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Antonia Ax:son Johnson, Chairman

antonia
development & 
sustainability
Antonia Ax:son Johnson sees 
her entrepreneurship as an 
opportunity to encourage 
a change towards greater 
environ mental, social and value 
sustainability.

When I was a child I climbed out on to the steps of the summer 
house early in the morning when the air was clear, transparent 
and smelt clean, like ozone. At least that’s how I remember it. You 
could swim in the waters of the Dala River, provided you watched 
out for the logs being floated down. There were no tractors at 
that time so water and feed were transported to the animals every 
morning with a horse and cart. I rode the workhorses for hours. 
The days and work on the farm went slowly. The weather was 
the most frequent topic of conversation. We were dependent on 
weather and nature. That’s how it felt. In the year 1949.

50 years from now two-thirds of the world’s population will 
live in big cities, which are constantly growing. The parameters of 
urban living, with luxury and the slums of poverty in tandem, with 
the strain on infrastructure and its collapse, with ideas about the 
meaning or lack of meaning of cities, all require us to begin to un-
derstand. We know that the people of the world are vulnerable, that 
almost three billion live on less than 2.50 USD per day and that one 
billion people are illiterate. This is our reality. In the year 2013.

For several generations and many years we in our family company, 
the Axel Johnson Group, have reflected time and time again about 
our mission as owners. This has included opening up totally new 
international markets for Swedish products, developing ingenious 
new, research-based technology, discovering unexpected busi-
ness structures and good business concepts, always with the 

intention of having an impact and making the society in which we 
conduct our business a little better, making money in order to be 
able to grow with a balanced level of risk. Commercialism. Ideal-
ism. Development and sustainability.

My personal mission as owner of a family company has been 
marked by the dizzying rate of change in my lifetime from my child-
hood with its slow, secure, sustainable idyll to the modern, complex 
and interlinked where speed and consumption inhibit sustainability. 
It is here we have our playing field as owners of a family company.

The connecting thread in our family company has been to have an 
impact through what we do. In a group of companies where we 
meet more than one million people every day, it is obvious that 
we affect many, many people’s everyday lives in a down-to-earth 
and tangible manner. As business people and employees we have 
a personal responsibility to understand how we can encourage a 
change towards greater environmental, social and value sustain-
ability. As owner, I spend a lot of time thinking about this. Corpo-
rate people can change while politicians discuss. Companies can 
act while institutions deliberate. We can do while others ponder. 

Antonia Ax:son Johnson
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62,638
The Axel Johnson group’s consolidated sales 
amounted to SEK 62,638 million (29,615). 
Including Axfood’s full-year sales in the previ-
ous year, sales increased by 7 percent. Sales 
in partly owned Mekonomen amounted to SEK 
5,292 million (4,140).

Sales (SEKm)

1,623
Profit after net financial items amounted to 
SEK 1,623 million (1,451).

Profit after net financial items (SEKm)

The Axel Johnson group’s financial position 
remains strong. Visible equity rose to SEK 7,596 
million (7,093). Cash and cash equivalents at 
year-end amounted to SEK 3,132 million (3,011) 
and net cash amounted to SEK 903 million 
(1,052).

7,596
Financial position (SEKm)

Martin & Servera’s  sales were higher than 
the previous year and market shares rose. 
Earnings decreased, however, due to high 
costs mainly related to the integration 
between Servera and Martin Olsson.

Mekonomen completed the acquisition of 
Meca and the integration work has been 
highly successful. One effect of the less 
favorable economic situation has been that 
car owners have postponed service and 
repairs which had a negative impact on 
earnings. During the year, ongoing mea-
sures were therefore taken to improve cost, 
store and supply chain structures.

Novax acquired 60 percent of the shares  
in the security company RCO Security  
during the year as well as almost 20 
percent of the shares in Json Handels, a 
solution provider within workwear and 
promotional products. Taken overall, the 
companies within Novax reported good 
growth and profitability.

Svensk Bevakningstjänst reported a  
decline in sales caused by fewer assign-
ments within the Energy business area. 
In 2012, the security services market was 
characterized by price pressure which 
reduced Svensk Bevakningstjänst’s profit-
ability as older contracts were replaced  
by new ones.

Our businesses will be affected by three 
trends in the years ahead, which also give 
us new opportunities: an increased ele-

ment of service and support, the develop-
ment of e-commerce/digital media, and 
the necessary transition to a more sustain-
able way of running businesses. These 
trends, and their impact, are substantial 
and will over time change the way we 
do business. These three trends are also 
important for our future vision. Within 10 
years 50 percent of Axel Johnson’s busi-
nesses will consist of things we do not do 
today. New customer offerings, new com-
panies and new markets. Underlying this 
aim is our own history and development 
– if we look 10 years back in time, more 
than 50 percent of sales today come from 
operations we did not have then. In order 
to succeed with this it is important to  
remember that what makes us unique is 
how we conduct Axel Johnson’s businesses 
and the people behind the actions. At the 
same time as giving our customers good 
service every day we must think about, and 
try to understand, what they want in the 
future. This balance is a key  
to our ability to create long-term values  
for our customers and growth in our busi-
nesses.

During 2012, there were a number of excit-
ing initiatives that contribute to this vision 
for the future. Axfood continued to work 
with implementation of its new business 
system AxOne which lays the foundation 
for new businesses and working meth-
ods. Axel Johnson International acquired 
Mennens, a Dutch provider of lifting and 
lashing products. The acquisition was a key 

element in the development of AxLoad. 
Mekonomen completed the acquisition of 
Meca. Svensk Bevakningstjänst received its 
first assignments in the new business area 
Synenergy. Kicks launched its new private 
label, and Novax made investments in RCO 
Security and Json Handel. 
 
There are many indications that 2013 will 
also be a volatile and challenging year with 
significant economic uncertainty in our 
business environment. At Axel Johnson we 
will continue to create sustainable value for 
our customers, employees and our owner. 
We will put effort into what we can influ-
ence – providing our customers with the 
best possible service and experiences. 

To all my colleagues –  thank you for your 
commitment and major focus on custom-
ers. The success and development of the 
Axel Johnson group is the sum of your 
excellent performances during the year.  
A big thank you also goes to all our cus-
tomers – we meet more than one million 
of you every day – for the confidence you 
have shown in us during the year.

Fredrik Persson

Fredrik Persson, CEO Axel Johnson

fredrik
volatile 2012 Gave 
stable results

If I summarize 2012, it was a volatile year. 
The year started with a good first quarter. 
From the second quarter onwards, the 
business situation became considerably 
tougher and uncertainty over economic 
development had a negative impact on 
market conditions. Despite this challeng-
ing market situation, many of the group’s 
businesses performed well and achieved 
good earnings in 2012. 

Axel Johnson International increased its 
sales due to the successful acquisition of 
Mennens combined with a stable underly-
ing development. The economic situation 
weakened during the second half of the 
year but due to quick reactions on the cost 
side, earnings were in line with the previ-
ous year.

Axfood increased its sales which, among 
other things, was an effect of new agree-
ments within Axfood Närlivs and a number 
of successful marketing activities primarily 
within Hemköp. The earnings trend was 
stable and during the year we could  
proudly announce that the target of 25 
percent private labels had been achieved.

Axstores increased its sales, despite tem-
porary problems with the supply chain due 
to a change of system. Both Åhléns and 
Kicks gained market shares. Earnings were 
negatively affected, however, by high costs 
in connection with the change of system 
and costs incurred as a result of Panaxia’s 
bankruptcy.Ph
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5  Mekonomen 
(approx. 26%*)
Northern Europe’s leading 
car parts chain, listed on the 
Stockholm Stock Exchange.
• Meca Scandinavia 
• Mekonomen Nordic 
• Sørensen og Balchen

6  Novax
Develops and invests in compa-
nies with growth potential
• DesignTorget (100%*) 
•  Educations Media Group (28%*) 
• Filippa K (55%*) 
• RCO Security (60%*)

Holdings under 20 percent:
• Json Handels
• Global Health Online
• Medius
• Trygga Hem

7  Svensk  
Bevakningstjänst
Offers total security solutions 
for companies and private 
individuals.
• Security services  
• Parking
•  Emergency call centers 
• Protection and analysis
• Training and consultation

2

3

What we believe in:  

We put the customer first.

We place great trust in our employees.

We test new ideas and are willing to change.

We build and develop sustainable businesses.

Which will lead to:

Attractive customer offerings that create growth and value.

Motivated employees who grow together with our businesses.

Us being at the forefront and developing our businesses.

Long-term competiveness and profitability.

Values

Read more at 
www.axeljohnson.se

8AxVille

For us at Axel Johnson trade is something that develops 
people and builds communities. We see our companies as 
part of a sustainable society and we want to be a positive 
force for change in the communities of which we are a part. 
Welcome to AxVille – the city which explains which compa-
nies are included in the Axel Johnson group.

1  Axel Johnson 
International
Technology trading group 
with focus on products, sys-
tems and services for indus-
trial customers in Europe.
• AxFlow   
• AxImage 
• AxIndustries  
• AxLoad

3  Axstores 
One of the Nordic region’s 
leading retail companies 
with department and spe-
cialty stores within beauty, 
home and fashion.
• Kicks 
• Lagerhaus
• Åhléns

4  Martin & Servera
(70%*)
Leading wholesaler and spe-
cialist in the restaurant and 
food  service sectors with two 
 business areas:
• Restaurant distribution 
•  Specialist companies 

• Fällmans kött 
• Grönsakshallen Sorunda 
• Martin Olsson Cashar 
• RP Frukt

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

Mission
Our mission is to build and 
develop profitable busi-
nesses within trade and 
services in the Nordic re-
gion and the rest of Europe 
so that both companies 
and people can grow.

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 tra-
dition on which we will continue to build.

Welcome 
to AxVille!

6

5

1

History

brief facts

7

4

Illustration: Nils-Petter Ekwall

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

Growth
The foundation for the 
group’s success lies in profit-
able 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.

building blocks

Sustainability
Our work with sustainability 
is an integrated part of how 
we build profitable business-
es and how we develop at-
tractive customer offerings.

Employees
We place great trust in our 
employees. They have the 
knowledge, skills and ideas 
to develop and improve our 
businesses.

*Figures in parentheses indicate the share of ownership.
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Focus areas for sustainable business

Maximize business 
and social benefits

Minimize negative impact on 
business, society and the environment

Sustainable offerings 
We encourage our customers to choose more and 

more sustainable alternatives.

Sustainable production
We strive to achieve ethical, socially sustainable 
and environmentally friendly production of the 

goods and services we purchase.

Resource-efficient business
Employees in our companies must always 

try to use resources sparingly and to choose 
e fficient alternatives.

Good employer
We want to increase diversity and encourage 

equality and social responsibility.

Vision: 
A positive force 

for change in the 
communities of 
which we are a 

part.

For Axel Johnson sustainable business is about minimizing the negative impact from the group’s 
businesses. At the same time sustainable business contributes to commerce and society. 

As a trading group Axel Johnson aims to make a difference through four focus areas.

Sustainability strategy

7 steps towards 
 sustainable corpo-
rate governance

axel 
Johnson’s 
strateGy for 
sustainable 
business
2013–2015

Sustainability is an integrated part of 
how Axel Johnson builds and develops 
profitable businesses. During the autumn 
the group adopted a new sustainability 
strategy (2013–2015) which builds on the 
business vision to make a positive contri-
bution to the communities in which Axel 
Johnson operates.

Every day Axel Johnson meets a million 
customers who buy the group companies’ 
goods and services. The companies have 
19,000 employees and the group is a trad-
ing partner with thousands of companies 
throughout the world.

“If we can take advantage of the  
potential in all these meetings and con-
tacts, we can contribute to the greater 
common good. We can and we will be 
long-term partners for a sustainable so-
ciety,” says Caroline Berg, Vice President, 
Human Resources and Communications  
at Axel Johnson. 

For Axel Johnson trade is not only  
essential for meeting the needs of custom-
ers and consumers. It is also something 
that develops people and builds society. 

“We want to combine business benefits 
and benefits to society. Our ability to influ-
ence people to live sustainable lives is con-
siderable. At the same time our strength 
and profitability are based on customers 
continuing to choose our businesses, not 
just next year but in the next century.”

Caroline Berg, 
Vice President, 
Human Resources 
and Communications 
at Axel Johnson.

Sustainable corporate governance is 
central to Axel Johnson’s sustainability 
strategy. As an owner company we 
make a number of demands on the 
group companies in order to ensure 
that structures are in place which sup-
port sustainability as a integrated part 
of all business processes. Seven key 
points will ensure that all group compa-
nies work with sustainability systemati-
cally and in a target-oriented manner.

1
All companies to 

have strategies and 
measurable targets 
integrated in their 

business plans.

3 
Sustainability 

KPIs to be 
included in a quar-
terly report to be 
submitted to Axel 

Johnson. 4
A risk analysis that 
identifies the com-
pany’s major social 
and environmental 
risks to be updated 

annually.

6 
International conven-
tions on environment, 

human rights and labor 
law to be respected 

by all the companies’ 
suppliers.

5 
Sustainability 

perspective to be a 
criteria when new 

companies are 
acquired.

7 
The companies’ 

sustainability initia-
tives to be commu-

nicated clearly. 

2
The companies to 

have a person respon-
sible for sustainability 

issues in management or 
who reports directly to 

the CEO.
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2,600
The number of wind turbine generators 
in Denmark, the U.K. and Sweden where 

Certex performed inspections and 
service in 2012.
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Certex makes wind turbine generators safe. Certex’s service 
business within wind energy includes inspection and service of 
2,600 wind turbine generators in Denmark, the U.K. and Sweden. 
Proactive service provides safe working environments and 
higher profitability for the wind turbine generator’s owner.

When wind energy technician Pierre Larsson works out in the field 
his company car is full of safety equipment. Carrying out service 
and inspection on a wind turbine generator requires thorough train-
ing and no fear of heights.

“Checking the anchorage points for personal fall protection in-
volves working in a dangerous environment. The safety equipment 
is essential because I work high up and in confined spaces,” says 
Certex employee Pierre Larsson.

The road bears off towards the eight wind turbine generators 
which stand together in a wind energy park outside Brålanda, some 
20 km north of Vänersborg. They are almost 100 meters high, and 
have blades with a diameter of nearly 90 meters. His work involves 
providing a safe working environment in each turbine which gener-
ates electricity for some 1,000 Swedish households every year.

“It feels good that my work helps to reduce climate impact. Plus 
the job is enjoyable and varied.”

Wind energy is the renewable energy source that is increasing 
most in the world. Certex works with a number of the world’s lead-
ing producers, which in the past 30 years have installed more than 
47,000 wind turbine generators in 65 countries. The installation 
rate is high and an average of one generator a day was installed 
in 2012. Certex performed inspections and service on 2,600 of 
these in Denmark, the U.K. and Sweden. In order to guarantee a 
safe working environment for the technicians working in the wind 
turbine generators, the owner buys a maintenance service from 
Certex. This includes inspection and service of ladders, elevators, 
anchorage points, lifting equipment and rescue equipment. Certex 
also provides unique expertise in the use of steel wire ropes which 
are part of fall protection systems and lifting equipment.

1,040
An estimate of the number of 
Swedish households to which 

a wind turbine generates 
electricity every year.

safety 
that makes 
a difference

1  A wind turbine generator outside Vänersborg, Sweden, which is inspected and serviced by Certex. 2  Peter Keith, Group MD at Certex and Stefan Jagelid, 
CEO of Certex Svenska. 3  “Safety equipment is the be-all and end-all in my work,” says Pierre Larsson, wind energy technician at Certex. 4  Steel wire ropes 
are part of the wind turbine generator’s fall protection and lifting equipment.  

42

1 3
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Makes a difference  x 2

“Proactive service not only provides a safe working environment, it 
also contributes to less interruptions and thereby increased profitabil-
ity for the customer,” says Stefan Jagelid, CEO of Certex Svenska. 

Certex’s geographical presence and large-scale operations 
contribute to a standardized way of working – technicians in the 
U.K. work in more or less the same way as those in Sweden and 
Denmark. Demands for expertise are increasing.

“Wind turbine generators are often criticized because they 
make a noise and the establishment of new units offshore is there-
fore growing. Our experience and expertise in offshore work in 
the North Sea provide us with additional opportunities to offer our 
wind energy customers inspections and service in this environ-
ment as well,” Keith continues.

Although sales are still relatively modest, wind energy is a high-
priority market for Certex which in recent years has seen annual 
growth of approximately 20 percent in this segment. Sweden is 
a growing market and globally the three largest growth areas are 
Asia (China and India), North America and Europe.

“We are well-established in Europe and our continued focus 
is on these markets. We see major potential among our existing 
customers in new markets, particularly since Certex, with the 
acquisition of the Dutch Mennens Group, has further strengthened 
its expertise within service and inspection in Central Europe. We 
are now broadening our efforts and the goal for 2013 is to be the 
dominant partner for the entire European wind energy industry.”

Certex Svenska also focuses on alternative renewable energy.
“Over the past four years we have monitored the development 

of wave energy and acted as technical consultants in ongoing proj-
ects in Sweden.”

Axel Johnson International
Strong position despite less 
favorable business climate

Sales and earnings 2012
Sales rose nine percent com-
pared with the previous year. The 
increase is mainly explained by 
acquisitions. Adjusted for acquisi-
tions, sales were in line with the 
previous year which was better 
than the average for comparable 
companies. Earnings too were 
on a par with the previous year. 
 Earnings were affected by an im-
proved result in the business areas 
AxLoad, AxFlow and AxImage 
while earnings fell in AxIndustries 
due to the weak market. During 
the year cost savings were imple-
mented within the group.

Proud of
Service and aftermarket services 
are increasingly important ele-
ments of the customer offering 
and today account for ten per-
cent of sales. Despite a turbulent 
market, the group has been able 
to gain market share within a 
number of segments. Through 
the acquisition of the Mennens 
Group the largest business area, 
AxLoad, has created a leading 
position in Europe within lifting 
and lashing products.

New investments
In March, Mennens Group was 
acquired. Mennens is the leading 
provider of lifting and lashing 
products in the Benelux region, 
with annual sales of approxima-
tely SEK 700 million. In addition, 
investments were made in new 
establishments and branch of-
fices in order to acquire greater 
market coverage. Furthermore, 
investments were made in service 
to meet demand from, among 
others, the energy segment. Busi-

ness systems and supply chain 
 solutions were improved to short-
en lead times and to enhance the 
customer service level.

Market situation
Segments such as offshore, wind 
energy and food saw increased 
demand. The transport and ma-
rine segments, on the other hand, 
experienced falling demand. The 
market situation in Southern Eu-
rope remained weak which led to 
cost-cutting in several operations.

Year’s biggest challenge
Assessing the effects of the 
 economic situation and sizing  
the business accordingly.

Year’s sustainability work
Extensive efforts were made with 
sustainability issues in the form 
of training, analysis and targets. 
Work is still underway to survey 
energy consumption within 
operations. The proportion of 
sales of products with improved 
energy efficiency is rising which 
benefits both the environment and 
customer profitability. Measures to 
reduce environmental impact from 
travel have been taken through 
carbon dioxide limits for company 
cars as well as increased use of 
video conferencing.

Focus 2013
During 2013 Axel Johnson 
 International will ensure sales 
and profitability in an uncertain 
market, in parallel with growth-
promoting efforts both in existing 
operations and through acquisi-
tions. The company has strong 
opportunities for growth and 
positions from which to grow.

SaleS by buSineSS area 2012

AxIndustries 25%

AxFlow
 21%

Key figureS  (SeKm)

 2012 2011

Net sales 6,177 5,664 

Profit after net financial items 277 276

Average no. of full-time employees 2,404 2,053
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SaleS development axload buSineSS area
2009–2012

AxLoad 49%

Ax
Im

ag
e 

5%

The acquisition of the Mennens Group in Benelux and a stable devel-
opment in existing operations meant that Axel Johnson International’s 
sales increased in 2012. This was achieved despite an economic down-
turn with falling industrial production. During the year action was 
taken to size the operations to the prevailing market situation.

20%
Certex’s wind energy 

business has seen 
annual growth of 20 

percent.

AxFlow
Pan-European agreements 
growing trend

AxIndustries
Nomo simplifies maintenance 
of wind turbine generators

The past year

AxFlow is one of 
Europe’s leading 
distributors of 
pumps and pump 
service to process 
industry.

In recent years AxFlow 
has intensified its efforts 
to conclude pan-Europe-
an agreements with key 
companies in European 
process industry.

“With its presence 
throughout Europe, Ax-
Flow can give these cus-
tomers excellent service 
regardless of geographic 
location,” says Ole Weiner, 
CEO of AxFlow.

AxFlow’s European 
distribution center in the 
Netherlands increases 
accessibility by delivering 
within 48 hours – a key 
competitive advantage.

“The distribution 
center means custom-
ers need fewer suppliers 

which leads to both lower 
costs for the customer 
and a reduced environ-
mental impact since fewer 
transports are required.”

In 2012, AxFlow signed 
an agreement on pan-
European deliveries with 
a major global chemicals 
group and an interna-
tional food producer. 
During 2013 discussions 
are underway with several 
other large companies in 
the food and chemicals 
industries. 
Initiatives which 
will support 
the anticipated 
growth for 
AxFlow in the 
coming years.

Nomo, one of the 
Nordic region’s leading 
companies within sales 
of bearings, started to 
supply special bearings 
for renovation of wind 
turbine generators in 
2012.

“The solution we rec-
ommended together with 
our supplier in the U.K. 
will simplify future main-
tenance of wind turbine 
generators and give the 
customer a lower total 
cost,” says Curt Carlsson, 
CEO of Nomo.

Internally, Nomo, 
through its environmen-
tal management system, 
works continuously 

with inspections and 
evaluations to reduce the 
environmental impact of 
its operations.

“We want to increase  
our employees’ know-
ledge of environmental  
issues so that together  
we can reduce our 
impact on the 
 environment.”

In 2012, Sverull, spe-
cialists within bearings, 
transmissions and seals, 
also signed an agreement 
with LRF (the Federation 
of Swedish Farmers) 
Samköp. The agreement 
covers deliveries of bear-
ings and transmission 
components.

This is Axel Johnson 
International
Technology trading 
group with a focus on 
products, systems and 
maintenance services 
for industrial customers 
in Europe. Includes the 
business areas AxLoad, 
AxIndustries, AxFlow 
and AxImage.
Read more at
www.axinter.se

2,227

2,167

2,455

3,052
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4,500,000
The number of kilowatt hours that were 
saved by Axfood during 2012 through its 

energy efficiency program.
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2020
One of Axfood’s targets is to be 

climate-neutral by 2020.

Axfood

Elvis measures Willys’ electricity consumption.  As part of Axfood’s 
sustainability initiatives, energy consumption in the company will 
be cut by 30 percent by 2015. Elvis helps to save both the environ-
ment and costs.

The fruit and vegetable department at Willys in Arninge is a hive of 
activity. A delivery of fresh vegetables has just arrived and the store 
employees are neatly stacking the shelves with the latest arrivals. This 
is one of the most popular sections in the store and customers take 
their time when they browse among the coolers, which since the sum-
mer have had glass doors and lids to reduce energy consumption.

“We have green signs which tell people that the stores are eco-
friendly and how we are reducing our climate impact. Environmental 
thinking is important to customers today, we cannot work in any 
other way,” says Store Manager Tomas Hedman Strömhielm as he 
unpacks a box of vegetables.

His and most other Willys stores in Sweden received the SSNC’s 
Good Environmental Choice label in 2010. Conversion to green elec-
tricity has now been completed and in recent years work on energy 
efficiency has had high priority, including a changeover to refriger-
ants which do not have a negative environmental impact.

One of Axfood’s objectives is to reduce its own climate impact in 
order to be climate-neutral by 2020. A comprehensive sustainability 
program was launched in 2010 and investments in Willys stores will 
lead to a reduction in total energy consumption. Axfood’s aim is to 
be the industry leader in sustainability and to dare to set the trend 
with respect to new technical solutions and work methods.

So that progress can be measured, the program Elvis was 
installed in 2011 locally in all Axfood’s units. Elvis was developed to 
enable detailed measurement, control and analysis of electricity 
consumption and also allows central control and follow-up. A power 
meter is installed in every store so that everyone, both store employ-
ees and those responsible at Axfood, can monitor energy consump-
tion directly in their computer.

“Here we can see how much energy Willys in Arninge consumes 
and, for example, if the pre-set temperature in a cooler is exceeded 

power meter
which makes 
a difference

1  Customer communication is the be-all and end-all. 2  Since summer 2012 Willys in Arninge north of Stockholm has had glass doors on all its refrigerators.  
3  Elvis connects power meters which measure energy consumption in coolers, freezers, ventilation systems and heating. The screen shows how much 
energy each Axfood unit consumes. 4  Tomas Hedman Strömhielm, Store Manager for Willys in Arninge north of Stockholm, and Lars Hellström, Project 
 Manager for Elvis at Axfood.
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270

Axfood

Makes a difference  x 3

the system raises the alarm,” says Lars Hellström, Project Manager 
for Elvis at Axfood, pointing at the screen.

Elvis makes Axfood’s 270 units more climate smart and sustain-
able. By locating and correcting faults the stores avoid unnecessary 
energy waste. So Elvis helps to save both the environment and costs.

“Everyone wins – Axfood, the stores, the environment and cus-
tomers who are offered lower prices when store costs are reduced. 
Tomas and his employees have also improved their knowledge. 
Today we talk more about energy, both at store level and at total 
level,” says Hellström.

The purpose of the program is to reduce energy consumption in 
the stores by 30 percent per square meter by 2015. Success is 
expected to result in savings of 30 million kilowatt hours per year, 
which equals ten percent of Axfood’s total energy consumption.

“One kilowatt hour equals approximately one Swedish krona. It 
is relatively easy to make savings since similar work has not been 
done in a structured way before. Axfood expects that every part-
investment, in other words every store, will pay for itself within a 
year. Then the profits will follow,” Hellström continues.

The installation of Elvis will continue until 2014 and include 
stores, cash and carry outlets and wholesale units.

Axfood
Continued stable 
development 

Sales and earnings 2012
Axfood increased its sales by over 
four percent. New agreements 
within Axfood Närlivs combined 
with various marketing activities, 
primarily at Hemköp, contributed 
to the sales growth. All units had 
positive earnings and Hemköp fur-
ther strengthened its profitability. 
Axfood’s earnings were affected, 
however, by increased costs in 
conjunction with implementation 
of a new business system.

Proud of
The reception for Garant among 
consumers was a strong contribu-
tory factor to Axfood reaching its 
target of a 25 percent private label 
share of sales during the year.

New investments
Willys opened four new stores 
during the year and remodeled 20. 
Hemköp opened a net number of 
five new stores and remodeled ten.

Market situation 2012
Despite the financial turmoil in 
Europe and the U.S. The food retail 
market in Sweden had a stable 
development. The food retail mar-
ket is generally less cyclical than 
other retail segments. Inflation on 
food remained low, two percent 
year-on-year, despite a slight rise 
in prices for raw materials.

Year’s biggest challenge
The extensive implementation of 
Axfood’s new business system SAP 
continued during the year. The 
main project was the introduc-
tion of a new supply chain system 
in Borlänge and Jönköping. This 
project, which involved a lot of 

hard work, was successful but led 
to increased costs with a negative 
effect on earnings for the year.

Year’s sustainability work
Prioritized areas for sustainability 
at Axfood related to the environ-
ment were and remain energy 
consumption, transports and 
waste recycling. Especially within 
energy consumption strategically 
long-term and extensive efforts 
are being made to reduce con-
sumption. In 2012, implementation 
started of a system for detailed 
measurement and control of 
electricity consumption in group-
owned stores and warehouses. 
The goal is to achieve the target to 
reduce electricity consumption by 
30 percent per square meter by 
2015 and reduce the company’s 
own emissions by 75 percent by 
2020 compared with 2009. Work 
on sorting renewable raw material 
continues in all Axfood’s offices, 
stores and warehouses.

Focus 2013
Investments in remodeling of 
stores are essential to meet cus-
tomers’ expectations of a better 
store experience. Inviting stores 
and attractively priced customer 
offerings, combined with a high 
proportion of private labels, will 
lead to increased sales. Efficiency 
and cost control will be main-
tained at every level. In parallel, 
implementation of the new busi-
ness system will continue until 
2014. Focus will also remain on 
environmental issues, particularly 
on energy and fuel efficiency both 
in buildings and transports, as well 
as on handling and sorting.

breaKdown of SaleS 2012

Dagab 13%

Axfood Närlivs 18%

 Willys 54%

Key figureS  (SeKm)

 2012 2011

Net sales 36,306 34,795 

Profit after net financial items 1,154* 1,214

Average no. of full-time employees 7,254 7,062
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Hemköp 14%   
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Axfood increased its sales by over four percent in 2012. The focus 
on the groupwide Garant brand was a strong contributory factor to 
Axfood achieving its target of a 25 percent private label share of sales 
during the year.

The number 
of Elvis 
units to be 
installed by 
2014.

Axfood
Guarantors for better 
consumer insight
During 2012 a total of 20 “Guarantors” 
were recruited to Axfood’s customer 
panel. Over a twelve week period a 
bag with Garant organic products was 
delivered to their homes each week for 
evaluation, mainly using social media.

“One week it was breakfast prod-
ucts and another appetizing dinner 
items. In addition to acquiring key 
consumer insight this was a step 
towards making the Garant brand 
better known to the public, which we 
did,” says Johan Neuman, head of the 
Private Labels business area at Axfood.

The guarantors were recruited via 
Facebook from a total of more than 
15,000 applicants.

Axfood Närlivs
Full-scale online 
shopping launched
Axfood Snabbgross completed its online 
shopping launch in 2012 with the main 
focus on business customers. In line with 
this, Axfood Närlivs’ online shopping site 
for consumers, NetXtra, was sold to Mat-
Hem at the same time as an agreement 
was signed for Axfood to supply products 
to MatHem’s online store in Stockholm.

“Axfood Närlivs is clearly the market 
leading supplier of pre-packed bags of 
groceries with customers such as Linas 
Matkasse and Middagsfrid,” says David Ben-
nertun, head of the nationwide customers/
online business area at Axfood Närlivs.

Willys/Hemköp
Mobile payments to stores

The past year

Customers can pay 
with their mobiles in 
all Hemköp, Willys and 
PrisXtra stores

During 2012, Axfood signed 
agreements with two companies 
within mobile payments, Swed-
bank and Seamless, covering 
all Hemköp, Willys and PrisXtra 
stores. By first taking part in 
a pilot project, Axfood could 
evaluate customers’ attitudes to 
mobile payments.

“Mobile payments will 
probably be a very important 
complement to cash and credit 
cards. Customers have generally 
been very positive,” says John 

Svensson, Business D eveloper at 
Axfood.

Having more customers pay-
ing via their mobiles will enable 
Axfood to reduce transaction 
costs for card payments.

“Payment by mobile is simple 
for both the customer and check-
out staff. It is fast and it is secure. 
In future there will be more 
possibilities such as receiving a 
receipt in your mobile phone and 
other services that provide our 
customers with added value.”

So much will electricity 
 consumption decrease per 

square meter by 2015.

30%

This is Axfood
One of the largest 
listed companies in 
the Nordic food retail 
market. Operates the 
store chains Hemköp, 
Willys, Willys Hemma 
and PrisXtra.
Read more at 
www.axfood.se

21% 

22% 
24,2% 24,4% 

21,4% 

*Including goodwill impairment PrisXtra.
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1,142
The number of products available 

in Åhléns sustainable range Bra 
val in December 2012.
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Åhléns provides guidance to more sustainable consumption. 
Through its Bra val (Good choice) guide Åhléns helps its custom-
ers to live more sustainably. In 2012 this assortment accounted 
for 4.4 percent of total sales.

Fabric remnants become rag carpets, organic cotton becomes chil-
dren’s clothes and paper from FSC*-certified forestry becomes a 
notepad. At Åhléns design department at the head office in central 
Stockholm there is a growing focus on items for more sustainable 
consumption. Head Designer Anna Stensland and her colleagues 
hunt high and low for new sustainable materials to work with.

“We want to develop more products with a high quality and 
good functionality. In this way we will create a sustainable and 
long-term profitability for everyone – the environment, the depart-
ment store, customers and suppliers. There is a major commitment 
among employees,” she says.

Work with new products for the Åhléns Bra val assortment has been 
underway since 2009. Today there are sustainable products within 
fashion, beauty, home textiles, toys and office materials. The guide ap-
plies for both Åhléns private labels and other brands. The five catego-
ries – recycled, social responsibility, organic, TENCEL® (lyocell)** and 
eco-labeled – explain in which way the product is sustainable.

“Åhléns’ values are based on consideration for people and the 
environment and in our work we want to help create sustainable 
retail. This range is part of our way of accepting responsibility,” 
says Anita Falkenek, Sustainability Manager at Åhléns.

Åhléns sees major growth potential in being able to help its cus-
tomers to shop more sustainably. In 2011 the share of Bra val products 
in sales rose from two percent to 3.4 percent, measured in Swedish 
kronor. Within women’s fashion, home textiles and office products, 
sales were almost 20 percent. In 2012 the assortment accounted for 
4.4 percent of total sales. The target is to reach 10 percent by 2015.

Target for Bra val assortment
is 10 percent by 2015.

assortment
which makes 
a difference

1  Anita Falkenek, Sustainability Manager at Åhléns, and Anna Stensland, Head Designer at Åhléns, are constantly looking for new sustainable material to 
work with. 2  Bra val (Good choice) is Åhléns’ customer guide to items which show extra consideration to people and the environment. 3  Fashion, beauty, 
textiles, toys and office materials are included in Bra val. 4  Today Bra val products are labeled so that customers can find them right away.

32 4

1

4.4%

10%

Bra val assortment’s 
percentage of Åhléns total 

sales in 2012.

*FSC (Forest Stewardship Council) develops forestry methods that take 
environmental and social conditions into account.

**TENCEL® (lyocell) is a textile fiber made from renewable FSC-labeled raw 
material with minimal environmental impact.
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During 2011 work was carried out to broaden the beauty assort-
ment with more sustainable alternatives and two new brands with 
Bra val products were launched in the spring. During 2012 large 
parts of the basic range within women’s underwear was changed 
over to organic cotton.

Sustainable alternatives will be further strengthened in future. 
A Bra val guide has been produced to increase understanding and 
knowledge, both internally and externally. Awareness of the guide 
will be raised, the product range developed and sales will increase.

“If we succeed this will strengthen the Åhléns brand. A range of 
sustainable products and well-integrated sustainability efforts are 
good for business. Personally, I am convinced that only companies 
that accept responsibility for people and the environment through-
out the value chain will survive over time,” says Falkenek.

Many activities are planned for 2013. These include more in-depth 
efforts together with suppliers and together with others in the 
industry trying to build systems for recycling of textiles. Recycled 
material is an urgent area which it is important to develop.

“When consumption increases and resources are insufficient, 
this is the route we must take,” says Stensland.

Axstores
All companies contributed 
to sales growth

Sales and earnings 2012
Axstores’ sales rose by two  
percent which outperformed  
the market. Both Åhléns and 
Kicks gained market shares 
despite problems with supplies 
to stores and department stores. 
Earnings for Åhléns, Kicks and 
Lagerhaus were better than  
the previous year but Axstores’ 
total earnings decreased due to 
high costs in conjunction with 
the change of system at the 
distribution center and costs 
relating to the bankruptcy of  
the security and cash-transport 
firm Panaxia.

Proud of
Axstores is most proud of Kicks 
Sweden’s earnings develop-
ment and the launch of Kicks’ 
own beauty series. Furthermore, 
Åhléns Club exceeded 1.5 million 
members in Sweden alone, and 
Lagerhaus doubled the number 
of visitors to its online store.

New investments
Axstores continued its invest-
ments in the changeover to a new 
business system, which was de-
cided on in 2011. Åhléns invested 
in improved beauty departments 
and developed its customer club. 
Kicks invested in rebranding of 
Esthetique (the company’s Nor-
wegian beauty stores) to Kicks, as 
well as developing its private label 
beauty series.

Market situation
In general the market weakened 
as the year progressed, which 
can be clearly seen in statistics 
showing retail development. 
Many of the market segments in 

which Axstores operates showed 
weak development. The fact 
that Åhléns and Kicks, given the 
market situation, succeeded 
in increasing sales and gaining 
market share shows strength. 

Year’s biggest challenge
Problems in conjunction with a 
change of system at Axstores’ 
distribution center meant that 
distribution of products to de-
partment stores and stores did 
not function as it should. Sales 
were lost since products were 
not in the right place at the right 
time. The biggest challenge 
was to restore efficiency at the 
distribution center and in the 
supply chain.

Year’s sustainability work
Axstores focused on clarifying 
responsibility, routines and struc-
ture on the basis of the business 
plan. Company-wide KPIs within 
sustainability and methods were 
developed to enable these to be 
measured and followed up better 
in order to support continual 
improvements.

Focus 2013
Åhléns will focus on building a 
skilled and effective organiza-
tion. The development of unique, 
strong offerings within fashion, 
beauty and home will continue. 
In addition, Åhléns will invest 
in a new cafeteria concept and 
work to develop its e-commerce. 
Kicks has a continued focus on 
developing a strong private label 
offering. Sales in Norway and 
Finland will increase. Lagerhaus 
will continue to clarify its offering 
and increase sales.

SaleS by purchaSing area 2012

Makes a difference  x 3

Key figureS  (SeKm)

 2012 2011

Net sales 7,261 7,116 

Profit after net financial items 50 74

Average no. of full-time employees 3,756 3,914
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Despite delivery problems in conjunction with a change of system at 
the distribution center, Axstores increased its sales by two percent 
during 2012. All companies improved their earnings. Åhléns and 
Kicks succeeded in increasing sales and gaining market shares, 
despite a weak market.

During the year Åhléns will 
try to create systems for 

textile recycling.

Kicks
Beauty series builds loyalty
In 2012 Kicks developed its own beauty range to 
strengthen both the brand and earnings. During the 
launch period for Kicks Make Up in October, more 
than 38,000 items were sold and sales totaled nearly 
SEK 3 million.

“This made Kicks Make Up our biggest brand in 
sold numbers in both Norway and Finland, and the 
second largest brand in Sweden during the period. 
Our private labels make us unique and build loyalty,” 
says Jessica Dersén, Purchasing Manager at Kicks.

Kicks own beauty series also includes the Skin 
Treat project with Fairtrade certification. This range 
will be launched in spring 2013.

Åhléns
1.5 million club members
Membership of the Åhléns Club exceeded 1.5 
million in October 2012. This represents an 
increase of 80 percent in two years. The cardless 
membership is more customer friendly since 
members can now record their purchases with 
their personal identity number instead of with a 
club card. 39 percent of women in Sweden aged 
between 16 and 65 are members today.

2013

Lagerhaus
Online sales peak
The number of visitors to 
the Lagerhaus online store 
doubled during 2012 and  
the almost 10,000 shoppers  
made the online outlet  
profitable during the year.  
In parallel an internal tool  
and a digital catalog were 
produced to facilitate work 
for Lagerhaus employees. 
Lagerhaus.se is aiming at tre-
bling its online sales in 2013.

The past year

This is Axstores
One of the leading 
retail companies in 
the Nordic region 
with department and 
specialty stores within 
beauty, home and 
fashion. Operates the 
chain stores Kicks, La-
gerhaus and Åhléns.
Read more at 
www.axstores.se
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10
More than this many million glass bottles of 

 carbonated water are eliminated by HTVÅO’s 
500 units in Sweden per year.
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An environmentally friendly and profitable investment. Marquise 
Bistro Bar in Stockholm combines sustainability and profitability 
through Martin & Servera’s business concept HTVÅO. Regular 
water is transformed into well-chilled sparkling water directly in 
the restaurant which now avoids unnecessary bottle transports.

The lunch rush has subsided. The restaurant Marquise Bistro Bar is 
located in one of Stockholm’s most commercial districts and in the 
now calm dining room a handful of diners are sitting comfortably 
in the warm, red glow of the lamps. They are some of the approxi-
mately 200 business lunch guests that the restaurant welcomes 
every day – and they have probably been drinking sparkling water 
from HTVÅO’s water purifier during one of their visits.

“Customers have not noted any difference and this is a confir-
mation that the water tastes good,” says restaurant owner Pavlos 
Petrakis and laughs.

After searching for and comparing suppliers on the internet, 
the Marquise Bistro Bar had its tap installed by Servera in summer 
2012. Now local water is transformed into well-chilled sparkling wa-
ter directly in the restaurant. Any slight taste in the water is filtered 
out while salts and minerals remain.

“This is good for the restaurant’s guests, staff, the environment 
and our finances. I save money on purchases and can obtain a 
reasonable payment for the product,” says Petrakis.

In almost six months HTVÅO has made a marked impact on his 
business and his employees’ work environment. Above all employ-
ees no longer need to lift heavy crates of bottles which previously 
took both time and energy. Space has been freed up since coolers 
and a cold storage room are not needed. 

“Logistics are considerably easier,” says Petrakis.

HTVÅO combines sustainability and profitability. The business model 
is based on a fixed cost per month, regardless of volume. This is one 
of the keys to its success in the opinion of Jonas Sundstedt, who has 
overall responsibility for the business concept at Martin & Servera.

“It is profitable both for us and for the restaurateurs. Just one 
crate a day and the investment has paid for itself. Together we are 

6
After just six months HTVÅO yield-
ed results. “Logistics are consider-
ably easier,” says restaurant owner 

Pavlos Petrakis.

water
which makes 
a difference

1  Jonas Sundstedt is responsible for HTVÅO at Martin & Servera. Seen here with restaurant owner Pavlos Petrakis in Stockholm.
2  HTVÅO transforms local water into well-chilled sparkling water directly in the restaurant. Marquise Bistro Bar had its tap installed in summer 2012. 
3  HTVÅO’s bottles are specially manufactured. Restaurateurs can have their own designed bottles with the restaurant’s logo.

1

2 3
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Makes a difference x 2

also making an active choice for a better environment by avoiding 
unnecessary transports of bottled water and therefore also carbon 
dioxide emissions,” he says.

Since the start in 2008, 500 units have been installed in restau-
rants and companies in Sweden. The idea was born ahead of a food 
fair in Älvsjö, Sweden, and has today been developed into a water 
purifier in three sizes. Jonas Sundstedt and his colleague Dan Öfring 
were the initiators and have been involved from the outset. During 
the past two years sales have been about 200 units per year.

“In many companies and in particular conference centers it 
goes without saying today that bottled water is not served. Our 
customers’ customers are demanding environmental awareness,” 
says Dan Öfring.

Together HTVÅO’s 500 units eliminate about 10-15 million glass 
bottles of carbonated water in Sweden per year. At Martin & Ser-
vera they see major potential for this concept since today there are 
almost 35,000 restaurants within Horeca (the hotel, restaurant and 
catering sector).

During 2013 Martin & Servera hopes to be able to further develop 
this business concept. Adding a tap for other beverages is ongoing. 
Jonas Sundstedt is looking at the possibility of placing a filter on the 
tap to regulate the water’s pH value and the mineral content, which 
will give the water a completely different character.

“We are also developing new tap alternatives for different types of 
restaurant businesses. This includes a ‘lunch tap’ with both still and 
sparkling water and which would be practical for self-service lunches,” 
says Sundstedt.

Martin & Servera
Increased sales but 
lower earnings

Sales and earnings 2012
Including Martin Olsson’s full-
year sales in 2011, sales growth 
was six percent for Martin & 
Servera, which was mainly due to 
increased sales to both existing 
and new customers. The sales 
increase was highest for contract 
customers while sales to public 
sector customers and restaurants 
were on a par with the previous 
year. Earnings were lower due to 
high costs related to the merger 
between Martin Olsson and Ser-
vera, among other things within 
logistics, as well as a changed 
customer mix.

Proud of
An extensive employee survey 
showed that Martin & Servera in 
the merger between Servera and 
Martin Olsson has succeeded 
in safeguarding the companies’ 
different cultures in a good way. 
In addition, Martin & Servera 
won the Innovator of the Year 
award at the Restaurant Gala 
in November 2012 for its Food 
Scout project.

New investments
During the year, through the sub-
sidiary Grönsakshallen Sorunda, 
four new units were opened in 
Nyköping, Mora, Östersund and 
Umeå. The group’s specialist 
fruit and vegetable wholesalers 
are now represented in a total of 
eight places in Sweden, through 
the subsidiaries Grönsakshallen 
Sorunda and RP Frukt.
 
 
 
 

Market situation
Despite the weak economic situ-
ation sales rose in the restaurant 
market during the year. The 
increase is assessed as mainly 
being an effect of new establish-
ments and price increases in 
conjunction with the reduction in 
VAT while development in exist-
ing units was weaker.

Year’s biggest challenge
Food waste is one of the sector’s 
biggest challenges and was in 
focus in 2012.

Year’s sustainability work
Eco-labeled products’ share 
of sale increased and has now 
reached about 8.5 percent of 
total sales within Restaurant  
Distribution. A major project 
carried out in Halmstad was BRC 
certification, an international 
standard for effective control of 
hygiene and quality in food com-
panies. Also, MSC certification, 
an environmental standard for 
well-run and sustainable fishing, 
was extended and several follow-
ups were made of producers’ 
code of conduct.

Focus 2013
The aim for 2013 is to return 
to former profitability levels. 
A new warehouse, including a 
production unit, in Västberga 
in Stockholm was completed in 
January 2013 when Grönsakshal-
len Sorunda and Fällmans Kött 
moved in.

Key figureS  (SeKm)

 2012 2011

Net sales 11,331 9,312

Profit after net financial items 71 144

Average number of full-time employees 2,614 2,080
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breaKdown of SaleS by cuStomer group 2012

Private 
restaurants 61%

Chain
s 1

3%

Public sector 26%

Martin & Servera’s like-for-like sales in 2012 were six percent higher 
than the previous year. Earnings were negative affected by high 
costs, mainly linked to the integration between Servera and Martin 
Olsson. Now that Grönsakshallen Sorunda has opened four new units 
in 2012 the group’s specialist fruit and vegetable wholesalers are 
present in eight locations in Sweden.

35,000

500 The number of 
HTVÅO units installed 
since the start in 
2008. 

The number of units  
in the Horeca  

segment.

Martin & Servera
Competition to
reduce food waste
Martin & Servera has in recent years 
challenged both suppliers and 
customers in environmental work 
and social responsibility. Challenge 
2013 applies to restaurants and food 
service units and is about reducing 
food waste. More than 60 kitchens 
throughout Sweden have applied 
and will compete to be the best at 
reducing food waste in a restaurant 
kitchen. The winner will be chosen in 
April 2013.

Martin & Servera
Launch doggy
bag concept
As part of its efforts to be a 
responsible company, with 
a focus on the issue of food 
waste, Martin & Servera 
has developed a number of 
doggy bag items for restau-
rants that wish to encourage 
their guests to take their 
leftovers home. This helps the 
restaurant owner to make an 
active effort to reduce waste. 
The concept is based on two 
different sized boxes and one 
bag which are profiled 
with the message “Re-
source Wise. Together 
we make a difference”.

The past year

Doggy bags 
in two sizes.

This is  
Martin & Servera
Leading wholesaler 
and specialist within 
restaurants and the 
food service sector with 
the business areas Res-
taurant Distribution and 
Specialist Companies.
Read more at 
www.martinservera.se
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8% 8%
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15,000
The approximate number of 

employees in the Mekonomen 
group who provide service that 

makes the car life easier.
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M by Mekonomen makes major investment in customized lifestyle 
concept. Mekonomen takes the concept of customer service to a 
whole new level with its spearhead investment M by Mekonomen. 
Today 70 percent of M by Mekonomen’s customers are women.

The interior of the store does not follow Mekonomen’s classic color 
and design. The yellow and black have been replaced with playful 
pink, orange and green. Smart accessories for the car and the journey 
are combined with nice-to-have items for children, for example – and 
of course, workshop services.

“No matter how much or how little you know about your car, you 
should always feel welcome here. With us you can service or wash  
your car, try out a child’s car seat and have it fitted, and find an 
 attractive gift,” says Emelie Waxin, Store Manager for M by Mekonomen 
in  Stockholm.

Mekonomen’s spearhead investment M by Mekonomen is a lifestyle 
adapted and customer-driven concept mainly aimed for women in cities.

“The concept includes everything that the car owner in a city 
needs for car life. While you are shopping you can leave your car for a 
service or wash, and at a fixed price. It’s a unique offer in this industry. 
The customer fits everything in by doing the shopping while the car 
is being serviced in the same place, which means that the customer 
saves time,” Waxin continues.

Mekonomen has been working since 2007 to reposition its brand which 
can be summarized under the slogan “We make CarLife simpler”. 

“We have moved from a focus on car service to customer service 
by listening to customer demands. Mekonomen’s units have been 
established in local retail centers in order to be more accessible so that 
customers do not need to drive to several places to solve their car prob-
lems,” says Hanna Ekstrand, PR Manager at Mekonomen.

To speed up the rate of development further, the idea of M by 
Mekonomen was born in April 2010. The first store was opened three 
months later. The M by Mekonomen concept opens up increased 
accessibility and service, since the stores are located in obvious shop-
ping venues, in malls and city locations, which the target group visits 
on a daily basis.

70%
So many percent of M by 
Mekonomen’s customers 

are women.

service
which makes 
a difference

1  Emelie Waxin, Store Manager for M by Mekonomen and Hanna Ekstrand, PR Manager at Mekonomen, planning for 2013.
2  The concept M by Mekonomen was launched in summer 2010. 3  The store is located in the Liljeholmen shopping mall in Stockholm.
4  Car service at a fixed price. 5  Simple car maintenance such as changing tires is performed in the shopping mall’s garage.
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2007
The year Mekonomen 

started to work with re-
positioning the brand.
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“Customer in focus is a key part of this positioning and the 
results can be seen both in customer satisfaction surveys and in 
sales figures. Based on these customer insights we develop con-
cepts and products that match their needs,” Ekstrand continues.

M by Mekonomen works continuously to renew its business 
model. Understanding of customer needs is built up via customer 
meetings and above all by the aim that employees should reflect 
customer groups. All five employees in the M by Mekonomen 
Stockholm store are women. With this gender initiative Meko-
nomen wants to build long-term relationships with its female 
customers. Today, 70 percent of M by Mekonomen’s customers are 
women, and they are also the main target group.

“This concept is just right for the times since women account for 
almost half of the social group which uses or owns a car. We also 
see that women are taking on greater responsibility for the family 
car. M by Mekonomen provides opportunities for a broader target 
group to benefit from the industry. If we hadn’t done this, nothing 
would have happened in the next few years,” says Ekstrand.

M by Mekonomen is one example of Mekonomen’s strong cus-
tomer focus. Mekonomen has also made major investments in the 
Medium and Mega concepts where workshop, store, car wash/
reconditioning and in many cases vehicle inspection can be found 
under one roof. Mekonomen Direct was launched in 2009 as a 
24-hour customer telephone service where callers can receive as-
sistance in booking a visit to a workshop. In 2011, Mekonomen was 
the first car service chain in Europe to open a 24-hour workshop, 
situated in Gärdet, Stockholm.

Mekonomen
Expansion despite 
intensifying competition

Sales and earnings 2012
Mekonomen’s sales increased by 
28 percent. Organic growth, which 
is growth adjusted for acquisitions, 
currency effects and number of 
days, was two percent. Operat-
ing profit amounted to SEK 528 
million, a decrease of one percent 
compared with the previous year.

Proud of
Despite intensifying competi-
tion Mekonomen expanded and 
increased its market shares during 
the year. The acquisition of Meca 
is the group’s biggest acquisition 
to date.

New investments
As a result of the acquisition of 
Meca in May 2012, 90 stores and 
546 affiliated workshops were 
added to the group.

Market situation
The 2012 fiscal year was charac-
terized, like 2011, by weak market 
growth. However, Mekonomen’s 
growth was stronger than the 
total market in the Nordic region. 
This was mainly due to successful 
marketing campaigns. Mekonomen 
succeeded in compensating for 
falling demand through effective 
cost control, exploitation of syner-
gies within purchasing and logis-
tics, and cost-effective marketing.

Year’s biggest challenge
The acquisition of Meca marked 
the start of extensive integration 

work which required consider-
able resources and affects large 
parts of the organization. This 
integration work will continue 
in 2013.

Year’s sustainability work
Work with product assurance 
intensified during 2012. The 
quality control in the supply 
chain was developed. The work 
was systemized and follow-up 
with audits at manufacturers 
and suppliers increased. Certi-
fication work had high priority 
at Mekonomen. Meca achieved 
environmental certification ac-
cording to ISO 14001 in May. At 
Mekonomen all stores and 65 
workshops in Sweden have en-
vironmental, quality and work 
environment certification. Ex-
tensive efforts were also made 
throughout the group relating 
to handling of chemicals.

Focus 2013
Competition in all Meko-
nomen’s markets will remain 
intense. Focus will remain on 
improving and developing 
existing concepts in operations 
and to be at the forefront to 
meet customer needs. Meko-
nomen will continue to develop 
skills in all operations through 
investments in leadership and 
training. Continuous efforts to 
motivate all employees are key 
issues for further strengthening 
competitiveness in the market.  

Makes a difference  x 3

Despite intensifying competition Mekonomen expanded and in-
creased its market shares in 2012. Sales rose 28 percent and operat-
ing profit was in line with the previous year. The acquisition of Meca 
added 90 stores and 546 affiliated workshops to the group.

Almost half of the people 
who use or own a car in 

Sweden today are women, 
according to figures from 

Mekonomen.

Sørensen og Balchen 
Prioritizes diversity
Commitment to diversity among the 
employees at Sørensen og Balchen is 
considerable. The company constantly 
strives to reflect the community and 
area in which it operates.

“Diversity and tolerance make it 
possible to learn about new cultures, 
provide understanding for other target 
groups and create better dynamics in 
the working groups. This means we 
also improve our results,” says Morten 
Birkeland, CEO of Sørensen og Balchen

75 employees with more than 15 
different nationalities work at the head 
office in Oslo.

Meca
International 
environmental standard
Meca Scandinavia and its subsidiaries 
have been making active efforts to re-
duce environmental impact since 2004. 
In recent years demands for sustainable 
alternatives have also risen from both 
companies and consumers.  

“In general cars and motoring are 
regarded as harmful to the environ-
ment. We want to do our bit to make 
car ownership as sustainable as pos-
sible,” says Robert Hård, Environmental 
Manager at Meca.

In May 2012, the company received 
environmental certification according 
to ISO 14001 and all environmental 
management systems thus meet the 
demands of this international 
standard.

Mekonomen Nordic
Focus on health and the 
Pink Ribbon campaign
The Swedish Cancer Society’s Pink Ribbon 
campaign is close to the heart of Meko-
nomen Nordic which in 2012 was the main 
sponsor for the third consecutive year. The 
contribution amounted to SEK 1.5 million.

“As a company we want to make a differ-
ence and work for a good cause in the com-
munity. And we do this together with our 
employees and customers through the Pink 
Ribbon campaign,” says Siri Unander-Scha-
rin, HR Manager at Mekonomen Nordic.

In the workplace Mekonomen also has 
a focus on health. In 2012 health initiatives 
were given a systematic structure by nam-
ing the year a Health Year. More than 700 
employees registered as participants in 
Health Year 2012. 

50%

The past year

Robert Hård, 
Environmental 

Manager at 
Meca.

Morten Birkeland, 
CEO of Sørensen 
og Balchen.

 

This is Mekonomen
Northern Europe’s 
leading group for 
your car life, listed on 
the Stockholm Stock 
Exchange, Operates 
Meca, Mekonomen 
Nordic and Sørensen 
og Balchen.
Read more at 
www.mekonomen.com Key figureS  (SeKm)

 2012 2011

Net sales 5,292 4,140 

Profit after net financial items 474 523

Average number of full-time employees 2,405 1,958
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breaKdown of SaleS by Segment 2012

Mekonomen 
Nordic 54%

Meca* 32%

Sørensen og 

Balchen 14%

1,206
1,336

1,686

2,302

220 230 334 421

 Workshops  Stores

*A significant part of the Meca segment was acquired on 23 May 2012.
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170
The number of companies and 

 entrepreneurs Novax met in networking 
meetings in 2012.



4544Novax

Novax creates long-term growth. The main mantra is to con-
tribute more than just money. Novax’s networking meetings for 
entrepreneurs open up new investments and business ideas. 

The murmur of voices can be heard in the salon at Axel Johnson’s 
and Novax’s head office in central Stockholm. Novax has invited 
people from some 30 companies to the 2012 networking dinner 
for an exchange of ideas and inspiration. Presentations are com-
bined with business socializing and good food.

The networking dinner is a result of Novax’s corporate gover-
nance policy of contributing more than money to its entrepre-
neurs. Meetings between entrepreneurs can be a source of possi-
ble investments and new business ideas. Novax’s existing holdings 
are always represented as well as attractive growth companies that 
are not part of the Novax group. 

“Regardless of sector the companies face relatively similar chal-
lenges and opportunities. They are strong entrepreneurs with clear 
growth ambitions. Json Handels, for example, is today a relatively lo-
cal solution provider with a clear ambition to grow both organically 
and through acquisitions,” says Anders Slettengren, CEO of Novax.

Each investment includes a core group consisting of the 
person responsible at Novax, the CEO of the Novax holding and 
another person who Novax places on the board in order to pro-
vide specific experience.

“I very much believe that someone in the Novax organization 
really “owns the investment” at the same time as we must also 
have specific expertise on our boards so that we can contribute 
more to the development of the companies. The way we work with 
a more long-term approach to company development is usually 
appreciated by the entrepreneurs in whom we choose to invest,” 
Slettengren continues.

In 2012, Novax became a minority owner in the growth company 
Json Handels, one of Sweden’s largest privately owned companies 
within workwear and promotional products. The company, which 
has its head office in Gnosjö in southern Sweden, has increased its 
sales by 835 percent since 2006.

835%

networks
which make 
a difference

1  Alexander Johansson, co-owner and CEO of Json Handels, and Pia Anderberg, co-owner and CEO of Samsari. 2  People from some 30  companies were 
invited when Novax arranged its annual networking dinner. 3  Axel Johnson’s and Novax’s head office in Stockholm. 4  Anders Slettengren, CEO of Novax, 
wants to further develop existing companies and also find new ones to invest in. 5  Product display from Designtorget.

Growth company Json Handels 
has increased its sales by 835 

percent since 2006.
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“Novax’s networking meetings are a good opportunity for us to 
establish contacts, particularly since the potential for cooperation 
with Novax’s other companies is enormous for us,” says Alexander 
Johansson, co-owner and CEO of Json Handels.

In 2013 the biggest focus will be on sales, long-term growth 
and further establishment.

“We have repositioned the organization and streamlined our 
sales operations with new routines. Novax has a central role in our 
development work,” Johansson continues.

 
Lars Mattsson, CEO of RCO Security, Novax’s most recent invest-
ment, also sees several advantages with the new co-ownership. 
RCO Security is a leading provider of electronic keyless locking 
systems in the Swedish market. Between 2007 and 2012, RCO 
Security increased its sales by 75 percent.

“We benefit greatly from the board members and their network 
through the professional board work that is conducted. This exper-
tise also makes a considerable contribution to the development of 
our sales efforts,” he says.

The security industry is of interest to Novax.
“We have a lot of knowledge of the security industry from our 

earlier investment in Svensk Bevakningstjänst. The technical secu-
rity segment has major growth potential and is therefore attractive 
to us. Here RCO is already a shining star,” says Slettengren.

Novax
Strengthens with 
two new acquisitions 

Sales and earnings 2012
Consolidated sales in the Novax 
group increased by 24 percent. 
The increase was partly due to 
the acquisition of the security 
company RCO Security. Filippa 
K’s earnings were slightly lower 
than in the previous year but 
remained at a good level. Both 
Designtorget, EMG (formerly 
Studentum), Medius and Trygga 
Hem showed good growth and 
improved profitability.

Proud of
Novax is most proud of the com-
pletion of two new investments 
in new sectors. Furthermore, the 
company succeeded in achieving 
relatively good profitability in all 
businesses despite a less favor-
able market climate. 

New investments
In February, Novax acquired 60 
percent of the shares in RCO 
Security, a leading supplier in 
the Swedish market for elec-
tronic keyless locking systems. 
In March, Novax acquired almost 
20 percent of the shares in Json 
Handels, one of Sweden’s larg-
est privately owned providers 
of workwear and promotional 
products.

Market situation 2012
In Novax’s segment of the new 
investment market there was 
still intense competition for a 
limited number of deals. For the 
businesses that are already part 
of the group the market situation 
was generally less favorable with 
lower demand in 2012.

Year’s biggest challenge
The biggest and daily challenge 
was to identify and complete 
investments in attractive growth 
companies in a competitive 
market.

Year’s sustainability work
Sustainability is today an 
integrated part of corporate 
governance in Novax’s subsidiar-
ies and associated companies 
as well as in the new investment 
operations. In 2012, progress 
included Filippa K’s efforts to 
streamline the company’s code 
of conduct and launch a new 
sustainability strategy. In 2013, 
each subsidiary will continue to 
work with a number of initiatives 
within for example sustainable 
production, resource efficiency 
and diversity. Novax also now has 
a sustainability perspective as a 
natural part of its evaluation of 
new investments.

Focus in 2013
The companies in the Novax 
group have a strong growth po-
tential. A continued high rate of 
new investment is planned in or-
der to achieve the long-term ob-
jectives. The aim is to complete 
at least two new investments and 
to continue to raise the average 
invested capital. In order to pre-
pare for an anticipated tougher 
market and competitive situation 
the Novax companies have de-
veloped a clear plan with a focus 
on cost control and profitability. If 
the market situation develops less 
well than expected, the company 
is ready to act.

SaleS breaKdown*** 2012

Makes a difference  x 3

Key figureS  (SeKm)

SaleS* ebitholding (novax) %

 2012 2012 2011 2012

Designtorget 100 144 131 5

Filippa K 55 572 526 53

RCO Security** 60 105 n.a. 28

EMG 28 111 86 15
 
Json Handels 20 n.a. 89 1
  
Medius 11 205 149 9

Trygga Hem 9 n.a. 64 7

Taken overall, the companies within Novax had good growth and 
profitability in 2012 despite the generally less favorable market situa-
tion with lower demand. At the beginning of the year, Novax invested 
in the security company RCO Security and Json Handels, a solution 
provider within workwear and promotional products. Both companies 
are leaders within their sectors.

RCO
Supplies the Tele2 arena
RCO Security won the tender for the security and 
access control for the Tele2 Arena in Stockholm. 
The assignment includes technical security solu-
tions for the arena’s approximately 700 doors.

“We are pleased we got this, for us, major busi-
ness. The arena was delayed for one year but at the 
end of 2012 we were delivering flat out. Every-
thing was ready at the beginning of 2013 as far as 
delivery of our products was concerned,” says Lars 
Mattsson, CEO of RCO Security.

Filippa K
Strengthens with 
new units
At Filippa K the focus on own 
stores was strengthened in 
2012 with a total of seven 
new units. This took place by 
opening new stores and tak-
ing over units in the already 
strong markets in Denmark, 
Germany and Sweden. At 
year-end the company had 
a total of 36 own stores and 
was represented by a total of 
700 retailers in 20 markets.

EMG
Customizes for companies
During the year, Educations Media Group (EMG) 
launched Education Brokerage, a customized 
search engine for corporate education programs 
and courses.

“Many companies do not have control of their 
education purchases and their impact. Our edu-
cation portal is integrated with the company’s 
existing systems which gives the company con-
trol over completed education programs. We see 
major potential in this business area, particularly 
in Germany and the UK,” says Mattias Säker, CEO 
of utbilding.se which is part of EMG.

RCO Security has  
increased its sales by 75 

percent since 2007.

75%

The past year

  Filippa K, 
Østerbro Copenhagen.

Tele2 Arena in
Stockholm. 

Photo: Lena Skogsberg

This is Novax
Axel Johnson’s wholly 
owned investment 
company invests in 
and develops growth 
companies within 
retail and service 
industry, the service 
sector, brands and 
business-to-business.
Read more at 
www.novax.se

* **Only subsidiaries’ sales are consolidated.

* Figures relate to each company’s most recently ended fiscal year.
* *EBITDA

performance  filippa K 
(SAleS) 2009–2012
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 15,000
Approximately the number of  

young people Svensk Bevakningstjänst 
met through its lectures in the Sisab 
 assignment which started in 2001.
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Soft values prevent vandalism. Since Svensk Bevaknings-
tjänst’s assignment for Sisab started eleven years ago, the 
cost of damage to the company’s properties has halved. One 
reason is that the guards put in many hours talking to the 
young people.

When he was only 13, Dany Cabrera got stuck in a circle of 
friends that after school often hung around the schoolyards in 
the Greater Stockholm area. The lack of youth clubs and open 
sports halls gave few alternatives. Today he is 22.

“We had nowhere to go so we got up to some mischief in 
those days. The guards from Svensk Bevakningstjänst kept a 
good eye on us and managed to steer us in the right direction. 
This was mainly because they explained to us what the conse-
quences of our actions were,” he says.

Dany Cabrera met the guards through an assignment that 
Svensk Bevakningstjänst has been conducting since 2001 un-
der its agreement with Skolfastigheter i Stockholm AB (Sisab). 
Their mission is to reduce vandalism to property, schools and 
preschools.

“We soon realized that just ‘putting out fires’ was not 
enough. We needed to prevent vandalism and get to the heart 
of the problem,” says Belma Rejnefelt, Key Account Manager at 
Svensk Bevakningstjänst.

Over the years this business has evolved from patrolling and 
alarm response to a holistic view of what might be the cause 
of the broken windows and graffiti. A lot of the guards’ time is 
now spent talking to the young people – teaching them what 
this damage costs society and the consequences in the form 
of reduced funding for schools.

“We work with values and social prevention work based 
on building relationships. Everyone benefits, particularly the 
young people. Making a difference is an inherent driving force 
for all of us who work with this mission and if we have saved 
one person from more serious criminality, then our efforts 
have paid off,” says Rejnefelt.

50%
2001

Vandalism costs in Sisab’s properties 
have halved.

Since 2001 Svensk  
Bevakningstjänst has been 

working to reduce vandalism 
in Sisab’s properties.

social work 
which makes 
a difference

1  Student Dany Cabrera and Svensk Bevakningstjänst’s Belma Rejnefelt outside one of Sisab’s school properties in Stockholm. 2  The assignment is to 
reduce vandalism in properties, schools and preschools. 3  In 2009, thermal sensors were installed at some 40 school buildings which contributed to 
a further reduction in vandalism. 4  This collaboration has been going on for eleven years. 5  Svensk Bevakningstjänst works with young people in 590 
 preschools and schools in Greater Stockholm.
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Makes a difference  x 3

The guards’ outreach activities cover schools throughout the 
city of Stockholm and the assignment is conducted in close co-
operation with field assistants, parents’ watch groups, people 
from the “Lugna Gatan” (Calm Streets) program, and the 
police. The three “Cs” – cooperate, collaborate and coordinate 
– are the key to success.

“Together we have created a unique concept for guarding 
preschool and school environments, not just from a financial 
perspective but also from a social perspective. Both society 
and Sisab acquire higher profitability through reduced costs for 
vandalism as well as safer school environments,” says Rejnefelt.

Svensk Bevakningstjänst also offers lectures to individual class-
es, grades, parents and teachers in order to provide informa-
tion about what vandalism means for the school environment 
and finances. The contract with Sisab was renewed in October 
2012. Surveillance in preschool and school environments has 
halved the schools’ costs for vandalism since the start eleven 
years ago.

Svensk Bevakningstjänst
Weak market 
and lower sales

Sales and earnings 2012
Svensk Bevakningstjänst’s sales in 
2012 were four percent lower than 
the previous year, mainly due to 
fewer non-contracted guarding 
services in the Energy region. The 
result was 42 percent lower than 
the previous year. In addition to 
fewer non-contracted guarding 
services, this was due to lower 
margins in new contracts as well 
as higher payroll costs.

Proud of
Svensk Bevakningstjänst suc-
ceeded in increasing new sales by 
approximately 20 percent com-
pared with the previous year. This 
was achieved despite tough market 
conditions and in parallel with re-
structuring of its sales organization.

New investments
During the year investments were 
made in a new website, a new 
intranet and a new graphic profile. 
Svensk Bevakningstjänst also 
invested in extended resources 
within development and sales.

Market situation 2012
Market conditions were the most 
challenging for many years. 
Growth was low and competition 
as well as price pressure were 
intense. Svensk Bevakningstjänst 
worked hard to resist the price 
war, at the cost of sales growth. 
The market situation was man-
aged through continued efforts to 
strengthen and develop the offer-
ing, via packaging and segmenta-
tion of services, as well as through 
new and more sophisticated work-
ing methods.

Year’s biggest challenge
The difficult market situation 
had a negative effect on both 
existing volumes and growth. 
During the year Svensk Bev-
akningstjänst started its journey 
of change, under the slogan 
“valuable security”, in order to 
be able to prove the results and 
effects of its work more clearly 
to customers. The focus was on 
moving the offering from selling 
hours and patrols to selling 
expertise and total solutions, in 
order to create added value for 
customers.

Year’s sustainability work
During the year a manager 
was appointed for Svensk 
Bevakningstjänst’s sustainabil-
ity work in the management 
group, the company’s code 
of conduct was renewed to 
include sustainable business 
and new environmental targets 
were adopted. Sustainable 
business became part of  
the company’s management 
training program and inter-
nal skills in this area were 
improved.

Focus 2013
The focus will be on continued 
implementation of the slogan 
“valuable security”, on reversing 
the falling trend for profitabil-
ity, developing internal skills 
and further deepening and 
improving work environment 
efforts. Svensk Bevakningstjänst 
will also focus on developing 
new offerings within security 
technology.

breaKdown of SaleS between regionS 2012

Key figureS  (SeKm)

 2012 2011

Net sales 850 885 

Profit after net financial items 46 79

Average no. of full-time employees 1,357 1,391
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Svensk Bevakningstjänst reported lower sales in 2012. Earnings 
were also lower. The tough market conditions were handled through 
continued work to strengthen and develop the offering, which con-
tributed to a growth in new sales of 20 percent.

Svensk Bevaknings-
tjänst’s three “Cs” 
– cooperate, collabo-
rate and coordinate.

Svensk Bevakningstjänst
Sisab contract renewed
Following renegotiations in 2012, 
Svensk Bevakningstjänst’s contact 
with Sisab was renewed. The concept 
for surveillance in preschools and 
schools has had an impact from both 
a financial and a social perspective.

“The fact that vandalism has 
decreased by 50 percent during  
these years contributed to the 
 renewed confidence shown in Svensk 
 Bevakningstjänst and the company 
being asked to continue this work,” 
says Anders Lönnebo, CEO of Svensk 
 Bevakningstjänst.

Svensk Bevakningstjänst
Invests further in 
Valuable Security
By acting as a partner to and having  
a dialog with its customers, Svensk 
Bevakningstjänst wants to provide  
security solutions which result in add-
ed value. In addition to pure security 
and surveillance services, Svensk  
Bevakningstjänst also provides exper-
tise in the form of complete solutions 
within training and advisory services.

“This allows us, among other things, 
to act proactively to a greater extent 
and deliver the right quality and pro-
vide the best possible service. So far 
our company has grown more than the 
market and our aim is to continue to 
do this in future as well,” says Jens 
Olofsson, Sales and Market-
ing Manager at Svensk 
Bevakningstjänst.

All 2,200 employ-
ees are ambas-
sadors for and 
familiar with what 
Valuable Security 
means.

Synenergy
Subsidiary takes care 
of more services
When demand in the energy 
segment at production plants 
 increased, Svensk Bevaknings-
tjänst formed its subsidiary 
Synenergy in April 2012.

“As well as handling secu-
rity and safety, there is increas-
ing  demand from customers 
for  service and consulting. 
Synenergy  helps us to distinguish 
between offers and services,” 
says Anders Lönnebo, CEO of 
Svensk Bevakningstjänst.

Synenergy offers facility 
 management services within 
several areas.

3

Jens Olofsson,  
Sales and  
Marketing  
Manager 

at Svensk 
 Bevakningstjänst.

This is  Svensk 
 Bevakningstjänst
Offers complete security 
solutions for companies 
and private individuals. Is 
Sweden’s third-largest 
security company. 
Read more at
www.bevakningstjanst.com

1,806 1,873

2,008
2,187 2,203
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Lilian Mårelius*
Director since 2011.
Lilian is an employee at 
Åhléns and employee 
representative for the 
Commercial Employees 
Union.

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

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.

Rasmus Tallén*
Director since 2000. 
Rasmus is an employee 
at Martin & Servera and 
employee representa-
tive for the Commercial 
Employees Union.

Marcus Storch
Vice Chairman and director 
since 1997.
Marcus is also Chairman of 
the Nobel 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.

Göran Ennerfelt
Vice Chairman since 2007 and 
director since 1975.
Göran is also President of 
Axel Johnson Holding and 
Chairman of AxFast, the asset 
management business AltoCu-
mulus, and the American com-
pany Axel Johnson Inc. Göran 
was previously President and 
CEO of Axel Johnson (1979–
2007) and, among other ap-
pointments, Chairman of the 
Center of Business and Policy 
Studies (SNS), the Swedish 
Foreign Trade Association and 
the Swedish Trade Federation.

Alexandra Mörner
Director since 2005.
Alexandra is also Chair-
man of the Antonia Ax:son 
Johnson Foundation for 
the Environment and De-
velopment, and a director 
of Axel Johnson Interna-
tional, Axel Johnson Inc. 
and Hippson. Alexandra 
was previously head of 
Axstores’ Store Chains and 
prior to that Investment 
Manager at Novax.

Ulla-May Iwahr-Rydén*
Director since 2012. 
Ulla-May is an employee 
at the Närlivs division, 
Axfood Sverige AB and 
employee representative 
for Unionen.

Marie Ehrling
Director since 2011.
Marie is also Deputy Chairman of 
Nordea, a director of Securitas, 
Loomis, Oriflame, Schibstedt, 
Safegate, the Royal Swedish Acad-
emy of Engineering Sciences, the 
World Childhood Foundation and 
the Stockholm School of Econom-
ics Advisory Board and Chair-
man of the Norwegian-Swedish 
Chamber of Commerce. Between 
2003 and 2006 Marie was CEO of 
Telia Sonera Sverige. Marie was 
previously Deputy CEO of SAS AB 
and Head of SAS Airlines.

*Directors appointed by the employee unions.

Our board



5756

6230081234
fiGures089 
4691282037
7684201203
6876123845

56Management

Caroline Berg, Vice President 
Human Resources and Communi-
cations 
Caroline has worked on various 
boards in the Axel Johnson Group 
since the mid-1990s, and has 
worked at Axel Johnson AB since 
2005. Caroline has extensive ex-
perience from various operations 
with media, film and television in 
Sweden and the U.S. and she has 
a B.A. from Middlebury College in 
the U.S.

Directorships: Director of AxFast, 
Axel Johnson International, Ax-
stores, Filippa K, the Stockholm 
School of Economics Advisory 
Board and SOS Children’s Villages. 
Chairman of the Erik and Göran 
Ennerfelt Foundation for Interna-
tional Studies for Young Swedes.

Fredrik Persson, President and CEO 
Fredrik has worked in the group since 
2000 and was previously Executive 
Vice President and CFO of Axel John-
son AB. Prior to that, 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.

Directorships: Chairman of Svensk 
Bevakningstjänst, Axstores, Meko-
nomen and Axfood. Vice Chairman 
of Martin & Servera and the Swedish 
Trade Federation, director of Axel 
Johnson International, Novax, AxFast, 
the Confederation of Swedish Enter-
prise and Electrolux.

Johan Fant, CFO
Johan joined Axel Johnson in 
2011. Previously, Johan was 
CFO at Boliden and prior to that 
his positions included Senior 
Vice President and Group Trea-
surer at Electrolux, Corporate 
Controller at Ericsson and CFO 
at Assa Abloy. Johan has an 
M.Sc. Econ. from the Stock-
holm School of Economics.

Directorships: Director of 
Axel Johnson International, 
Axstores, Novax and Svensk 
Bevaknings tjänst.

Paul Schrotti, Executive 
Vice President
Paul joined Axel Johnson in 
2010. He was previously a 
partner at 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 
Axel Johnson International 
and Novax. Director of 
Martin & Servera, Svensk 
Bevakningstjänst and 
Axstores.

Our management

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, CEO Svensk Bevakningstjänst, Anders Slettengren, CEO Novax, Anders Strålman,  
CEO Axfood, Christer Lind, CEO Martin & Servera, Håkan Lundstedt, CEO Mekonomen, Mats R. Karlsson, CEO Axel Johnson International, Thomas Axén, President Axstores.

Figures
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Amounts in SEK million 2012 20115 2010 2009 2008

Net sales 62,638 29,615 20,899 20,073 19,881

Profit after net financial items 1,623 1,451 1,002 916 909

as % of net sales 2.6 4.9 4.8 4.6 4.6

Total assets 19,839 18,334 11,090 10,426 10,738

Capital employed1 11,067 10,260 7,435 7,126 7,240

Return on capital employed (%)2 16.5 17.0 14.2 13.3 14.3

Equity 7,596 7,093 6,518 6,258 5,894

Equity ratio (%)3 44.5 45.3 59.6 60.8 55.7

Net debt/equity ratio (multiple)4 0 0 0 0 0

Cash flow after investments 920 606 284 1,022 81

Average number of full-time employees 17,780 10,911 8,819 8,595 8,415

multi-year  
summary

Amounts in SEK million 2012 20115

Net sales 62,638 29,615

Cost of goods sold −51,515 −22,639

Gross profit 11,123 6,976

 

Selling expenses −7,117 −4,923

Administrative expenses −2,909 −1,416

Share of profits of associated companies 158 623

Other operating income 465 177

Other operating expenses −12 −13

Operating profit before items affecting comparability 1,708 1,424

Items affecting comparability −41 –

Operating profit 1,667 1,424

Profit/loss from financial items

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

−10 −16

Other interest income and similar profit/loss items 102 94

Interest expenses and similar profit/loss items −136 −51

Profit before tax 1,623 1,451

Tax on profit for the year −443 −405

Minority share of profit for the year −429 −113

Profit for the year 751 933

consolidated  
income statement

1 Equity, including minority interests, and interest-bearing liabilities.
2 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 since 1 November 2011.
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Amounts in SEK millions 31 Dec. 2012 31 Dec. 2011*

ASSETS

Non-current assets

Intangible assets 2,677 2,372

Property, plant and equipment 2,857 2,846

Financial assets 1,299 953

Current assets

Inventories, etc. 4,995 4,768

Current receivables 4,879 4,384

Short-term investments 1,722 1,517

Cash and bank balances 1,410 1,494

Total assets 19,839 18,334

EQUITY AND LIABILITIES

Equity 7,596 7,093

Minority interests 1,242 1,208

Provisions 1,108 1,134

Non-current liabilities 886 177

Current liabilities 9,007 8,722

Total equity and liabilities 19,839 18,334

Pledged assets and contingent liabilities

Pledged assets 1 ,300 1 ,997

Contingent liabilities 136 93

Amounts in SEK million 31 Dec. 2012 31 Dec. 2011*

Operating activities

Profit after net financial items 1,623 1,451

Adjustments for non-cash items, etc. 1,322 413

2,945 1,864

Paid tax −340 −102

Cash flow from operating activities before changes in working capital 2,605 1,762

Cash flow from changes in working capital

Change in inventories −132 −221

Change in operating receivables −315 −117

Change in operating liabilities 576 114

Cash flow from operating activities 2,734 1,538

Investing activities

Acquisition of subsidiary −335 −207

Divestment of subsidiary −28 −45

Acquisition of business segment 17 −

Change in intangible assets −311 −208

Change in property, plant and equipment −719 −294

Change in financial assets −438 −178

Cash flow from investing activities −1,814 −932

Financing activities

Change in loans −124 61

Dividend paid −433 −188

Group contribution paid −235 −186

Cash flow from financing activities −792 −313

Cash flow for the year 128 293

Cash and cash equivalents at the beginning of the year 3,011 2,722

Exchange differences in cash and cash equivalents −7 −4

Cash and cash equivalents at the end of the year 3,132 3,011

*Axfood is consolidated since 1 November 2011.

*Axfood is consolidated since 1 November 2011.

consolidated  
balance sheet

consolidated  
cash flow statement
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The number of 
club members Åhléns
In October 2012, Åhléns Club ex-
ceeded 1.5 million members, which 
is an increase of over 80 percent 
in two years. The Kicks loyalty 
program, Kicks Club, had over 1.2 
million members at year-end.

Private label share at Axfood 
During the year Axfood reached its goal of a 25 
percent private label share of sales.

The number of active 
delivery points
In 2012, Martin & 
Servera’s restaurant 
distribution had 
37,000 active delivery 
points. Food and non 
food deliveries totaled 
322,000 tonnes dur-
ing the year. 

The number of  
RCO Security retailers
At year-end 2012, the 
security company had 900 
retailers of products and 
solutions within electronic 
keyless locking systems.

Share of eco-labeled  
products Martin & Servera
In 2012 eco-labeled products 
accounted for eight percent of 
sales within Martin & Servera’s 
restaurant distribution.

The number of Filippa K retailers
At year-end 2012 the Filippa K brand was rep-
resented through approximately 700 retailers 
in 20 markets worldwide.

Millions of kWh saved 
through Elvis
Axfood’s energy savings 
program Elvis will save 
30 million kWh per year 
by 2015.

Growth from acquisitions
Over the past five-year period Axel 
Johnson International has acquired 
more than 30 businesses and 
companies with combined annual 
sales of over SEK 1.8 billion. In 2012, 
acquisitions added 11 percent to 
the group’s sales.

The number of affiliated workshops
In 2012 the number of affiliated workshops rose from 1,686 to 2,302, which is mainly 
explained by the acquisition of Meca. The number of stores increased from 334 to 421.

The number of surveillance hours
In 2012, Svensk Bevakningstjänst worked for 2.2 million surveillance 
hours and 190,000 hours for traffic wardens.
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Milestones

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

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

1873

Rescues Avesta 
Jernverk
Crisis at Avesta 
Jernverk (iron-
works). After 
reconstruction 
A. Johnson & Co 
becomes partner. 

1883

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

1890

Takes over Avesta 
Jernverk
A. Johnson & Co ac-
quires all the shares. 

1905

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

1910

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.

1928

New takeovers
A series of engineering 
companies acquired, 
including Karlstads 

 Mekaniska Werkstad.

1936

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

1958

New CEO
Göran Ennerfelt 
takes over as CEO 
after Mining Engi-
neer Axel Ax:son 
Johnson.

1979

Focus on retail
The Saba Group is acquired 
which includes Åhléns, Dagab, 
Hemköp, B&W and Saba Trad-
ing. A. Johnson & Co changes 
name to Axel Johnson AB.

1988

2012

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.

1994

Invests in growth 
 companies
Novax is formed and be-
comes the platform for 
investments in growth 
companies such as 
Designtorget, Bevakning-
stjänst and WeSC.

1999

New acquisitions
Axel Johnson Interna-
tional acquires a number 
of technology trading 
companies. Axel John-
son becomes principal 
owner of Mekonomen. 
Svensk Bevakning-
stjänst becomes a wholly 
owned group company 
within Axel Johnson. 

2006

Third generation – The Internationalist 1958–1982
Axel Johnson, also known as the Mining Engineer, transformed 
A. Johnson & Co into an international trading company.

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

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

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

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

Antonia starts
Axel Ax:son John-
son’s daughter 
Antonia joins the 
firm.

1971

Moments in history

sustainable 
milestones

1909
Expression “greenhouse”  
first coined 
The American physicist Robert W. 
Wood is the first to use 
the word “green-
house” in a publica-
tion describing 
the impact of the 
atmosphere on the 
earth’s temperature.

1909
Swedish Society for 
 Nature Conservation 
formed 
Sweden’s oldest environ-
mental organization is a 
popular movement today.

1950s
Environmental 
problems  
Environmental prob-
lems resulting from 
industrialization 
are highlighted. Oil 
replaces coal and 
coke as the largest 
source of energy in 
Sweden. 

1987
The Brundtland 
Report
The UN and 
the Brundtland 
Commission 
put sustainable 
development 
on the political 
agenda.

2012
Let’s make a 
 difference
A new strategy is 
launched for sus-
tainable business 
2013–2015.

1990
“The good 
 company”  
Antonia establish-
es this concept 
with a focus on 
quality, environ-
ment and health. 

1993
Foundation for the Environ-
ment and Development
Antonia Ax:son Johnson’s Foun-
dation for the Environment and 
Development is formed.

1992
Rio Earth Summit
During the Earth Sum-
mit the climate conven-
tion is signed which 
results in the Kyoto 
Protocol coming into 
force in 2005. 

2009
Strategy for sustain-
able business
Axel Johnson’s strategy 
for sustainable busi-
ness is adopted by 
group management.

New businesses
Martin & Servera is 

formed. Mekonomen 
invests in Meca. 

Novax acquires Json 
Handels and RCO 

Security.

2000
Axfood takes shape

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

becomes a nationwide 
chain.

2013
Fourth and fifth generation
Two generations work 
together to develop the 
group.

A modern fleet
The Johnson Line 

has the world’s first 
diesel-powered 

ocean-going fleet. 

1925
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axel Johnson 
Group

Axel Johnson AB AxFast AB AltoCumulus ABAxel Johnson Inc.

Axel Johnson Ab is one of four separate groups 
within the Axel Johnson group. the other three are 
the u.S. company Axel Johnson inc., the Swedish 
real estate company AxFast Ab and the investment 
management company Altocumulus Ab.

Client Axel Johnson AB, Vice President Communication Caroline Berg, Project Manager Sofia Gustafsson, Julia Rimmerfeldt. Production Spoon,  
Editor Meryem Can, Creative Director David Linder, Layout Sara Hägglund, Concept Developer Sofia Lundberg, Photo Thron Ullberg, Simon Paulin,  
Martin Cederblad, Illustrations Nils-Petter Ekwall, Stylist Helene Holmstedt. Printing Lenanders, Paper FSC-labeled and Nordic eco-labeled Balance Silk.

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

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

Nordstjernan AB
Nordstjernan is an investment company which creates growth in value 
through active ownership in Nordic companies. Investments are long-
term. 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 John-
son Group’s holding in Nordstjernan amounts to six percent.

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

Axel Johnson International
Technology trading group with a 
focus on products, systems and 
services for industrial customers in 
Europe.

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 with two business areas. 

Mekonomen
Northern Europe’s leading car parts 
chain, listed on the Stockholm 
Stock Exchange.

Novax
Develops and invests in companies 
with growth potential.

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

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

Sprague Operating  
Resources LLC
Distribution of energy raw materi-
als and materials handling via own 
terminals in Northeast U.S.

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

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

NewtrAx
NewtrAx invests in and develops 
growth companies.

Nordic Ecolabel


