands on the
participants since
you are working with
a real business challenge and everyone
who takes part wants
to perform well and
makes high demands
on themselves.”
What were the
most important lessons for you during
the program?
“I found it very
positive to share and
learn about the Axel
Johnson approach to
business, such as the
focus on the long term
and on sustainability, where employees
and customers are at
center stage. Personally, I learned the most
from working with the
business challenge
together with a group

of entirely new colleagues from other
companies within
Axel Johnson, while
the actual leadership
development part was
a way of putting into
practice what I actually already knew, but
perhaps had lost along
the way.”
What did you enjoy
the most?
“By far the most
enjoyable thing was
getting to know new
colleagues across
company borders and
having the opportunity to use a totally
new network within
the group. The most
rewarding part of the
training was the work
on the business challenge. Working with a
project in what was for
me a totally unknown
industry, the security
sector, and working in a
group with new people
with different backgrounds and skills was
extremely valuable.”
Which challenge
did you work on?

“My challenge was an
assignment for Svensk
BevakningsTjänst, a
strategic project with
a focus on expansion
of the company’s
operations. There
were five of us, from
Mekonomen, Åhléns
and Willys, who
worked on
this. It was
rewarding to do
a piece
of work
for Svensk
BevakningsTjänst, which
actually laid the
foundation for the
company’s decision on
its continued expansion.”
Have you grown as
a leader due to the
program?
“I have learned and
been reminded about
the importance of being a coaching leader
rather than providing
all the answers at the
start. This has a better
effect and leads to far
better results. It has
also been instructive to

work with a business
challenge within an
unfamiliar area. To
start from the beginning, throw all the
criteria into the air and
get many new angles
of approach. I believe
you can gain inspiration from this in
everyday
work. I also
see new
opportunities in
the future
to turn to
people in
other companies
within the group to
solve different issues.”
You recently
changed job within
the group, from
Mekonomen to
DesignTorget. What
influence did AXIOM
have on your choice
of new workplace?
“It didn’t affect my
desire to change jobs,
but when I was ready
to take the next step in
my career, it was natural to look for possibilities for this within the
Axel Johnson group.”

Pål Kårfalk recently became sales manager at DesignTorget and was previously sales and marketing manager at
Mekonomen Fleet.
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• AXIOM is Axel
Johnson’s leadership
development program
for new and young
managers and specialists. The program
consists of leadership

F

The Axel Johnson group is operating
in the fourth and fifth generations.
Antonia Ax:son Johnson is surrounded
here by her daughters Caroline Berg,
Sophie Mörner and Alexandra Mörner,
her son Axel Mörner, and her husband
Göran Ennerfelt.

Family-owned companies are often a breeding ground
for innovation. At the same time a long-term approach
and commitment give family companies an advantage
when times are hard. 

At least three out of four Swedish
companies are family owned.
The proportion depends on
how you define a family-owned
company. But it is clear that they
are a majority in the Swedish
business community.
“They represent an important
core in the Swedish economy,
these persistent capitalists, as I
call them,” says Hans Sjögren,
Professor of Economic History at
Linköping University.
Nevertheless the role of family
companies in the economy is still
very under-researched, in his
opinion.
“There is a widespread notion
that families can be important at
the formation of a company but
that ownership is then spread,”
he says. “This is not strictly true.
A large proportion of companies
continue to be family-owned.
In the largest growth economies
they are very strong, even more
so in Asia and Latin America
than in Europe and the U.S.”
It was not until recent decades
that the academic world opened

Text: stina gerhardt PHoto: martin adolfsson

its eyes to how both ownership
research topics right now are
and operation distinguish a
about how people manage the
family-owned company, explains emotional aspects. For example,
Mattias Nordqvist, Professor at
how tough decisions are made
the Centre for Family Enterprise
despite an emotional tie to the
and Ownership (CeFEO) at
company, or how entrepreneurJönköping International Busiial abilities are retained. With
ness School.
regard to the latter, in his own
“At first there
research Nordwas a lot about
qvist has found
«Entrepreneurthe conflicts that
that there is
ship in a family
could arise as a
no conflict
result of family
between a
company is often
involvement,”
highly tradicharacterized
Nordqvist says.
tional family
by considerable
“But eventually
business and
knowledge of an
they started to
industry in which entrepreneurlook more and
ship.
they have opemore at the
“Entreprerated for a long
advantages,
neurship in a
time.»
such as involved
family comownership and
pany is often
staying power
characterized
when faced with cyclical fluctuaby considerable knowledge of an
tions,” he says.
industry in which they have operated for a long time,” he says.
“This creates good opportunities
CeFEO is a research center
for innovation and enables the
focused entirely on research into
company to be proactive and act
family companies. According to
ahead of their competitors.”
Nordqvist some of the hottest

New thinking is often charac-

terized, however, by slightly cautious calculations and focused
risk taking, he adds. At the same
time the long-term perspective
often means that a family company is driven less by quarterly
results and has the stamina to
make investments that pay off in
the future.
A long-term approach is a
characteristic that Sjögren also
ascribes to family companies. He
motivates his choice of words
”persistent capitalists” by saying
that within Sweden’s successful
financial families there is often a
continuity and commitment that
the company must survive which
gives them a special position
even when times are bad.
“They can make sacrifices
such as abstaining from profits
and dividends instead of selling,” Sjögren says. “In these
times when more and more
people are looking for quick
returns and high profits, they will
be more important than ever for
the country’s economy.”

DIFFERENT DEFINITIONS
Since there are different definitions of what a family company is, statistics also vary. According to a study from Linköping
University three-quarters of Swedish companies are family-owned. These companies account for 20 percent of GDP and 25 percent of employment. The
study is based on figures from Statistics Sweden which includes single-person companies.
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One challenge that is usually
mentioned in conjunction with
family businesses is the generation shift. Doctoral candidate
Kajsa Haag at CeFEO focuses on
this very issue in her thesis.
“I examine how a family company can cope with the balance
between allowing a new generation to take over while preserving
the core of the family company,
where its strength lies,” she says.
“Generational changes are a risk
factor, but also a major opportunity for development.”
One of the keys to a successful generation shift is a natural
transfer of knowledge, brought
about by the new generation
becoming involved in operation
of the company at an early stage.

“When family members are
socialized into the company
while growing up, it creates an
involvement at an entirely different level. The company is part of
their lives,” says Haag.
The emotional involvement,
which is a natural consequence
of a company and a family coexisting, separates family companies from those with spread
ownership, Haag claims. “Business families are for natural
reasons more protective of the
company and the society in
which they operate,” she says.
“They include other goals in addition to profit maximization. “
Nordqvist also mentions
strong values as a distinguishing characteristic among family

companies. On the minus side
that sometimes means a reluctance to change but on the plus
side it contributes to a pleasant
environment in which to work
and care about the community
outside the company.
“The Axel Johnson group is

from many aspects a typical
family company and is among
those that has succeeded in
combining a long-term approach
and social responsibility with a
dynamic and innovative entrepreneurship,” says Nordqvist. ✪

FAMILY COMPANIES WITH LONG HISTORY
The Japanese construction company Kongo Gumi was the world’s
oldest family company until 2007 when it was taken over by a
larger construction company. Kongo Gumi started its operations in
578 and specialized in building Buddhist temples.
Sweden’s oldest family company is Bertegruppen where the family’s ownership can be traced back to 1569. The group includes SIA
Glass, Berte Gård, Hallands Frökontor and BerteQvarn.
Axel Johnson was founded in 1873 and is now operating in the
fourth and fifth generations.
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Martin & Servera, Sweden’s leading
wholesaler for restaurants and the food
service sector, is the result of the merger
between the family companies Servera
and Martin Olsson. One linchpin in the
merger work was to preserve the way of
doing business and culture that
characterized both companies.

Set for success
Text: henrik norberg PHoto: samir soudah
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Martin & Servera
In May 2011 the Johnson and Oldmark families decided
to merge Servera R&S and Martin Olsson in order to create a new Swedish wholesaler and specialist for restaurants and the food service sector. Following approval of
the deal by the Swedish Competition Authority, work on
merging the two companies started. The starting gun
for Martin & Servera was fired on 1 January.
The new company, the parent company, Martin
& Servera is an effective sales channel and professional business partner for suppliers to the Swedish
restaurant and food service market. Joint functions
such as purchasing, accounts, environment and quality, administration, IT and logistics, are placed in the
parent company.
Operations rest on four pillars:
Restaurant distribution – Servera, Martin Olsson,
Matsäljarna, Dahlbergs Gross, Servicegruppen, Strandbolaget, Konservkompaniet and RIAB/Heselius
Cash-and-carry – Stockholm (three units), Malmö and
Gothenburg
Specialist companies – Grönsakshallen Sorunda, RP
Frukt and Fällmans Kött
Restaurant services – Guldportalen, Food Spider, MOR
Online and Restaurangutbildning

If soft values are a
condition for a successful merger, the
purpose of mergers
and acquisitions
is growth and
increased competitiveness. Here too,
the two companies complement each other.
Christer Lind.
Servera operates
in three markets: public sector, contracting and privately-owned restaurants. In the
privately-owned restaurant segment, Servera
has increased its sales from SEK 0.5 billion
to SEK 3.3 billion over the last ten years. The
merger further strengthens this segment
since Martin Olson has a very strong position
within privately-owned restaurants.
“The merger enables us to offer a broader
and deeper product range,” says Lind. “In
addition, Martin & Servera has a strong
negotiating position, which over time means
that we will create conditions to minimize

Photo: Peter Cederling

no stone unturned in
The kick-off for the new
their efforts to find out
company Martin & ServeDuring the merger
whether the companies
ra was on 1 January 2012
some 100 employees
suited each other and to
after months of intensive
worked to integrate
assess the added values
efforts to integrate the
Martin Olsson’s operthat might result from
two family companies
ations into Servera’s
a merger. According to
Servera and Martin Olscomputer system.
Lind there are plenty
son. The new company
of unsuccessful mergwill be Sweden’s leading
ers. And one of the key
wholesaler for restauexplanations is their failure to unite different
rants and the food service sector.
“The merger will give us a broader offering corporate cultures.
“The corporate culture is the foundato the market where in addition to distributtion for success or failure in a company’s
ing products we will also develop operalong-term operations,” he says. “Servera and
tions with Martin Olsson’s cash-and-carry
Martin Olsson fit each other like a glove. We
outlets and restaurant services. The merger
share key elements in corporate culture such
also means that we will remain a Swedish,
as responsible business where environmental
family-owned company. This ensures that
and social consideration as well as quality are
we can continue our long-term efforts with a
examples of cornerstones.
major focus on our customers and our home
“Furthermore, both are family companies
market,” says Christer Lind, president of
with a long-term approach and active ownMartin & Servera.
ers. It is this long-term approach that creates
Servera and Martin Olsson started discusconditions for an entrepreneurial and flexible
sions about a deeper cooperation in spring
approach to decision making.”
2011. In these discussion the parties left

MARTIN & SERVERA
Martin & Servera is owned jointly by Axel Johnson and the Oldmark family. Martin Oldmark, former president of Martin Olsson, is
chairman of the board and Christer Lind, former president of Servera, is president of Martin & Servera. The company has a total of 2,500 employees, 35 sales
units, 13 warehouses and 5 cash-and-carry outlets across Sweden. The company is expected to achieve annual sales of approximately SEK 11 billion.
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price increases from our suppliers.”
The merger also provides opportunities to
improve warehouse and logistics management. The new company has concentrated
its distribution and logistics to Halmstad,
Norrköping, Västerås, Stockholm and Umeå.
“Improving warehouse and logistics management is important,” says Lind. “Partly, it’s
a way to cut costs, and partly we reduce our
environmental impact. When we built our new
distribution center in Halmstad, we reduced
the building’s energy consumption by 50 percent and reduced the number of transports to
our warehouses by over 50 percent. Now when
we concentrate and improve the efficiency
of warehouse and logistics management
even further, our environmental impact will
decrease even more.”
Responsible business, where environment plays a key role, has always been a
central part of Servera’s culture. Servera
was early in obtaining environmental and
quality certification and drafted a code of

25 out of the 30 municipalities designated as best
with ecological products,
are Martin & Servera
customers.

conduct in 2008. The
“It is not the custompurpose of the code is to
ers who must adapt, it is
Martin & Servera
ensure that human rights supplies products to
us,” he says. “We want
are respected, to reduce
to preserve the culture
12,000 restaurants
negative environmental
and way of doing busievery day.
impact, identify industryness that exists in each
wide problems and make
company. These are key
demands on producers and suppliers.
reasons for us keeping both Servera and Mar“We will work in exactly the same way as
tin Olsson as brands. The only difference for
before, both internally and externally with
our customers is that our offering will now be
our suppliers and customer,” says Lind. “We
even sharper and more comprehensive.”
compiled the code of conduct in cooperaOther brands within the group will also live
tion with our customers and suppliers and
on as before. For example, specialist operations
naturally we will make the same demands on
such as Fällmans Kött, Grönsakshallen Sorunour new suppliers.”
da and RP Frukt. They are known for offering
Purchasing as well as warehouse and
high-quality products and for the considerable
logistics management are based on effeccompetence of their employees, which restautive IT systems. When Servera replaced its
rants value. Martin Olsson’s cash-and-carry
IT system in 2010, one criterion was that it
outlets are also highly appreciated by custommust be easy to integrate other companies
ers and all five will remain, three in Stockholm,
into the system. Since January 2012, Martin & one in Malmö and one in Gothenburg.
Servera have had a common system. In order
To offer customers a bigger range of locally
to achieve this, 100 employees worked over
produced food, in 2012 Martin & Servera
three months on integrating Martin Olsson’s
is establishing Grönsakshallen Sorunda,
operations into Servera’s IT system. This is a
including RP Frukt and Fällmans Kött, in
short period for such an extensive merger.
Umeå, Östersund, Nyköping and Mora.
“This means we will be in eight locations
in Sweden,” says Lind. “We will therefore be
When the organization for Martin & Servera
able to offer our customers a broad range of
was developed, Lind and his colleagues exlocally produced products.” ✪
amined this from the customers’ perspective.
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Our companies

AxIndustries acquired the Finnish
company Tekniikka Center in
2011. This acquisition is a key
part of the group’s goal to be a
leading Nordic supplier within
bearings and transmissions.

Axel Johnson is a leading trading group which builds and develops
businesses within trade and services in the European market with
a main focus on the Nordic region.

Axel Johnson International

martin & Servera

Axfood
axstores
Mekonomen

novax
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svensk BevakningsTjänst

29

In 2011, Svensk BevakningsTjänst
increased its workforce with 300
employees to handle new assignments.

The number of organic
products under Axfood’s
private label, Garant, doubled
during 2011. In total sales of
organic products increased
by 6 percent.
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On Gärdet in Stockholm,
Mekonomen offers its customers a new total concept
with a store, workshop,
vehicle inspection, car
valeting, car hire and a café
all under the same roof.
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Kicks launched its own
beauty label, KICKS Make
Up, in 2011. First in line was
KICKS Nailpolish.
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Nine new Filippa K stores
opened in 2011.

Grönsakshallen Sorunda has
been established in four new
locations, Mora, Östersund,
Nyköping and Umeå,
since January 2012.
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axel johnson international

“

Higher demand and good growth

A

Axel Johnson International developed well in 2011 with
higher demand and sales growth of eight percent. The
group carried out seven acquisitions during the year.
Furthermore, the organizations within AxLoad and
AxIndustries were strengthened.
Market situation 2011
The market was characterized by good demand in all
business areas with the exception of the photographic
market. Particularly favorable development was noted
in the markets for equipment to the vehicle industry
in Germany, pumps and flow equipment for process
industry, as well as lifting and lashing equipment for
the offshore industry in Norway.
AxFlow
AxFlow made four acquisitions in four markets during
the year. the U.K., Sweden, Finland and Norway. The
rollout of systems solutions for European process
industry was well received by customers. In addition,
AxFlow introduced a number of new pump types. The
Nordic market showed a sales increase of 19 percent
in local currency while Southern Europe had falling
volumes, strongly affected by the economic situation
in the region.
AxImage
AxImage’s earnings in the Swedish market improved
compared with the previous year. The Medical Equipment business area was particularly successful with a
sales increase of over 25 percent. Eco-friendly printing
plates also enjoyed sales success which resulted in
higher market shares. Weak development in the Norwegian photographic sector led to negative earnings.
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Axel Johnson
International …
...is a technology trading group that develops
leading companies
within distribution of
products, systems and
services to industrial
customers.
...has over 70 companies
in some 20 European
countries.
...primarily serves
industrial companies in
Europe.
...operates through the
four business areas
AxLoad, AxIndustries,
AxFlow and AxImage.
...was formed in 1988,
when Axel Johnson
International and
Hexatrade merged.

We have had a successful year with good demand
and increased sales. In particular the Certex division
within AxLoad enjoyed positive development, mainly towards the offshore and wind power industries,
where we signed major service and maintenance
contracts. This type of business is a prioritized area
and the strategy for Certex is to grow within offshore
and wind power.
Service is an area which we have successfully
developed in order to meet increased demand from
our customers. Within AxFlow we acquired service
companies during the year, where service operations
provide a good complement to our product business.
In times of global economic anxiety we carefully monitor a number of indicators so that we can
adjust fast to changes in our business environment.
Axel Johnson International consists of some 70
companies, all with different market conditions and
therefore individual plans for meeting economic
fluctuations. We are a sales-driven organization and therefore aware of changes in
customers’ circumstances at an early
stage and able to take fast action.
I would also like to emphasize the
strength of being part of the Axel
Johnson group. This gives a staying power and financial strength
which means it is always possible to advance our positions
and gain market shares in a
challenging business climate. It
also gives us major advantages,
among other things with regard
to acquisitions and organic
growth.”

AxLoad
AxLoad consolidated its position as the leading supplier of lifting and lashing equipment in Europe. Energy
and transport industries developed well. Performance
in the U.K. was positive in view of the challenging
market situation. The market for lashing equipment
within the transport industry remained weak in France
and Spain.
During the year AxLoad acquired Kompetanseteknikk in Norway which offers inspections and training for the offshore industry as well as Inkalift with
operations in Finland and the Baltic countries.
AxIndustries
All companies within AxIndustries developed well and
the group achieved its highest-ever earnings. In line
with the strategy to strengthen its position in the Finnish
market, AxIndustries acquired Tekniikka Center, which
together with two earlier acquisitions in Finland creates a
strong market position for Bearings & Transmissions.
During the year AxIndustries carried out a large
number of initiatives to shorten delivery times which is
a top priority for customers in the engineering industry
and workshops for heavy vehicles.
Outlook for 2012
During 2012 Axel Johnson International will focus on
leadership development and start the Axel Johnson
International Business School. Continued geographic
expansion, partly through acquisition, is also planned.
The group will also develop its combined service
and product offering, primarily towards offshore, wind
power and process industries, where customers are
seeking partners with a wide geographic coverage. ✪

Mats R. Karlsson, President of
Axel Johnson International

Key figures

Sales by business area 2011
AxImage 7 %

SEKm

Net sales

Profit after net financial items

Average no. of full-time employees

2011

5,664
276
2,053

2010

5,230
192

AxIndustries
29 %

AxLoad
43 %

AxFlow
21 %

1,946
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axfood

Record earnings despite weak market

Axfood ...
...develops and oper-

ates successful food
concepts that rest on
clear and attractive
customer offerings.
...operates the store
chains Hemköp, Willys, Willys Hemma
and PrisXtra; through
cooperation with
retailer-owned stores
in the Hemköp chain,
Handlar’n and Tempo;
as well as wholesale
operations through
Dagab and Axfood
Närlivs.
...has 237 wholly
owned stores and 820
retailer-owned stores.
...has two full-range
warehouses, two fresh
foods warehouses,
three distribution centers and 20 Snabbgross
stores.
...serves approximately
400,000 customers
every day through
12,000 employees.
...was formed in 2000
as the result of a merger between Hemköp,
Dagab and D-gruppen.
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Earnings for 2011 were Axfood’s strongest ever. Four of
Axfood’s five units improved their earnings and sales
development remained stable despite a weak market.
This is a good performance during a year which was
also characterized by an aggressive rate of new store
establishment and renewal.
The focus on the groupwide Garant brand has
yielded results and the proportion of private labels
amounted to 24.2 percent at year-end.
Market situation
Development in the retail food market was weak
in 2011, mainly due to lower price increases than
expected and restraint among consumers. Food price
inflation, which at the start of the year was expected to
amount to 3 percent for 2011, did not materialize. This
was due, among other things, to a strong Swedish currency, good harvests and lower raw material prices.
Willys
Willys showed stable development with good profitability. The rate of investment was the highest ever in new
stores and modernization of existing stores. During 2011,
26 Willys stores were refurbished and by year-end a total
of 78 stores had been upgraded. This modernization will
continue at an undiminished rate. Willys also continued
to focus on strengthening its environmental profile.
Hemköp
Hemköp reported a strong earnings trend in the past
year and like-for-like sales were stable. The increase
in earnings is explained by good store operation and
control of costs. During the year 43 Vi stores were
converted to Hemköp franchise stores. This cooperation will strengthen Hemköp’s opportunities to build a
stronger and clearer brand.
PrisXtra
PrisXtra strengthened its earnings, but sales continued
to be negatively affected by extensive road building

operations close to its two largest stores. In the long
term, however, these locations are strategically significant since new districts are planned adjacent to the
two stores, which is expected to lead to a significant
increase in the number of customers.

“

On the whole, our operations report good
results for 2011, which is highly gratifying.
One event which stands out is the 43 new franchise stores within Hemköp which were the
consequence of the agreement signed with
individual Vi retailers. This provides us with a
unique opportunity to build a bigger, stronger
and more focused Hemköp, particularly in the
Stockholm market.
Within Willys both establishment of new
stores and modernization of stores continued at
a high pace. The renewal program is important if
we are to meet and exceed customers’ growing
expectations for fresh and modern stores.
Another highpoint during the year was that
we achieved our highest sales proportion of
private labels so far, 24.2 percent, which was due
among other things to the successful development of our Garant brand, which is available in
all our stores. Our target for 2012 is that private
labels will account for at least 25 percent
of sales. During the year we also continued our ambitious sustainability
program including a greater focus on
recycling. A large part of our waste
can be recovered for raw material and energy, which means
that we now see this as a
resource.
One challenge for 2012
is the economic anxiety
which is creating restraint
even among Swedish households. Axfood’s goal for 2012
is to achieve an operating
profit on par with 2011.”

Axfood Närlivs
Axfood Närlivs noted a good sales development
and gained market shares. A two-year cooperation
agreement was signed with Svenska Statoil AB, and a
two-year supply agreement with OKQ8 was renewed
during the year. In addition, Axfood Närlivs concluded
an agreement to acquire 50 percent of the wholesale
company Hall Miba AB which supplies car care items
and accessories to service stations and retailers.
Dagab
Dagab increased its efficiency and both productivity and the level of service were very good. Efforts to
reduce carbon dioxide emissions increased and green
diesel is now used for Dagab’s entire transport fleet.
Two new rail shuttles have been started for transport
of imported products and investments have been made
to make the distribution center in Jordbro more energy
efficient. Dagab also has its own wind power plants in
operation in Jordbro and Backa.
Outlook for 2012
One key target for 2012 is that private labels will account for 25 percent of sales by year-end. In addition,
the focus will be on maintaining a high establishment
rate and modernization of stores for an improved
customer experience.
Work on sustainability remains central and reducing
energy consumption, further reductions in emissions
from transports, and evaluation of alternative energy
sources are prioritized areas ✪

Anders Strålman,
President of Axfood

Key figures

SEKm

Net sales

Profit after net financial items

Average no. of full-time employees

Private labels as percentage of sales

2011

34,795
1,214
7,062

2010

34,260
1,172
6,895
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axstores

Axstores gained market shares

“

The retail sector in general had a tough year in
2011. Our operations developed relatively well
which makes me happy and proud.
In Sweden, Åhléns gained market shares
within both home and fashion and increased
the number of Åhléns club members to over
1.2 million. At the same time, Åhléns Norway
continued to expand and achieved its best
result this century.
Kicks successfully launched its updated
store concept, Studio, during the year, as well
as a new series of private labels. Kicks also succeeded in strengthening Esthetique’s position
in the Norwegian market and turning around
development in Finland.
Lagerhaus continued its efforts to clarify its
concept and succeeded in reversing a negative
sales trend in 2011.
On the part of Axstores, I am pleased
that we started the work of replacing
our logistics and business systems.
This will give everyone in the group
modern systems support that creates conditions to manage a large
supply chain in a professional
manner. We also implemented a cost-cutting program
which led to a substantial
reduction in our indirect
costs.
During 2012, we will
continue to strengthen our
customer offering, increase
the proportion of sustainable
products to our customers,
and control and follow-up
safety and product quality.”

Thomas Axén,
President of Axstores
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Despite a generally weak retail market, the companies
within Axstores reported sales at the same level as in
the previous year. Earnings decreased, however, since
the higher sales were not sufficient to compensate for
the investment in Esthetique, establishment of new
stores and higher costs for current operations. In parallel with efforts to strengthen the companies’ market
positions, Axstores worked to reduce indirect costs
which will have full effect in 2012.
Axstores continues to invest for the future, and
work on replacing both business systems and logistics
systems started during the year.

Axstores ...
...is one of the Nordic
region’s leading retail
groups.
...consists today of the
companies Åhléns,
Kicks, Esthetique and
Lagerhaus.
...operates 390 department and specialty
stores in Sweden, Finland and Norway.

Market situation 2011
The year offered relatively tough external conditions
and a generally weak retail trade. Rising interest rates
and high energy prices, replaced by financial crisis and
general anxiety about the future, led to reduced consumption. The market was characterized by a high level
of activity among most players, many and substantial
price campaigns and a tough fight for market shares.
Åhléns
As a result of a sharpened customer offering for
Åhléns’ main target group, women, Åhléns Sweden
gained market shares during the year within both
home and fashion. The company also laid the foundations for growth within media through a new coopera-

...serves approximately
300,000 customers
every day.
…offers its customers
an attractive range
within fashion, home
furnishings and beauty.
...has expanded since
1988, when Axel
Johnson became owner
of Åhléns through the
acquisition of the Saba
Group. Changed name
from the Åhléns group
to Axstores in 2010.

Sales by group company

tion with Pocketgrossisten. Åhléns’ sales decreased
marginally due to a weaker market which, combined
with investments in market communication, a better
sales environment and Åhléns customer loyalty club,
contributed to lower earnings.
Åhléns Norway provided its best-ever result due to
good sales management, an inspiring sales environment and attractive customer offerings.
Kicks
During the year, Kicks gained market shares in
Sweden, established more units, launched private
labels and achieved strong growth in online sales. The
company also integrated and strengthened Esthetique
in Norway, including a stronger customer offering. In
addition, Kicks started an improvement program for its
Finnish operations.
The company’s sales increased but earnings were
charged with costs for expansion and therefore lower
than in the previous year.
Lagerhaus
Lagerhaus increased its sales due to an improved product range and a more functional in-store presentation.
Earnings improved compared with the previous year.
Outlook for 2012
The Axstores companies are well placed to further
strengthen their market positions. The group expects
a positive effect on both sales and earnings from
investments made, better and more unique customer
offerings, an expanded range of private labels, better
shopping locations and a more inspiring sales environment, as well as employee development.
During 2012, Axstores and the companies will further strengthen their customer offerings and focus on
improvements within sustainability. ✪

Key figures
SEKm

Lagerhaus
4%

Net sales

Kicks 22 %

Esthetique
9%

Åhléns
65 %

Profit after net financial items

Average no. of full-time employees

2011

7,116
74
3,941

2010

6,657
164
3,583
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martin & servera

Increased sales despite troubled market

Key figures

Organic products as a percentage
of total sales

SEKm

2011

Net sales

Profit after net financial items

Average no. of full-time employees

T

The merger between Servera and Martin Olsson
started on 1 September and the autumn was characterized by intensive work to merge the two companies.
Starting on 1 January 2012 Servera is a sales company
within the new company Martin & Servera.
Servera continued with its operations in parallel
with work on the merger. Sales development was good
with an increase of 11 percent despite a 3 percent fall in
purchasing in the total market.
During the year a decision was made to build a new
joint distribution center for Grönsakshallen Sorunda
and Fällmans kött. Facilities in the new building will
include production of sliced vegetables and fruit salads
as well as butchering and processing of meat. The
building is scheduled for occupancy in November 2012.
In May, Servera started its own production of
minced meat as well as sliced and diced meat at a
facility in Mantorp. Sjöbergs Frukt in Jönköping was
acquired in September.
Several new customers were gained during the year,
including Burger King and Sandys. Servera also extended its contracts with Choice Hotels and Compass
Group. An annual employee survey indicated good job
satisfaction within the company.
Market situation 2011
The market was characterized by considerable uncertainty. While the Swedish Hotel and Restaurant
Association reported major sales increases, order
intake from the restaurant sector decreased due to a
falling number of guests and the use of simpler and
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Martin &
Servera ...
...is Sweden’s leading
wholesaler and specialist for food, beverages
and equipment for restaurants and the food
service sector.

less expensive raw materials. Purchasing volumes
varied substantially between cities and small towns,
with well-known, established restaurants in cities
accounting for a positive sales growth. The number of
restaurants in big cities also rose during the year.
Outlook for 2012
During 2012 Martin & Servera will focus on developing the new operations which rest on four pillars:
Restaurant Distribution, Cash-and-carry, Specialist
Companies and Restaurant Services. The goal is to
have a complete offering where customers can choose
a cooperation partner on the basis of their own unique
circumstances. The company will operate nationwide
within both the private and public sectors.
Martin & Servera’s plans include a major focus on
local produce.
Grönsakshallen Sorunda, including RP Frukt and
Fällmans Kött, will expand. Today, these operations
are established in Stockholm, Hässleholm, Jönköping
and Uddevalla/Gothenburg, but early in 2012 will
include Nyköping, Mora, Östersund and Umeå. In
these locations the company will have a strong focus
on local produce with the aim that both private and
public sector customers will start to buy more locally
produced items.
The market situation is not expected to change
appreciably in 2012. There is considerable risk of a further downturn, despite a reduction in restaurant VAT
from 1 January 2012. ✪

...is found in 15 locations throughout
Sweden.
...is divided into four
business areas: Restaurant Distribution,
Cash-and-carry, Specialist Companies and
Restaurant Services.
...offers a total of about
50,000 items and
makes some 12,000
deliveries per day.
...contributes with
products for 3 million
meals a day.
...serves approximately
17,000 customers,
ranging from small to
large restaurants and
simple to advanced
cuisine.
...was formed in 2011
through a merger
between Servera and
Martin Olsson, which
in turn were founded
in 1994 and 1897
respectively.
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“

2010 was marked by extensive changes in
Servera’s operations – we opened a new distribution center and introduced a new logistics
structure and computer system. So the greatest
challenges in 2011 were to regain the right
functionality and efficiency and succeed in
achieving the profitability we had prior to these
changes. Here we were successful. During the
year we also increased our sales in a market in
which customers purchased less in total.
We would never be where we are today
without the expertise and target orientation of
our employees. Everyone’s attitude makes me
both proud and happy.
A key part of our success in 2011 was also
played by our long-term and target-driven
environmental initiatives and the tangible
work with our code of conduct. We are in the
frontline in both these areas and have
won the respect of both customers
and suppliers.
We will now continue our successful work under a new flag. The
new company, Martin & Servera,
will basically be no different
from before. The merger
with Martin Olsson, however, gives us a broader and
clearer offering which will
enable customers to find
the right products and terms
combined with services
which help to reduce their
operating expenses.”
Christer Lind,
President of Martin & Servera
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mekonomen

A year of expansion for Mekonomen

“

Determined efforts and aggressive investment made Mekonomen a market winner in
our sector during 2011 – a market which in
general saw weak development during the
second half of the year.
I am proud to say that 2011 was the year
in which Mekonomen rose from being a
strong Nordic player to become one of the
leading companies in Europe in the car parts
industry. We expanded during the year, both
organically and via acquisitions, at the same
time as profitability continued to rise. I am
also proud about several specific activities,
such as Mekonomen starting consolidation
of the Nordic market, improved earnings in
Denmark, establishment of our flagship unit
on Gärdet in Stockholm, and the fine development of our fleet operations. Furthermore,
the acquisition and integration of
the Norwegian company Sørensen og Balchen has exceeded
expectations.
Looking ahead, I can see that
our industry has become better at customer orientation,
clear concepts and a high
level of service, but a lot
still remains to be done.
In recent years we have
taken a big step forward
in development of our
business. But I would still
claim that Mekonomen’s
journey has only just
begun.”

Håkan Lundstedt,
President of Mekonomen
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Mekonomen …
...is the Nordic region’s
leading player with
everything for the
CarLife.
...has 334 stores under
the Mekonomen and
BilXtra brands, as well
as 1,683 affiliated
workshops, of which
1,033 are Mekonomen
Workshops, 219 BilXtra,
420 MekoPartner and
11 Speedy.
...operates stores and
workshops in Sweden,
Norway, Denmark, Finland and Iceland.
...has approximately
67,000 products for
5,000 car models in
its central warehouse,
as well as access to an
additional 400,000
products through cooperation with contract
suppliers.
...started in 1973 under
the name Bil Eko. Axel
Johnson has been
principal owner since
2006. The Norwegian
company Sørensen og
Balchen was acquired
in 2011.

F

For Mekonomen, fiscal year 2011 was characterized by
expansion. Mekonomen took a significant step in the
consolidation of the Nordic market by acquiring the
Norwegian player Sørensen og Balchen, which operates BilXtra. In October 2011, an agreement was signed
to acquire Meca Scandinavia. The deal was approved
by the Swedish Competition Authority in December
2011 and notification from the Norwegian Competition
Authority is expected during the first quarter of 2012.
In addition to the acquisition of Sørensen og
Balchen/BilXtra, sales and earnings were positively
affected by organic growth. In Denmark, Mekonomen
showed improved earnings, partly due to successful
marketing in recent years, and partly to determined
efforts to achieve cost efficiency. The focus in Finland
continued, including a new unit in Lahti.
Mekonomen’s flagship unit on Gärdet in Stockholm
had its premiere in April. Here customers are offered a
totally new integrated concept with a store, car workshop, vehicle inspection, car valeting, car wash, car
hire and a café. The facility is also the first in Europe
with a round-the-clock workshop that serves all makes
of car. The company offering, Mekonomen Fleet, also
enjoyed success with several major new customers in
the Nordic region.

Growth in number of workshops and stores

Workshops

Marinshopen, a company specialized in spare parts
for boat engines, was acquired at the beginning of 2011
and during the year a marine product range has been
introduced in selected stores in Sweden, which is a key
step towards Mekonomen’s goal to achieve a leading
position in the marine market.
During 2011 Mekonomen acquired ISO certification
for environment, working environment and quality.
Market situation 2011
Mekonomen’s expansion has taken place in a market
that showed weak development in 2011. A distinct
slowdown was noted in the final quarter. This was due
to the mild weather and a result of the less favorable
business climate.
Despite a slow market, Mekonomen increased its
market shares during the year, mainly due to investments in clear concepts such as the Mega and Medium
units and Mekonomen Fleet.
Outlook for 2012
The emphasis in 2012 will be on consolidation of
operations with a focus on profitability. Sørensen og
Balchen/BilXtra will continue to be operated as an
independent unit in the market which is important in
order to maintain focus and gain additional market
shares. In Finland, efforts will continue to develop
Mekonomen into a significant player in this market as
well.
Investments carried out in 2011 provide a firm foundation from which to further strengthen the role as the
leading Nordic player during 2012. ✪

Key figures
SEKm

Stores

Net sales
2,000

1,000

0

334
206

220

400

230

Profit after net financial items
200

1,051

1,206

1,338

1,683

2008

2009

2010

2011

0

Average no. of full-time employees

2011

4,140
523
1,958

2010

3,374
485
1,462
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novax

“

New investments crowned strong year

T

The companies within Novax reported good growth
overall and the group’s earnings strengthened considerably. Novax made two new investments, in Medius
and in Global Health Online. Novax also strengthened
its team with two persons in order to have the capacity
to achieve its long-term investment goals. The holding
in Himla was sold back to the company’s founder during the year. In addition, the remaining shareholding
in WESC was sold at the beginning of 2012. During
the first quarter of 2012, Novax became owner of 60
percent of the shares in the security company RCO.
Market situation 2011
Activity in the market for new investments was generally higher than in the previous year for both acquisitions and changes in ownership structure. In Novax’s
market segment competition remained intense for a
limited number of deals.
Filippa K (holding 55%)
Filippa K increased its sales by 23 percent during
the year compared with 2010 and reports a record
pre-tax profit of SEK 74 million. The higher sales and
improved profitability are a result of assertive efforts
within product development and a greater focus on the
company’s own stores. During the year nine new units
were opened in the already strong markets in Sweden,
Norway and Germany. Towards year-end the company’s presence in Belgium was strengthened through
the acquisition of the Belgian agency.
Educations Media Group (holding 28%)
Studentum celebrated its ten-year anniversary during
the year and changed its name to Educations Media
Group (EMG). EMG’s sales showed strong growth
of 30 percent and earnings almost trebled to SEK 16
million before tax. EMG was also named as a Gazelle
company (fast-growing company) by the business daily
Dagens Industri for the third consecutive year and as

Our daily challenge and driving force is to
find attractive new investment opportunities.
Competition for a limited number of deals in
our market segment remained high in 2011.
Our home base in Axel Johnson enables us to
position ourselves as a better alternative and
thus gives us competitive advantages. Success
requires us to know exactly what is happening
in the market and also to create our own deal
flow. The core of our new investment activities is the daily work of hunting for deals and
spreading the message about our offering to
entrepreneurs and intermediaries.
During 2011 our combined efforts resulted
in two new investments, which we are proud
of, especially since we created these deals
without intermediaries through our own network and our own investigations. During the
year we strengthened our market monitoring
and broadened our sector focus. We
also concentrated even more on developing our external and internal
networks and expanded our own
network involvement.
Within existing businesses
we are proud that, in an otherwise tough market, we can
report good profitability in
all companies. The record
earnings for Filippa K are
particularly gratifying as
well as the strong growth
and profitability development in EMG.”

one of the Super Companies’ of the Year by the business weekly Veckans Affärer.
Trygga Hem (holding 9%)
Trygga Hem increased its sales by 12 percent and
reported a profit after net financial items of SEK 5.4
million. During the year the company broadened its
offering within home security solutions to include fire
detection with image verification and smart functions.
The updated offering means that Trygga Hem can now
reach a broader customer group with improved opportunities for continued favorable growth.

Novax …
…is Axel Johnson’s
wholly owned investment company which
invests in and develops
companies with growth
potential within the
retail and service industry, the service sector,
brands and business-tobusiness.
…focuses on companies
with a proven business
model and profitoriented management
as well as a clear growth
strategy.
…was formed in 1999.

DesignTorget (holding 100%)
Sales were in line with the previous year and DesignTorget reported a pre-tax profit of SEK 2.5 million. At
the end of 2011, DesignTorget opened three new units
and four shop-in-shops.
Medius (holding 11%)
In summer 2011, Novax became a co-owner with
11 percent in the IT company Medius, which offers
solutions that simplify and improve the efficiency of
companies’ business processes. Medius has seen rapid
growth and was named as a Dagens Industri Gazelle
for the fifth consecutive year. Growth in 2011 amounted to 20 percent and the company reported a loss of
SEK 24 million before tax.
Outlook for 2012
Novax expects a continued tough market and competitive situation during 2012. Plans for growth and
profitability are in place in the existing companies with
preparedness to take remedial action if the market
situation develops less well than anticipated.
In order to achieve its long-term goals Novax plans a
continued high rate of new investment activities with the
aim of also raising the average amount per investment. ✪

Anders Slettengren,
President of Novax

Key figures

Net sales (SEKm)*
2011

2010

Profit after net financial items (SEKm)*
2011

2010

Subsidiaries and
associates

Holding

Filippa K

55%

526

426

74

42

DesignTorget

100%

131

131

3

5

86

67

16

6

EMG

28%

Sales breakdown 2011
Trygga
Hem 7 %
Medius
15%

DesignTorget
14 %

EMG 9 %
Filippa K 55 %

Novax also has ownership
stakes in Medius (11%) and
Trygga Hem (9%).
* Figures refer to each company’s most recent fiscal year.
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svensk bevakningstjänst

Challenging year provided record result

S
“
I note with pleasure that 2011 was our best
year so far in terms of both sales and earnings. At the same time, it was a demanding
year in which we had strong growth within
some areas and met tough competition in
others.
We carried out a number of improvements. Among other things we sharpened our
offering through a new marketing and sales
organization which will have positive effects
starting in 2012. We also continued to invest
in training for our employees who are, and
will remain, our most important resource.
During the summer we were the first company in our industry to obtain certification for
our working environment initiatives, which
is part of our efforts to be the most attractive
employer in our sector.
Satisfied employees mean satisfied customers. This was confirmed for us in the customer
survey we conducted in the autumn. The
response was highly positive, although we
also received suggestions for areas that can
be further developed. We will
incorporate the results from
this survey into our strategy
work for the years ahead.
The goal for 2012 is to
increase the sales rate
for contracts with new
customers at the same
time as we will work
to retain and develop
the offering to our
existing customers.
We will achieve this
by strengthening and
broadening our existing services in order to
become a more complete
security provider.”

Anders Lönnebo,
President of
Svensk BevakningsTjänst
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Svensk
BevakningsTjänst ...

...is Sweden’s third-largest security company.
...provides security services within six areas:
Stationary Surveillance,
Surveillance Patrols,
Emergency Call Centers,
Protection & Analysis,
Parking Surveillance,
and Energy.
...has more than 20 local
offices around Sweden.
...focuses on companies, private individuals
and public sector.
...has been part of the
Axel Johnson group
since 1999 when Novax
became a co-owner of
the company, and has
been a wholly owned
subsidiary of Axel Johnson since 2006.

Svensk BevakningsTjänst had its best-ever year in 2011
and continued to gain market shares. Growth in the
company was 17 percent, which clearly outperformed
the market. Nearly 300 new employees were recruited
at the beginning of the year to cope with the large
volumes.
By far the greatest growth was in the Energy business area where volumes were very high during most
of the year, returning to more normal levels towards
year-end. The assignment at Oskarshamn nuclear
power plant, which started at the end of 2010, made
a positive contribution. The assignment at Ringhals
nuclear power plant also saw strong growth during the
year with Svensk BevakningsTjänst being commissioned to provide more and new types of services,
such as fire protection guards and lifting and logistics
services. In order to meet customer needs even better
within the Energy business area, Svensk BevakningsTjänst started a new subsidiary, Synenergy, which
offers peripheral services within service and logistics.
In contrast to the strong growth within Energy,
Svensk BevakningsTjänst encountered intense price
competition in other local markets, particularly in the
public sector. In some cases the company lost existing

Total number of employees

customers in these markets which overall contributed
to lower than hoped for growth.
The build-up of a new marketing and sales organization started in autumn 2011. This will help to generate
bigger sales of new customer contracts in 2012. The
company’s aim is to develop its existing offering by
focusing on creating added value for customers but
also to broaden the offering in order to become a more
complete supplier of security.
Market situation 2011
The market was characterized by substantial growth in
some areas at the same time as intense competition, in
the public sector among others, led to continued price
pressure.
Outlook for 2012
Market growth will be limited in 2012 and the intense
competition situation will remain unchanged. Svensk
BevakningsTjänst’s aim, however, is to continue to
gain market shares.
The company’s geographic expansion will take place
in pace with acquisition of new operations, alternatively through a major new customer assignment in
a location where it has not operated before. In 2012,
Svensk BevakningsTjänst will set up operations in one
or two new locations. ✪

Key figures

(including on-call employees)
2,500
2,000

1,806

1,873

2,008

2,187

SEKm

Net sales

1,500
1,000

Profit after net financial items

500
0

2008

2009

2010

2011

Average no. of full-time employees

2011

885
79
1,391

2010

754
62
1,252
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BOARD OF DIRECTORS

MANAGEMENT
DIRECTORS APPOINTED
BY THE EMPLOYEE
UNIONS:

Antonia Ax:son Johnson
Chairman since 1982.
Antonia is also Chairman of the
Axel and Margaret Ax:son Johnson
Foundation and Vice Chairman of
Nordstjernan. She is also a director of Axel Johnson Inc., AxFast,
Axfood, Axel and Margaret Ax:son
Johnson Foundation for Public
Welfare, Mekonomen, NCC, and
others. Antonia is First Vice Chairman of Upplands Väsby Municipal
Executive Board.

Göran Ennerfelt
Vice Chairman since 2007 and
director since 1975.
Göran is also President of Axel
Johnson Holding and Chairman of
AxFast and the American company
Axel Johnson Inc. Göran was previously President and CEO of Axel
Johnson (1979–2007) and, among
other appointments, Chairman
of the Center of Business and
Policy Studies (SNS), the Swedish
Foreign Trade Association and the
Swedish Trade Federation.
DEPUTIES
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Ulf Yngveus
Deputy director since 2010.
Ulf is an employee at Åhléns and
employee representative for
Unionen.

Maj-Britt Sandström Kekki
Deputy director since 2011.
Maj-Britt is an employee at Åhléns
and employee representative for the
Commercial Employees Union.

Alexandra Mörner
Director since 2005.
Alexandra was previously head
of Axstores’ Store Chains and
prior to that Investment Manager
at Novax. She is also Chairman
of the Antonia Ax:son Johnson
Foundation for the Environment
and Development, and a director
of Axel Johnson International and
Axel Johnson Inc., USA.

Anders Dahlvig
Director since 2010.
Anders is also Chairman of New
Wave Group and a director of
Axstores, H&M, Oriflame, Resursbank and the British company
Kingfisher. For ten years, until
2009, Anders was President and
CEO of IKEA.
Marcus Storch
Vice Chairman and director since
1997.
Marcus is Chairman of the Nobel
Foundation and Min Stora Dag
(My Big Day) Foundation, and
Vice Chairman of Axfood and
Mekonomen. He is a director of
Nordstjernan, Öresund, the Royal
Swedish Academy of Sciences
and the Royal Swedish Academy
of Engineering Sciences. Marcus
was previously President and CEO
of AGA.
Markus Jonsson
Deputy director since 2010.
Markus is an employee at Martin &
Servera and employee representative
for the Commercial Employees Union.

Rasmus Tallén
Director since 2000 and
deputy since 1999.
Rasmus is an employee at
Martin & Servera and employee representative for
the Commercial Employees
Union.

Anne-Marie Persson
Director since 2010 and
deputy since 2006.
Anne-Marie is an employee
at Martin & Servera and
employee representative
for Unionen.

Lilian Mårelius
Director since 2011 and
deputy since 2003. Lilian is
an employee at Åhléns and
employee representative
for the Commercial Employees Union..
Gunnel Tegner was a director until the end of May
2011.

fredrik persson
President and CEO.
Fredrik has worked in the
group since 2000 and
was previously Executive
Vice President and CFO
of Axel Johnson. Previously, Fredrik was head of
research at Aros Securities and worked with ABB
Financial Services. Fredrik
has an M.Sc. Econ. from
the Stockholm School of
Economics.

Paul Schrotti
Executive Vice President.
Paul Schrotti joined Axel
Johnson in 2010. Before
joining Axel Johnson
he was a partner at the
venture capital company
EQT. Prior to this he held
various positions at KPMG,
Electrolux and IKEA. Paul
has a law degree from
Uppsala University and the
University of Minnesota
Law School.

Directorships: Chairman of
Svensk BevakningsTjänst,
Axstores, Mekonomen and
Axfood. Vice Chairman of
the Swedish Trade Federation and Martin & Servera,
director of Axel Johnson
International, Novax,
AxFast, the Confederation
of Swedish Enterprise,
Svenska Handelsbanken
Regional Bank Stockholm
and Lancelot Asset Management.

Directorships: Chairman of
Axel Johnson International
and Novax. Director of
Martin & Servera, Svensk
BevakningsTjänst and
Axstores.

Caroline Berg
Vice President Human
Resources and Communications.
Caroline has worked on
various boards in the
Axel Johnson Group since
the mid-1990s, and has
worked at Axel Johnson
since 2005. She has a B.A.
from Middlebury College
in the U.S. and extensive
experience from various
operations within media,
film and television in
Sweden and the U.S.
Directorships: Director of
AxFast, Axel Johnson International, Axstores and
Filippa K. Deputy director
of Martin & Servera. Chairman of the Erik and Göran
Ennerfelt Foundation for
International Studies for
Young Swedes.

Johan Fant
CFO
Johan Fant joined Axel
Johnson in 2011. Previously, Johan was CFO at
Boliden and prior to this
his positions included
Senior Vice President and
Group Treasurer at Electrolux, Corporate Controller at
Ericsson and CFO at Assa
Abloy. Johan has an M.Sc.
Econ. from the Stockholm
School of Economics.
Directorships: Director
of Axel Johnson International, Axstores and
Svensk BevakningsTjänst.
Deputy director of Martin
& Servera.

Business management
Fredrik Persson, President and CEO, Axel Johnson, Paul Schrotti, Executive Vice President, Axel Johnson, Caroline Berg,
Vice President Human Resources and Communications, Axel Johnson, Johan Fant, CFO, Axel Johnson, Anders Lönnebo,
President Svensk BevakningsTjänst, Anders Slettengren, President Novax, Anders Strålman, President Axfood, Christer
Lind, President Martin & Servera, Håkan Lundstedt, President Mekonomen, Mats R. Karlsson, President Axel Johnson
International, Thomas Axén, President Axstores.
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Multi-year summary
Amounts in SEK million

Consolidated income statement
20115

2010

2009

2008

2007

29 ,615

20,899

20,073

19,881

19,557

1,451

1,002

916

909

1,314

4.9

4.8

4.6

4.6

6.7

Total assets

18,334

11,090

10,426

10,738

9,440

Capital employed 1

10,260

7,435

7,126

7,240

6,295

17.0

14.2

13.3

14.3

22.9

7,093

6,518

6,258

5,894

5,573

45.3

59.6

60.8

55.7

60.0

0

0

0

0

0

606

284

1 022

81

1,466

10,911

8,819

8,595

8,415

7,740

Net sales
Profit after net financial items
as % of net sales

Return on capital employed (%)

2

Equity
Equity ratio (%)

3

Net debt/equity ratio (multiple)4
Cash flow after investments
Average number of full-time employees

Amounts in SEK million

20115

2010

29,615

20,899

−22,639

−15,496

6,976

5,403

Selling expenses

−4,923

−4,099

Administrative expenses

−1,416

−960

Share of profits of associated companies

623

543

Other operating income

177

98

Net sales
Cost of goods sold
Gross profit

Other operating expenses
Operating profit

−13

−14

1,424

971

−16

42

Profit/loss from financial items
Equity, including minority interests, and interest-bearing liabilities.
Profit before interest expenses in relation to average capital employed.
3
Equity and minority interests in relation to total assets.
4
Net debt in relation to equity.
5
Axfood is consolidated with effect from 1 November 2011.
1

2

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

94

23

−51

−34

Profit before tax

1,451

1,002

Tax on profit for the year

−405

−333

Minority share of profit for the year

−113

−19

933

650

Other interest income and similar profit/loss items
Interest expenses and similar profit/loss items

Profit for the year
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Consolidated balance sheet
Amounts in SEK million

Consolidated cash flow statement
31 Dec. 2011*

31 Dec. 2010

Amounts in SEK million

Assets

Operating activities

Non-current assets

Profit after net financial items

Intangible assets

2,372

769

Property, plant and equipment

2,846

1,041

Financial assets

953

1,494

Adjustments for non-cash items, etc.
Paid tax
Cash flow from operating activities before changes in working capital

31 Dec. 2011*

31 Dec. 2010

1,451

1,002

413

184

1,864

1,186

−102

−130

1,762

1,056

Current assets
Inventories, etc.

4,768

Current receivables

2,584

Cash flow from changes in working capital

4,384

2,479

Change in inventories

−221

−192

Short-term investments

1,517

1,880

Change in operating receivables

−117

−309

Cash and bank balances

1,494

843

114

330

18,334

11,090

1,538

885

Acquisition of subsidiary

−207

−183

Divestment of subsidiary

−

5

−45

−34

Total assets

Change in operating liabilities
Cash flow from operating activities
Investing activities

Equity and liabilities
Equity

7,093

6,518

Minority interests

1,208

97

Provisions

1,134

358

Change in intangible assets

−208

−54

177

159

Change in property, plant and equipment

−294

−284

8,722

3,958

Change in financial assets

−178

−51

18,334

11,090

Cash flow from investing activities

−932

−601

61

−113

Dividend paid

−188

−152

Group contribution paid

−186

−130

Cash flow from financing activities

−313

−395

293

−111

2,722

2,869

Non-current liabilities
Current liabilities
Total equity and liabilities

Financing activities

Pledged assets and contingent liabilities
Pledged assets
Contingent liabilities

* Axfood is consolidated with effect from 1 November 2011.

Acquisition of business segment

1,997

1,740

93

64

Change in loans

Cash flow for the year
Cash and cash equivalents at the beginning of the year
Exchange differences in cash and cash equivalents
Cash and cash equivalents at the end of the year

54

−4

−36

3,011

2,722
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Axel Johnson
Group
Axel Johnson AB is one of four separate groups within the Axel Johnson Group. The other
three the U.S. company Axel Johnson Inc., the Swedish real estate company AxFast AB
and the investment management company AltoCumulus AB.

1994 Restructuring
The Saba Group is restructured. Åhléns is streamlined.
Servera is formed through a merger of Dagab food
service and KF’s wholesale operations. The foundation
for Axfood is laid.

1999 Invests in growth companies
Novax is formed and becomes the platform for investments in growth companies such as DesignTorget,
BevakningsTjänst and WeSC.

1958 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 takes over as CEO of Nordstjernan and
the trading company A. Johnson & Co.

Axel Johnson AB

Axel Johnson Inc.

AxFast AB

AltoCumulus AB

Builds and develops businesses
within trade and services. The
group includes the following
companies:

Products and services within
energy and environment in North
America. The group includes the
following companies:

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

Works with investment
management and has offices in
Stockholm and Luxembourg.

Axel Johnson International
Technology trading group with a
focus on industrial and consumer
products in Europe.

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

1971 Antonia starts
The Mining Engineer’s daughter
Antonia joins the firm.

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

1977 HIGH DEMAND FOR STEEL
Steel production runs flat out again at
Avesta Jernverk after the steel crisis at
the beginning of the 1970s.

Axfood
One of the largest listed companies
in the Nordic retail food market.
Axstores
One of the Nordic region’s leading
retail companies with department
and specialty stores within beauty,
home and fashion.
Martin & Servera
Leading wholesaler and specialist
within restaurant and food service
sectors.
Mekonomen
Scandinavia’s leading car parts
chain, listed on the Stockholm
Stock Exchange.
Novax
Develops and invests in companies
with growth potential.

1979 New President
Göran Ennerfelt takes over as
president after Mining Engineer
Axel Ax:son Johnson.
2000 Axfood takes shape
Axfood is formed through mergers
of the Hemköp chain, Dagab and
D-gruppen. Willys’ expansion starts
and it becomes a nationwide chain.

Kinetico Incorporated
Production and sales of water
treatment systems and products.
NewtrAx
NewtrAx invests in and develops
growth companies.

Nordstjernan AB

Nordstjernan is an investment company which creates growth in value
through active ownership in Nordic companies. Investments are longterm. Nordstjernan is the principal owner of NCC, Ramirent, Ekornes,
KMT Waterjet, Rosti, Etac, Salcomp and Exel Composites, and a major
shareholder in Active Biotech and Nobia, among others. The Axel
Johnson Group’s holding in Nordstjernan amounts to 6 percent.

1982 Antonia becomes chairman
Nordstjernan is reconstructed. Business cooperation
between Nordstjernan and A. Johnson & Co gradually
decreases. Antonia Ax:son Johnson becomes chairman
of A. Johnson & Co.

2006 New group companies
Axel Johnson International acquires
a number of technology trading
companies. Axel Johnson becomes
principal owner of Mekonomen.
Svensk BevakningsTjänst becomes
a wholly owned group company
within Axel Johnson AB.

1988 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.

Svensk BevakningsTjänst
Offers total security solutions to
companies and private individuals.
Client Axel Johnson AB, Vice President Communication Caroline Berg, Project Manager Sofia Gustafsson. Production Spoon Publishing AB,
Editor Åsa Lovell, Art director Vidar Hekkelstrand. Photo Peter Cederling, Adam Haglund, Linus Hallgren, Anton Renborg, Karin Röse, Samir Soudah. Illustration Jennie Arvenäs.
Printing Elanders Sverige AB, paper Munken Polar.

2011 acquisition and merger
Servera and Martin Olsson are
merged and create the company
Martin & Servera, Mekonomen
acquired the Norwegian company
Sørensen og Balchen.

5

Axel Johnson AB
Box 26008 (Villagatan 6)
SE-100 41 Stockholm
Tel: +46 8 701 61 00
Fax: +46 8 21 30 26
www.axeljohnson.se

