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AXEL JOHNSON
WE ARE A FAMILY COMPANY THAT BUILDS  
AND DEVELOPS PROFITABLE BUSINESSES IN  
TRADE AND SERVICES.

We at Axel Johnson believe that trade and services develop people and build 
communities. Our companies interact with more than a million customers 
daily and are a positive force for change in the communities of which they 
are part. AxVille is a town that illustrates the various companies that form 
part of the Axel Johnson Group.

 � Åhléns
is Sweden’s leading department store 

chain with beauty, home and fashion under 
one roof.

 � Novax
is an active and long-term partner that 

invests in small and medium-sized growth 
enterprises.

 � Axel Johnson International
is a technological trading group that 

acquires, builds and develops enterprises 
that provide products and services to 
industrial companies.

 � Our smaller entrepreneurial companies
Through D-Ax, we invest in digital 

start-ups, mainly in food and commerce. 
Axel Johnson has an equity interest in six 
start-ups. We are also the principal owner of 
Amazing Brands, which develops and sells 
products in cosmetics, fragrances and 
hygiene. Furthermore, we are a joint owner of 
Mitt Liv, a non-profit company that works to 
promote an inclusive community and a labor 
market that values diversity through 
mentorships, training and recruitment.

 � Axfood
is one of Sweden’s leading companies in 

the retail grocery trade, and supplies 
high-quality, sustainable food.

 � Martin & Servera
is Sweden’s leading restaurant and 

food-service wholesaler and delivers 
beverages, fresh produce, groceries, 
services, equipment and expertise to 
restaurants and food-service 
companies.

 � Dustin
is one of Scandinavia’s 

leading resellers of IT products 
and related services.

 � KICKS
is the leading beauty chain in Scandinavia 

and offers a holistic concept including beauty 
products in the areas of make-up, fragrances, 
skin care and hair care.



"EVERYDAY WE INTERACT WITH A 
MILLION CUSTOMERS WHO COME 
TO US TO HELP THEM SOLVE A 
NEED. THEY ARE OUR CUSTOMERS. 
BUT THEY COME TO US AS HUMANS 
WITH UNIQUE NEEDS, IN UNIQUE 
SITUATIONS AND WITH UNIQUE 
BACKGROUNDS. WE THEREFORE TRY 
TO MEET THE HUMAN IN THE 
CUSTOMER, NOT THE CUSTOMER IN 
THE HUMAN. WE STRIVE TO SEE 
AND INTERACT BEYOND PEOPLE’S 
EXPECTATIONS.”

IMPORTANT EVENTS IN
2016

Axel Johnson delivered best-ever profitAX: SEK 2,848 million.

Axfood, Martin & Servera, Novax and KICKS delivered 
record profits.

Axel Johnson acquired an additional 5 percent stake in 
Dustin. Equity interest is now 25 percent.

Axel Johnson sold its stake in Mekonomen Group.

Wind-up of Axstore commenced and KICKS and Åhléns 
became Group companies of Axel Johnson. Novax assumed 
ownership of Lagerhaus.

E-commerce sites launched by Åhléns, Willys and Hemköp 
and Axfood acquired mat.se.

Group companies provided more than 300 work experience 
placements to new arrivals in Sweden.

Axel Johnson International acquired eight companies.
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DEMAND MORE OF US
We will continue to base our actions on our belief that all 
people are born equal. This is deeply rooted in our core 
values. We will not succumb to cynicism, exclusion or 
egotism. I am convinced that this is good for our business.

One dark December day during the Christmas rush, 
Åhléns found itself the subject of extensive debate on 
social media. The advertisement that started it all 
consisted of a gender-neutral image of a dark-skinned 
child in a traditional St. Lucia nightgown. For several days, 
Åhléns and this innocent child celebrating Lucia were 
caught in a storm of organized racism. Like everyone else,  
I was shocked by the pure hatred directed both at this child 
and Åhléns as a company. But within a few hours, the voices 
of racism were silenced and smothered by an outpouring of 
love and counter reactions. 

It may seem far-fetched that a child in St. Lucia clothes 
could provoke such a strong reaction among extremists, 
but these are the times we live in. Unthinkable and 
unforeseen things happen, and the turbulence in the world 
around us is increasing. Companies no longer simply 
operate in “markets” and no longer simply provide goods 
and services. We are companies, companies are at the very 
center of our lives and companies affect everything we do 
and everything we want to achieve. If running a company 
was difficult in the past, it is nothing compared with how 
difficult it will be in the future. All businesses will be 
scrutinized, held accountable, and invited to participate in 
social progress. This imposes higher demands on 
companies. It requires the resolve to always stand by our 
values and the courage and confidence to take the 
company into unknown situations. As the owner of Åhléns, 
I am proud of how our management handled the incident. 
They did not back down. They took responsibility. And they 
argued their case.

Since the beginning of time, trade has been a strong 
force for development. Through our companies, we 
interact with more than a million customers every day, we 
have 20,000 employees and thousands of partners 
worldwide. As a family enterprise, we nurture the 
conviction that enterprise is one of the primary forces that 
can create change in society. The need for compassion and 
humanism has never been greater. It means opening doors 
and creating inclusive businesses and workplaces, where 
we can harness everyone’s expertise and welcome all 
customers. It also means that, from time to time, we need 
to be courageous and take a stand – our values-driven 
leadership needs to be seen and heard. The unifying 
thread running through Axel Johnson’s 145-year history, 
and which I often refer back to, is the force for change – the 
ability and willingness to develop new businesses. We live 
in exciting times with major shifts driven by digitalization 
and technological development.

We are seeing how the market is shifting and how 
customer behavior is changing. Business models are 
evolving and being transformed. The pace of innovation is 
accelerating. Our response to this is our 10/50 objective – in 
ten years, 50 percent of our sales will derive from activities 
that currently do not form part of our business, such as 
new products, services, markets, customers and 
companies. This objective reflects both our history and our 
growth rate moving forward. It will require a great deal 
from our leadership. We need to ask questions and we want 
to be questioned, defend our positions and sometimes 
re-evaluate them.

We believe more strongly than ever in values and 
culture as success factors. Long-term entrepreneurship 
has never been more important. We believe in persistence 
and impatience, and in courageous leadership that 
continues to build strong corporate cultures with a high 
pace of change. I am convinced that our companies have 
the capacity to innovate and the values necessary to excel 
in business in the years ahead.

Caroline Berg
Chairman

    We need to ask questions and we want 
to be questioned, defend our positions 
and sometimes re-evaluate them. We 
believe more strongly than ever in 
values and culture as success factors.

About a year ago, Axfoundation launched the Open Door project, 
which helps put new arrivals in Sweden in touch with established 
residents. Over 10,000 people met through Open Door in its first 
year of operation. Share your professional contacts by donating an 
hour of your time, make a new friend, and invite someone to dinner. 
It’s simple! Join oppnadorren.se.

Open door

LETTER FROM 
THE CHAIRMAN
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Once again, Axel Johnson can report a year of solid 
growth and high profitability. 2016 was also a year 
during which we equipped ourselves to ensure continued 
success in the years ahead by developing existing 
operations and through innovation and acquisitions.

A YEAR OF CHANGE

THE ANSWERS CAN BE FOUND IN OUR  
EXTERNAL ENVIRONMENT
From a political and social perspective, it has been a 

difficult year, with the rise of xenophobia, Brexit, Donald 
Trump’s victory in the US presidential election, the many 
deadly terrorist attacks and, not least, the continuation of 
the war in Syria dominating our thoughts. Perhaps now 
more than ever, we need “the good company” – a place 
where we can meet every day, work together with others 
and make a real difference for customers, the community 
and ourselves. Enterprise is a place of hope in an 
increasingly unpredictable and uncertain world.

There is much to suggest that the trade and service 
sector will change more in the next ten years than it has 
done in the past one hundred. Axel Johnson is a strong 
group with an immense capacity to create value. However, 
there is one overarching insight that we all need to 
embrace: the answers can be found in our external 
environment. Analyzing changes in the business 
environment is becoming increasingly difficult. This is 
because the changes are occurring so rapidly and because 
there are so many inter-related changes that it is difficult 
to predict what direction they will take. Nevertheless, it is 
possible to decipher a number of trends.

The consumer has the power. With transparency 
provided by the Internet today, it is the customer who 
decides what, how and when to shop. As a company, if you 
are not present in the channel where the customer is, at the 
same time as they are and with the right answers to their 
questions, they will go elsewhere.

Platform businesses are making inroads. Companies 
such as Uber (taxi), AirBnB (hotel), Facebook (media) and 
AliBaba (retail trade) are filling the gap between traditional 
retail trade and the customer. They have no physical 
assets, are taking ownership of the customer and creating 
new ground-breaking business models.

Vertical expansion. Industries grow, die and transform. 
A business operating today may be totally different 
tomorrow. Urban Deli, which is part of Axfood, is a good 
example – a hotel now shares the same premises with a 
restaurant and grocery retail operator.

Value-driven consumption. Today, more customers are 
deciding where to spend their money based on such factors 
as values, sustainability and ethics, while demand for 
low-price products is growing as well.

Within the Group, we need to face these trends with 
open eyes and ride the waves that follow. This means, for 
example, that we need to be nimble and responsive, assume 
control of the customer relationship in all channels, be 

active across sectors and develop our businesses according 
to our own values.

HOLISTIC VIEW OF ENTERPRISE
Our strategy is profitable and long-term growth 

through innovation and development. But what does this 
mean and how can we achieve it? From 2017 and onwards, 
our new sustainable business strategy will form the basis 
for our activities. It is a holistic business strategy that 
eliminates the need for separate strategies for 
sustainability and digital transformation, for example, and 
instead sets out a number of target areas that we have 
identified as business-critical.

These target areas are: Valuable customer offering; 
Value-based employeeship and leadership; Sustainable 
and efficient production; Digital transformation; 
Innovation; and Resource-efficient, eco-friendly and 
high-quality operations. You can read more about our 
sustainable business strategy on page 12.

WE ARE SHEDDING OUR SKIN
In 2016, we made a number of major changes. We sold our 

ownership in the Mekonomen Group to LKQ Corporation, 
one of the world’s leading distributors of auto products. 
Since becoming the principle owner in 2006, the 
Mekonomen Group has grown from a strong Swedish 
company into Scandinavia’s leading independent auto parts 
retail chain. Net sales increased from approximately SEK 2.5 
billion in 2006 to nearly SEK 6 billion in 2015 with healthy, 
stable profitability. Over the years, we also supported the 
Mekonomen Group in a number of critical acquisitions in the  

      Join Mia Brunell Livfors as she describes the transformation 
of commerce at www.axeljohnson.se/transformation

REPORT FROM 
THE CEO

REPORT FROM 
THE CEO
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REPORT FROM 
THE CEO

 
Scandinavian market, helping the company to become a 
household name in the Swedish market and to develop its 
own ProMeister brand of products and its consumer 
business. We are convinced that Mekonomen Group will 
benefit from having a strategic principal owner with 
industrial experience and a global perspective.

We are continuing our digital transformation. An 
inventory shows that we have conducted at least 120 digital 
projects across the Group in 2016 . This is impressive, both 
in terms of the breadth and depth of these, but it would not 
have been possible without the efforts of our dedicated 
employees. These initiatives were carried out all the way 
from front-end – how we interact with the consumer in all 
channels – to back-end – how we streamline and structure 
our logistics chains. 

2016 was also a year in which several of our companies 
invested heavily in e-commerce. Åhléns’ e-commerce 
initiative was launched in May 2016 and has exceeded its 
targets. E-commerce sites for Willys and Hemköp were also 
launched in 2016, reaching more than two million consumers. 
In addition, Axfood acquired mat.se. E-commerce accounts 
for just over 1 percent of the total grocery retail trade in 
Sweden. However, this channel is growing rapidly and will 
become a very important complement to physical stores. 
With the acquisition of mat.se, Axfood has positioned itself 
favorably for this development.

To further increase the level of expertise in all our 
companies, Axel Johnson has initiated a Group-wide 
digital training program – Digital Axeleration Program 
– for our management teams.

A number of changes were made to Axel Johnson’s 
Group management during the year. Jacob Wall was 
appointed the new Executive Vice President of Business 
Development, while Kerem Yazgan assumed the position of 
Executive Vice President of Communication and 
Sustainability.

investments in its digital transformation. Martin & Servera 
once again delivered strong earnings, despite several major 
change projects, including a new warehouse in Umeå and 
replacement of the warehouse management system. Novax 
posted strong growth for several of its companies, and took 
over ownership of Lagerhaus. Åhléns experienced a 
challenging year, with personnel layoffs and department 
store closures, but also opened a number of new department 
stores and launched its e-commerce operations.  
Gustaf Öhrn took over as new CEO in June 2016, and the 
company is now implementing a change plan to ensure 
profitability. Our smaller entrepreneurial companies within 
D-Ax are now managed directly by Axel Johnson, and we 
have intensified the search for new investments at an early 
stage. Amazing Brands and Mitt Liv are performing well.

LOOKING AHEAD
We are constantly gaining strength, both through 

business development and acquisitions, while maintaining 
our focus on the digital transformation. Our companies are 
led by competent management teams, we have the right 
view on how we should proceed and we have the financial 
muscles to make the right investments. I am really looking 
forward to the years ahead.

Finally, I would like to thank all of our employees for 
their hard work and decisive efforts over the past year, the 
Board for their vital support and, not least, all of our 
customers who honor us with their trust every day.
Together, we can continue building and developing solid 
companies that are forces for positive change.

Mia Brunell Livfors
President and CEO

REPORT FROM 
THE CEO

MULTI-YEAR OVERVIEW
Amounts in SEKm 2016 2015 2014 2013 2012  

Net sales 72,327 69,551 66,528 64,573 62,638  

ProfitAX 2,848 2,543 2,466 2,271 2,099  

as % of net sales 3.9 3.7 3.7 3.5 3.4  

Profit after net financial items before items affecting comparability 2,455 2,266 2,064 1,860 1,664  

Profit after net financial items 3,698 2,165 2,425 1,860 1,623

Balance sheet total 25,771 23,221 22,378 20,252 19,839  

Capital employed 14,811 13,086 12,780 11,297 11,070  

Return on capital employed (%) 27.0 17.1 20.9 17.2 16.9  

Equity attributable to owners of the parent 11,120 9,267 9,110 8,075 7,596  

Equity ratio (%) 50 48.1 48.1 46.9 44.6  

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

Cash flow after investments 3,326 768 2,061 1,561 920  

Average number of full-time employees 19,342 18,471 19,190 18,894 18,547

 � ProfitAX

Throughout this annual review the profitAX is stated as 
profit after net financial items excluding goodwill 
amortisation, adjustments of contingent consideration, 
items affecting comparability and discontinued 
operations. This method is used to facilitate 
comparability between Group companies and other 
listed companies outside the Group, and comparisons 
between years.

OUR VISION
We will hold a leading position in our markets and 
our companies will be at the forefront of 
developments within their industries. Through our 
businesses, we aim to be a positive force for change 
in the communities of which we are a part.

OUR MISSION
We will successfully build and develop profitable 
businesses within trade and services. We create the 
conditions for people and businesses  
to grow.

OUR STRATEGY
We create profitable, long-term growth through 
development and innovation. In ten years’ time, 50 
percent of Axel Johnson’s revenue will derive from 
activities that currently do not form part of our 
business.

 HIGHEST PROFITS TO DATE
2016 was a year of solid growth and improved  

earnings. Consolidated net sales totaled SEK 72,327 
million, up 4 percent compared with 2015. Consolidated 
profit after net financial items excluding goodwill 
amortisation, adjustments of contingent consideration, 
items affecting comparability and discontinued operations, 
amounted to SEK 2,848 million, which also represented an 
improvement compared with 2015 (2,543).

OUR COMPANIES IN 2016
During the year, Martin Malmvik was appointed new  

CEO of Axel Johnson International and the company 
completed eight new acquisitions. Despite a downturn for 
many customers in the oil and gas sector, the company 
reported a strong performance. Axfood continued to grow 
and has outperformed the market growth rate for eight 
consecutive quarters while maintaining favorable 
profitability. Axfood also appointed Klas Balkow as the new 
CEO during the year, succeeding Anders Strålman. Dustin 
reported a sector-leading margin expansion, and is focusing 
on adding new services to its offering. KICKS continued to 
grow and delivered a healthy margin, while completing major 

OUR VALUES
We build and develop sustainable 
businesses.
We test new ideas and are willing to change.
We give freedom and responsibility to our 
employees.
We put the customer first.

OUR VALUES
We put the customer first.
We build and develop sustainable businesses.
We test new ideas and are willing to change.
We give freedom and responsibility to our employees.
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Our strategy is to create profitable and long-term 
growth through innovation and development. To achieve 
this, our operations will be based on our new sustainable 
business strategy from 2017 and onward.

The business strategy takes an holistic approach, 
eliminating the need for separate strategies for 
sustainability and digital transformation, for example, 
and its aim is to ensure Axel Johnson’s continued growth 
and sustainability over time.

We will operate in six business-critical target areas: 
Valuable customer offering; Resource-efficient, eco- 
friendly and high-quality operations; Innovation; Digital 
transformation; Sustainable and efficient production; and 
Value-based employeeship and leadership. These target 
areas are presented in the following section.

The strategy creates the right conditions for us to 
achieve our financial targets: profit and growth, of course, 
but also healthy cash flow and the ability to make 
investments. This is a positive financial loop, and with 
solid financial results we have the possibility to achieve 
our business concept and fulfil our vision.

SUSTAINABLE DEVELOPMENT GOALS
Axel Johnson’s point of departure is the family 

enterprise’s values, with sustainability serving as a 
lodestar. We know that sustainable enterprise 
contributes to sustainable business and social 
development.

In September 2015, the UN General Assembly adopted 
the Sustainable Development Goals, SDGs, also known as 
the 2030 Agenda. The framework contains 17 goals and 

169 targets, and its purpose is to ensure sustainable 
global development in all countries. One particularly 
important aspect in the framework is the clarification of 
the role of enterprise in achieving these goals.

We have analyzed our operations and have assessed 
that we mainly contribute to sustainable development in 
four of the SDGs. These are Gender Equality (Goal 5), 
Decent Work and Economic Growth (Goal 8), Responsible 
Consumption and Production (Goal 12), and Climate 
Action (Goal 13).

LEGISLATION GOVERNING SUSTAINABILITY  
REPORTING
In 2016, the Riksdag (Swedish Parliament) decided that 

large companies should be subject to sustainability 
reporting. Axel Johnson is covered by this statutory 
requirement and the new sustainable business strategy is 
structured to accommodate the requirement on 
sustainability reporting.

FINANCIAL TARGETS

 � Growth to outpace market
 � Profit to exceed preceding year
 � Operating cash flow to be sufficient to fund investments 

and pay dividends
 � Level of investment (excluding acquisitions) to generate 

required growth

AXEL JOHNSON’S 
SUSTAINABLE BUSINESS 
STRATEGY
In 2016, Axel Johnson introduced a new sustainable 
business strategy. It clarifies Axel Johnson’s objectives as 
an owner company and increases our ability to guide and 
lead the company toward profitable and long-term growth.
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CUSTOMER FIRST
Today, the customer holds the power. Due to increased 

– and in many cases, global – competition and full price 
transparency on the Internet, it is the customer who 
decides what, how and when to shop. If a provider of goods 
or services is not present in the channel where the 
customers is, ready to provide the right answers to their 
questions, the customer will go elsewhere. At Axel 
Johnson, we put the customer first, mainly because we 
know it is the only way to create sustainable, long-term 
growth, particularly when markets are continuously 
evolving. We interact with more than a million customers 
every day and our offerings determine the value of all 
these encounters. Our goal is to have the industry’s most 
satisfied customers and to have competitive brand 
positions in our markets.

CUSTOMERS’ ATTITUDES AND BEHAVIORS WILL 
CREATE SUSTAINABILITY
We know how important customer demand is for 

creating real sustainable change. We have the ability to 
increase sustainability through our trading partners and 
customer interactions. Real, value-driven sustainability is 
both a prerequisite for business and a distinctive force in 
its own right.

That is why we are creating a new goal that will point 
the way toward increasing social and environmental 
sustainability throughout the value chain: to enhance our 
customers’ positive attitudes to more sustainable living.  
A strong attitude leads to a change in behavior which, in 
turn, leads to increased demand for sustainable products 
and services.

VALUABLE 
CUSTOMER OFFERING

 � Axel Johnson's connection to the SDGs
Sustainable production and consumption is one of 

the seventeen SDGs (Goal 12). Furthermore, in its 
Strategy for Sustainable Consumption (October 2016), 
the Swedish Government clearly underlined the 
importance of changing our consumption patterns to 
reduce our negative climate and environmental impact.

Customer demand for sustainable products 
determines environmental, climate and social impact 
across the value chain. Through its “Valuable customer 
offering” target area, Axel Johnson contributes to the 
following targets:

 � 12.2 By 2030 achieve sustainable management and 
efficient use of natural resources.

 � 12.3 By 2030 halve per capita global food waste at the 
retail and consumer level, and reduce food losses along 
production and supply chains including post-harvest 
losses.

 � 12.4 By 2020 achieve the environmentally sound 
management of chemicals and all wastes throughout 
their life cycle, in accordance with agreed international 
frameworks, and significantly reduce their release to air, 
water and soil in order to minimize their adverse 
impacts on human health and the environment.

 � 12.5 By 2030 substantially reduce waste generation 
through prevention, reduction, recycling, and reuse.

 � 12.8 By 2030 ensure that people everywhere have the 
relevant information and awareness for sustainable 
development and lifestyles in harmony with nature.
Axel Johnson also contributes to the fulfilment of the 

SDG Climate Action (Goal 13).

GOALS
 � Highest customer satisfaction rating in the market
 � Competitive market and brand positioning
 � Increase share of sales of sustainable products
 � Enhance our customers’ positive attitude to more 

sustainable living

 Axfood
Swedish food stores and wholesalers 

discard 61,000 tons of edible food every 
year. And in the homes, a further 260,000 
tons are discarded. This is food that has 
been produced using significant resources 
– in vain. Every item of fresh produce that 
is produced, transported, refined, stored 
and prepared impacts the environment, 
and when we throw it in the garbage, the 
environment is impacted completely 
unnecessarily. Of course, this also means 
unnecessary costs for businesses and 
households. Axfood has thus launched an 
initiative to reduce food waste jointly with 
customers.

At www.willys.se/svinnsmart (Swedish 
only), consumers can learn how to avoid 
waste, by saving, storing and preparing 
food to reduce the volume discarded. 
Axfood has shown that it is possible to 
influence customers to encourage them to 
live more sustainably. 

 Dustin
As part of Dustin’s focus on the 

customer experience – which it measures 
using the Net Promoter Score (NPS) – 
customers who have awarded the company 
a low rating are interviewed to gain deeper 
insight into the reasons. By analyzing the 
NPS and collecting feedback from 
customers via these interviews, Dustin is 
able to identify the areas that it needs to 
focus on to enhance the customer 
experience. The improvement process is 
carried out in various parts of the 
organization and increases in the NPS have 
been noted in the areas where these efforts 
were focused.

OUR TARGET 
AREAS

 

 

 

DIGITAL 

TRANSFORMATION INNOVATION

SUSTAINABLE 
AND EFFICIENT 
PRODUCTION

RESOURCE-EFFICIENT, 
ECO-FRIENDLY AND 

HIGH-QUALITY 
OPERATIONS

VALUE-BASED 

EMPLOYEESHIP 

AND LEADERSHIP

VALUABLE CUSTOMER 

OFFERING

VISION, MISSION  
AND VALUES

INVESTMENTS

CA
SH

 F
LO

W

PROFIT

GROW
TH

OUR TARGET 
AREAS



AXEL JOHNSON ANNUAL REVIEW 201616 AXEL JOHNSON ANNUAL REVIEW 2016 17

EARN MONEY AND PROTECT THE ENVIRONMENT
At Axel Johnson, we strive to utilize resources 

efficiently. Our priority is to minimize our energy use and 
emissions from transportation when it comes to reducing 
our environmental impact.

By increasing the efficiency of our energy use in stores, 
warehouses and offices, our combined climate impact is 
reduced. Sweden’s grocery stores, for instance, account for 
4 percent of the country’s total energy use. Within the 
Group, we are planning additional initiatives, including 
purchases of green electricity, the introduction of 
technological solutions to reduce energy use and changing 
the behavior of employees. Axfood, for example, reduced 
its energy use in stores, warehouses and offices by about 15 
percent between 2009 and 2015 by installing technology 
for measuring and controlling freezers and ventilation 
systems in all of its stores.

Axel Johnson is a trading group that moves large 
quantities of goods on a daily basis. Efficient 
transportation is achieved by route planning, a higher fill 
rate in the transports we use and providing training to 
drivers in eco-driving. We will also increase the use of 
renewable fuels. The majority of Martin & Servera’s own 
trucks currently run on the fossil-free fuel hydrated 
vegetable oil (HVO), which is manufactured from 

slaughterhouse waste. The use of HVO reduces carbon 
emissions by up to 90 percent.

FOOD WASTE
Several companies in the Group have ambitious goals 

for reducing waste. For example, Swedish stores and 
wholesalers discard around 61,000 tons of food each year 
that could have been consumed. 

A report by the Swedish Environmental Protection 
Agency determined that meat, fish and eggs account for 
the bulk of waste, followed by fruit and vegetables. In this 
context, it should be pointed out that it takes around 200 
liters of water to grow one avocado, or that one kilogram of 
beef generates about 30 kilograms of greenhouse gases, 
equivalent to the emissions from the electricity 
consumption of an average Swede over a two-week period.

GOALS
 � High energy efficiency
 � Efficient transportation
 � Reduced waste

RESOURCE-EFFICIENT, 
ECO-FRIENDLY AND 
HIGH-QUALITY 
OPERATIONS

 � Axfood carries the torch for solar energy
Axfood is planning a solar panel system that can produce 

100,000 kilowatt-hours per year for its warehouse in Jordbro. 
Solar panel systems are already in place on the roof of Axfood’s 
storage facility in Backa in Gothenburg, and at Willys’ stores in 
Länna and Kungsbacka. The investment was made possible after 
Axfood lobbied the Swedish Government to refrain from 
introducing a solar panel tax, a tax that Axfood’s Sustainability 
Director Åsa Domeij refer to as “an idiotic tax”. Axfood’s goal is to 
continue expanding the use of solar panels on the roofs of as 
many Willys and Hemköp stores across the country as is 
practicable and where it is allowed by the property owners.

 � New warehouse consumes 60 percent less energy
Despite Martin & Servera’s new warehouse in Umeå being 

almost three times larger in volume than the old warehouse, it 
consumes 60 percent less energy. Consumption has fallen from 
6.7 to 2.7 million kilowatt-hours. Martin & Servera has also 
installed a solar panel system on the roof of the new warehouse 
that will generate around 200,000 kilowatt-hours.

 � Matmissionen
Food waste arises at several stages across the grocery retail 

chain – at manufacturers, wholesalers, distributors, stores, 
restaurants, food-service companies and in households.Households 
account for the bulk of this waste, but 61,000 tons of food are 
thrown out by Swedish stores and wholesalers. One way for Axfood 
to reduce food waste is through the collaborative project 
Matmissionen, a grocery store co-founded by Axfood and run by 
Stockholm City Mission (Stadsmissionen). The product range 
consists of donations of surplus food – products with short sell-by 
dates, for example, or with minor packaging damage. The store – 
which is in Veddesta – is open to the general public but members 
can buy groceries at about one-third of the regular store price. To 
be registered as a member, the individual must be entitled to the 
following benefits: maintenance support, introduction benefit, 
activity compensation, activity grant, guarantee benefit, guarantee 
pension, daily allowance from the Swedish Migration Agency, or 
sickness allowance, sickness benefit, unemployment insurance, or 
have a pension or salary below SEK 8,700/month after tax. In early 
2017, Matmissionen opened its second store in the Stockholm area.

Axel Johnson's connection to the SDGs
Sustainable production and consumption is one of the 17 

SDGs (Goal 12). Through Axel Johnson’s goals of energy 
efficiency, efficient transportation and reduced waste, the Group 
is promoting the careful use of resources and the creation of more 
sustainable production patterns. Through its operations and its 
Group companies, Axel Johnson contributes to the following 
targets:
 � 12.2 By 2030 achieve sustainable management and efficient use 

of natural resources.
 � 12.3 By 2030 halve per capita global food waste at the retail and 

consumer level, and reduce food losses along production and 
supply chains including post-harvest losses.

 �  12.5 By 2030, substantially reduce waste generation through 
prevention, reduction, recycling, and reuse.

Climate Action is one of the seventeen SDGs (Goal 13), and 
according to article 4 of the Paris Agreement, all measures and 
policies that reduce greenhouse gases are important for achieving 
climate and development goals. This includes the development of 
renewable energy sources and choosing means of transport with 
low emissions. Through its own and its Group companies’ 
operations, Axel Johnson contributes to the fight against climate 
change by, for example, promoting energy efficiency, efficient 
transportation and reduced waste.
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INNOVATION

INNOVATION IN OUR DNA
Axel Johnson has changed radically several times since 

1873. Axel Johnson began as a trading business – and 
remains so today – but over the years the Group’s profile 
has evolved. When Antonia Ax:son Johnson took over in 
the 1980s, focus shifted to consumer commerce but with its 
technological trading arm still in place.

THE 10/50 OBJECTIVE
We understand the importance of innovation for 

success. That is why we have the following goal: in ten 
years, at least 50 percent of Axel Johnson’s revenue will 
derive from activities that currently do not form part of 
our business.

Our view on innovation is three-fold. Innovation occurs 
every day – in our businesses, by our employees and when 
we decide that we want to do a that little bit better. And 
then there is business development that occurs in and 
around our companies, for example, when we introduce 
new brands or product categories or venture into new 
markets. This is how our companies grow organically, 
which we supplement through acquisitions of new 
businesses.

Although most changes take place on a daily basis 
through improvements made close to operations, this 
innovation goal embraces business development in and 
around the companies and acquisitions.

 � Acquisition of mat.se – a pure 
e-commerce company dedicated 
to groceries
mat.se is Sweden’s second- 

largest dedicated e-commerce store 
for groceries. Axfood’s acquisition of 
mat.se strengthens the company’s 
position, with online grocery retail 
expected to experience explosive 
growth, and is a prime example of 
Axel Johnson assisting Group 
companies in acquisition processes.

 � Axel Johnson's connection to the SDGs
Decent work and economic growth is  

one of the SDGs (Goal 8). Through innovation, 
Axel Johnson and its Group companies 
contribute to the following target:
 � 8.2 Achieve higher levels of productivity of 

economies through diversification, 
technological upgrading and innovation, 
including through a focus on high value-
added and labor-intensive sectors.

ACQUISITIONS

BUSINESS DEVELOPMENT  
IN AND AROUND THE 

COMPANIES

IMPROVEMENTS IN 
OPERATIONSO
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 The 10/5
0 goal

GOALS
50 PERCENT INNOVATION IN 10 YEARS 
(5 PERCENT INNOVATION PER YEAR)

 � Åhléns launches exclusive collaboration with Carin Wester
Åhléns is acquiring the Carin Wester brand, involving 

the introduction of regular autumn and spring 
collections at the department store. The first 

collection, including fashionwear, accessories 
and bags, will be available to Åhléns 

customers in autumn 2017. The 
acquisition, which grants Åhléns 

exclusive rights to sell the Carin 
Wester brand, is part of the 

department store’s venture 
to broaden its range for 

its customers.
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DIGITAL 
TRANSFORMATION DIGITALIZATION FOR BETTER BUSINESS

Axel Johnson will harness the possibilities of 
digitalization to become the standard-bearer in our 
markets. Digital elements will be integrated into the 
company where they can create benefit across all stages of 
the value chain, from e-commerce to warehouse 
management. We will also increase the number of new 
businesses that are based on digital business models, 
through acquisitions and business development. One of 
the objectives of D-Ax, Axel Johnson’s operations for 
investing in start-ups, is to accelerate the digital 
transformation rate within the Group.

2016 WAS A YEAR OF DIGITAL STRENGTH
In 2016, more than 120 digital projects were initiated 

within the Group within such areas as organization/
leadership, logistics, e-commerce/omnichannel, finance, 
digital marketing, data analysis and customer loyalty. For 
example, Åhléns transformed its customer loyalty 
program into a digital loyalty program, which today has 
more than 2.5 million members. No more vouchers or 
paper notes, now everything is uploaded digitally. Offers 
and bonuses are displayed when you log on. The customer 
loyalty card is a thing of the past.

In 2016, we focused on enhancing digital expertise in 
the Group, building the right corporate culture and 
setting the right goals and implementation plans. 
Initiatives such as The Digital Axeleration program (read 
more on opposite page), Group-wide “E-days” and 
Hackathon for the Group’s presidents were all aimed at 
achieving these objectives.

 � Axel Johnson's connection to the SDGs
Decent work and economic growth is one of the SDGs (Goal 

8). As one of Scandinavia’s leading trading groups, Axel Johnson 
aims to connect with customers in all channels, wherever they 
are, and to develop new digital offerings. Our ambition is to 
increase the Group’s digital business opportunities. Through the 
target area digital transformation and investments in start-ups, 
Axel Johnson contributes to the target:
 � 8.3 Promote development-oriented policies that support 

productive activities, decent job creation, entrepreneurship, 
creativity and innovation, and encourage formalization and 
growth of micro, small and medium-sized enterprises  
including through access to financial services.

GOALS
 � Industry/market leader in e-commerce
 � Industry/market leader in digital product development
 � Industry/market leader in digital work methods
 � Industry/market leader in digital marketing
 � Industry/market leader in Big data/analytics

OUR TARGET 
AREAS

 � Axel Johnson's Digital 
Axeleration program
In 2016, Axel Johnson launched a 

Group-wide training program called the 
Digital Axeleration program. Its purpose 
is to increase awareness and insight 
among key individuals in the Axel Johnson 
Group about digital development and 
transformation.

The program gathers executives in the 
management team, group management and 
middle management as well as change leaders, 
project managers, specialists and business 
developers. Themes addressed as part of the training 
include Digital trends that affect us, From product focus 
to customer focus, Digitalizing our business and Our 
organization and culture. On completion of the program, 
participants will have learned how leaders can manage the 
digital trend and have the knowledge about specific tools to 
work with digital transformation in their own company. They 
should also have a better understanding of how digital trends 
affect the company and its strategic challenges and how digital 
trends are converted into business development.
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 � Axel Johnson's connection to the SDGs
Sustainable production and consumption is one of the seventeen SDGs (Goal 12). 

Through its work to ensure sustainable and efficient production, Axel Johnson and its 
Group companies contribute to the following targets:
 � 12.2 By 2030 achieve sustainable management and efficient use of natural resources.
 � 12.4 By 2020, achieve the environmentally sound management of chemicals and all 

wastes throughout their life cycle, in accordance with agreed international 
frameworks, and significantly reduce their release to air, water and soil in order to 
minimize their adverse impacts on human health and the environment.

 � 12.5 By 2030, substantially reduce waste generation through prevention, 
reduction, recycling, and reuse.
Decent work and economic growth is one of the seventeen SDGs  

(Goal 8). Through its work to ensure sustainable and efficient production, 
Axel Johnson and its Group companies contribute to the following 
target:
 � 8.8 Protect labor rights and promote safe and secure working 

environments of all workers, including migrant  
workers, particularly women migrants, and those  
in precarious employment.

OUR TARGET 

AREAS

GOVERNANCE BY WAY OF CODES OF CONDUCT
To develop trade in goods and services that the 

customers demand, we need to have good suppliers. Axel 
Johnson owns only a small number of production 
companies, instead choosing to work with thousands of 
suppliers worldwide.

Our aim is to only purchase goods and services that are 
produced in an ethical, socially sustainable and eco-
friendly manner. Codes of Conduct are the primary tool 
that Axel Johnson employs to ensure sustainable and 
efficient production.

A supplier can either comply with our Code of Conduct, 
follow a third-party verified code, or have its own code that 
we as a buyer can choose to accept. Axel Johnson’s 
objective is for suppliers to meet the requirements 
governing the environment, social conditions, personnel, 
respect for human rights and the fight against corruption 
that form part of Axel Johnson’s Code of Conduct. 
Supplier compliance with our Code of Conduct is followed 
up regularly.

 

SUSTAINABLE 
AND EFFICIENT 
PRODUCTION

GOALS
 � All suppliers are to comply with Axel Johnson’s Code of 

Conduct which regulates such areas as the suppliers’ 
approach to the environment, social conditions, 
personnel, respect for human rights and the fight against 
corruption

 � The proportion of audited units per year and minimal 
level on the proportion of units that meet the 
requirements

 � BSCI
Axel Johnson’s Group companies have codes of conduct that 

form the basis of the relationship with the suppliers. The 
companies’ codes are based on accepted conventions on 
human rights, working conditions and the environment. To 
strengthen our ability to follow up supplier compliance, Axel 
Johnson is a member of BSCI, an organization in which 
companies work together to improve conditions in the value 
chain. Through BSCI, all of our participating Group companies 
upload their social audits to a shared database 
and the audits of other companies are also 
available for viewing. The participating Group 
companies are Axfood, KICKS, Lagerhaus, 
Martin & Servera and Åhléns.

 � Better Cotton
Åhléns’ goal is for all cotton used in its own products to come 

from sustainable sources by 2020. However, this is a difficult 
task given that organic cotton only accounts for about 2 percent 
of the world’s cotton crops. The company is working on multiple 
fronts to achieve this goal. Åhléns uses recycled cotton in rag 
rugs, for example, and organic cotton and Better Cotton in 
clothes and home textiles. Better Cotton is an initiative to help 
farmers grow cotton in a manner that reduces the impact on the 
local environment while also improving the growers’ standard of 
living, and is globally the largest initiative to promote sustainable 
cotton growing. Åhléns’ recycled and organic cotton products 
carry the Bra Val (Good Choice) label. In winter 2016/2017, 
Åhléns will also begin labelling cotton products that support the 
Better Cotton initiative.

 � Digital tool for training in employee rights and  
responsibilities
In 2016, Axel Johnson International and Martin & Servera 

began using QuizRR, a digital tool for providing training in 
employee rights and responsibilities that is used at suppliers’ 
plants in China. Six companies in the Axel Johnson group 
currently use QuizRR: Axfood, Axel Johnson International, 
Filippa K, KICKS, Martin&Servera and Åhléns. In September 
2016, 23,000 training sessions had been completed by 11,000 
users on-site. Axfoundation has provided Axel Johnson 
companies with 25 start-up licenses as part of its work to 
strengthen empowerment and increase social sustainability at 
plant level in the supplier chain. 
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 � Recycling  
 cosmetics

Much of the 
contents of our 

bathroom cabinets can be 
categorized as cosmetic 

waste and should not be thrown 
in the waste basket or down the 

drain. KICKS has therefore initiated a 
collaboration with Stockholm Vatten och 

Avfall, Sweden's largest water and waste 
management company, to collect cosmetic waste 

such as nail varnish, perfume, hairspray and hair 
and brow dye. Selected stores provide special bags in 

which such items can be placed and subsequently handed 
in to store personnel. Stockholm Vatten och Avfall will then 

ensure that they are recycled.
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EMPLOYEE COMMITMENT DECISIVE
Axel Johnson has more than 20,000 employees who 

interact with more than a million customers every day. 
Every interaction, every situation has potential value. The 
ability to show commitment in our interaction with the 
customer is decisive for the company’s success.

The Axel Johnson Group has a decentralized 
organization. Decisions are taken as close to the customer 
as possible, by committed employees and managers who 
grow as people and as professionals with every decision. 
Consequently, the companies grow, since motivated 
employees create greater value. That is why our goal is to 
have the most satisfied employees in the industry.

As part of our leadership approach, we will challenge, 
show courage and follow up. We will motivate and develop 
our employees by being clear, available and open. We are 
guided by our values and will show trust in staff members, 
and we aim to retain and develop our recruits, maintaining 
the highest quality and ambition at all levels.

Our ambition is to have the best managers.

DIVERSITY COUNTS
Diversity is crucial for creating an inclusive and 

innovative company. Accordingly, Axel Johnson has set 
clear targets for increased diversity to be achieved by 
2020. By this date, our companies will have an equal gender 
spread among managers (40/60 percent spread), and at 
least 20 percent of managers will have international 
backgrounds. We monitor this trend annually. Looking at 
developments in the past two years, the trend has been 
excellent, given that we now have an even gender spread 
among employees overall and in senior management. 

 The share of women in the Group company management 
teams took a major step between 2014 and 2015, but 
remained static in 2016. The share of individuals with 
international backgrounds in the Group company 
management teams increased from 6 percent to 11 percent 
between 2015 and 2016, while the figure remained 
unchanged in senior management in general and overall at 
the company. Moving forward, the focus is on attracting 
the best expertise and recruiting from the full spectrum of 
the talent pool.

Gender spread 2014 2015 2016

Women Men Women Men Women Men

Total 57% 43% 60% 40% 56% 44%

Senior management 31% 69% 46% 54% 56% 44%

Included in Group companies’ management teams 21% 79% 35% 65% 33% 67%

International background 2014 2015 2016

International Swedish International Swedish International Swedish

Total 19% 81% 20% 80% 19% 81%

Senior management 7% 93% 10% 90% 10% 90%

Included in Group companies’ management teams 6% 94% 6% 94% 11% 89%

The tables above present the results for Sweden. In Sweden, employee diversity is measured using an anonymized analysis of the employees’ personal identity numbers, with 
assistance from Statistics Sweden. “International background” is defined as an employee who was born abroad or whose parents were born abroad.
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 � Tomorrow’s leaders
How do you make sure that you have the very best experts in 

place when there is a shortage of people with solid experience of 
products and applications looming? For many companies, this is a 
critical question given that many talented, loyal employees are 
nearing retirement. Axel Johnson International is working 
purposefully with customized development programs, mentorship 
programs for young talents and trainee placements for graduates.

Pictured: Ebba Lilliehöök, Berrie Woord, Hanna Klasson and 
Philip Eliasson en route to a class.

A SELECTION OF GROUP COMPANY INITIATIVES
In 2016, Axfood’s salaried employees were given the 

option to move days with shorter working hours, normally 
the day before a public holiday. Employees can thus choose 
to use these days in conjunction with public holidays other 
than the traditional Swedish holidays.

The S.H.A.R.E initiative focuses on young women and 
the issue of mental health, with the aim of contributing to a 
socially sustainable community. A pilot project was 
conducted last autumn at KICKS offering women with 
experience of mental health problems mentor-led 
workplace training by KICKS employees, with good results.

At Martin & Servera, the “Välkommen till jobbet!” 
(Welcome to work!) training program was organized in 
autumn 2016. Over the course of the training, employees 
discussed diversity, norms and prejudice. They also talked 
about how individuals can help create a workplace where 
everyone feels welcome.

Dustin’s diversity and gender equality goal is that 
representation for each gender must be at least 40 percent 
by 2020. One of the tools to achieve this is the requirement 

that the final candidates in all managerial recruitments 
must consist of one male and one female. During the year, 
the share of women managers rose by 11 percent age points 
to 31 percent. The share of women employees at Dustin is  
27 percent in total. In 2017, Dustin will be exporting its 
Swedish external network Women in Business to more 
countries in an effort to strengthen the position of women 
in the industry.

Åhléns is working with value-based leadership and 
employeeship in several ways through its commitment to 
the issue of integration and diversity. The company took an 
active role in the acute refugee crisis together with 
ActionAid and Stadsmissionen and is part of Open Door 
– Axfoundation’s initiative to connect new arrivals in 
Sweden with more established residents. Åhléns arranged 
100 work experience placements and, to date, some 45 
people have taken part. The initiative has been highly 
beneficial for trainees and employees, and the reciprocal 
exchange of culture and experience was rewarding for all 
involved.

 � Axel Johnson's connection to the SDGs
Gender equality is one of the SDGs (Goal 5). With its 

goal of an even gender spread in management teams by 
2020, the company is contributing to SDG 5 and the 
following target:
 � 5.5 Ensure women’s full and effective participation and 

equal opportunities for leadership at all levels of 
decision-making in political, economic and public life.
Decent work and economic growth is one of the 

development goals (Goal 8). Through its Supplier Code of 
Conduct and Code of Ethics, Axel Johnson requires 
compliance with sustainable work conditions, in relation 
to both environmental and social aspects, and it thereby 
contributes to the following target:
 � 8.5 By 2030 achieve full and productive employment 

and decent work for all women and men, including for 
young people and persons with disabilities, and equal 
pay for work of equal value.

OUR TARGET 
AREAS

OUR TARGET 
AREAS

GOALS
 � Highest employee satisfaction raiting in the industry
 � Highest attendance rate in the industry
 � 2020: 20 percent international backgrounds and 40/60 

percent women/men in senior positions
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ÅHLÉNS
Åhléns is Sweden’s leading department store chain with 

beauty, home and fashion under one roof. Customers are offered 
a smart mix of affordable products and solutions in an inspiring, 
simple and accessible manner. It should be easy to make good, 
well-informed choices.

Net sales: SEK 4,818m
ProfitAX: SEK -114m
Average number of employees: 2,447
Equity interest: 100%

KICKS
KICKS is the leading beauty retail chain in Scandinavia and 

offers a holistic concept with beauty products in makeup, 
fragrances, skin care and hair care for everyone interested in 
beauty. KICKS staff members include beauty experts, makeup 
artists and skin therapists.

Net sales: SEK 2,951m
ProfitAX: SEK 163m
Average number of employees: 1,037
Equity interest: 100%

AXEL JOHNSON INTERNATIONAL
Axel Johnson International is a technological trading group 

that acquires, builds and develops enterprises that supply 
products and services to industrial companies. More than 90 
companies are part of Axel Johnson International and they are all 
leaders in their respective market segments.

Net sales: SEK 6,604m
ProfitAX: SEK 378m
Average number of employees: 2,944
Equity interest: 100%

AXFOOD
Axfood is one of Sweden’s leading companies in the retail 

grocery trade, with the ambition to supply high-quality, 
sustainable food. The group also includes the retail store chains 
Willys and Hemköp, as well as Axfood Närlivs, which collaborates 
with Tempo, Handlar’n and Direkten. With services and 
wholesale operations conducted through Axfood Snabbgross 
and Dagab, Axfood develops and operates successful food 
concepts in the Swedish market.

Net sales: SEK 43,355m
ProfitAX: SEK 1,894m
Average number of employees: 9,211
Equity interest: 50.1%

DUSTIN
Dustin is one of Scandinavia’s leading resellers of IT products 

and related services. With its core business in e-commerce, 
Dustin functions as a bridge between the manufacturers’ wide 
product lines and customer needs.

Net sales: SEK 8,301m*
ProfitAX: SEK 287m*
Average number of employees: 944
Equity interest: 25%

*Refers to the fiscal year September – August

MARTIN & SERVERA
Martin & Servera is one of Sweden’s leading restaurant and 

food-service wholesalers and delivers beverages, fresh produce, 
groceries, services, equipment and expertise to restaurants and 
food-service companies. Martin & Servera has seven 
subsidiaries: Martin & Servera Restaurangbutiker, Grönsaks-
hallen Sorunda, Fällmans Kött, RP Frukt, Galateagruppen, 
Martin & Servera Solutions, Chipsters and Diskteknik.

Net sales: SEK 13,343m
ProfitAX: SEK 394m
Average number of employees: 2,934
Equity interest: 70%

NOVAX
Novax is an active and long-term partner that invests in small 

and medium-sized high-growth companies. Wholly or partly 
owned companies include Academic Work, ApoEx, Concept 
Motion, Designtorget, Educations.com Media Group, Filippa K, 
Hyper Island, Lagerhaus, Medius and RCO.

Total sales in Novax companies: SEK 7,443m
Average number of employees: approx. 4,500
Equity interest: 100%

OUR GROUP COMPANIES

OUR SMALLER ENTREPRENEURIAL COMPANIES
Through D-Ax, we invest in digital start-up companies, mainly 

in food and commerce. Axel Johnson has an ownership interest 
in six start-ups. We are also the principal owner of Amazing 
Brands, which develops and sells products in cosmetics, 
fragrances and hygiene. Furthermore, we are a joint owner of 
Mitt Liv, a non-profit company that, through mentorships, 
training and recruitment, works to promote an inclusive 
community and a labor market that values diversity.
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A BROAD-BASED GROUP
Axel Johnson International’s circa 90 companies 

include experts in such diverse areas as sophisticated 
industrial pumps, heavy lifting equipment, load securing 
for transports, ball bearings and transmissions, and 
components for heavy vehicles. The company has 
customers in a wide spectrum of industries – from 
manufacturing of groceries to global shipping, from wind 
turbines to mining, and from construction sites to oil rigs. 
Companies within Axel Johnson International helps their 
customers to improve efficiency, reliability, quality and 
security in their operations. This is achieved via the 
efficient distribution of technical components, 
maintenance and support services and customized 
technical solutions.

ACQUISITIONS IN ALL BUSINESS AREAS
Axel Johnson International grew through a number of 

key acquisitions during the year. The acquisitions of 
Spanish company Cables y Eslingas (CYESA) and French 
company Traction Levage provides the company with a 
strong foothold in south-west Europe. AxFlow, experts in 
industrial pumps, conducted bolt-on acquisitions in 
Sweden and Switzerland and completed the first 
investment outside Europe with the acquisition of South 
African company AQS. To increase its market presence 
following last year’s acquisition in ball bearings and 
transmission, Acorn, the group acquired an additional UK 
company. Furthermore, the Norwegian company Progress, 
active in the area of automotive and marine application 
components, was acquired. Combined, the year’s new 
acquisitions account for more than 10 percent of the 
group’s total business.

GROWTH WITH CHALLENGES
Most of the companies within Axel Johnson are market 

leaders in their respective niches or geographic markets. 
They are entrepreneur-driven long-term companies that 
focus on value-adding customer solutions. The downturn 
noted in recent years in industries such as oil, gas and 
mining has adversely impacted several of the group’s 
companies. But these challenges have also led Axel 

Johnson International to invest and achieve success in new 
customer segments and business areas.

INNOVATION
Axel Johnson International will continue to grow 

organically and through acquisitions. The focus will also be 
on strategic development areas such as digitalization, 
sustainable purchasing and long-term competence 
maintenance.

AXEL JOHNSON 
INTERNATIONAL
For the technological trading group Axel Johnson 
International, 2016 was a year of growth. Eight companies 
were acquired and the first acquisition outside Europe was 
completed. The company’s growth strategy – both organic 
and through acquisitions – remains in place moving forward.

 � Facts about the company
Axel Johnson International is a technological trading 

group that acquires, builds and develops enterprises that 
supply products and services to industrial companies. 
More than 90 companies are part of Axel Johnson 
International and they are leaders in their respective 
market segments.

Equity interest: 100%
Website: www.axeljohnson.international

KEY FIGURES, SEKm 2016 2015

Net sales 6,604 6,481

ProfitAX 378 367

Profit after net financial items 262 269

Average number of employees 2,944 2,655

 � With the muscle to take the next step
For the entrepreneurs behind the UK ball 

bearing distributor Acorn Industrial Services, Des 
Spillings and Martin Povey, the first year with 
Axel Johnson International as owner provided 
new expansion opportunities. They signed an 
important distribution agreement with a leading 
manufacturer and obtained the financial muscle 
to conduct a bolt-on acquisition, thereby 
widening their geographic market.

OUR GROUP 
COMPANIES
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AXFOOD
In 2016, the focus was mainly on continued growth and major 
investments in e-commerce. Axfood outgrew the market, and 
thereby bolstered its position as number two in the grocery retail 
trade. Willys and Hemköp launched e-commerce operations, 
which grew more than expected. The company also acquired 
mat.se.

 � Axfood Snabbgross grows
As a result of the convenience trend, more 

people are choosing to switch from cooking at 
home to eating out. Axfood Snabbgross has a 
strong position as wholesaler to cafés, lunch 
restaurants and local restaurants. Over the 
past 18 months, Axfood Snabbgross opened 
three new stores to serve the growing 
restaurant industry.
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 � Facts about the company
Axfood is one of Sweden’s leading companies 

in the retail grocery trade in Sweden and supplies 
high-quality, sustainable food. The group includes retail 
store chains Willys and Hemköp, as well as Axfood 
Närlivs, which collaborates with Tempo, Handlar’n and 
Direkten. With services and wholesale operations 
conducted through Axfood Snabbgross and Dagab, 
Axfood develops and operates successful food concepts 
in the Swedish market.

Own stores: 263
Collaborating stores including franchise-owned: 820
Equity interest: 50.1%
Website: axfood.se

KEY FIGURES, SEKm 2016 2015

Net sales 43,355 41,247

ProfitAX 1,894 1,749

Profit after net financial items 1,894 1,749

Average number of employees 9,211 8,803

AXFOOD GROWS ITS MARKET SHARE
The trend in the grocery retail trade was positive in 

2016. Sales measured in current prices increased by 2.5 
percent according to HUI Research and Statistics Sweden. 
At fixed prices and adjusted for price and calendar effects, 
volumes rose by 0.9 percent.

In 2016, Axfood grew by 5.1 percent, outpacing the 
market and thereby strengthening its position as number 
two in the Swedish grocery retail market. Higher sales and 
good efficiency yielded improved profitability. The 
operating margin was 4.4 percent. All of the companies 
increased their operating earnings, which contributed to 
Axfood posting its best profit to date.

E-COMMERCE THAT REACHES MORE CUSTOMERS
In 2016, both Willys and Hemköp launched e-commerce 

operations. Willys is the leading low-price grocery retail 
chain in Sweden, whose business concept is to offer the 
“cheapest bag of groceries”. This is also reflected in its 
e-commerce channel. To make life simpler for consumers, 
both Willys and Hemköp offer the same prices and range 
online as in store. At the end of 2016, Axfood acquired the 
online grocery delivery chain mat.se, further consolidating 
its position in the market.

 

REDUCED ENVIRONMENTAL IMPACT
In 2016, Axfood almost halved its carbon emissions 

from its own trucks, mainly by gradually phasing in the use 
of HVO fuel. HVO consists of 100 percent renewable 
materials produced by hydrating vegetable fat and/or 
slaughterhouse waste.

To reduce the food waste that arises in stores, there 
were price reductions on products with short sell-by dates 
and around 80 stores identified local charity organizations 
that accept donations of food on an ongoing basis. As a 
result of these collaborations, it is estimated that Axfood 
donates 250 tons of food per year to charity.

CONTINUED FOCUS ON GROWTH
Axfood will continue to consolidate the positions that 

each brand occupies in its segment and will develop the 
range even more toward sustainable products.

Consumers in many more areas will have the 
opportunity to shop at Willys and Hemköp online, at the 
same time as more stores, mainly Hemköp, will open in 
2017. The continued digital initiative will also entail the 
further development of customer loyalty programs and the 
integration of mat.se into the Axfood Group.

In 2016, Axfood, which plays an active role in the public 
debate, produced an introductory draft for a Sustainable 
grocery retail strategy for Sweden.
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DUSTIN

EXPORT OF ONLINE PLATFORM
Dustin is one of Scandinavia’s leading resellers of IT 

products and related services. During the spring, dustin.fi 
was launched, and Dustin has thus exported its online 
platform to all markets where it conducts operations. In 
October, the Finnish company Businessforum was fully 
integrated into Dustin. Dustin has traditionally held a 
strong position mainly in the Finnish public sector, and 
with the launch of the online platform, the company is well 
placed to market its products to the customer group small 
and medium-sized enterprises. In addition to increased 
efficiency, the launch of the online platform and integration 
of the company facilitated increased efficiencies of scale in 
Dustin’s central departments.

CONTINUED TRANSFORMATION
Dustin has continued its transformation to assist 

customers in leveraging the technological possibilities 
available. This has been conducted both organically and 
through acquisitions to broaden the portfolio of more 
sophisticated products and services. In the 2015/16 fiscal 
year, Swedish companies Commsec and Idenet were 
acquired. Commsec is a supplier of network and security 
solutions while Idenet provides services in hosting and 
application operation. In September, after the end of the 
fiscal year, Norwegian company IKT Gruppen was 

acquired. It specializes in the sales and operation of 
standardized IT services for small and medium-sized 
businesses. The acquisition has helped Dustin broaden its 
customer offering and strengthen its position.

PRIVATE LABEL AND FOCUS ON THE ENTIRE 
VALUE CHAIN
Dustin has developed and launched private labels of 

basic products in selected categories, such as cables, USB 
memory sticks, and accessories for cell phones and tablets. 
Having private label brands means greater control over the 
products’ features and quality, and customers are 
provided with affordable alternatives. As part of its 
sustainability work, Dustin also decided to begin 
monitoring compliance with its code of conduct at an early 
stage in the value chain. This initiative will cover 
manufacturing of private-label products and other 
products, and entails on-site inspections and training 
initiatives to bring about improvements in human rights, 
work conditions, the environment and business ethics.

Dustin reported an increase in sales of nearly 5 percent for the 
2015/16 fiscal year, despite subdued demand in the IT market. 
Profit rose sharply.

 � Facts about the company
Dustin is one of Scandinavia's leading resellers  

of IT products and related services. With its core business 
in e-commerce, Dustin functions as a bridge between the 
manufacturers’ wide product lines and customer needs.

 � At your service
To meet customers’ current and future IT 

challenges, Dustin works continuously to develop its 
service offering. This is achieved by acquiring expertise 
and developing standardized services on the basis of 
Dustin’s own experience of small and medium-sized 
enterprises. It may include comprehensive solutions such as 
“Arbetsplats som tjänst” (Workplace as a service), which 
covers all aspects from streamlining operational efficiency, 
selection of product, configuration, security, support and 
repossession. Other services include Software as a Service, IT as a 
Service and Backup as a Service.

 

OUR GROUP 
COMPANIES

KEY FIGURES, SEKm 2015/16 2014/15

Net sales 8,301 7,933

ProfitAX 287 151

Profit after net financial items 287 151

Average number of employees 944 944

Refers to the fiscal year September – August
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KICKS

PRIVATE LABEL AND DIGITALIZATION DELIVER 
GROWTH
Growth is driven by KICKS’ unique offering consisting 

of KICKS’ own private label products and, primarily, 
brands to which KICKS has exclusive distribution rights. 
Exclusive rights are often niched in smaller segments with 
a clear profile and history. The year was characterized by 
increased focus on the company’s digital transformation. 
In 2017, KICKS will launch a new commerce platform that 
will enable real-time information and centralized data. It 
will also enable customers to seamlessly move between the 
various channels. The digital shift comprises several 
components and the first step was taken during the year in 
the form of a pilot of a portable checkout system. Portable 
checkouts enable customers to complete their purchases 
more efficiently – all with the aim of enhancing the 
customer experience.

FLAGSHIP STORES
In 2016, KICKS had a pre-grand opening of its first 

flagship store, located in Gothenburg. The official grand 
opening will take place in 2017, the same year the company 
will also open flagship stores in Malmö and Oslo. These 
modern retail premises, where customers will be offered a 
wide range of services, create the conditions for a new type 
of experience-based shopping. For example, the flagship 
store will have a hairdressing salon managed by NOIR 
Stockholm, meaning that KICKS and NOIR will jointly be 
offering a new category: professional hair care. Via digital 
in-store solutions, KICKS provides customers with an 
enhanced sense of inspiration and guidance, while also 
creating greater possibilities for interaction.

KICKS TAKES ACTION FOR YOUNG WOMEN’S 
WELL-BEING
At the beginning of the year, KICKS proudly launched 

the S.H.A.R.E initiative, a long-term corporate 
responsibility venture aimed at highlighting the issue of 
mental problems among young women. Within the 
S.H.A.R.E. framework, KICKS collaborates with selected 
non-profit organizations to which it provides financial 
backing. One of the objectives is to increase knowledge 
about mental problems, another is to offer work experience 
placements to combat exclusion. A pilot with mentor-led 
work placements was conducted in Sweden in the final 
quarter of the year with good results. In 2017, placements 

will be offered in Sweden, Norway and Finland to trainees 
who have experienced mental health problems. KICKS’ 
ambition is to have 100 trainees in mentorship programs in 
2017. The initiative involves the participation of employees, 
customers and other external stakeholders and is aimed at 
creating long-term conditions for increased well-being in 
KICKS’ target group.

 � Flagship stores
In 2016, KICKS had a pre-grand 

opening of its first flagship store, located 
in Gothenburg. These modern retail 
premises, where the customers will be 
offered a wide range of services, 
create the conditions for a new type 
of experience-based shopping.

 � Facts about the company
KICKS is the leading beauty chain in Scandinavia and 

offers a holistic concept with beauty products in makeup, 
fragrances, skin care and hair care.

Stores: Around 250 in Sweden, Finland and Norway
Equity interest: 100%
Website: kicks.se

In 2016, KICKS celebrated 25 years in the business by 
continuing to capture market shares in all markets. The 
favorable market climate in the beauty segment combined 
with KICKS’ strong growth have enabled the Scandinavian 
beauty retail chain to generate its strongest earnings to 
date.

OUR GROUP 
COMPANIES

KEY FIGURES, SEKm 2016 2015

Net sales 2,951 2,689

ProfitAX 163 161

Profit after net financial items 150 146

Average number of employees 1,037 841
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MARTIN & SERVERA
In 2016, Martin & Servera’s net sales totaled SEK 13.3 billion, an 
increase of 3 percent compared with the preceding year. Profit 
after net financial items of SEK 359 million was the best to date 
and represents an increase of 8 percent.

SOLID EARNINGS TREND
Martin & Servera’s sales increased by 3 percent in 2016, 

while profit after net financial items rose by approximately 
8 percent. There was a strong focus on increasing 
profitability in 2016. While the parent company naturally 
accounts for the bulk of net sales and profit, some of the 
subsidiaries – Grönsakshallen Sorunda, Fällmans Kött and 
Galatea – distinguished themselves by posting significantly 
improved earnings.

VENTURES AND OPPORTUNITIES
2016 was a year dominated by major investments and 

projects. In Umeå, the company moved in to a new 
warehouse. The construction of a new warehouse in 
Enköping entered its final phase in the autumn, while the 
logistical structure in central Sweden was improved. To 
strengthen the logistical offering to the customer, the 
company invested in a new warehouse management 
system. It was first commissioned at the warehouse in 
Halmstad. The roll-out of the system will continue in 2017.

During the year, the design and function of the 
e-commerce platform was further improved. Development 
is conducted continuously in consultation with employees 
from all departments in the company and in close 
collaboration with customers.

INNOVATION AND INVESTMENT
Martin & Servera’s acquisition strategy is key to the 

company’s continued success in order to broaden the 
offering of products and services in various specialist 
categories. The acquisition of two subsidiaries in 2016 
provides a boost to the parent company’s operations. Both 
acquisitions have product lines and specialist expertise 
that contribute added value to the group as a whole.

The first of these acquisitions was the Finnish fresh 
produce wholesaler Chipsters, which has specialist 
expertise in fish and shellfish. The acquisition of Chipsters 
represents the first time Martin & Servera will conduct 
operations outside Sweden. Chipsters was followed by the 
acquisition of Diskteknik, aimed at bolstering Martin & 
Servera’s offering in dishwashing, laundry and cleaning. 

PRIORITIES 2017
To improve the company’s logistics offering, a new 

warehousing structure will be implemented and there will 
be a move to new warehouse premises in Enköping 

The focus is on creating synergies between and 
generating benefits from newly acquired subsidiaries. 
Initiative launched in e-commerce, digital communication 
and digital services will also continue.

 � Facts about the company
Martin & Servera is Sweden’s leading restaurant and 

food-service wholesaler, and delivers beverages, fresh 
produce, groceries, services, equipment and expertise to 
restaurants and food-service companies daily. The group 
comprises the parent company Martin & Servera and 
seven subsidiaries with a range of specializations: Martin 
& Servera Restaurangbutiker, Grönsakshallen Sorunda, 
Fällmans Kött, RP Frukt, Galatea-gruppen, Martin & 
Servera Solutions, Chipsters and Diskteknik.

Equity interest: 70%
Website: martinservera.se

OUR GROUP 
COMPANIES

KEY FIGURES, SEKm 2016 2015

Net sales 13,343 12,958

ProfitAX 394 367

Profit after net financial items 359 332

Average number of employees 2,934 2,894
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NOVAX

STRONG INCREASE IN SALES IN 2016
The Novax companies reported total sales of 

approximately SEK 7.4 billion in 2016, up 38 percent 
compared with the preceding year. Growth was driven by 
acquisitions and organic growth in existing companies.

NEW INVESTMENTS
In 2016, Novax acquired Lagerhaus from Axstores. 

Lagerhaus, which has its head office in Gothenburg, is an 
interior design retail chain that offers practical, good-value 
home decor items with unique designs that renew the home 
in a simple manner. The company was founded in 1996 and 
can be accessed in Sweden, Norway, Denmark and Finland 
via e-commerce and has 42 stores in Sweden and Norway.

NOVAX CREATES VALUE THROUGH EXPERTISE, 
COMMITMENT AND NETWORKS
Novax provides active support and serves as a sounding 

board for entrepreneurs and executives in connection  
with the execution of strategic and value-creating initiatives 
to strengthen long-term competitiveness. This includes 
focus on customer and employee satisfaction, investments 
in product development, sales and marketing, and geo-
graphical expansion. Novax has an network of professionals 
with operational experience in various sectors who put their 
expertise, commitment and experience at the disposal of 
Novax companies and provide active support.

 
SUSTAINABILITY THAT CREATES COMMERCIAL 
VALUE
All Novax companies work actively to create a  

more sustainable enterprise and conduct activities  
that stimulate diversity. To promote initiatives in 
sustainability that also generate commercial value,  
Novax – in collaboration with Axfoundation – once again 
challenged companies within the framework of the Novax 
Sustainability Challenge, a competition in which the Novax 
company that presents the most effective initiative in 
sustainability receives funding to put the initiative into 
practice. In 2016, the winner was Filippa K for RePack – a 
Sustainable Choice of Packaging.

TEAM NOVAX AND UPCOMING INITIATIVES IN 2017
The Novax organization consists of employees with a 

total of 80 years of combined solid experience in the 
investment business and business management in 
high-growth companies. Novax also has an extensive 
network of advisers with extensive expertise and 

experience in several different companies and industries. 
Novax will continue to strengthen the organization in 2017 
to consolidate its strong position in the Scandinavian 
investment market.

Novax invests in and develops high-growth companies with 
a proven business model, a results-oriented management 
team and a clear growth strategy. Novax strives to be the 
natural choice for entrepreneurs and executives who have a 
clear, long-term vision when they are looking for a partner 
to take them to the next step in their development.

 � Facts about the company
Novax is an active and long-term partner that invests 

in small and medium-sized high-growth companies.
Wholly or partly owned companies include Academic 

Work, ApoEx, Concept Motion, Designtorget, Educations. 
com Media Group, Filippa K, Hyper Island, Lagerhaus, 
Medius and RCO.

Number of employees: Around 4,500 in all wholly or 
partly owned companies

Website: novax.se

OUR GROUP 
COMPANIES

 � Academic Work Academy
Academic Work is Sweden’s leading staffing and recruitment company for young professionals – 

university students and graduates at the beginning of their careers. 2016 marked the launch of Academic 
Work Academy, which is an initiative offering intensive training courses for selected industries where there is 
a shortage of expertise. Since autumn 2015, more than 180 of the Academy’s students have received 
training and have moved on to assume permanent employment positions in IT and technology.

 � RCO
RCO is a leading developer and manufacturer of 

electronic access systems and integrated security 
systems. With growth of more than 30 percent, 
retained margins and the successful changeover in 
management, 2016 was a good year in every 
respect for the company. Growth is founded on a 
tried-and-tested sales strategy, innovation, 
high-quality products and a very close-knit 
relationship with customers and partners. 
The NoKey concept, launched in 2015, 
has performed strongly and in 2016, 
RCO launched a unique card reader 
with color display and a new engine 
lock for the NoKey range.

 �Lagerhaus
Lagerhaus works actively to 

offer products that help create a 
better world through the “Klokare Val” 

(Wiser Choice) concept. For a product to 
qualify for the Klokare Val label, particular 

consideration must be given to the aspects of 
people and the environment. The goal is that 

Klokare Val labeled products will account for 25 
percent of net sales in 2017. The figure for 2016 was  

24 percent. The approach taken by the store is that if a more 
sustainable material is available, it should be used. All kitchen 

textiles are made from organic cotton, the majority of paper and 
wood products are made from FSC-certified wood, all paper napkins 

carry the Swedish ecolabel “Svanen”, a large proportion of rugs are made 
from recycled cotton and the store’s gift wrapping paper carries the EU 

Ecolabel. Read more at www.lagerhaus.se/klokareval
 

KEY FIGURES, SEKm 2016 2015

Net sales

Majority holdings

Filippa K 646 656

RCO 204 155

Lagerhaus 388 349

Designtorget 135 130

Minority holdings

Academic Work 2,550 2151

ApoEx (1) 2,848 1327

Medius (2) 233 208

Concept (3) 153 137

Educations Media Group 155 138

Hyper Island 131 130

Total sales in Novax companies 7,443 5,381

(1) Truncated fiscal year 2015 (8 months). (2) Figures for 2016 and 2015 are not 

comparable due to the divestment of part of the business. (3) Broken fiscal year.



AXEL JOHNSON ANNUAL REVIEW 201642 AXEL JOHNSON ANNUAL REVIEW 2016 43

ÅHLÉNS
2016 was an eventful year for Åhléns. E-commerce 
operations were launched in the second quarter. A new CEO, 
Gustaf Öhrn, took office and initiated a change program. 
The year was also marked by high-profile marketing 
campaigns and re-openings of modernized department 
stores, as well as challenges relating to profitability and 
department store closures.

A LITTLE BIT BETTER EVERY DAY
Department stores the world over are experiencing a 

challenging market climate due to changing consumption 
patterns and digitalization. Åhléns realizes the need to 
transform its operations and thus presented a new 
business plan and direction to achieve profitability during 
the year. The core of the plan consists of initiatives in 
omnichannel commerce to meet the new demands imposed 
by the business environment, and to develop an attractive 
product offering and create a world-class department store 
experience. A new business concept has been prepared for 
Åhléns and an internal project has been initiated, with the 
vision to make Åhléns a little bit better every day.

CHALLENGING DEVELOPMENT
Profitability remains under pressure as a result of a 

challenging market climate and restructuring expenses. 
Six department stores were closed due to poor profitability. 
However, sales increased during the year as a result of the 
opening of the department store in Mall of Scandinavia 
(November 15) and contributions from refurbished 
department stores (Uppsala, Lund and Borås). In addition, 
e-commerce operations made a positive contribution, 
particularly during the autumn, when highly favorable 
growth was reported.

STANDPOINT THAT MAKES A DIFFERENCE
Åhléns is a department store that aims to be inclusive 

and where all customers feel welcome. During the year, 
Åhléns was proud to clarify the company’s values and 
standpoint, which are rooted in diversity, equality and 
sustainability. Examples include the “Gränslöst” 
(Borderless) campaign, which promoted the view that 
everyone can dress as they please. The “Bryt 
klädmaktsordningen” (Break the clothing power structure) 
campaign questioned the norms surrounding men’s and 
women’s clothing. Other campaigns aimed to help 
customers find more sustainable products.

CONTINUED VENTURES
During the year, newly refurbished department stores 

were opened in Borås and Lund, while an entirely new 
beauty department was premiered at City Stockholm, 
which is now Scandinavia’s largest.

Åhléns acquired fashionwear brand Carin Wester, 
entailing the introduction of regular autumn and spring 
collections for the department store. The first collection, 
including fashionwear, accessories and bags, will be 
available to Åhléns customers in autumn 2017. A completely 

new and exclusive lingerie collection was launched by 
Åhléns’ own brand Wera Stockholm. Berså, a natural skin 
care range, was launched and has become very popular 
with customers in a very short period.

CONTINUED INVESTMENT IN DIGITAL COMMERCE AND 
DEPARTMENT STORES
The important digital commerce initiative will continue 

in 2017, with a focus on combined physical and digital 
shopping, with a wider range, even better delivery options, 
improved digital purchasing environments and a more 
convenient “click and collect” concept for the customer. In 
2017, Åhléns will also launch a new, modern and digitalized 
loyalty program. In addition, the company will continue to 
make investments in the department store business, 
including Åhléns’ flagship store Åhléns City in Stockholm, 
which will have a new floor for its women’s department. At 
Åhléns City, Hemköp is refurbishing its store, and will be 
joined by an additional grocery company. Systembolaget 
(the Swedish Alcohol Retailing Monopoly) will move in with 
a new concept. Åhléns in Gothenburg is also refurbishing 
its store and a number of smaller department stores are 
being modernized.

 � Åhléns launched e-commerce operations with 
the goal of creating Sweden’s best omnichan-
nel commerce
Åhléns launched its e-commerce operations 

at the beginning of 2016. From the very 
beginning, the company had an omni-perspective 
and many customers have chosen to collect their 
parcels in one of Åhléns’ department stores, 
where products can also be returned if necessary. 
The range on offer in the e-commerce channel is 
largely on a par with that offered by the 
department store in Malmö City, and it is 
continuously growing, with the goal of reaching 
the level of Stockholm City.

 � Facts about the company
Åhléns is Sweden’s leading department store chain 

with beauty, home and fashion under one roof. The 
company offers a smart mix of affordable products and 
solutions in an inspired, simple and accessible manner. 
Åhléns wants to make it simple for people to make good, 
well-informed choices.

Own stores: 69
Website: ahlens.se

 � A customer interface of our time
During the year, Åhléns conducted an 

initiative to promote a more customer-driven way 
of working for managers and employees to 
prepare all employees for the major changes in 
the retail trade as a result of shifting customer 
behavior patterns. Leadership training and 
improvement work has led to more satisfied 
customers and more dedicated employees. 
Everyone, irrespective of their role, is assuming 
greater responsibility for the customer 
experience.

OUR GROUP 
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KEY FIGURES, SEKm 2016 2015

Net sales 4,818 4,985

ProfitAX -114 -59

Profit after net financial items -161 -133

Average number of employees 2,447 2,558
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OUR SMALLER 
ENTREPRENEURIAL 
COMPANIES
Axel Johnson is investing in digital start-ups and other 
smaller entrepreneur-driven companies. These represent 
the engines of our future growth and help us forge 
contacts with new young entrepreneurs, test new sectors 
and try new business models.

D-AX
Since 2013, D-Ax has functioned as Axel Johnson’s arm 

for investments in small, fast-growing digital companies 
with significant potential, so-called start-ups. During this 
period, Axel Johnson has invested in six companies 
through D-Ax.

By investing in relatively new, fast-growing start-ups, 
the aim is to develop the group’s operation through 
innovation. There are a number of ways to achieve this. One 
way is to develop the small entrepreneur-driven start-up 
company into a mature, market-leading group company. 
Another is to let the new ideas and business models 
fertilize existing operations. Axel Johnson and the existing 
Group companies could be the start-up companies’ 
customers, suppliers, partners and owners.

Investments focus on food and commerce, and 
particularly e-commerce, payment solutions, logistics 
solutions, sales and marketing solutions, and data/
analytics.

Axel Johnson is a long-term owner. This means that our 
ambition is to become owners of and partners to 
companies that, first and foremost, are focused on building 
long-term, successful and profitable businesses, rather 
than an owner that builds up companies with the aim of 
selling them within a few years in the form of an “exit”. We 
are looking for entrepreneurs who want to build and 
develop their companies together with Axel Johnson. We 
believe in transfer rather than exit – how can we, through 
our existing companies, networks, resources and 
expertise, develop a start-up into something bigger, into a 
company that will ultimately become a value-generating 
component of the Group.

AMAZING BRANDS
Amazing Brands was founded in 2014 by Jessica Dersén 

and Marie Klockare-Carlzon. They worked for several 
years at KICKS, and saw the potential in the Zlatan 
Ibrahimovic name as a brand in beauty products. By 
launching Amazing Brands, which is co-owned by Axel 
Johnson together with Jessica and Marie, they now had the 
opportunity the realize their concept. The first fragrance 
in the Zlatan Ibrahimovic Parfums line was launched in 
2015. Since then, Amazing Brands has launched an 
additional fragrance in the line, created and launched 
fragrances, soaps and scented candles under Åhléns’ own 

WERA brand, and has become a distributor for several 
fragrances in Sweden.

MITT LIV
Originating from the strong conviction and vision of 

equal opportunities to work and equal opportunities in 
Swedish working life, Sofia Appelgren founded the social 
enterprise Mitt Liv in 2009 in Gothenburg. Sofia began by 
finding out more about the needs of young people who have 
grown up in a segregated environment. She established 
that role models, tools, references and networks were the 
common denominators in terms of what these individuals 
required. On this basis, the mentorship program Mitt Livs 
Chans evolved, which today remains the core operation in 
Mitt Liv. Today, Mitt Liv is active in Gothenburg, 
Stockholm, Östergötland County (Norrköping and 
Linköping) and Malmö.

 � Facts about the company
D-Ax is run directly by Axel Johnson after a re-

organization in 2016. D-Ax currently has an equity 
interest in six companies: Auctionnet, Loop54, PinMeTo, 
Virtusize, Winnow Solutions and Ztory.

Amazing Brands develops brands and sells products 
in cosmetics, fragrances and hygiene.

Mitt Liv is a non-profit company that, through 
mentorships, training and recruitments, works for an 
inclusive society and a labor market that values diversity.

 � Reduce food waste
Winnow Solutions reduces food waste in professional 

kitchens. This is conducted via “smart meters” that enable the 
kitchen personnel to keep a record of which food they discard. 
Based on the data analysis, they can subsequently reduce food 
waste. The gains are twofold: Reduced climate and 
environmental impact, and an increase in the gross margin of 
between 2 and 6 percent.

OUR GROUP 
COMPANIES

OUR GROUP 
COMPANIES
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OUR BOARD

CAROLINE BERG
Chairman of the Board since March 2015 and Director since 
2014

Caroline is also Vice Chairman of Nordstjernan, a 
director on the boards of AxFast, Axfood, Dustin, Martin & 
Servera, Axel and Margaret Ax:son Johnson Foundation 
and the Stockholm School of Economics Advisory Board. 
Caroline is Chairman of the Erik and Göran Ennerfelt Fund 
for International Studies for Young Swedes. Caroline was 
Executive Vice President of Human Development and 
Communications at Axel Johnson from 2006 to 2014.

MARIE EHRLING
Vice Chairman and Director since 2012

Marie is also Chairman of Telia Company and Securitas, 
and a director of Axel Johnson International. Furthermore, 
Marie is Chairman of the Stockholm School of Economics 
Advisory Board and the Royal Swedish Academy of 
Engineering Sciences. Marie was CEO of Telia Sonera 
Sverige 2003–2006. Marie also worked for the SAS Group 
between 1982 and 2002 and held a number of senior 
positions including Deputy CEO and head of SAS Airlines.

ANDERS DAHLVIG
Director since 2010

Anders is also Chairman of Inter Ikea Holding BV and a 
director of H&M, Oriflame, Resursbank, Kingfisher and 
Pret a Manger. Anders was President and CEO of IKEA for 
ten years, until 2009.

GÖRAN ENNERFELT
Director since 1975

Göran is also President of Axel Johnson Holding and 
Chairman of AxFast, and the asset management business 
AltoCumulus. Göran was formerly President and CEO of 
Axel Johnson (1979–2007) and, among other 
appointments, Chairman of the Center of Business and 
Policy Studies (SNS), the Swedish Foreign Trade 
Association and the Swedish Trade Federation.

ANTONIA AX:SON JOHNSON
Director since 1982

Antonia is also Chairman of the Axel and Margaret 
Ax:son Johnson Foundation. Furthermore, she is director 
of Axel Johnson Inc., AxFast, Axfood, and the Axel and 
Margaret Ax:son Johnson Foundation for Public Welfare, 
and holds an honorary doctorate from the KTH Royal 
Institute of Technology.

ORGANIZATION ORGANIZATION

ALEXANDRA MÖRNER
Director since 2005

Alexandra is also the Executive Chairman of 
Axfoundation, the Antonia Ax:son Johnson Foundation for 
Sustainable Development, and Chairman of Axel Johnson 
Inc. and Perlavita. She is also a member of the asset 
management business AltoCumulus’ investment council. 
Alexandra has been active as a director of companies 
within the Axel Johnson Group since the mid-1990s and 
was previously the head of Axstores’ retail store chains. 
Prior to that, she was Investment Manager at Novax.

LARS OLOFSSON
Director since 2013

Lars is also Chairman of TCC, Vice Chairman at 
Axfood, a director of Bata Shoes and Compass LTD, and a 
member of the International Business Council of the World 
Economic Forum. He was formerly the Chairman and CEO 
of the French grocery chain Carrefour and Senior Vice 
President of the Nestlé Group.

MARCUS STORCH
Director since 1997

Marcus is also a director on the boards of Öresund, the 
Royal Swedish Academy of Sciences and the Royal Swedish 
Academy of Engineering Sciences. Marcus was formerly 
the Chairman of the Nobel Foundation and President and 
CEO of AGA.

 � Directors appointed by employee unions:

MATS HOLGERSSON
Director since 2013

Mats is an employee of Martin & Servera and employee 
representative for Unionen.

LILIAN MÅRELIUS
Director since 2011

Lilian is an employee of Åhléns and an employee 
representative for the Commercial Employees’ Union.

RASMUS TALLÉN
Director since 2000

Rasmus is an employee of Martin & Servera and an 
employee representative for the Commercial Employees’ 
Union.

Standing: Marcus Storch, Alexandra Mörner, Göran Ennerfelt, Marie Ehrling, Antonia Ax:son Johnson, Lilian Mårelius, Mats Holgersson

Seated: Rasmus Tallén, Caroline Berg, Anders Dahlvig, Lars Olofsson
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PIA ANDERBERG
Executive Vice President of HR and Innovation

Pia joined Axel Johnson in 2014. She was formerly the 
CEO and joint owner of Samsari and a partner and joint 
owner of Novare Human Capital. Pia began her career at 
BTS Group, where she held various positions over a period 
of 14 years, most recently as Global Partner and Head of 
BTS Europe. Pia holds a degree in business administration 
from Uppsala University.

Directorships: Chairman of Mitt Liv and director of 
Åhléns, Novax, EMG Group, Hyper Island and Samsari.

JOHAN FANT
CFO

Johan joined Axel Johnson in 2011. Previously, Johan 
was CFO at Boliden. Prior to that, his positions included 
Senior Vice President and Group Treasurer at Electrolux, 
Corporate Controller at Ericsson and CFO at Assa Abloy. 
Johan holds an M.Sc. Econ. from the Stockholm School of 
Economics.

Directorships: Chairman of Amazing Brands, and 
director of Axel Johnson International, Åhléns, Martin & 
Servera and Dustin.

MIA BRUNELL LIVFORS
President and CEO

Mia was appointed CEO of Axel Johnson in 2015 and, 
prior to that, was advisor and director of the company. Mia 
held various positions at Kinnevik over a period of 22 
years, the last eight of which she served as CEO of 
Investment AB Kinnevik. Mia studied economics at 
Stockholm University.

Directorships: Chairman of Axel Johnson International, 
Axfood, KICKS, Novax and Åhléns, deputy chairman of 
Martin & Servera and director of Dustin Group AB, Stena 
AB and Efva Attling Stockholm AB.

OUR MANAGEMENT
ORGANIZATION

JACOB WALL
Executive Vice President of Business Development

Jacob joined Axel Johnson in 2015 and is Executive Vice 
President of Business Development. Jacob was previously 
partner and advisor at ABG Sundal Collier and, prior to 
that, Senior Vice President and co-founder of Alcur hedge 
fund and spent nine years as equity analyst at ABG Sundal 
Collier and Alfred Berg. Jacob studied financial 
management, economic history and political science at 
Stockholm University and Uppsala University.

Directorships: Director of Electra Gruppen, New Moon 
AB and Novax.

KEREM YAZGAN
Executive Vice President of Communication and 
Sustainability

Kerem joined Axel Johnson in 2016 and is Executive 
Vice President of Communications and Sustainability. He 
was formerly CEO and co-owner of the analysis company 
United Minds and senior consultant at Prime. Prior to that, 
he was political advisor in the Government Offices of 
Sweden and an entrepreneur. Kerem holds a BA from 
Stockholm University.

Directorships: Director of Amazing Brands and KICKS.

ORGANIZATION
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CONSOLIDATED 
INCOME STATEMENT

k

PROFIT  
2016:

SEK 3,698m
PROFITAX  
2016:

SEK 2,848m

FINANCIAL  
STATEMENT

ProfitAX is the profit after net financial items excluding goodwill amortisation, adjustments of contingent consideration,  
items affecting comparability and discontinued operations. This method is used to facilitate comparability between Group companies and other listed 

companies outside the Group and comparisons between years.

Amounts in SEKm 2016 2015

Net sales 72,327 69,551

Cost of goods sold -58,819 -56,600

Gross profit 13,508 12,951

Selling expenses -8,006 -7,793

Administrative expenses -3,806 -3,515

Share of profits in associated companies -59 33

Other operating income 691 633

Other operating expenses -23 -31

Operating profit before items affecting comparability 2,305 2,278

Profit/loss from financial items

Profit/loss from securities and receivables held as non-current assets 139 -15

Other interest income and similar profit/loss items 75 54

Interest expenses and similar profit/loss items -64 -51

Profit after financial items before items affecting comparability 2,455 2,266

Items affecting comparability 1,243 -101

Profit before tax 3,698 2,165

Tax on profit for the year -610 -598

Profit after tax 3,088 1,567

Attributable to

Owners of the parent 2,248 795

Minority interests 840 772

ProfitAX

Profit before tax 3,698 2,165

Goodwill depreciation 285 295

Goodwill depreciation in associated companies 232 137

Items affecting comparability -1,243 101

Discontinued operations -124 -155

2,848 2,543

Depreciation, amortization and impairment included in 2016 earnings

Goodwill
Other  

intangible Tangible
Associated  
companies Total

Cost of goods sold -136 -154 -576 -866

Selling expenses -132 -20 -230 -382

Administrative expenses -17 -81 -105 -203

Share of profits in associated companies -288 -288

-285 -255 -911 -288 -1,739

Depreciation, amortization and impairment included in 2015 earnings

Goodwill
Other  

intangible Tangible
Associated 
 companies Total

Cost of goods sold -136 -148 -555 -839

Selling expenses -142 -10 -217 -369

Administrative expenses -17 -63 -105 -185

Share of profits in associated companies -195 -195

-295 -221 -877 -195 -1,588
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CONSOLIDATED CASH 
FLOW STATEMENT

CONSOLIDATED 
BALANCE SHEET

FINANCIAL  
STATEMENT

Amounts in SEKm Dec 31, 2016 Dec 31, 2015

ASSETS

Goodwill 1,337 1,327

Other intangible assets 1,171 1,155

Tangible assets 3,120 3,047

Participation in associated companies 1,151 1,452

Other securities held as non-current assets 397 362

Deferred tax assets 174 134

Other financial assets 145 120

Total assets 7,495 7,597

Inventories, etc 5,994 5,535

Accounts receivable, trade 3,490 3,244

Current receivables 2,514 2,316

Short-term investments 3,815 1,593

Cash and bank balances 2,463 2,936

Total current assets 18,276 15,624

TOTAL ASSETS 25,771 23,221

EQUITY AND LIABILITIES

Equity attributable to owners of the parent 11,120 9,267

Minority interests 1,757 1,900

Total equity 12,877 11,167

Non-current interest-bearing liabilities 1,351 1,381

Deferred tax liabilities 823 729

Other non-interest bearing non-current liabilities 213 112

Total non-current liabilities 2,387 2,222

Current interest-bearing liabilities 584 538

Accounts payable, trade 5,634 4,958

Other non-interest bearing current liabilities 4,289 4,336

Total current liabilities 10,507 9,832

TOTAL EQUITY AND LIABILITIES 25,771 23,221

Total pledged assets 545 456

Total contingent liabilities 193 181

Amounts in SEKm Dec 31, 2016 Dec 31, 2015

Operating activities

Profit after financial items 3,698 2,165

Adjustments for non-cash items, etc 368 1,404

4,066 3,569

Paid tax -554 -435

Cash flow from operating activities before changes in working capital 3,512 3,134

Cash flow from changes in working capital

Change in inventories -333 -8

Change in operating receivables -279 -112

Change in operating liabilities 319 449

Cash flow from operating activities 3,219 3,463

Investment activities

Acquisition of subsidiaries -289 -200

Divestment of subsidiaries 77 32

Change in intangible assets -265 -252

Change in tangible assets -875 967

Change in financial assets 1,459 -1,308

Cash flow from investment activities 107 -2,695

Financing activities

Change in loans -103 -44

Acquisition of minority interests – -219

Dividend paid -1,482 -893

Group contributions paid – -49

Cash flow from financing activities -1,585 -1,205

Cash flow for the year 1,741 -437

Cash and cash equivalents at the beginning of the year 4,529 4,977

Exchange differences in cash and cash equivalents 7 -11

Cash and cash equivalents at the end of the year 6,277 4,529

FINANCIAL  
STATEMENT
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Fjärde generationen: Affärskvinnan
1982 – Under Antonias tid har Axel
Johnson-koncernen omvandlats till en
av Sveriges ledande handelskoncerner.

Femte generationen:
Caroline Berg blir
ordförande 2015

Lorem ipsum kvant

A BRIEF HISTORY OF 
AXEL JOHNSON 1873 – 2016
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. Johnson & Co. steps 
in 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 eldest 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 Scandinavia’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 Engineer, takes over as CEO 
of Nordstjernan and the trading company 
A. Johnson & Co.

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

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

1982. Antonia appointed chairman
Nordstjernan is restructured. Business 
collaboration between Nordstjernan and A. 
Johnson & Co. is gradually minimized. 
Antonia Ax:son Johnson becomes 
chairman of A. Johnson & Co.

1988. Focus on retail
The Saba group is acquired, which 
includes Åhlens, 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
The Antonia Ax:son Johnson Foundation 
for Sustainable Development is founded.

1999. Invests in high-growth companies
Novax is formed and becomes the platform 
for investments in high-growth companies 
like Filippa K, RCO, Academic Work and 
ApoEx.

2000. Axfood takes shape
Axfood is formed through mergers of
the Hemköp chain, Dagab and D-gruppen. 
Willys expansion commences and it 
becomes a nationwide chain.

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

2005. The fourth and fifth generations
Two generations are working together to 
develop the Group.

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

2013. Diversity program
Axelerate initiated
The initiative is aimed at creating diversity 
in managerial positions throughout the Axel 
Johnson Group.

2015. Caroline Berg becomes Chairman
The chairman’s gavel at Axel Johnson is 
handed on to Caroline Berg, the fifth 
generation.

2016. Digital investments in focus
120 digital projects are completed in the 
companies. Equity interest in Mekonomen 
is divested. The equity interest in Dustin is 
increased to 25 percent.

HISTORYHISTORY
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THE AXEL JOHNSON GROUP

AXEL JOHNSON AB
Builds and develops businesses in trade 
and services. The Group includes the 
following companies:

 � Axel Johnson International
is a technological trading group that 
acquires, builds and develops enterprises 
that provide products and services to 
industrial companies.

 � Axfood
is one of Sweden’s leading companies in 
the retail grocery trade, and supplies 
high-quality, sustainable food.

 � Dustin
is one of Scandinavia’s leading resellers of 
IT products and related services.

 � KICKS
is the leading beauty chain in Scandinavia 
and offers a holistic concept with beauty 
products in makeup, fragrances, skin care 
and hair care.

 � Martin & Servera
is Sweden’s leading restaurant and food 
service wholesaler and delivers beverages, 
fresh produce, groceries, services, 
equipment and expertise to restaurants 
and food service companies.

 � Novax
is an active and long-term partner that 
invests in small and medium-sized growth 
enterprises.

 � Åhléns
is Sweden’s leading department store 
chain with beauty, home and fashionwear 
products under one roof.

 � Our smaller entrepreneurial companies
Through D-Ax, we invest in digital 
start-ups, mainly in food and commerce. 
Axel Johnson has an equity interest in six 
start-ups. We are also the principal owner 
of Amazing Brands, which develops and 
sells products in cosmetics, fragrances 
and hygiene. Furthermore, we are a joint 
owner of Mitt Liv, a non-profit company 
that – through mentorships, training and 
recruitment – works to promote an 
inclusive community and a labor market 
that values diversity.

AXEL JOHNSON INC.
Owns and operates a diverse collection of 
industry-leading companies in North 
America. The Group includes the following 
companies:

 � HighRes Biosolutions
is a leader in the design and building of 
innovative robotic systems and laboratory 
devices used by pharmaceutical and 
biotech companies and academic 
research laboratories.

 � Cadence 
is a leading contract manufacturer in the 
medical technology market whose brands 
are known for their high performance and 
dependability.

 � ConforMIS
is a medical technology company that 
focuses on orthopedic implants.

 � Kinetico Incorporated
produces and sells residential and 
commercial water treatment systems and 
products.

 � Mountain Lumber
focuses on the reuse of recycled wood in 
the production of housing.

 � Parkson Corporation
produces and distributes systems and 
products for municipal and industrial 
water treatment.

 � Skjodt-Barrett
produces world-leading food and 
packaging solutions.

 � Sprague Operating Resources LLC
distributes and manages energy 
commodities and bulk materials via 
proprietary terminals in the northeastern 
US.

 � Walk2Campus
is a real estate company that acquires and 
administrates housing at universities and 
university colleges.

AXFAST AB
Real estate company specializing in 
commercial properties and logistics in 
Sweden and office properties in 
Stockholm.

ALTOCUMULUS AB
Engaged in asset management and has 
offices in Stockholm and Luxembourg.

Axel Johnson is one of four separate groups in the 
Axel Johnson Group. The other three are the US company 
Axel Johnson Inc., the Swedish real estate company  
Axfast AB and the asset management firm AltoCumulus AB.

THE AXEL 
JOHNSON GROUP

NORDSTJERNAN AB
Nordstjernan is a family-controlled 

investment firm whose mission is, through 
active ownership of Scandinavian 
businesses, to create solid, long-term 
value growth. Nordstjernan’s listed 
holdings include Attendo, Bonava, 
Ekornes, NCC, Nobia, Ramirent and 
Swedol. Its unlisted holdings comprise 
Dacke Industri, Etac, Rosti, Salcomp and 
Wingroup. Other companies consist of 
Active Biotech, Designonline, KMT, Lifco, 
LLENTAB and Pricerunner. The Axel 
Johnson Group’s equity interest in 
Nordstjernan amounts to 6 percent.

AXFOUNDATION
An independent, non-profit 

organization that works in concrete and 
practical ways to promote a more 
environmentally and socially sustainable 
community. www.axfoundation.se

Connecting  
with tomorrows 
customer
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Retailers have always given customers what they want, and will 
continue to do so. But this is not enough. If we as a retail company 
are to be viewed as the leader, we need to do more. We need to give 
customers what they want, in a way they never even imagined. We 
need to stay one step ahead of the customer, learn from them and 
vice versa, all while continuously improving our offering.

One of the target areas of our new sustainable 
business strategy is Valuable customer offering. 
Moreover, one of our core principles is based around 
putting the customer first. We know how important the 
customer interface is for winning over the customer and 
this process is evolving. Retail will change more in the 
coming decade than it has done over the past century, 
and the most powerful forces that are driving this change 
are technology/digitalization and sustainability.

We can see how the markets for goods and services 
are shifting towards a small number of dominant giants 
with an enormous range of products and low prices. 
These are competing against a growing number of 
smaller niche companies that are trying to eat away at 
their market share by offering new product ranges and 
deploying a “more emotional” brand strategy. Gigantic 
mass-market companies are competing against a 
gigantic number of niche businesses. In marketing 
terminology, each individual customer is a “segment of 
one” – we as consumers demand to be treated uniquely 
and personally. We do not accept being forced into 
behavioral patterns that the retailer decides. I have the 
power. If the retailer cannot deliver, I will find one that 
can. Before the days of digitalization, this was not 
possible because markets were local. But today, there is 
always someone, somewhere in the world, who is just as 
good, at least in terms of what is important to me right 
now. As a customer I am disloyal and the retailer must 
fight for the customer’s heart every minute.

The customer can be won over in a number of ways. 
Price and level of convenience will be decisive. If it only 
requires one google search to determine that a certain 
retailer is significantly more expensive, I will go 
elsewhere. The same applies to convenience – I want the 
product delivered on my terms, meaning at home, in my 
hand, or possibly delivered to a parked car or a 
restaurant. But this is not the only battle. The other one 
is for the customer’s heart. Research has shown that 
companies and brands that make promises of being 
emotionally charged and life-changing create higher 
value and increase brand loyalty. In many ways, it is 
about being human. About delivering something bigger 
than just the product’s functionality.

Only the retail companies that truly understand how 
customer service of the future will evolve will survive. 
There are many different ways to illustrate this. We have 
chosen the following examples:

Customer interface in the home. In the past, we 
retailers connected with our customers in our stores. 
Today, this takes place in the homes. E-commerce sites, 

product packaging, and product deliveries are often the 
only point of contact with the customer. These points of 
contact must thus become experiences, and not 
thresholds or obstacles on the road to providing 
emotional satisfaction for the customer.

The constant customer interface. When retailers had 
the power, they forced customers to embark on a 
“journey” from the moment the customer contemplated 
the purchase – “I want a new shirt – I’ll go to the store”. 
Today, the customer is in constant shopping mode and 
can start or stop the journey at will. Commerce becomes 
completely seamless – imagine a make-believe shopping 
basket that I can fill up and change the contents of 
whenever and wherever I want, both digitally and 
physically, decide whatever way I want, and have it 
delivered exactly when and where I want.

Customer interface to aid personal development.  
By viewing customers as people who are looking for 
solutions in order to live better lives, we can play an 
important role as a retail company. With all of our 
knowledge and passion, we can help customers make 
better choices – for themselves, for others and for the 
environment. Retail is thus becoming a means for people 
to develop themselves, and we have the opportunity to 
forge a partnership with the customer to that end.

Mia Brunell Livfors
President and CEO Axel Johnson

INTRODUCTION

   I do not accept being forced into 
behavioral patterns decided by the 
retailer. If the retailer cannot deliver, 
I will find one that can.
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FROM RETAIL COMPANY TO LOGISTICS COMPANY
The delivery, the mail shipping packaging and the 

product packaging take on greater significance in the 
relationship with the customer. One of the consequences 
of this is that retail companies are increasingly being 
transformed into logistics companies – operators that 
can create an efficient logistical chain can then fill the 
logistics flow with any product they choose. Retail has 
long focused on how to solve the problem of the final 
delivery stage from the logistics hubs to the consumer’s 
home, the so called “last mile”. Today, however, around 
half of all Swedish consumers are dissatisfied with the 
deliveries from online stores. And dissatisfied customers 
tend to change store, regardless of whether it was the 
external distributor responsible for causing the problem. 
While consumers have higher expectations on the 
delivery, there is a downward pressure on prices toward 
free deliveries, making it difficult to create more flexible 
delivery solutions that are also cost-efficient. No 
company has yet managed to solve this delivery-related 
problem, but we are seeing a great deal of 

experimentation involving different solutions. The 
largest retail companies globally, Alibaba, Amazon and 
Walmart, all invest heavily in logistics and handle a large 
portion of their deliveries in-house. For Amazon, it is 
about managing growing logistics costs as well as 
building a platform that it can control, upscale and find 
alternative revenue streams in. Both Alibaba and 
Amazon also offer logistics services to other companies. 
While this is one example of a collaboration on deliveries, 
we will probably also see smaller businesses working 
together to achieve sufficient volumes to allow them to 
offer flexible and efficient deliveries.

MORE FLEXIBLE DELIVERIES IN URBAN  
ENVIRONMENTS
Bicycle deliveries for shorter, time-critical deliveries are 

being tested in urban environments. Urban warehousing is 
another solution for more flexible deliveries. Sometimes, 
the solution is to use the store as a warehouse for online 
commerce, while other times it is to experiment with 
different pick-up stations placed in central locations.  
One problem with home deliveries is the risk of not being 
able to contact the recipient. UK parcel distribution 
company DPD is trying to solve this by enabling better 
communication between the driver and the recipient. With 
an app, the recipient can get updates about the driver’s 
route and can also enter information about where the 
parcel can be delivered. In future, retailers also hope to 

deliver products outside the recipient’s home, based on the 
customer’s position at the time.

PACKAGING AS A
COMMUNICATION CHANNEL
While retail companies are devoting a lot of attention 

to logistics and deliveries, few have yet to realize what 
online commerce could entail for packaging. Today, 
product packaging is designed to attract buyers in store 
environments, but when the consumers are instead faced 
with the packaging in their homes, different demands on 
package design come into play. We will probably soon be 
seeing different packaging  designs  for  different 
channels.

Packaging designed to interact with the customer in 
the home can, in some cases, have a simpler design as it 
does not need to attract attention on the store shelf, but 
it can also feature a superior design in order to blend into 
the consumer’s home or serve as a communication 
channel in the consumer’s home. 

But product packaging is not the only opportunity for 
creating a customer interface in the home. Shipping  
packaging can also provide a possibility for exceeding 
consumer expectations. 50 percent of consumers say 
that a positive experience of shipping packaging 
increases the probability of a repeat purchase while four 
out of ten are willing to share photos of examples of 
unique packaging in social media. With the unboxing 
video having become a phenomenon on YouTube, there is 
a growing possibility for using shipping packaging in a 
way that not only communicates with the individual 
consumer, but also with potential customers. In 2014, the 
unboxing video attracted a billion views on YouTube and 
in 2015, the number of video clips showing consumers 
opening a package rose by 50 percent.

IN THE HOME

    Today, around half of Swedish 
consumers are dissatisfied with the 
deliveries from online stores. And 
dissatisfied customers tend to 
change store, even if it was the 
external distributor that has caused 
the problem.

In the physical business model, all types of interaction  
converge in the store. In the digital model, the interface is in  
the customer’s home – first online when purchasing, then 
physically when the product is delivered. This imposes 
completely different requirements on retailers.

IN THE HOME

 In the home

Possible future customer meeting Photo: icepic.se
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Today, most shoppable content solutions are about 
embedding the links to existing web stores into inspiring 
material, but in the future, we will be seeing a growing 
number of solutions that enable consumers to make 
purchases without stopping the consumption of the 
content.

AUTOMATED CONSUMPTION
One of the effects of digitalization is that the 

consumers have become increasingly inclined to pay for 
access to products and services instead of paying unit 
price for individual products. Today’s consumers 
subscribe to music, TV shows, and audio books and have 
thereby become more open to subscribe to physical 
products. Several companies are currently working on 
automating consumption. In certain cases, it is a matter 
of simplifying the repeat purchase process for frequently 
purchased consumer products and, in other cases, of 
subscribing to inspiration.

Today, various companies are offering subscription 
services to everyday articles such as detergent, 
disposable razors, contact lenses, underwear and skin 
care products. With technological developments, this will 
become even simpler. Amazon Dash – physical buttons 
that make it possible for the consumer to reorder a 
specific product via Amazon with a press of a button – is 
growing rapidly and the number of orders have increased 
five-fold in the last year according to Amazon. Today, 
there are 60 affiliated brands, and Amazon will use the 
information to anticipate the consumers’ needs and 
enhance the efficiency of its logistics.

FRICTION-FREE PHYSICAL SHOPPING
Online commerce’s endeavor to minimize friction for 

the consumers to facilitate a continuous shopping 
experience is a major challenge for physical stores that 
have difficulty competing with online retailers for 
convenience. To be competitive, bottlenecks that are the 
source of frustration for the consumer must be 
eliminated, and retailers need to offer a more convenient 

experience to ensure that they do not lose customers to a 
competing online retailer. Current statistics show that 25 
percent of Americans have made purchases online while 
visiting a physical store, which provides an indication of 
the bottlenecks that exist in today’s physical stores. 
Several companies are currently experimenting with 
various technological solutions to enhance the store 
experience and eliminating tasks that do not create value 
for the customer. In 2017, Amazon will launch its first 
store with no checkout counters or cashiers. Amazon Go 
is a concept based on RFID technology that identifies the 
products that are purchased and deducts payment from 
the consumer’s Amazon account. At the time of writing, a 
beta version of the store is being tested before it is 
opened to the general public.

Seamless shopping is KICKS’ program for 
meeting future customer needs. Customers 
are granted access to the same information, 
guidance and inspiration and are offered 
added value regardless of whether they shop 
in-store, online or using a smartphone. 
Portable checkout units in stores are the first 
step in connecting with tomorrow’s customer.

NON-STOP
SHOPPING

    Consumers can fill a shopping 
basket on their smartphones while 
they watch TV, and then switch to 
doing something else and resume  
it later.

Why pay at the 
checkout?

Shopping has ceased to be a separate activity with a clear 
beginning and end that takes place in a specific location.  
Today, the customer interface can be wherever the customer 
happens to be and shopping can be initiated, paused and 
resumed countless times.

NON-STOP
SHOPPING

Three out of four Swedish consumers today use their 
cell phones as a shopping tool, either to search for 
inspiration, for research or to make a purchase. As 
smartphones are often used in tandem with other 
activities, shopping has become omnipresent.

Consumers can fill a shopping basket on their 
smartphones while they watch TV, and then switch to 
doing something else and resume it later. Consequently, 
shopping is becoming increasingly integrated in the 
channels where consumers are already active. The 
objective is to reduce friction to such an extent that we 
achieve one-click shopping, where consumers can go 
from consideration to purchase in one click.

EMBEDDED SHOPPING
Different types of media content, whether it is an 

article in an interior design magazine, a TV show or mail 
order catalog, have long played a crucial role in inspiring 
consumers. However, the step from consuming this 
content to consuming the products has been a long one. 
The shoppable content solves this by embedding the 
shopping process into the media content, and making it 
possible to make purchases directly, or at least be linked 
to a product page to complete the purchase.

Today, media companies, social media platforms, 
online retailers, bloggers and search engines are 
experimenting with narrowing the step from media 
content to purchase.

In September 2015, Instagram opened its advertising 
platform and has since then attracted 200,000 
advertisers. 60 percent of users say they use this channel 
to get information and inspiration about products. Until 
recently, it has been very difficult to link out from 
Instagram, but now companies are experimenting with 
the possibility of tagging products to provide a direct 
link to the web store.

Non-stop 
shopping 
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COMPANIES THAT MOVE THE CONSUMER
More than 90 percent of large retail companies in 

Sweden have sustainability programs. But few of these 
companies provide guidance for customers to help 
them live more sustainably, in fact, only three out of ten 
do so.

And only one in five consumers say that they receive 
sufficient information about the companies’ 
sustainability work.

Offering sustainable products and services is a good 
first step. To an increasing extent, companies will be 
anticipating the customer needs rather than vice versa, 
as a means to create the “right” demand. Companies 
quite simply aim to enter a partnership with customers 
to influence their behavior and move them toward 
healthier and more sustainable lives. There are many 
examples: game developers are developing games that 
encourage children to exercise more, property owners 
are developing office environments that are aimed at 
getting the employees to move around more, banks are 
helping consumers manage their finances through 
automatic budgeting.

HELPING THE CUSTOMERS CHANGE AND DEVELOP
Customers often wish to change and develop – 

whether it’s to earn money, save time or protect the 
environment – but they do not always know how.

Åhléns’ Bra Val (Good Choice) label is one example 
of a range of products that is clearly marked to clarify 
the benefit to the customer. One major change 
currently being driven by an increasing number of 
companies is within the sharing economy – offering 
customers the possibility to utilize a product rather 
than owning it. In the sharing economy, the customer 
only pays for his or her use, it is simple for them to enjoy 

different products or services that would otherwise be 
too expensive, and the combined use of resources is 
maximized. Filippa K’s “Lease the look” initiative, 
under which it leased clothes from its 2016 spring and 
summer collections, was one such venture. Customers 
could rent a garment from the store over a four-day 
period.

NEW CIRCULAR BUSINESS MODELS
Filippa K has also made good progress in the 

development of a circular business model. The object is 
to transition from a linear resource business model 
– extracting raw materials to subsequently discarding 
them in landfills – to a circular one, according to which 
materials used in production are returned to 
production at the end of the product life cycle. Avoiding 
waste, creating recyclable products, minimizing 
resource utilization, choosing sustainable materials 
and transparency in the supplier chain are all key 
components of the circular economy. In this circle, 
consumer behavior also plays a crucial role. The aim is 
to get consumers to recycle garments, but even more 
so, to encourage them to protect and care for garments 
to extend their life cycle.

 � Willys helps customers shop and cook with no food waste
Discarded food is a waste of money and impacts the 

environment unnecessarily. On average, the Swedish 
consumer throws out 75 kilos of food per year. Fortunately, it is 
possible to reduce food waste by following a few small, simple 
steps. Willys is helping its customers change their behavior, 
both in-store and at home, by providing tips about how to shop 
and cook smarter.

Personal  
development 
Customers use their wallets as a tool to improve their lives. They
want products and services to solve their everyday problems 
and to give them the possibility to develop as humans. That is 
why sustainability is not only about securing production, but 
about inspiring consumers to make better choices. Annual Review

PERSONAL 
DEVELOPMENT 


