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1. Knitted sweater, eco cotton. Filippa K.
2. Low-energy light bulb. Designtorget.
3. Notebook, Bra Val. Åhléns.
4. Ball bearings. Nomo kullager.
5. Mango slice relish. Willys.
6. Shower creme, Olive series. Åhléns.
7. Eco-labeled carrots. Grönsakshallen Sorunda.
8. Wool scarf. Filippa K.
9. Bamboo bowl, waste material. Designtorget.
10. Auto service. M by Mekonomen.

11. Kitchen towels, eco cotton. Lagerhaus.
12. Eco-labeled makeup brushes. Åhléns. 
13. Bamboo cups, waste material. Designtorget.
14. Fair trade-labeled Sugar Scrub. Kicks.
15. Brussels sprouts from Skåne. Grönsakshallen Sorunda.
16. Spruce oil, EU approved forest. Grönsakshallen Sorunda.
17. Swedish cloudberry vinegar. Grönsakshallen Sorunda.
18. Organic oats, Garant. Hemköp.
19. Rainforest Alliance-certified coffee. Hemköp. CONTENTS
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CA R O L I N E :  What do you see in the current business 
environment? 
A N TO N I A :  During my 40 years as the owner of a 
family-business, I have experienced both good times 
and bad. There is currently a greater sense of uncer-
tainty, which underscores the need for companies 
with strong finances and committed owners; owners 
who dare to represent a clear direction and who 
are guided by strong values. For me, family-owned 
companies have always been an important part 
in building a sustainable society. A family-owned 
company has an easily identifiable owner, who not 
only risks the family’s own capital but its good name 
and reputation as well. This provides a presence, 
agility and the chance to gather strength. Early 
on, in the 1980s, it became apparent to me that no 
institution or organization has the same capacity 
to drive positive change as a company. What we 
do, each and every day, has a profound impact on 
people’s everyday lives. We create jobs. We create 
the products and services that affect our 1.5 million 
customers’ lives every day. We represent responsible 
enterprise, which through strong results provides the 
opportunity to build, develop, improve and change. 
What do you see?

CA R O L I N E :  I see a great deal of political and finan-
cial unrest in the world. In Sweden, I am particularly 
concerned by the prevalence of intolerance in 
society and the fact that so many competent people 
who come to Sweden cannot find jobs. But the most 
important thing is what we can do to change this 
and to build a more inclusive and sustainable soci-
ety. Our Group’s focus on diversity feels imperative. 
Within five years, our managers should be equally 
representative in terms of gender and at least  
20 percent of them should have an international 
background. Our staff should reflect our customers 
and the society in which we live. I think this will  
ultimately make us more competitive. Where do you 
see us being in five years? 

A N TO N I A :  When I first began at the family company, 
I was in charge of strategic planning. At the time, 
we made plans for the coming 10 years. Today, it is 
difficult to even make strategic plans for the next 
three years. Our winning concept is, and has always 
been, to make decisions quickly, to move forward 
and to change. A marketplace is enduring but it 
evolves with time and each day, we must consider 

what the marketplace of the future will look like. This 
may encompass offers, communication, services and 
availability, which will call for another type of market-
place multitasking. There must be renewal but at the 
same time a respect for the past and for the things 
that have brought us to where we are today.  

CA R O L I N E :  The marketplace of the future will be 
omni-channel and in five years, we will have a fully 
integrated physical and digital commercial presence. 
Technology will enable commerce and services in 
ways that we cannot yet foresee. At the same time, 
digitalization will generate strong individualization 
in which a person’s own choices, prerequisites and 
preferences will have a greater impact. Personal 
values will be more important than ever. Corpo-
rate transparency will be a crucial factor when the 
customer makes a choice. This will require more 
attentiveness and curiosity on our part than ever 
before. We must lend our ear to the customer and be 
open to change. Think  innovatively. Be bold! 

A N TO N I A :  What will you bring to your new role as 
board chairman? 
CA R O L I N E :  I will bring great respect for our 150-year 
history; the capacity to change, perseverance and 
the ability to make quick decisions regarding the 
future. And to never abandon my inner compass  
with respect to values. The most important thing that 
I will bring is the pleasure of following the fantastic 
efforts of our employees every day in all of our  
operations. What advice would you give me? 

A N TO N I A :  Take a long-term approach but be quick. 
Be impatient but be firm in your convictions. Be true 
to others – and to yourself. Believe in people’s driving 
force and understand it. Think in terms of businesses 
but primarily how to build and develop them. And be 
courageous, even when times are tough. This is all 
part of leadership.

Caroline Berg, Vice Chairman

Antonia Ax:son Johnson, Chairman

“HERITAGE ENTAILS MAINTAINING WHILE  
DEVELOPING. NURTURING BUT NEVERTHELESS  
CHANGING. TO PRESERVE AND YET TO CHALLENGE.”
– Antonia Ax:son Johnson

FROM THE OWNER:

Owner discussion between Antonia Ax:son Johnson and Caroline Berg

Caroline Berg 
and Antonia 
Ax:son Johnson 
in New York, 
March 2015.
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n  The group presented its best  
earnings ever. This success is  
based on long-term and profitable 
organic growth.

n  Svensk Bevakningstjänst 
was sold after 15 years. The 
company has had fantastic 
development.

n  Diversity promotes 
business benefits, 
which is why our 
staff and manage-
ment should reflect 
the society in which 
we live. 

FREDRIK PERSSON:
CONTINUED  
SUCCESS FOR 
AXEL JOHNSON

I
t is extremely gratifying to once 
again be able to announce that Axel 
Johnson has presented its best earn-
ings ever, and this was accomplished 
in a relatively challenging market 
characterized by tough competition, 
low inflation and continued financial 
uncertainty. I would like to express 
my thanks to our entire staff for the 
dedicated and engaged efforts that 
made this possible. You are the ones 
who have the skills, competence and 

ideas that develop our operations. You are 
the ones who make a difference. I would 
also like to thank our customers who have 
expressed their trust in us. Our group 
never sleeps. We do our best, 24/7, all year 
round, to exceed our customers’ expecta-
tions. We began 2014 with a positive trend 
and a stable market situation. Swedish 
consumers’ optimism was on the rise and 
we saw a recovery in the retail business as 
well as in industry as the economic climate 
improved. The second half of the year 
proved to be more challenging. Although 
the development in the retail sector was 
stable, growth in specialized trade was 
weaker and conditions on the European 
market deteriorated. Declining oil prices 
and currency fluctuations impacted a num-
ber of our business-to-business companies 
negatively. 

THE YEAR FOR OUR COMPANIES
Axel Johnson International experienced 
solid growth for the full year and devel-
oped better than the market as a whole.  
A number of strategically important acqui-
sitions were made, including Trans-Auto, 
which supplies vehicle components and 
the service company GISAB. Earnings also 
improved. However, at the end of the year, 
the uncertain economic climate in Europe 
and the falling prices of oil and iron ore 
led to weaker demand for several of the 
companies. 

Axfood once again presented its best 
earnings ever, which were driven by greater 
logistical efficiency after the successful 
implementation of a new business system. 
It was also gratifying that as result of mod-
ernization and stronger customer offerings, 
Hemköp continued to show solid growth 
in like-for-like stores. Willys showed stable 
development with considerable focus on 
developing the digital customer program. 
The group opened a total of ten new stores.

Axstores had stable sales but showed a 
decline in earnings, which can be largely 
attributed to increased costs in con-
junction with the implementation of a 
new business system. At the same time, 
Axstores had strong focus on developing 
its stores. Several of  Åhléns’ department 
stores were modernized and completely 

new children’s and café concepts were 
introduced to create added value for 
the customer. Lagerhaus showed good 
development and launched a new store 
concept in Gothenburg. Kicks continued 
to expand the range of its Private Label 
products, which were well received by its 
customers. At the same time, competition 
from e-commerce increased, which had a 
negative impact on the shops and depart-
ment stores in the group. 

Martin & Servera reported their best earn-
ings ever, primarily due to better growth 
from customers with greater purchasing 
power and increased efficiency. During 
the autumn, Galatea Spirits AB, Sweden’s 
leading distributor of beer and wine, was 
acquired, which enhanced their offer 
to customers in the restaurant business 
and provided an established distribution 
channel to consumers through System-
bolaget. Considerable e-commerce and 
digital service efforts were also initiated 
during the year to strengthen their position 
as the market’s most attractive restaurant 
wholesaler. 

The Mekonomen Group showed good  
development in all of its operations with 
the exception of the Danish ones. As a 
result, comprehensive structural chang-
es were made and store operations in 
Denmark were phased out at the end of the 
year. The successful focus on their propri-
etary brand, ProMeister, resulted in a con-
tinued increase in sales. As a means of also 
ensuring good future growth, Mekonomen 
initiated proactive efforts with ProMeister 
Academy, a powerful tool for training  
mechanics and raising the level of quality 
in the workshops and for their customers. 
In order to cope with digital competition, 
the booking and comparison site Lasingoo 

was launched at the end of the year  
together with a number of the leading 
players in the industry. In addition to  
improving service and benefits for the  
customers, this site also helps make work-
shop operations more efficient.

Novax appointed a new CEO during the 
year and strengthened their organization 
with new employees. At the same time, 
Novax worked intensively to promote con-
tinued profitable growth and value in the 
companies. RCO showed very good devel-
opment with strong profitability. Filippa K 
had positive growth in sales and launched 
a strategically important e-commerce 
portal during the year. However, Design- 
torget’s earnings were weaker than during 
the previous year and their focus is now on 
developing a new product range strate-
gy. Several of the affiliated companies, 
particularly Medius and the Educations 
Media Group, showed better year-on-year 
earnings.

NEW OWNERS FOR SVENSK  
BEVAKNINGSTJÄNST  
One of the main events at Axel Johnson 
during the year was the sale of Svensk 
Bevakningstjänst to the security group 
Nokas. The company has shown fantastic 
development since we initially became 
its owner in 1999 and has gone from 
being a minor regional player to one of 
Sweden’s largest security groups. With 
good profitability, sales have increased at 
an average rate of 20 percent annually. 
Svensk Bevakningstjänst is a good example 
of our goal of building and developing 
successful businesses. With Nokas, Svensk 
Bevakningstjänst will have the opportunity 
to take the next step and become part of 
a larger security group. See page 36 for 
additional information. 

DIVERSITY INCREASES BUSINESS  
BENEFITS
During the spring, the change program 
Axelerate was carried out for the purpose 
of finding ways of increasing diversity 
among the leading executives in the group. 
We would like diversity among our staff to 
reflect the society in which we live and the 
customers we meet. The objective is for 
our managers to have an even gender  
distribution and at least 20 percent of 
them should have an international back-
ground by 2020. I am convinced that this 
will increase business benefits but above 
all will make us a more attractive employer 
and enable us to contribute to the commu-
nities in which we do business.

THE POWER TO CHANGE DETERMINES 
OUR FUTURE
The group’s success is based on long-term 
and profitable organic growth. At the same 
time, it is a matter of our power to change, 
to constantly have the will to develop, 
improve and to dare to try new things. 
In 10 years, 50 percent of Axel Johnson’s 
operations will consist of things that we do 
not do today. This may include new prod-
ucts, offers, customers, services, but also 
completely new businesses. The power 
to change has made our group what it is 
today and will determine what we become 
in the future. Our solid financial position 
enables us to make new investments in 
both existing and new businesses and is 
also the foundation for our future strength. 
I am looking forward to another exciting 
and successful year filled with more good 
business and opportunities.

Fredrik Persson, President and 
CEO Axel Johnson

Amounts in MSEK 2014 2013 2012 20115 2010

Net sales 66,528 64,573 62,638 29,615 20,899

Profit after net financial items 2,425 1,860 1,625 1,451 1,002

As % of net sales 3,6 2,9 2,6 4,9 4,8

EBITDA 4,203 3,605 3,496 2,334 1,708

EBITA 2,830 2,290 2,126 1,736 1,277

Total assets 22,378 20,252 19,839 18,334 11,090

Capital employed1 12,780 11,297 11,070 10,260 7,435

Return on capital employed (%)2 20.9 17.2 16.9 17.0 14.2

Equity relating to the parent company’s stockholders 8,727 8,075 7,599 7,093 6,518

Equity ratio (%)3 48.1 46.9 44.6 45.3 59.6

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

Cash flow after investments 2,061 1,540 1,018 606 284

Average number of full-time employees 19,190 18,894 17,666 10,911 8,819

1 Equity, including 
minority interests, 
and interest-bear-
ing liabilities.
2 Profit before in-
terest expenses in 
relation to average 
capital employed.
3 Equity and 
minority interests 
in relation to total 
assets.
4 Net debt in rela-
tion to equity.
5 Axfood has been 
consolidated since 
November 1, 2011.

MULTI-YEAR SUMMARY
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For us at Axel Johnson, commerce is some-
thing that develops people and builds 
communities. We see our companies as an 
element of sustainable development and we 
should be a positive force of change in the 
communities that we are a part of. AxVille is 
the town that explains the companies that 
comprise the Axel Johnson Group.

WELCOME TO 
AXVILLE

*The figures in parentheses 
indicate equity interest.

1  Axel Johnson 
 International
A technical trading group that 
distributes products and custom-
er-tailored solutions to industrial 
customers and to local distributors 
and retailers. Operations are  
conducted in four business areas. 
• AxLoad
• AxFlow
• AxIndustries
• AxDrive
Sales: 6,499 MSEK
Earnings: 277 MSEK
No. of employees: 2,609

2  Axfood
(approx. 50 %*) 
One of Sweden’s leading  companies 
in the retail food sector. Retail 
 operations are run through 259 wholly 
owned stores. In addition, Axfood 
does business with more than 800 
owner-run stores with contractual 
ties to Axfood. Axfood is listed on the 
OMX Stockholm exchange.
• Willys
• Hemköp
• Axfood Närlivs  
Sales: 38,484 MSEK
Earnings: 1,430 MSEK
No. of employees: 8,481
Market value as of 31/12/2014:  
24,476 MSEK

3  Axstores 
One of Scandinavia’s leading retail 
companies with 380 department 
and specialty stores in the beauty, 
home and fashion sectors. Focus is 
on modern and inspiring shopping.
• Åhléns
• Kicks 
• Lagerhaus
Sales: 7,548 MSEK
Earnings: 125 MSEK
No. of employees: 3,807
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4  Martin & Servera
(70 %*)
Sweden’s leading restaurant wholesaler 
offering goods, services and expertise 
for restaurants and large-scale kitchens. 
It consists of two business areas. 
• Restaurant distribution 
•  Specialist companies 

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

Sales: 12,516 MSEK
Earnings: 296 MSEK
No. of employees: 2,761

5  Mekonomen Group
(approx. 26 %*) 
Scandinavia’s leading auto parts 
chain with approx. 400 stores and 
over 2,300 affiliated workshops. It 
offers a wide range of good-value 
and innovative products for con-
sumers and companies and is listed 
on the OMX Stockholm exchange.
• Mekonomen Nordic
• Meca Skandinavia 
• Sørensen og Balchen
Sales: 5,789 MSEK
Earnings: 530 MSEK
No. of employees: 2,504
Market value as of 31/12/2014:  
7,324 MSEK

6  Novax
An active and long-term owner-
partner that invests in small and 
medium size companies with  
growth potential. 
• Designtorget (100 %*) 
• Filippa K (556%*) 
• RCO (60 %*)
• Medius (38 %*)
•  Educations.com Media Group (38 %*)  
• Concept Motion (33 %*) 
• Json Handels (29 %*) 
• Global Health Online (<20 %)
• Hyper Island (<20 %)
Sales**: 931 MSEK
Earnings: 61 MSEK
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HISTORY
Axel Johnson was founded 
in 1873, a family com-
pany that is now operat-
ing in its fourth and fifth 
generations. 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 sustain-
able businesses with a 
long-term approach, have 
remained intact. This has 
required a generous meas-
ure of courage and the 
ability to seek new ideas 
and transform them into 
attractive offerings for our 
customers. This is a corpo-
rate tradition on which we 
will continue to build.

STRATEGY FOR SUSTAINABLE BUSINESS 

AXEL JOHNSON IN BRIEF

SUSTAINABLE 
 OFFERINGS

We encourage our cus-
tomers to choose more 
and more sustainable 

alternatives.

GOOD EMPLOYERS
We want to increase 
diversity and encour-

age equality and social 
responsibility.

SUSTAINABLE   
PRODUCTION

We strive to achieve ethical, 
socially sustainable and envi-

ronmentally friendly production 
of the goods and services we 

purchase.

RESOURCE EFFICIENT  
OPERATIONS

We strive to always be cautious 
with resources and to choose 

effective alternatives.

VISION 
A positive force  

for change in the  
communities of 

which we are  
a part.

MAXIMIZE BUSINESS AND SOCIAL BENEFITS

MINIMIZE NEGATIVE IMPACT ON BUSINESS, SOCIETY AND THE ENVIRONMENT

Saddler’s son Axel Johnson

Sustainability is an integrated part of how Axel Johnson builds and develops  
profitable businesses. This strategy builds on the business vision of making  

a  positive contribution to the communities in which the Group operates.  
Axel Johnson makes a difference through four focus areas.

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

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

Growth
The foundation of the 
Group’s success lies in 
profitable organic growth. 
We take a long-term per-
spective when we build 
and develop businesses, 
giving our companies a 
good chance to grow  
over time.

BUILDING BLOCKSMISSION VISION

DID YOU KNOW THAT …
Axel Johnson has some 20,000 

employees in its wholly and 
partly owned companies. 

Scan the QR code 
for more info.

Employees
We have great 
confidence in our 
employees. They 
have the knowl-
edge, skills, and 
ideas to develop 
and improve our 
operations.

Sustainability
Our work with 
sustainability is an 
integral part of how 
Axel Johnson builds 
profitable business-
es and develops 
attractive offers to 
our customers.

OUR MODEL

VALUE-GUIDED OWNERSHIP

Owner/Board in
Axel Johnson 

AB

Axel Johnson code
Summarizes guidelines 
for the group’s day-to-day 
operations

Common processes
• Financial reporting
• Strategy
• Budget
• Manager recruitment/   
Manager training
• Auditing

Function groups
• Business management
• Economy/Finance
• HR
• Information
• Logistics
• Sustainable enterprise
• Market
• IT
• Purchasing

Executive  
management in  

Axel Johnson 
AB

Board in 
group  

companies

CEO/group 
company 

management

Axel Johnson’s values and 
long-term commitment com-
prise an important common 
platform for the entire group. 
Through long-term, active and 
value-guided ownership, Axel 
Johnson can make an impact.

Axel Johnson has a decentral-
ized organization in which 
resources and operational 
responsibility can be found in 
each company in the group. 
The impact comes from value-
guided work by the board of 

directors and Axel Johnson is 
represented in each of the com-
panies’ boards. Each company 
in the group is responsible for 
its own earnings growth, capital 
accumulation and staffing. 
Function groups common to 
the entire group promote joint 
efforts and the exchange of ex-
perience throughout the entire 
Axel Johnson Group. The joint 
efforts are characterized by clear 
operational demands combined 
with a great deal of engagement 
and proximity to the businesses.

New businesses
When new businesses are 
acquired, focus is on the com-
panies’ long-term profitability 
and expansion prospects. Axel 
Johnson always endeavors to 
have a clear ownership position 
in order to actively influence 
and develop the business.  
This provides the company 
with valuable networks offering 
intrinsic knowledge of com-
merce and service coupled 
with solid financial skills and  
an international perspective.

VALUES

WE BUILD 
AND DEVELOP 
SUSTAINABLE 
BUSINESSES

WE TEST 
NEW IDEAS 

AND ARE 
WILLING TO 

CHANGE

WE PLACE 
GREAT TRUST 

IN OUR EM-
PLOYEES

WE PUT THE 
CUSTOMER 

FIRST

WHAT WE BELIEVE IN:  WHICH WILL LEAD TO: 

Motivated 
employees who 
grow together 

with our  
businesses

Long-term  
competitiveness 
and profitability

Us being at the 
forefront and 

developing our 
businesses

Attractive 
customer offer-
ings that create  

growth and  
value

FOR MORE INFORMATION, SEE 
WWW.AXELJOHNSON.SE

Joint efforts within 
the group

Shared  
responsibility

http://www.axeljohnson.se/en/
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  Axel Johnson believes that companies are the biggest force for 
change in society. With trade as a base the Group has changed 
shape and form many times through the years. 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. The basis of the group’s success 
lies in profitable organic growth, but it also involves investing in 
new businesses. In ten years, 50 percent of Axel Johnson’s busi-
ness will consist of things that the Group doesn’t do today. This 
may include new offers, customers, products, services and pro-
cesses, and even completely new businesses.  axeljohnson.se 

AXEL JOHNSON 
ON RENEWAL

“IN TEN YEARS, 
50 PERCENT OF 
OUR BUSINESS WILL 
CONSIST OF THINGS 
THAT THE GROUP 
DOESN’T DO TODAY”
Innovation is about renewal. This may 
include new offers, customers, products,  
services and processes, and even 
 completely new businesses.

INNOVATION TRENDS
Digital opportunities top the list.

To improve their relationship with their 
customers, more and more companies are 
adapting their offer to consumers’ purchas-
ing behavior. Customer clubs and loyalty 
programs enable customer data and pur-
chasing patterns to be analyzed. Offers can 
be based on previous purchases and where 
the customers live. Plastic cards are on the 
way out: Åhléns, Kicks, Willys and Hemköp 
have cardless customer loyalty programs, 
with membership instead linked to the 
customer’s ID number or payment card.

3  
DIRECTED 

OFFERS
In 2014 more than 25 million purchases 
were made in Sweden using a mobile  
device or tablet. For many companies,  
payment solutions such as Seqr and 
WyWallet have great potential – particularly 
if the mobile payment is linked to other  
offers and makes the payment process 
faster and simpler.

2

MOBILE PAYMENT 
SOLUTIONS

TRENDS

Omnichannels are creating a seamless  
customer experience. For example, if a  
customer visits a website it leaves an 
impression for the next time the customer 
comes across that brand, even if it  
happens on another platform. Åhléns is one 
of a number of companies to started an 
omnichannel initiative in order to meet  
customers how, when and where they want.

5

OMNICHANNELS  
FOR CUSTOMERS

AXEL 
JOHNSON 

INVESTS IN 
INNOVATION

Search engine for car 
owners
The search engine Lasingoo 
enables car owners to find work-
shops and book auto services 
online. The portal is the result of 
a joint initiative by the Swedish 
car workshop industry to meet 
customer demand for simplicity, 
transparency and accessibility. 
Mekonomen Group launched 
Lasingoo in 2014 together with a 
number of other leading players in 
the industry.  lasingoo.se

Innovative measures 
support diversity
“Help us be the world champion 
of food!” That was Axfood’s 
challenge to customers and 
employees in 2014. The goal: 
to expand the global product 
range in its Hemköp and Willys 
chains by including brands that 
are popular around 
the world. The 
campaign was high-
lighted in Axfood’s 
social media chan-
nels and at axfood.
se/mat. In 2015  
Axfood will contin-
ue working with the 
suggestions that 
this brought in. 
 axfood.se

Getting accurate information about a 
product helps consumers make good 
purchasing decisions. And to provide easily 
accessible product information quickly, 
more and more companies are using QR 
codes. Some take the customer on a  
journey through the entire supply chain, 
right back to the origin of the product. 

1

INFORMATION VIA  
QR CODES

Travel, shoes, electricity, home electron-
ics, loans ... comparison sites and search 
engines are giving customers transparency 
and overview. And companies have to 
adapt – for example, by marketing them-
selves on these sites.

4

COMPARISON SITES 
PROVIDE AN OVERVIEW

Micael Dahlén,  
Professor of Economics 
at Stockholm School of 
Economics.

In what way will renewal 
be vital for companies in 
the future?
“Without innovation, there 
is no future for the com-
pany. The world is so con-
nected and fast-turning 
now that you have to be 
testing out new directions 
all the time if you are not 
to be overtaken by others 
who are offering the same 
things in a slightly smarter 
or cheaper way – prob-
ably both.”  

How good do you think 
Axel Johnson is at  
innovation?
“Overall, I think Axel John-
son is good at innovation. 
But it could be done more 
frequently and faster. 
Being secure in your 
identity provides fantastic 
opportunities and should 
make you more willing to 
change, not less.”

What do you see as the 
next innovation trend for 
companies? 
“Companies have to 
remember one fact that 
is both simple and at the 
same time incredibly  
difficult – that change is 
the norm, not an excep-
tional circumstance.” 

“Change is 
the norm”

– Fredrik Persson, President and CEO

Kicks Colour ID.

“Skin scanner” 
measures the right 
shade
Kick’s own surveys show that 
women in Sweden and Norway 
want choosing a foundation to 
be easier. That’s why in 2014 it 
launched Kicks Colour ID – a 
tool that measures the custom-
er’s exact skintone. Right there 
in the store. The tool has been 
produced jointly 
with X-Rite, a 
world leader in 
color science 
and tech-
nology. 
 kicks.se

http://axeljohnson.se/en/
http://www.lasingoo.se
http://axfood.se/en/
http://kicks.se
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C
leanroom cranes are today a well-
known concept within the electronics, 
pharmaceutical and aviation industries. 
What is less well known is how the 
level of cleanliness required is reached, 

particularly when the premises have to  
accommodate equipment such as hoists. 

“A project can fail because of particles 
a millionth of a millimeter in size. Certain 
extremely clean environments require 
ISO certification in which not a 
single particle of this size may be 
present. To understand how far 
this goes, let me mention that the 
average city has around 35 million 
particles per cubic meter of air,” 
says Danny van Deuzen, CEO of 
Mennens Cleanroom Cranes.

The idea for Cleanroom Cranes 
was born in 1998, when one of the 
world’s biggest players in the field 

was having problems lifting heavy tools. 
They turned to Mennens, which supplied 
its first equipment the following year. 

Dutch consulting engineers BKL Smart 
Engineering have been working with 
Mennens Cleanroom Cranes for ten years, 
as both a partner and an end customer. 
Mennens was the obvious choice when 
BKL needed to order cranes for assembly 
premises with a clean environment in 

Nuenen in the Netherlands. 
“We designed, supplied and  

installed a bespoke, flexible  
solution for BKL’s packing process.  
It included a system of cranes  
capable of moving objects  
weighing up to 20 metric tons. 
The system helps minimize  
contamination and is also quieter,” 
says Danny van Deuzen.

Innovation is vital to Mennens 

Cleanroom Cranes’ future business, since 
its customers operate in an innovative 
high-tech market segment. 

“We constantly have to think ahead to 
how the various segments will develop 
in order to be able to offer even cleaner 
flexible hoisting solutions that are tried 
and tested.”

CASE STUDY

Mennens Cleanroom Cranes supplies hoisting equipment for extremely clean environments. 

Danny van 
Deuzen, CEO, 
Mennens Clean-
room Cranes.

Mennens Cleanroom Cranes 
With more than a hundred years’ experi-
ence, Mennens is today the market 
leader in steel-cable, hoisting and lifting 
technology in the Benelux region. Since 
1998 the company has also specialized in 
cleanroom cranes, with Mennens produc-
ing bespoke solutions for its customers. 
Mennens is part of Certex, which is in turn 
part of AxLoad, Axel Johnson Interna-
tional.  cleanroom-cranes.nl

Mi non commolo reristem 

quam audae perib

CLEAN ENVIRONMENT

Mobile digital solutions are on the increase in the 
 restaurant sector. Martin & Servera’s MOR Online app 
for mobiles and tablets, for example, helps  restaurants 
with everything from inventories to  costing and 
 pricing dishes. Axfood Närliv’s app, launched in 
2013, also allows customers to use their mobiles for 
 ordering and inventories.

MARTIN & SERVERA 
DEVELOPS SWEDISH 

GASTRONOMY
The Exceptionell Råvara project 

was initiated back in 2011 by 
chef and restaurateur Björn 

Frantzén and food writer 
Mattias Kroon. Martin & Servera 
supports the project by provid-
ing knowledge and resources.

B
ringing together Sweden’s best 
chefs laid the foundation for a 
project to develop exceptional 
produce in Sweden. Today there 

are around twenty chefs and forty pro-
ducers connected to the Exceptionell 
Råvara project, with new ones joining 
regularly. Their task: To develop the 
quality of Swedish produce. 

“It has exceeded our expectations 
– all the produce we work with has 
been improved. Today, Scandinavia is 
a global gastronomic destination, but 
the produce side has not kept pace 
with this development. We are only at 
the start of this and see it as a long-
term project,” says chef and restaura-
teur Björn Frantzén.

The Exceptionell Råvara project 
wants to increase contacts and deep-
en relationships between chefs and 

producers in Sweden, and through 
doing this create a long-term platform 
for further development.

“Martin & Servera’s involvement 
encourages dialogue between elite 
chefs and small-scale Swedish  
producers. The project is part of a  
deliberate strategy to increase the 
availability of premium Swedish prod-
ucts for Swedish restaurants,” says 
Mattias Dernelid, Project and Product 
Coordinator at Grönsakshallen  
Sorunda, part of Martin & Servera.

Christina Gezelius, Information 
Director at Martin & Servera, is on the 
steering committee for the project:

“We hope to be able to drive the 
Exceptionell Råvara project further,  
together with other stakeholders. 
Discussions are in progress concerning 
the next steps.”  exceptionellravara.

In 2013 Axel Johnson began a collabora-
tion with the company Recapex, under 
the name D-ax. The collaboration is 
intended to increase the Axel Johnson 
Group’s digital business opportunities. 
During 2014, D-ax continued its invest-

ment in digital business by acquiring a 
stake in Ztory, a subscription service for 
digital publications. It had also previously 
invested in the company Virtusize, which 
has produced a digital fitting room for 
buying clothes online.  axeljohnson.se

Mobile services save 
time and money

D-ax invests in digital business

The R-touch 50 touchscreen graphical alarm panel 
provides users with clear, simple and secure monitor-
ing and control, not only for burglar alarms, but also for 
operational alarms and fire alarms. It won RCO Security 
the international “Innovative Achievement Award” at 
the Detektor International Awards, presented at security 
trade fair SKYDD 2014. 

“What is particularly gratifying is that our product 
won out against competition from all over the world, 
not just from Sweden,” says Göran Pettersson, Techni-
cal Manager R&D at RCO Security. 

The yearly prize is awarded to manufacturers of 
products that best represent innovation or other-
wise contribute to positively developing the security 
 industry’s offering to the market.  rco.se

RCO wins award for alarm panel

Dutch company Mennens Cleanroom Cranes has 

wide-ranging experience of building and install-

ing hoisting equipment for clean environments. 

R-touch 50.

Virtusize is a virtual 
fitting room.
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http://www.cleanroom-cranes.nl
http://exceptionellravara.se/en/
http://axeljohnson.se/en/
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SUSTAINABILITY TRENDS
Responsibility, recycling and identity are increasingly important.

Åhléns ❤  
smart consumption
Bra val (Good choice) labels 
guide customers to more sus-
tainable products in the depart-
ment store and online. Products 
in Åhléns Bra val assortment are 
entirely or largely made from 
recycled materials. In 2014 sales 
of the product range increased 
by 18 percent, making up  
6 percent of Åhléns’ total sales.  
 ahlens.se

Filippa K ❤ 
sustainable fashion
Filippa K works together with its 
suppliers to create sustainable 
products. Recycling and a trans-
parent supply chain are two 
ways of doing this. The Long 
Lasting Simplicity initiative was 
created in 2014, and for each 
season new products are now 
selected to become leading 
sustainable fashion favorites. 
The launch is scheduled for 
spring 2015.  filippa-k.se

AXEL  
JOHNSON 

INVESTS IN 
SUSTAINABILITYAntonia Ax:son Johnson took over the family 

empire in 1982. Even back then she was talking 
about “the good company” and of companies as 
the main force for change in society. Today, some 
decades on, concepts such as corporate social 
responsibility and sustainable development are on 
the lips of every forward-looking business leader.

“FOR 32 YEARS 
AXEL JOHNSON 
HAS BEEN  
COMMITTED TO 
SUSTAINABILITY”

  Sustainable enterprise is an integral part of how Axel Johnson 
builds and develops profitable businesses. For Axel Johnson, trade 
is something that also develops people and builds communities. The 
Group has a sustainability strategy based on its commercial vision 
of being a positive force in the communities of which it is a part.  
Business benefits must be combined with social benefits. Every day, 
one and a half million customers buy products and services from the 
Group’s companies. The Group employs around 20,000 people and  
is a trading partner of thousands of companies all over the world. 
Axel Johnson is willing and able to be a long-term partner for a  
sustainable society.  axeljohnson.se

AXEL JOHNSON ON 
SUSTAINABILITY

Products are being designed so as to 
be easy to reuse, recycle and harvest 
energy from. Energy efficiency and 
efficient use of resources also give 
companies a significant competitive 
advantage and attract future employ-
ees who demand sound CSR work.

Consumers buying their groceries, 
restaurants and caterers all want to 
have the option of more sustainable 
produce. At the same time, there is 
growing interest in the identity of food 
– where the food comes from and  
how it has been produced. Locally  
produced food is an enduring trend.

Social projects are being created as 
part of broadening the recruitment 
base and getting more young people 
and people born abroad into work 
appropriate to their skills. Examples 
include trainee programs for young 
people and mentoring programs for 
people born abroad.

1

SOCIAL 
PROJECTS FOR 
RECRUITMENT

3

THE IDENTITY OF 
FOOD IS INCREAS-
INGLY IMPORTANT

2

RECYCLE, 
REUSE, 

HARVEST ENERGY!

Willys ❤  
Save the Children
Since 2009, Willys’ customers 
have been able to choose to 
donate returned deposits on 
their bottles and cans to Save 
the Children. More than SEK 10 
million was raised over the year by 
customers who chose to press the 
appropriate button. The money 
has contributed to disaster relief 
for even more children following 
the Haiti earthquake, the floods 
in the Balkans and areas of West 
Africa hit by ebola, among other 
places.  willys.se

In 2014 Åhléns furnished an 
entire apartment with sustain-

able products and rented it out 
on the lettings website Airbnb.

TRENDS

Tom Barnett, Senior Account 
Director at Trucost, helps 
business to understand the 
economic consequences of 
natural capital dependency.

Why is sustainable enterprise 
so important?
“By definition an unsustainable 
business cannot create value in 
the long run. Pursuing business 
management and strategy that 
adheres to economic stability, 
social welfare and environmen-
tal equity is critical to the long-
term survival of an enterprise.”

What do you think of Axel 
Johnson’s work on this issue?
“Axel Johnson is taking mean-
ingful steps by institutionalizing 
sustainability throughout the 
group and driving towards full 
transparency on its sustainabil-
ity performance. I have been 
impressed with the sustain-
ability leadership through 
supporting the development of 
cutting-edge techniques such 
as natural capital accounting 
in projects with Axfood and 
Filippa K.”

What do you see as the next 
sustainability challenge? 
“To help companies, investors 
and governments to under-
stand and value their reliance 
and impact on natural, social 
and human capital – and to 
integrate these considerations 
into organizational decision-
making.”

“Natural capital 
is a significant 
business issue”

– Antonia Ax:son Johnson, Chairman

http://ahlens.se
http://filippa-k.se
http://axeljohnson.se/en/
http://willys.se
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F
or a grocery retail company, the great-
est environmental impact takes place 
during production of the products.

“To meet the Group’s challenges  
in this respect we are making a  

number of different investments to achieve 
a more sustainable product range,” says 
Åsa Domeij, Head of Environment and 
Social Responsibility at Axfood.

The improvement work was started 
in 2007 with the development of organic 
products, and since then clear require-
ments in respect of sustainability and 
chemicals have been produced and  
implemented. Axfood’s stores do not  
sell fish from endangered stocks and  
Hemköp’s fish counters are MSC-certified. 
Axfood also complies with EU require-
ments and uses certification for non-
organic products. Fairtrade labels and 
Rainforest Alliance certification for tea, 
coffee and cocoa are just some examples.

“With several thousand products in 
the stores, the advantages of certification 
are that the supplier has complied with a 
standard, which makes things easier for 
us,” says Åsa Domeij.

In 2014 two of Axfood’s sales areas 
increased substantially – organic and 

vegetarian. The organic product category 
is dominated by dairy produce, baby food 
and by fruit and vegetables. 

“What’s more, meat sales – which had 
been increasing for a number of years – 
have leveled out and we are now seeing 
a downturn. We have seen a substantial 
increase in sales of vegetarian substitutes 
and legumes. Environmental and health 
awareness among customers is increasing, 
and we need to provide good options for 
those who want to support sustainable  
development through what they con-
sume,” says Åsa Domeij.

Kristina Areskog Bjurling, Head of Prod-
uct Sustainability at Axfood, tells of close 
cooperation with suppliers when working 
on developing the product range:

“We carry out site visits so that we 
can set requirements concerning bet-
ter conditions – for example, for women 
working with strawberries in Morocco or 
berry pickers in Swedish forests. This can 
result in employees being paid properly 
for overtime or getting the correct insur-
ance cover, and our suppliers having to 
start following up the same requirements 
regarding decent working conditions at 
their subcontractors.” 

In the case of berry pickers in Swedish 
forests, Axfood has been a driving force  
in producing a standard that also states 
that even independent pickers must 
have reasonable conditions and not be 
exploited by middlemen. The collective 
effect of investing heavily in sustainable 
products is clear.

“Through more sustainable production 
we are contributing both environmentally 
and socially. For us, it also strengthens our 
brand,” says Åsa Domeij.

CASE STUDY

“GREEN” FOODS
Strong development of organic and vegetarian sales at Axfood.

87,000 
kWh 22,000 sq m
Axfood’s cold storage warehouse in Gothenburg  
has one of the largest solar cell facilities in Sweden,  
capable of producing 87,000 kWh of electricity  
every year – enough to heat five regular-sized family 
houses. Over the year as a whole, the facility satisfies  
10 percent of its own energy requirements – but up  
to 20 percent in the summer.  axfood.se

Sustainability is the 
buzzword when it 
comes to building 
Martin & Servera’s 
new warehouse in 
Umeå. This energy-
efficient food facil-
ity will use surplus 
heat from refrigera-
tors and freezers to 

heat office spaces 
and storage areas 
for dry goods. The 
warehouse will be 
around 22,000 
square meters in 
size and is due 
for completion in 
autumn 2015.  
 martinservera.se

Sustainable options drive the product range
During 2014 Martin & Servera created a fish list which states that the company 
is actively choosing not to use certain species or catch methods that are not 
sustainable. What’s more, in a measure that is both preventive and remedial 
Martin & Servera has decided to no longer sell intensively reared veal since 
large quantities of antibiotics are used on entire herds in such production.  
 martinservera.se

The Mekonomen Group wants 
to facilitate access to the labor 
market for young people, and since 
2010 has been an investor in the 
company Telge Tillväxt. The aim is 
to reduce youth unemployment in 
Södertälje by sharing work experi-
ence, contacts, references and 
knowledge of working life.

“Telge Tillväxt appreciates this 
cooperation and knows that it gives 
young people hope if they get the 
chance to come out on an assign-
ment for a Mekonomen retail store 
or workshop. Being part-owned by 
Mekonomen also gives us valuable 
credibility when we meet potential 

customers and companies,” says 
Bitte Stümer, Senior Consultant at 
Telge Tillväxt.

Telge Tillväxt employs young 
people who are then employed at 
companies and organizations. Dur-
ing 2014, Telge Tillväxt was contract-

ed by Mekonomen in Stockholm.
“We would like to see the  

collaboration being expanded,  
to give more young people work 
experience and the first line on 
their resumé,” says Bitte Stümer. 
 mekonomen.se

Mekonomen:
“We want to 
reduce youth 
unemployment in 
Södertälje”

FIGURES

Mekonomen Group in Sweden hires staff to perform car servicing.

C
ertex in Denmark 
is working actively 
to create jobs for 
people excluded 

from the labor market, 
particularly those who 
have been on sick leave 
for lengthy periods. 
In 2014 the company 
helped three people who 
had been on long-term 
sick leave back into full-
time or part-time work. 

“We produced a 
program for helping 
people get back to work. 
A person who has been 
on long-term sick leave 
is given a contact person 
at the company, a tailor-
made plan for working 
hours and continual 
follow-up to see how 
things are progressing,” 
says Majbritt Petersen, 
Branch Manager at  
Certex in Denmark.

The company has won 
an award for its work, 
being named Social 
Enterprise of the Year 
by Haderslev municipal-
ity. Certex employs 125 
people in Denmark.  
 certex.dk

Certex 
Denmark 
wins award 
for social  
initiatives

Majbritt Petersen, Branch 
Manager, Certex Denmark.

“A person who 
has been on 
long-term sick 
leave is given 
an individually 
tailored plan”

Axfood’s sustainable product 
range
Axfood’s sales of fresh vegetarian alterna-
tives to ground meat, meatballs and  
sausage increased by 40 percent during 
2014. The percentage of organic produce 
increased by 40 percent, and sales of 
organic and KRAV-labeled bananas were 
particularly strong at Willys and Hemköp.  
As an example of it’s work to achieve a 
sustainable range, Axfood is removing 
substances such as chemicals that do not 
fulfill environmental requirements. Suppliers 
with a poor working environment and no 
possibility of improving production are also 
deselected for social reasons.  axfood.se

Åsa Domeij and Kristina Areskog 

Bjurling work on Axfood’s  

sustainable products.
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http://www.axfood.se/en/
http://www.martinservera.se/in-english/
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http://www.certex.dk/uk/forside
http://axfood.se/en/
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  If we are to satisfy demand from customers and the 
market it is essential that the Axel Johnson Group has the 
best expertise, so that it can make the right commercial 
decisions. The Group has the population of the whole 
of Sweden in its stores every week, and we want the 
diversity represented by our employees and managers to 
reflect our communities and our customers. Axel Johnson 
has therefore set itself a target for 2020: equal gender 
distribution among leadership positions and at least 
20 percent of employees with an international 
background.   axeljohnson.se

AXEL JOHNSON 
ON DIVERSITY

“EQUAL GENDER  
DISTRIBUTION AMONG 
LEADERSHIP AND AT 
LEAST 20 PERCENT WITH 
AN INTERNATIONAL 
BACKGROUND BY 2020”
Axel Johnson has set a target 
for increased diversity within 
the Group. In the future, 
 employees and managers will 
reflect our community and 
customers to an even  
greater extent.

DIVERSITY TRENDS
Focus on multi-ethnicity and women.

Companies and organizations 
that work on diversity have 
more committed workplaces, 
according to a report produced 
by the Centre for Strategy and 
Evaluation Service on behalf of 
the European Commission. Active 
diversity work increases employ-
ees’ motivation and efficiency, 
as well as their creativity and 
innovation. It has also resulted in 
reduced levels of absence from 
work and employee turnover, and 

has strengthened the cultural 
values in the organizations. The 
diversity work also improves the 
companies’ reputation, making 
it easier to attract and retain 
qualified employees. It has also 
made it easier to overcome labor 
shortages. In addition, customers 
feel that the level of service and 
access to new market segments 
have improved. 
 diversitycharter.se 
 cses.co.uk

1

FOCUS ON DIVERSITY 
CREATES COMMITMENT 

TRENDS

Companies with a greater propor-
tion of women in management 
tend to provide better returns. It 
is when company management or 
boards are too homogeneous that 
there is an increased risk that they 
will get bogged down in the same 
old approaches and problem- 
solving, according to a report 
from Credit Suisse presented in 
autumn 2014. The major Swiss 
bank looked at developments 
in more than 3,000 companies 
 between the beginning of 2012 
and June 2014. The Women in 
Senior Management study also 
analyzes barriers to women’s 
participation and advancement 
at work.  
 credit-suisse.com

The fact that there is 
an empirical link between 
increased diversity in 
leading positions and a com-
pany’s  financial results is also 
confirmed by the study Female 
Leadership and Firm Profitability 

from Eva Analysis. A company 
that is led by a female  CEO is 
generally more profitable than 
an equivalent company led by a 
male CEO. Companies can also 
gain competitive advantages by 
identifying and removing barriers 
to women’s advancement. The 
idea is not to replace current 
male managers with women, but 
rather to focus on observing and 
remedying the structures that 
favor men or hinder women from 
climbing up the career ladder.  
 eva.fi

2

DIVERSITY IS MORE PROFITABLE

“AXEL JOHNSON  
TAKES THE ISSUE OF  
DIVERSITY SERIOUSLY”
Charlotte Holgersson of KTH Royal Institute of  
Technology in Stockholm and Laurence Romani of 
Stockholm School of Economics are conducting  
a research project into diversity work. 

How do you define the concept of diversity?
“We embrace a broad understanding of the concept 
of diversity because it is linked to so many differ-
ent things. At the same time, we like to use the term 
‘cultural diversity’ to make it clearer that we include 
aspects that are normally associated with diversity 
such as ethnicity, gender, sexuality, age and physical 
disabilities, and other cultural and social differences 
that exist in our communities.”

Why should companies invest in diversity?
“There are several reasons. Companies invest in  
diversity because they see a need to reflect their  
customers, to create a better image of the company, 
and for moralistic reasons because they feel it is  
unacceptable to exclude part of the population.  
What’s more, today many companies mention the 
economic benefits of diversity.”
 
What do you think of Axel Johnson’s diversity work?
“Axel Johnson has set a target for 2020 of a gender 
breakdown among its leadership of 40–60 percent 
and for at least 20 percent of managers to have an 
international background, which is good. A project 
such as Axelerate can be very beneficial. It is not just 
a matter of finding concrete solutions for promoting 
greater diversity, but also sends a clear message that 
Axel Johnson takes the issue of diversity seriously and 
that this is something that the whole group wants to 
invest in. Projects such as Axelerate can also highlight 
players in change who really understand the com-
plexity of the diversity issue and who have clear ideas 
concerning how to work on it. These players can 
continue to drive the diversity agenda at their level in 
the organization and set an example to others, as well 
as helping to make the organization more inclusive.”

Martin & Servera’s yearly 
customer competition 
The Challenge highlights 
important issues in the 
areas of sustainability and 
responsibility. For 2015 the 
theme is “More diversity”, 
a natural consequence of 
Martin & Servera having 
itself had a major focus on 
this within the company. 
Previous competitions 
have focused on issues 
such as reducing food 
waste and increasing the 
percentage of organic pro-
duce.  martinservera.se

Whenever managers are 
recruited by Axel John-
son International there 
must be at least one 
woman among the final 
three candidates. Where 
Axel Johnson Internation-
al brings in recruitment 
consultants, this must 
be made a requirement 
when the consultants are 
engaged.  axinter.se

Requirements  
during recruitment

Charlotte Holgersson and Laurence Romani.

Martin & 
Servera set 
another 
challenge

– Caroline Berg, Vice Chairman

http://www.axeljohnson.se/en/
http://www.diversitycharter.se
http://www.cses.co.uk
https://www.credit-suisse.com/se/en.html
http://www.eva.fi/en/i
http://www.martinservera.se/in-english/
http://www.axinter.se
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F
inding new qualified mechanics is a 
major challenge. Forecasts suggest 
that companies in the automotive 
 sector will need to recruit more  
than 5,000 people over the coming 

three years.
“During a dialog with Arbetsförmedlin-

gen, the Swedish public employment 
service, we were shown how we could 
recruit people by working in partnership – 
which is how the program originated,” says 
Catrin Horn, Head of HR at Meko-Service 
Nordic, one of Mekonomen Group’s  
subsidiaries.

Since autumn 2014 she has been  
running a pilot program that in the 
longer term will secure a future 
supply of mechanics to the Group. 
It is targeted at people with a 
foreign background.

“This is a good recruitment 
channel for us. At the same time, 
we are shouldering a social  
responsibility. I call it a win-win-
win situation – for Mekonomen, 

for society and for the individual.”
Mekonomen Group is aiming to reflect 

Swedish society in its workforce.
“This workforce reflects a large group 

of people who are now coming to Sweden. 
What’s more, they are bringing with them 
a strong entrepreneurial culture and a 
background as a mechanic in their home 
country,” says Catrin Horn.

The nine program participants were 
given a week’s work experience at one 
of Mekonomen’s more than 500 work-
shops. They then completed a three-week 
vocational skills assessment organized via 
Arbetsförmedlingen, in which their know-

ledge, motivation and skills were 
evaluated. The program is now 
in full swing and the participants 
are getting both practical and 
theoretical training. The greatest 
knowledge gap is in new technol-
ogy and language.

“Some of the participants in 
the program have a longer journey 
than others. We aim to provide 

those on the project with the best routes 
into the labor market.”

Catrin Horn feels the program is 
 developing well.

“I am enjoying running it. The idea is 
that using EU funds we can elevate the pro-
gram to the national level. In three years’ 
time we hope to be able to employ 500 
foreign-born mechanics within the Group.”

CASE STUDY

MECHANICS FOR DIVERSITY
Mekonomen Group is creating new ways for people born abroad to get into the labor market.

Catrin Horn,  
Head of HR, Meko 
Service Nordic.

Mekonomen Group’s pilot 
program
During 2014, Mekonomen started a  
project in cooperation with Arbets-
förmedlingen to secure the future supply 
of mechanics in the Group. The target 
group is individuals with a foreign back-
ground who have some kind of techni-
cal or mechanical skills. Mekonomen 
offers work experience in its workshops, 
personal guidance and supplementary 
further education. The aim is to employ a 
greater number of skilled mechanics. 
 mekonomen.se

Six of the nine people currently on the 

pilot project. They are given practical 

training as well as learning theory.

Grönsakshallen ❤  Samhall
Through its partnership with Samhall, 
Grönsakshallen Sorunda hopes to 
help bring about a more inclusive 
labor market. Since 2001 around 30 
people with some kind of disability 
have been working at its facility in 
Västberga. That is one in every five 

employees. Among other things, the 
employees from Samhall work on  
the preparation and packing of 
vegetables and herbs for restaurants, 
hotels, conference centers and cafés 
in the Stockholm area. 
 gronsakshallen.se

In December 2014, Axel 
Johnson was named 
‘Diversity-smart Company 
of the Year’ for its work 
on Axelerate. The prize 
was awarded by Mine, 
a non-profit member 
organization aiming to 
increase diversity in the 
workplace.

“We are incredibly 
pleased to have won the 
award and that the work 
we are doing has been 
noticed. We have been 
working on the issue of 

diversity for a long time 
and I hope that more 
companies and organi-
zations will be inspired 
to set targets and work 
actively on this issue,” 
says Caroline Berg, Vice 
Chairman and the person 
behind the initiative.

Axel Johnson initiated 
the change program 
Axelerate in 2013 in 
order to increase diver-
sity among leadership 
positions throughout the 
Group.  axeljohnson.se

COURAGEOUS AND 
SMART – AXELERATE 
WINS AWARD

AXEL JOHNSON INVESTS IN DIVERSITY
Axel Johnson ❤ Mitt Liv 
Axel Johnson works in partnership with Mitt Liv, a social 
enterprise working for increased diversity and integration 
in the Swedish labor market. During 2014 the number of 
mentors and mentees grew from 200 to 340. In addition to 
the mentors that Axel Johnson has in the program, in 2014 
the Group expanded its partnership. Former mentees who 
have successfully found employment can become mentors for 
others. Axel Johnson will continue to support Mitt Livs Chans in 
2015, allowing more doors to be opened for people wanting to get into the Swedish 
labor market.  axeljohnson.se

Axfood ❤ Equalisters 
In 2014 Axfood began working with equality project 
Equalisters (Rättviseförmedlingen), and together 
they challenged businesses to improve diversity. The 
purpose: Through joint activities such as training and 
events, to inspire other companies to set specific 
diversity targets. Axfood will also advertise new jobs 
through Equalisters’ channels.  axfood.se

“Through its capacity for long-term diversity-
smart work the Axel Johnson Group has 
demonstrated the business benefit not just 
for society, but also for its own companies 
and employees. At an early stage this was a 
player that saw business opportunities – for 
example, through its food offering for an 
international customer group in Willys stores 
– and now, through its change program 
Axelerate, the Group is setting courageous 
new targets that will hopefully both inspire 
and challenge other organizations.”

Mine’s reasons for giving the award:
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Organic growth and new 
acquisitions have paid off

Sales and earnings in 2014
Axel Johnson International’s  
sales increased by 10 percent 
compared to the previous year. As 
a result, earnings also increased 
compared to the previous year. 

A source of pride
Through organic growth and 
acquisitions the Group delivered 
on its financial targets while at the 
same time enhancing its offering 
to customers. It did so by develop-
ing the product range, focusing 
consciously on servicing and 
aftermarket sales, and strengthen-
ing its expertise. 

New investments
The AxIndustries business area 
acquired Gällivare Industriservice 
AB (GISAB) and Spruit Transmis-
sies BV in the Netherlands. AxDrive 
acquired Ingeniörsfirma Trans-Auto 
AB, which has operations in Finland 
and Russia. AxLoad acquired  
Kwintet in Norway, Armaton in 
Sweden, Haimerl in Germany and 
Akodis in France. 

Market conditions
The business situation for the 
Group improved somewhat. This 
was particularly noticeable in the 
energy and process industry  
market segment, and in the 
favored AxLoad and AxFlow 
business areas. In the industrial 
segment customers remained 
cautious. By focusing on adding 
greater value, the Group devel-
oped more strongly than the 
underlying market in 2014. 

The year’s greatest challenge
As in the previous year, the 
performance of the under lying 
market was relatively poor. The 

Group therefore focused on 
strengthening its market position 
in existing businesses and on 
growing within new areas. As a 
result of the latter, the Group is 
now also represented in northern 
Sweden through GISAB and in the 
Benelux countries through Spruit 
Transmissies BV. 

Sustainability work during the year
Certex in Denmark has worked 
actively to create job opportuni-
ties for people who have been on 
long-term sick leave. Diversity is 
one element of our sustainability 
work; a first version of Group-wide 
diversity targets was established, 
along with ways to measure these 
and activities to reach the targets. 

Diversity work during the year
Diversity was included as a para-
meter in recruitment, to ensure 
that candidates of both genders 
and with different ethnic back-
grounds were among the final can-
didates in recruitment processes.

Innovative initiatives in 2014
Improved digital systems – for 
orders and logistics, for example 
– and digital marketing created 
added value and contributed to 
long-term improvements through-
out the sector.

Focus in 2015
There will be greater focus on 
acquisitions, in order both to  
increase the number of transac-
tions and to streamline the acqui-
sition process and the integration 
of new companies. A Group-wide 
sustainability project will be imple-
mented. The digital vision will be 
developed and a roadmap created 
for each business area.

Axel Johnson International’s sales increased by 10 percent compared to 
the previous year. By focusing on adding greater value, the Group devel-
oped more strongly than the underlying market. In addition, various new 
businesses were acquired within AxIndustries, AxDrive and AxLoad.

AXEL JOHNSON INTERNATIONAL
PERFORMANCE REVIEW

2014 IN FIGURES

SALES BY BUSINESS AREA 2014

KEY FIGURES (MSEK)
 2014 2013

Net sales 6,499 5,908 

Profit after financial items 277 241

Average no. of full-time employees 2,609 2,511
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Nomo Kullager is focusing on renova-
tion and recycling of stock as part of its 
sustainable enterprise initiative.

Jens S Transmissioner delivers solutions in 
partnership with world-leading suppliers, 
manufacturing bespoke and specially 
adapted products in its mechanical work-
shop in Norrköping. Jens S has offices, 
warehouses and workshops in Sweden, 
Denmark, Norway and Finland.

Certex’s service business within wind  
energy includes inspections and servicing 
of thousands of wind turbines in Denmark, 
Sweden and the UK. Proactive servicing 
creates safe working environments and 
improves profitability for turbine owners.

AXEL JOHNSON INTERNATIONAL
Technology trading group that distributes 
products and customer-adapted solutions 
to industrial customers and to local dis-
tributors and retailers. Operations are split 
into four business areas.  axinter.se
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Hemköp has a fish policy stating that
the stores will sell only fish and shellfish
from sustainable stocks.

In 2014 organic sales increased by  
40 percent of Axfood’s total sales. Fruit
and vegetables head the list, with  
particularly strong sales of organic and 
eco-labeled bananas.

A total of 18 percent of employees have 
an international background and around 
30 languages are spoken in the company. 

Customers are showing increased interest 
in local produce and organic alternatives. 
Axfood is therefore working to make it 
easier for consumers to make conscious, 
well-informed in-store-choices.

Best results ever  
and ten new stores

Sales and earnings in 2014
Axfood’s operating income 
increased by 11.1 percent.  
Earnings for 2014 were once 
again the best ever – all units 
did well, and sales increased  
by 2.6 percent.

A source of pride
Both Willys and Hemköp report-
ed their best results ever. Dagab 
improved its results substantially 
following the introduction of the 
new business system. 

New investments
During the year a number of 
stores were modernized and  
ten new stores were estab-
lished. Axfood increased its 
ownership stake in Urban Deli, 
who operates restaurants, delis 
and shops in Stockholm.

Market conditions
Growth in the Swedish 
economy was relatively slug-
gish. The performance of the 
grocery retail trade was stable. 
Food retail sales increased by 
2.2 percent in current prices 
in 2014 according to HUI Re-
search and Statistics Sweden 
(SCB). The price and seasonal 
effect was 0.8 percent, which 
means that the volume of 
grocery retail sales increased 
by 1.4 percent. 

The year’s greatest challenge
Dagab faced the challenge of 
returning to the same levels 
of efficiency and service as 
prior to implementation of the 
new SAP business system. The 
results represented a success 
for Dagab and for the whole 

Group. In conjunction with the 
introduction of this system, 53 
old IT systems were phased out 
without affecting the business. 

Sustainability work during  
the year
2014 saw a breakthrough in 
sales of organic food, which 
in Axfood’s case increased 
by over 40 percent. Hemköp 
decided to sell only organic 
bananas, while Willys stopped 
selling eggs from battery hens. 

Diversity work during the year
During the year Axfood became 
the principal sponsor of the
equality project Equalisters 
(Rättviseförmedlingen). The 
two organizations wrote a joint 
opinion piece for newspaper 
Dagens Industri challenging 
businesses to work for greater 
diversity in Swedish trade and 
industry. 

Innovative initiatives in 2014
Axfood developed its digital 
customer programs further, 
including through targeted  
customer offers. Axfood in-
creased its stake in Urban Deli. 
Modernization of the propri-
etary labels Garant, Funck, Fixa 
and Eldorado continued.

Focus in 2015
Axfood will continue to develop 
its concepts, strengthen its 
brands and exceed custom-
ers’ expectations. There will be 
continued focus on increased 
efficiency and a fast rate of 
expansion, good cost control 
and further development of 
customer programs.

Results for 2014 were the best in Axfood’s history. Willys and 
Hemköp reported their best results ever, while Dagab improved 
its results substantially. At the same time, a number of new stores 
were established, there was a breakthrough in sales of organic 
food and digital customer programs were developed to include 
targeted customer offers.

AXFOOD
PERFORMANCE REVIEW

2014 IN FIGURES

BREAKDOWN OF SALES 2014

KEY FIGURES (MSEK)

 2014 2013

Net sales 38,484 37,522 

Profit after financial items 1,430 1,278

Average no. of full-time employees 8,481 8,285
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AXFOOD
One of Sweden’s leading grocery retail 
companies, trading through 259 fully owned 
stores. In addition, Axfood collaborates with 
more than 800 proprietor-run stores that 
are tied to Axfood through agreements. 
Axfood is listed on the OMX Stockholm 
Exchange.  axfood.se
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Åhléns City’s new children’s concept 
offer customers a unique shopping 
experience focusing on playfulness, 
interaction and inspiration. 

Kicks Skin Treat is a series of Fairtrade-
labeled skincare products. 

Åhléns’ private label Wera is one of the 
hundreds of brands sold.

Lagerhaus focuses on home furnish-
ings. The chain has more than 30 
stores and growing online sales in 
Sweden, as well as 21 stores in Japan.

The StrÅ juice bar developed by 
Åhléns City in Stockholm focuses on 
organic products.

Proactive investments 
for the future

Sales and earnings in 2014
Sales increased by 2 percent, 
but earnings decreased due to 
cost increases – partly due to a 
major business system replace-
ment. Both Kicks and Lagerhaus 
reported their best results 
ever thanks to increased sales 
and good cost control. Kicks’ 
Norwegian business performed 
especially well. Åhléns reported 
stable sales growth, but earnings 
decreased.

A source of pride
Kicks’ Private Label became 
the chain’s most profitable and 
biggest selling brand. Sales 
increased by 19 percent. Kicks 
increased both sales and earn-
ings compared with the record 
year of 2013. Lagerhaus reported 
positive results. Åhléns’ new  
children’s concept was intro-
duced and sales exceeded 
expectations. The new company 
Amazing Brands will develop and 
produce strong brands.

New investments
Axstores installed a new business 
system and Human Resource 
Management (HRM) system. The 
Åhléns City store was upgraded 
further and smaller department 
stores were renovated all over 
the country. Åhléns introduced 
a food concept – juice bar StrÅ, 
Café Å Lait and Skafferiet. Kicks 
in Norway began trading online, 
further investments were made 
in Kicks’ Private Label and prices 
were lowered for Kicks’ hundred 
best sellers. Lagerhaus intro-
duced a new store concept in 
Gothenburg.
 
Market conditions
The market was generally weak, 

with many price moves linked to 
falling visitor numbers for shops 
and department stores as a result 
of e-commerce.

The year’s greatest challenge
Hard work was involved in  
replacing business systems and 
this affected many employees.

Sustainability work during  
the year
Sales of Åhléns’ Bra val (Good 
choice) product range increased  
to six percent of total sales,  
compared to five percent in the 
previous year.

Diversity work during the year
The distribution center in Jordbro 
had an equal gender break- 
down and at least 60 percent of 
employees have an international 
background. Over the Christmas 
period 50 percent of all new  
employees at Åhléns had an  
international background. The 
diversity targets are a consistent 
element of continued recruitment 
work by the companies. 

Innovative initiatives in 2014
Åhléns’ food initiative was a  
success. Other initiatives 
included Kicks’ Color ID and its 
own make-up series, and a new 
store concept for Lagerhaus.
  
Focus in 2015
Introduction of Åhléns’ omni-
channel initiative for a seamless 
customer experience, and  
establishment of new depart-
ment stores within Mall of  
Scandinavia and in Uppsala.  
A wellness concept will be  
introduced. Lagerhaus will roll 
out a new store concept and 
start a venture in Norway.

Axstores reported relatively good sales for all companies, despite  
arduous work on replacing business systems in 2014. Åhléns  
reported stable sales growth, while Kicks and Lagerhaus  
increased both sales and earnings. A number of new investments 
were made within all the companies.

AXSTORES
PERFORMANCE REVIEW

2014 IN FIGURES

SALES BY CATEGORY 2014

KEY FIGURES (MSEK)

 2014 2013

Net sales 7,548 7,436 

Profit after financial items 125 182

Average no. of full-time employees 3,807 3,565
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AXSTORES
One of Scandinavia’s leading retail groups with 
380 department stores and specialty stores 
within beauty, home and fashion. The focus is 
on modern and inspiring shopping.  axstores.se
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In 2014 Martin & Servera acquired 
Galatea, Sweden’s leading beer and 
wine distributor. This strengthened its 
offering to the restaurants target group.

Martin & Servera’s subsidiary Grönsaks-
hallen Sorunda supplies restaurants, 
hotels, conference centers and caterers. 

Martin & Servera has broadened its 
organic product range in recent years. 
Sales of organic and eco-labeled  
products account for 11 percent of  
Martin & Servera’s sales.

The K-märkt restaurant in Stockholm is 
one of Martin & Servera’s customers. 
Every day it serves creative vegetable 
dishes alongside meat, fish and poultry.

Best results to date and  
important new acquisitions

Sales and earnings in 2014
Net sales increased by just over 
3 percent compared to 2013, 
while at the same time earnings 
increased by 86 percent. Both 
sales and earnings are thus the 
highest ever for the company.

A source of pride
In 2014 Martin & Servera 
achieved its best results ever, 
thanks to a series of measures.  
Work on implementing new  
values was started – an  
important and necessary part 
of securing future growth for 
the company.

New investments
In 2014 a new subsidiary was 
acquired – Galatea, Sweden’s 
leading beer and wine distribu-
tor. Martin & Servera also broke 
ground for the building of a 
new, more sustainable ware-
house in Umeå, and began its 
investment in e-commerce and 
digital services to strengthen 
its position as the market’s 
most attractive restaurant 
wholesaler.

Market conditions
Growth in the private restaurant 
sector remained positive. The 
main challenge continued to 
lie in public sector price levels, 
with substantial pressure on 
prices that has pushed down 
margins in recent years.

The year’s greatest challenge
Grönsakshallen Sorunda/
Fällmans Kött grappled with 
profitability problems at the 
beginning of 2014, but by the 

end of the year had succeeded 
in turning things around. 

Sustainability work during  
the year
The internal sustainability prize 
for 2014 went to the company’s 
own customer services depart-
ment, which works in construc-
tive dialogue with customers 
and other internal functions to 
avoid extra transportation and 
inventory shrinkage.

Diversity work during the year
The subsidiary Grönsakshal-
len Sorunda’s partnership 
with Samhall provides jobs for 
people with disabilities, while  
at the same time resulting in 
better service for customers.

Innovative initiatives in 2014
In addition to its special-
ist knowledge about beer 
from small-scale producers 
throughout the world, beer 
and wine distributor Galatea 
provides a distribution channel 
to Systembolaget, Sweden’s 
government-owned liquor 
store monopoly – thereby 
opening up new opportuni-
ties for Martin & Servera when 
negotiating with international 
wineries.

Focus in 2015
The main focus will be on the 
investment in a new digital 
platform. Customers are  
demanding greater accessibil-
ity, detailed product informa-
tion and new services. The aim 
is to fulfill and exceed these 
customer demands.

Martin & Servera strengthened its results considerably in 2014, 
thanks to a number of measures. The results are the best in the 
company’s history. The acquisition of a new subsidiary, Galatea – 
Sweden’s leading beer and wine distributor – creates new  
opportunities when negotiating with international wineries.

MARTIN & SERVERA
PERFORMANCE REVIEW

2014 IN FIGURES

SALES BREAKDOWN BY  
CUSTOMER GROUP 2014

KEY FIGURES (MSEK)
 2014 2013

Net sales 12,516 12,102 

Profit after financial items 296 161

Average no. of full-time employees 2,761 2,775
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ORGANIC PRODUCTS AS A PERCENTAGE OF 
 TOTAL SALES (AS OF DECEMBER 31) 
2010–2014
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MARTIN & SERVERA 

Sweden’s leading restaurant wholesaler  
offering products, services and knowledge to 
restaurants and caterers.  martinservera.se
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Mekonomen Group offers drivers
solutions that make life easier.

Mekonomen Group would like to see 
more women working both in its  
workshops and in its retail stores.

More than 500,000 items are offered 
via Mekonomen Group’s wholesale 
warehouse – everything from tires and 
spark plugs to child seats. Its main  
customer groups are workshops as well 
as consumers via workshops and stores.

Strong results 
and new cooperations

Sales and earnings in 2014
Mekonomen Group’s rev-
enue increased by 1 percent 
compared to the previous year. 
Operating income, adjusted 
for non-recurring costs related 
to the closure of operations in 
Denmark, increased by  
18 percent.

A source of pride
The group delivered a strong 
result in a weak market  
characterized by tough  
competition, and continued  
to take market share. 

New investments
The focus on private labels – 
ProMeister for replacement 
parts and Carwise for acces-
sories – continued. The training 
platform ProMeister Academy 
was launched in Norway and 
Sweden. 

Market conditions
In 2014 the Scandinavian  
market was weak but stable. 
Mekonomen Group gained  
market share during the year.

The year’s greatest challenge
Competition remained tough 
in the Danish market, leading 
to pressure on prices. In the 
fourth quarter Mekonomen 
implemented major structural 
changes to turn around the 
negative results. In Denmark 
all 28 retail stores, the regional 
warehouse and the head office 
were closed down. Mekonomen 
is now concentrating entirely 
on its two workshop concepts, 
Mekonomen Autoteknik and 

MekoPartner. With efficient 
logistics and fewer levels the 
Group is better placed to win 
the battle for customers.

Sustainability work during  
the year
Since 2010, Mekonomen Group 
has been an investor in Telge 
Tillväxt, an organization that 
aims to halve youth unemploy-
ment in Södertälje.

Diversity work during the year
In cooperation with Arbets-
förmedlingen, the Swedish 
public employment service, 
Mekonomen Group started a 
project to secure the future 
supply of mechanics in the 
Group. The target group is 
individuals from a foreign back-
ground who have technical or 
mechanical skills. The aim is to 
employ fully trained mechanics.

Innovative initiatives in 2014
The digital search engine  
Lasingoo was launched, 
enabling car owners to book 
servicing online at a fixed price. 
The portal is the result of a joint 
initiative by the Swedish car 
workshop industry to meet cus-
tomer demand for simplicity, 
transparency and accessibility.

Focus in 2015
Innovation and growth will 
be keywords for Mekonomen 
Group in 2015. The Group 
will continue to focus on its 
replacement parts concept 
ProMeister, training via the 
ProMeister Academy and the 
development of digital services.

Mekonomen Group gained market share during the year. In the 
fourth quarter major structural changes were implemented to 
turn around the negative results in Denmark. The digital search 
engine Lasingoo was launched, enabling customers to find  
workshops and auto repair services more easily.  

MEKONOMEN GROUP
PERFORMANCE REVIEW

2014 IN FIGURES

SALES BREAKDOWN BY  
SEGMENT 2014

KEY FIGURES (MSEK)

 2014 2013

Net sales 5,789 5,740 

Profit after financial items 530* 429

Average no. of full-time employees 2,504 2,535
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MEKONOMEN GROUP
Scandinavia’s leading auto parts chain with 
around 400 retail stores and more than 2,300  
affiliated workshops. Offers a broad range of 
well-priced and innovative products and services 
for consumers and companies. Listed on the 
OMX Stockholm exchange.  mekonomen.com
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*Earnings for 2014 exclude non-recurring costs of SEK 280 million relating 
to the shutdown of Mekonomen operations in Denmark.
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Filippa K is a fast-growing Swedish
fashion brand.

Training company Hyper Island, with a 
presence on three continents, is special-
ized in digital and interactive media.

Concept is Sweden’s leading full-service 
supplier of exercise equipment.

Designtorget offers design products in 
inspiring settings to people looking to 
discover design and designers.

RCO develops, manufactures and  
markets products and solutions for  
keyless electronic access.

Strong earnings and  
investing for the future

Sales and earnings in 2014
Total sales by the Novax 
companies amounted to 
around SEK 1.6 billion. Novax’s 
consolidated earnings before 
goodwill amortization and 
taxes amounted to SEK 136 
million, which is an increase 
of 12 percent compared to the 
previous year.

A source of pride
In 2014 RCO again broke  
sales records and took market 
share. Concept installed  
exercise equipment in sports 
facilities belonging to  
Stockholm municipality.

New investments
No new companies were 
added during the year.  
Notable investments in  
existing businesses included 
Filippa K’s investment in a new 
ERP (Enterprise Resource Plan-
ning) system and RCO’s expan-
sion into the Norway market.

Market conditions
Activity increased somewhat in 
Novax’s segment of the invest-
ment market. Price levels for 
transfers of companies were 
generally high during the year.

The year’s greatest challenge
In 2014 a new CEO took 
charge at Novax, the team 
was strengthened further, the 
investment strategy was made 
clearer and new initiatives 
were taken for future invest-
ments.

Sustainability work during  
the year
All the companies continued 
to work actively to make their 
operations more sustainable. 
Filippa K took a circular holistic 
approach, from design and 
choice of materials to produc-
tion and the entire garment
life cycle, to make sure of the
lowest possible impact on
the surrounding environment.

Diversity work during the year
All the companies started work-
ing on initiatives to increase 
diversity. Filippa K, for example, 
worked on recruitment pro-
cesses, training programs and 
making internal information 
available in several languages.

Innovative initiatives in 2014
During the year RCO launched 
a completely new product  
in the form of the R-touch 
graphical alarm panel – a  
product for which the  
company was awarded an 
international innovation prize.

Focus in 2015
The Novax team will continue 
to evaluate exciting new invest-
ment opportunities. Among 
the portfolio companies, RCO’s 
launch of the new product 
NoKey stands out. Filippa K 
will launch its front runners of 
sustainable fashion and will 
start offering customers a lease 
concept and a collect concept 
as a more sustainable way of 
updating their wardrobes.

A number of Novax companies put in a strong performance in 
2014 – particularly RCO, which broke records and took market 
share. Novax’s consolidated earnings increased by 12 percent 
compared to the previous year.

NOVAX
PERFORMANCE REVIEW

2014 IN FIGURES

954
1,226

1,461 1,560

SALES BREAKDOWN BY INDUSTRY 20141

KEY FIGURES (MSEK)

 Subsidiaries 2014 2014 2013 2014

 Filippa K     56   655 635 88

 RCO     60    142 115 57

 Designtorget   100    134 137 -1

 Associated companies 2014 2014 2013 
  
 Medius  38   289 232 

 EMG  38    125 123 

 Concept  33    1182 1182

 Json  29     97 101 
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PERFORMANCE OF NOVAX COMPANIES 1

(SALES) 2011–2014

Brands/ 
   

retail t
rade 51%

Security 
9%

SALES1 EBITDAHOLDING %

TIME3  26%

Trade B2B 14%

1 100 percent of wholly-owned and partly-owned companies in which 
Novax holds more than 20 percent of the shares.  

2Split financial year. 3Technology, Information, Media & Entertainment.

NOVAX
An active and long-term investor in small and 
medium-sized growth companies.  novax.se
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TIMELINE

1995  Stefan Segerljung, Jörgen Bartosz and Thomas 
Svenow start Stockholms Larm och BevakningsTjänst 
AB, sowing the seed that would become today’s 
Svensk Bevakningstjänst AB.

1999  The Axel Johnson Group becomes co-owner of the 
company through Novax. At this time the company 
has around 200 employees and 12 patrol vehicles.

2000  The company gains the rights to the name Svensk 
Bevakningstjänst AB and changes its name. Over the 
coming years a number of companies are acquired 
and Svensk Bevakningstjänst becomes established 
in more locations throughout Sweden.

2003  Svensk Bevakningstjänst is ISO-certified, becoming 
the only security guard services company in Sweden 
to have quality and environmental certification for 
its entire operations.

2004  The company expands throughout most of southern 
Sweden, first and foremost through the security 
contract for the Ringhals and Barsebäck nuclear 
power stations.

2006  Svensk Bevakningstjänst AB becomes a wholly-
owned subsidiary of the Axel Johnson Group. More 
companies are acquired and Svensk Bevaknings-
tjänst takes over the security contract for the Swed-
ish parliament and government offices.

2009  Högestad Security AB is acquired. During the year 
Svensk Bevakningstjänst helps provide security for 
all the meetings held under Sweden’s presidency  
of the EU.

2011  The business area Energi continues to grow. In order 
to better meet customer demands, a new subsidiary, 
Synerby, is started to offer related services in service 
and logistics. 

2014  Axel Johnson sells Svensk Bevakningstjänst to  
security group Nokas.

PERFORMANCE REVIEW

In autumn 2014 Axel Johnson sold security and guard services 
company Svensk Bevakningstjänst to Scandinavian security 
group Nokas AS.

Under the ownership of the 
Axel Johnson Group, since 1999 
Svensk Bevakningstjänst has 
moved on from being a small 
regional player to become one 
of Sweden’s largest security 
groups. Sales increased with 
good profitability from around 
SEK 60 million to closer to SEK 
900 million – a good example 
of how Axel Johnson builds and 
develops successful businesses.

“Through Nokas, Svensk 
Bevakningstjänst now has 
a strong owner with a clear 
Scandinavian and European 
growth strategy. The deal 
strengthens the position of 

both Svensk Bevakningstjänst 
and Nokas in the market, and 
is a good deal for Axel John-
son. Svensk Bevakningstjänst 
has developed incredibly well 
and it has been inspiring to 
see the company grow into 
what it is today. I would like to 
thank all the employees who 
have made this possible, and I 
am convinced that the growth 
journey will continue with 
Nokas,” says Fredrik Persson, 
President and CEO of Axel 
Johnson.

Svensk Bevakningstjänst is 
now part of Nokas’ Scandina-
vian security division.
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SVENSK BEVAKNINGSTJÄNST
Svensk Bevakningstjänst is one of Sweden’s leading 
security companies with sales approaching SEK 900 
million and around 2,200 employees, creating  
valuable security through a comprehensive offering 
of guard services, security and related services.  
 bevakningstjanst.com

Svensk Bevakningstjänst 
gets new owners
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Amounts in MSEK 2014 2013 2012 2011

Net sales 66,528 64,573 62,638 29,615

Cost of goods sold -54,241 -52,780 -51,515 -22,639

Gross profit 12,287 11,793 11,123 6,976

 

Selling expenses -7,531 -7,284 -7,117 -4,923

Administrative expenses -3,227 -3,124 -2,909 -1,416

Share of profits of associated companies -67 -18 158 623

Other operating income 630 552 465 177

Other operating expenses -30 -45 -12 -13

Operating profit before items affecting comparability 2,062 1,874 1,708 1,424

Items affecting comparability 361 – -41 –

Operating profit 2,423 1,874 1,667 1,424

Profit/loss from financial items

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

3 4 -10 -16

Other interest income and similar profit/loss items 96 87 102 94

Interest expenses and similar profit/loss items -97 -105 -136 -51

Profit before tax 2,425 1,860 1,623 1,451

Tax on profit for the year -571 -506 -429 -113

Profit for the year 1,854 1,354 1,194 1,338

Relating to

Parent company’s stockholders 1,189 785 751 933

Minority interests 665 569 443 405

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 has been consolidated since November 1, 2011.

Amounts in MSEK 2014 2013 2012 20115 2010

Net sales 66,528 64,573 62,638 29,615 20,899

Profit after net financial items 2,425 1,860 1,625 1,451 1,002

As % of net sales 3.6 2.9 2.6 4.9 4.8

EBITDA 4,203 3,605 3,496 2,334 1,708

EBITA 2,830 2,290 2,126 1,736 1,277

Total assets 22,378 20,252 19,839 18,334 11,090

Capital employed1 12,780 11,297 11,070 10,260 7,435

Return on capital employed (%) 2 20.9 17.2 16.9 17.0 14.2

Equity relating to the parent company’s 
stockholders

8,727 8,075 7,599 7,093 6,518

Equity ratio (%) 3 48.1 46.9 44.6 45.3 59.6

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

Cash flow after investments 2,061 1,540 1,018 606 284

Average number of full-time employees 19,190 18,894 17,666 10,911 8,819

MULTI-YEAR SUMMARY
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Amounts in MSEK 2014-12-31 2013-12-31 2012-12-31 2011-12-31

Operating activities

Profit after net financial items 2,425 1,860 1,623 1,451

Adjustments for non-cash items, etc. 1,136 1,419 1,317 413

3,561 3,279 2,940 1,864

Paid tax -392 -400 -346 -102

Cash flow from operating activities  
before changes in working capital

3,169 2,879 2,594 1,762

Cash flow from changes in working capital

Change in inventories -445 -27 -121 -221

Change in operating receivables -118 -108 -280 -117

Change in operating liabilities 609 103 614 114

Cash flow from operating activities 3,215 2,847 2,807 1,538

Investing activities

Acquisition of subsidiary -466 -53 -370 -252

Divestment of subsidiary 426 15 - -

Change in intangible assets -242 -231 -312 -208

Change in property, plant and equipment -816 -823 -701 -294

Change in financial assets -56 -215 -443 -178

Cash flow from investing activities -1,154 -1,307 -1,826 -932

Financing activities

Change in loans 61 -536 -185 61

Dividend paid -597 -383 -433 -188

Group contribution paid -160 -159 -235 -186

Cash flow from financing activities -696 -1,078 -853 -313

Cash flow for the year 1,365 462 128 293

Cash and cash equivalents  
at the beginning of the year

3,588 3,132 3,011 2,722

Exchange differences in cash  
and cash equivalents

23 -6 -7 -4

Cash and cash equivalents  
at the end of the year

4,976 3,588 3,132 3,011

CONSOLIDATED
CASH FLOW STATEMENT

Amounts in MSEK 2014-12-31 2013-12-31 2012-12-31 2011-12-31

ASSETS

Non-current assets

Intangible assets 2,594 2,433 2,676 2,372

Property, plant and equipment 2,937 2,973 2,858 2,846

Financial assets 847 1,277 1,299 953

Current assets

Inventories, etc. 5,562 4,982 4,995 4,768

Current receivables 5,460 4,999 4,879 4,384

Short-term investments 3,052 1,958 1,722 1,517

Cash and bank balances 1,926 1,630 1,410 1,494

TOTAL ASSETS 22,378 20,252 19,839 18,334

EQUITY AND LIABILITIES

Equity relating to the parent company’s  
stockholders

9,110 8,075 7,596 7,093

Minority interests 1,665 1,419 1,242 1,208

Provisions 1,347 1,203 1,108 1,134

Non-current liabilities 1,100 730 886 177

Current liabilities 9,156 8,825 9,007 8,722

TOTAL EQUITY AND LIABILITIES 22,378 20,252 19,839 18,334

PLEDGED ASSETS AND  
CONTINGENT LIABILITIES

Total pledged assets 565 594 1,173 1,997

Total contingent liabilities 164 162 136 93

CONSOLIDATED
BALANCE SHEET



 
 

In the past five years, 
Axel Johnson Interna-
tional has on average 

acquired between five 
and six companies a 

year, which combined 
have contributed  

sales of more than 
SEK 1.8 billion.1 800 000 000

57

12,290
20050

13,400 35,972

Kicks’ 
e-commerce 

increased 
by 57 per-

cent in 2014 
compared 

to 2013. 

Martin & Servera sold 12,290 tons of potatoes during the year.

Novax evaluated nearly 200 
companies in 2014.

10,000
At the end of 2014, 10,000 mechanics worked in 

the Mekonomen Group.

Axel Johnson’s Board of Directors 
comprises 50 percent women.

RCO Security has installed 13,400 MIF600K 
proximity readers in the past three years.

Axfood conducted a total of 35,972  
e-learning courses in 2014.133,847 Martin & Servera’s total 

warehouse space is 
133,847 square meters 
(1,440,717 square feet).

350
Willys and Hemköp increased sales of eco bananas 

by 350 percent in 2014.

Axstores handles more than 60 million consumer 
packages annually at its central warehouse.

60,000,000
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ANTONIA AX:SON JOHNSON
Chairman since 1982.

ANDERS DAHLVIG
Director since 2010.

GÖRAN ENNERFELT
Vice Chairman since 2007 
and director since 1975.

RASMUS TALLÉN*
Director since 2000.

MARCUS STORCH
Vice Chairman and 
director since 1997.

LILIAN MÅRELIUS*
Director since 2011.

MARIE EHRLING
Director since 2011.

ALEXANDRA MÖRNER
Director since 2005.

MATS HOLGERSSON*
Director since 2013.

LARS OLOFSSON
Director since 2013.

OUR BOARD

MANGO 
SLICE RELISH 
FROM WILLYS

The global product 
range is expanding 

steadily to reflect the 
customers’ expec-

tations.HANDBAG 
FROM  

DESIGNTORGET
A Swedish-produced bag 
with a unique design and 
made of “green” plastic 

from renewable 
sugar cane.

BRUSSELS 
SPROUTS FROM  

GRÖNSAKSHALLEN
Brussels sprouts from 

Skåne. Produced locally 
and ecologically, they 
simplify the custom-

ers’ eco choice.

BALL 
BEARINGS FROM 
NOMO KULLAGER

Renovating and 
 recycling bearings is a 
focus area for sustain-

able enterprise.

Renewal, sustainability and diversity were in focus in 2014.

CAROLINE BERG
Director since 2014.

AUTO  
SERVICE FROM 

M BY MEKONOMEN
Innovative and life-
style-adapted store  
concept focusing 
on urban female 

drivers.

LED BULB 
FROM  

DESIGNTORGET
Lasts for nearly 30 years 
and uses 40 times less 

energy than a stan-
dard light bulb. 

WOOL 
SCARF FROM  

FILIPPA K
Wool products require 
less washing, reducing  

the use of energy,  
water and  
chemicals.

RUG FROM  
ÅHLÉNS

“Bra val” is a guide  
for sustainable products. 

This range offers extra 
care for people  

and the  
environment.
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FREDRIK PERSSON, President 
and CEO 

Fredrik has worked in the 
Group since 2000 and was 
previously Executive Vice  
President and CFO of Axel 
Johnson AB. Prior to that, he 
was head of analyses at Aros 
Securities and also has experi-
ence from ABB’s financial  
operations. Fredrik has an 
M.Sc. Econ. from the Stock-
holm School of Economics.  
Directorships: Chairman of 
Axstores, Mekonomen Group 
and Axfood. Vice Chairman of 
Martin & Servera and Chairman 
of the Swedish Trade Federa-
tion, director of Axel Johnson 
International, Novax, AxFast, 
The Confederation of Swedish 
Enterprise and Electrolux.

PIA ANDERBERG, Vice President 
Human Resources and Organiza-
tional Development

Pia assumed her position as Vice 
President Human Resources and 
Organizational Development at 
Axel Johnson in August 2014 and 
is responsible for HR, sustain-
ability and communication. Pia 
was previously a joint-owner of 
Samsari. Before that, she was a 
partner and joint-owner of  
Novare Human Capital. She 
began her carrier at Skaraborgs-
banken and subsequently 
worked at BTS Group for 14 
years, where she held various 
positions, most recently as Glob-
al partner and was responsible 
for BTS Europe. Pia has a degree 
in Business Administration from 
Uppsala University.  
Directorships: Director of  
Samsari and Studentum.

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 Treasurer at Electrolux, 
Corporate Controller at  
Ericsson and CFO at Assa 
Abloy. Johan has an M.Sc. 
Econ. from the Stockholm 
School of Economics.  
Directorships: Director of 
Axel Johnson International, 
Axstores, Martin & Servera  
and Novax.

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 Internation-
al and Novax. Director of 
Axstores.

OUR BOARD
1. Antonia Ax:son Johnson, 
Chairman since 1982:
Antonia is also Chairman of 
the Axel and Margaret Ax:son 
Johnson Foundation and Vice 
Chairman of Nordstjernan.  
She is also a director of Axel 
Johnson Inc., AxFast, Axfood, 
Axel and Margaret Ax:son 
Johnson Foundation for Public 
Welfare, and others. 
 
2. Göran Ennerfelt, Vice Chair-
man since 2007 and director 
since 1975:
Göran is also President of Axel 
Johnson Holding and Chairman 
of AxFast, the asset manage-
ment business AltoCumulus, 
and the American company 
Axel Johnson Inc. Göran was 
previously President and CEO 
of Axel Johnson (1979–2007 
and, among other appoint-
ments, Chairman of the Center 
of Business and Policy Studies 
(SNS), the Swedish Foreign 
Trade Association and the 
Swedish Trade Federation.

3. Caroline Berg, Vice Chair-
man since March 2014:
Caroline was President
Human Resources and Com-
munications at Axel Johnson 
between 2006–2014 and a 

member of the executive 
management team. She is 
currently a director at Axfood, 
Mekonomen Group, Axstores, 
Åhléns, AxFast and the Stock-
holm School of Economics ad-
visory board. Alternate director 
for Martin & Servera. Chairman 
of Erik and Göran Ennerfelts 
fund for Swedish young peo-
ple’s international studies.

4. Alexandra Mörner, director 
since 2005:
Alexandra has been active on 
boards at the Axel Johnson 
Group since the mid-1990s and 
has been the head of Axstores’ 
store chains and prior to that 
Investment Manager at Novax. 
Alexandra is also Chairman of 
the Antonia Ax:son Johnson 
Foundation for Sustainable De-
velopment, and a director of Axel 
Johnson International and Axel 
Johnson Inc. She is a member of 
the asset management business 
AltoCumulus’ advisory board and 
director of Marie-Claire Cronst-
edt Foundation. 

5. Anders Dahlvig, director 
since 2010:
Anders is also Chairman of New 
Wave Group and a director of 
Axstores, H&M, Oriflame, Re-

sursbank, the British company 
Kingfisher and Pret a Manger. 
For ten years, until 2009, Anders 
was President and CEO of Ikea.

6. Marcus Storch, director 
since 1997:
Marcus is Vice Chairman of the 
Mekonomen Group. He is a di-
rector at Öresund and the Royal 
Swedish Academy of Sciences 
and the Royal Swedish Acad-
emy of Engineering Sciences. 
Marcus was previously Chair-
man of the Nobel Foundation 
and President and CEO of AGA.

7. Marie Ehrling, director since 
2012:
Marie is Chairman of Telia 
Sonera, Vice Chairman of 
Nordea, a director of Securitas, 
the Royal Swedish Academy of 
Engineering Sciences and the 
Stockholm School of Econom-
ics advisory board. Between 
2003 and 2006 Marie was CEO 
of Telia Sonera Sverige. Marie 
was previously Deputy CEO 
of SAS AB and Head of SAS 
Scandinavian Airlines.

8. Lars Olofsson, director 
since 2013:
Lars is Chairman at TCC, Vice 
Chairman at Axfood, director at 

Bata shoes and Compass LTD 
and is also a member of the 
International Business Council 
of World Economic Forum. He 
was previously CEO and board 
chairman of the French grocery 
chain Carrefour and Executive 
Vice President of the Nestlé 
Group.

Directors appointed by the 
employee unions:

9. Lilian Mårelius, director 
since 2011:
Lilian is an employee at Åhléns 
and employee representative 
for the Commercial Employees
Union.

10. Mats Holgersson, director 
since 2013:
Mats is an employee at Martin 
& Servera and is employee 
representative for Unionen.

11. Rasmus Tallén, director 
since 2000:
Rasmus is an employee at 
Martin & Servera and employee 
representative for the Commer-
cial Employees Union.

12. The Earl of Essex*

13. Bisbee Blue*
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OUR MANAGEMENT



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

1883. Saves Avesta Ironworks
Avesta Ironworks faces a crisis. 
During reconstruction A. John-
son & Co. enters as a partner.

1890. Shipping company Nordstjernan founded
The steamship Annie Thérèse, named after the 
founder’s wife, was the company’s first vessel, 
laying the foundation for the Johnson Line.

1910. The Consul 
General takes over
Axel Johnson dies 
and his oldest 
son, Axel Ax:son 
Johnson, also called 
the Consul General, 
takes over the firm.1928. Oil refinery and road 

 construction company
Axel Ax:son Johnson, builds Scandina-
via’s first oil refinery in Nynäshamn to 
supply the vessels with diesel. Asphalt 
and road construction companies are 
acquired to take advantage of new 
business opportunities.

1958. Third generation takes over  
The Consul General, Axel Ax:son 
 Johnson, dies leaving behind more 
than 100 companies. Nordstjernan is 
endowed and incorporates most of the 
Johnson group. His son Axel Ax:son 
Johnson, also known as the Mining Engi-
neer, takes over as CEO of Nordstjernan 
and corporation A. Johnson & Co.

1971.  
Antonia starts
Axel Ax:son 
Johnson’s 
daughter 
 Antonia joins 
the firm.

1979. New CEO
Göran Ennerfelt 
succeeds the 
Mining Engineer,  
Axel Ax:son 
 Johnson, as CEO.

1982. Antonia becomes chairwoman
Nordstjernan is restructured and 
the business collaboration between 
Nordstjernan and A. Johnson & Co. is 
gradually minimized. Antonia Ax:son 
Johnson becomes chairwoman of  
A. Johnson & Co.

1988. Focus on retail
The Saba group is acquired which 
 includes Åhléns, Dagab, Hemköp, 
B&W, and Saba Trading. A. Johnson & 
Co. changes its name to Axel Johnson.

1990. “The Good Company” 
Antonia coined the term, 
which focuses on quality, the 
 environment and health.

1993. Foundation  
for environment  
and development
Antonia Ax:son John-
son’s Foundation for 
Sustainable Develop-
ment is founded. 

1999. Investing in 
growth companies
Novax is formed and 
becomes the platform 
for investments in 
growth companies like 
Designtorget, Bevak-
ningstjänst and WeSC.

2000. Axfood is formed
Axfood is established by 
merging the Hemköp chain, 
Dagab, and D-group. The 
Willys expansion is initiated 
and it becomes a nation-
wide chain.

2006. New acquisitions
Axel Johnson International 
acquires a number of technical 
trading companies and Axel 
Johnson becomes the principal 
owner of Mekonomen Group. 
Svensk Bevakningstjänst  
becomes a wholly-owned group 
company in Axel Johnson.

2001. Axfast becomes 
sister group
Real estate company 
AxFast is bought out from 
Axel Johnson and becomes 
a successful sister group.

2012. Martin & Servera 
formed
Martin Olsson and 
Servera merge to form 
Martin & Servera.

2005. Fourth and fifth generations
Two generations work together to develop 
the Axel Johnson Group.

2013. Diversity program Axel-
erate initiated
An effort to promote diversity in 
managerial positions through-
out the Axel Johnson Group.

Second generation: The Industrialist 1910–1958
Axel Johnson, also called the Consul General, 
expanded the group substantially.

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

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

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.

MOMENTS IN HISTORY

2014. Ownership of Svensk  
Bevakningstjänst concluded
After 15 years of ownership,  
with average annual growth of  
20 percent, Svensk Bevaknings-
tjänst is sold to the Scandinavian 
security company Nokas.
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Axel Johnson is one of four separate groups in 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. 

AxFast AB
Objective is to develop and 
own commercial properties in 
selected locations with strong 
economic growth.

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

Nordstjernan AB
Nordstjernan is a family-controlled investment company, which 
through active ownership in Scandinavian companies creates solid, 
long-term growth. Nordstjernan is the principle owner of e.g., NCC, 
Salcomp, Ramirent, Nobia, Rosti, Bygghemma Group, Etac and Ekornes 
and holds a substantial stake in e.g., Active Biotech. The Axel Johnson 
Group’s equity interest in Nordstjernan amounts to six percent.

Axel Johnson AB
Axel Johnson builds and
develops businesses within
trade and services. The
Group includes the following 
companies:

Axel Johnson International
Technology trading group with 
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 special-
ist in the restaurant and food 
service sectors. Listed on the 
OMX Stockholm exchange.

Mekonomen Group
Scandinavia’s leading auto parts 
chain with some 400 stores 
and 2 ,300 affiliated workshops. 
Listed on the OMX Stockholm 
exchange.

Novax
Active and long-term owner- 
partner that invests in small and 
medium size companies with 
growth potential. 

Axel Johnson Inc.
Products and services
within the energy, industrial,
environmental, and medical 
sectors in North America. The 
Group includes the following
companies:

Sprague Operating  
Resources LLC
Distribution of energy  
products and bulk materials 
handling via proprietary  
terminals in northeastern U.S.

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

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

NewtrAx
NewtrAx invests in and 
 develops growth companies.
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