
1

Bengt Andersson
President and CEO

Demand in 2007

USA Europe
• Lawn products

• Chainsaws

• Construction
equipment

• Irrigation                    N.A.
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Sales and income

SEKm 2007
Excl.

acquis.

+13% -2%

2%

+0.4

+14%

Margin, % 10.7 +0.1

Excl. 
acq/
curr

Sales 33,284 +3%

Operating income 3,564 +3%

Consumer Products – North America 

• Half of sales for Consumer Products

• Sales unchanged in USD 
- Increased market share

• Lower operating income
-Higher costs for materials and components
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Consumer Products – Rest of World

• Higher sales 
• Improved operating income and margin

• Good growth for:
- Husqvarna-branded products
- Flymo in UK

• Positive dollar effect

• Gardena’s income in line with previous year

Professional Products

• Higher sales and operating income
• Continued high margin

• Favorable trend for products in Lawn and garden 

• Sales for chainsaws and construction equipment
unchanged
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Share price – Husqvarna B
January 2007 – April 2008

Husqvarna B

OMX S30

Year-end
2007

Husqvarna B
Peer Group 
Index

Share price – Husqvarna B 
January 2007 – April 2008

Year-end
2007

In Comparison with American Competitors



5

Acquisitions since June 2006

Company Products Sales, SEKm*

Consumer
Products Gardena, Germany Garden products 3,800 

Professional
Products

Komatsu Zenoah, 
Japan

Chainsaws, trimmers, 
blowers 1,200

Dixon, USA Riders 400

Klippo, Sweden Lawn mowers 150

Jikai, China Diamond tools 160

King Concepts, 
Australia

Grinding and polishing
machines 30

Soff-Cut, USA Concrete saws 240

*) Annual basis at date of acquisition.

• European leader in irrigation

• Very strong brand

• Opportunities for:
-Increasing sales geographically
-Expanding the product range

• Integration on track
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• Strengthens our product range
- Clearing saws. chainsaws. trimmers.
leaf blowers

• Greater presence in Asia

• Common product platforms
- Chainsaws and blowers

• New products under Husqvarna
brand in 2008

• Strong position in Nordic
market for lawn mowers
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Saws for early cutting
in wet concreteGrinding and polishing

machines

King Concepts,
Australia

Soff-Cut, USA Jikai, China
Cost-efficient base
for diamond blades

Agreements for acquisitions

Jenn Feng, Taiwan
• Outdoor products for consumer market
- Chainsaws, trimmers, clearing saws, generators 

and high-pressure cleaners

• Operation in China

• Sales: SEK 800m 

MECO, USA
• Floor saws for construction industry

• Sales: SEK 40m
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Synergies from acquisitions

• Products

• Sales org.
Growth

Cost savings• Production

• Purchasing

Production

Major plants prior to acquisitions
Acquired plants
Acquired in low-cost countries
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Synergies from acquisitions

• Approx. SEK 300m after three years

• Reinforce long-term strategic
position 

• Plan as a basis for decisions

• Implementation process
- Working groups
- Detailed planning
- Follow-up, etc.

• Create motivation
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Build strong brands

Products
Customer service
Communication

Brand-building products

Automower Solar Hybrid 
– robot lawn mower

Gardena Aqua Contour automatic
irrigation system 
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Customer service

Market communication
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Sales under premium brands

2003 2007

Production for other
companies’ brands

Tactical brands

Gardena

Other premium

Husqvarna

Premium 
64 %

47 %
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Husqvarna’s new 2-stroke engines
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Stronger strategic position

• Increased market shares
• Product offering
- Stronger, broader
- Cleaner engines

• Stronger brand portfolio
- Increased share of premium brands

• Positions with retailers

• Greater presence in Asia

• Production structure

First quarter 2008

SEKm 2008 Change
Excl.
acq.

9% -8%

0%

+1.0

22%

+1.3

21%

24%

Excl. acq
and 

currency

Income after 
financial items 1,060

Sales 10,043 -3%

Operating income 1,202 -2%

0.1

Income per share, 
SEK 1.97

Return on equity, % 29.6

Margin, % 12.0

• Sales up 9%, including
acquisitions, down 8% 
excluding acquisitions and 3% 
in comparable currency

• Operating income unchanged,
excluding acquisitions

• Improved operating margin, 
from 10.7% to 11.7%, 
excluding acquisitions
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First quarter 2008

• Lower sales, excl. Gardena
• Lower sales and operating income

in North America
• High growth and strong profit 

improvement in RoW
- Products under the Husqvarna brand

• Lower sales, excl. acquisitions
- Lower demand for chainsaws
• Slightly lower operating income, 

but improved margin

Sales 6,830 10% -10%
Operating income 727 40%

-

7%

2%

-

Margin, % 10.6

3%

-

Operating income 522 -3%

Sales 3,213 -5%

Margin, % 16.2 -

För-
ändr.

Professional products Excl.
acq.Change

Consumer products
Excl. 
acq.Change

Outlook for second quarter

• Higher inventory level at retailers

• Consumers more cautious

• Negative effect on shipments in second 
quarter

• Weather will be decisive

• Good sell-in to retailers

• New products


