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Interview with Lars Hellberg, President and CEO of 

the Fortaco Group Oy

The one-stop 
heavy equipment shop

Big machinery calls for big components. 
An excavator, for instance, requires an 
operator cabin with exceptional stability 
to protect the occupant from falling ob-
jects or in a rollover, all the while incorpo-
rating complex electronic, pneumatic and 
hydraulic systems. Only an expert can 
offer this range of know-how and service 
– an expert like Fortaco Group Oy. The 
Finnish group specializes in large-scale 
steel structures for heavy vehicles and is 
a complete supplier, from sourcing ma-
terials to development and production to 
final assembly and testing, offering eve-
rything machine manufacturers need to 
build their equipment.  

The company is a one-stop supplier, starting with the 
design concept, such as for this Beowulf machine

http://www.european-business.com
http://www.european-business.com
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Fortaco Group has its expertise in 

steel structures such as welded 

frames, booms and arms for heavy 

vehicles, as well as operator cab-

ins, including the full assembly 

of the vehicles. The company 

specializes in three business units: 

assembly, components and ma-

chining. “All our products are 

customized,” says Lars Hellberg, 

President and CEO of Fortaco. 

“Because our customers can and 

do buy from all three business 

units, we are truly a one-stop 

supplier for them.” The company 

serves customers in agriculture 

and forestry, material handling, 

mining, energy, construction, de-

fense and more. Its wide stance 

covering multiple industries allows 

the group to remain strong despite 

fluctuations in the markets. Recog-

nized for its focus on quality, lean 

manufacturing and safety, Fortaco 

offers a broad array of steel struc-

tures, ranging from 200 kg to 80 t 

and standard-grade to high-tech 

steel. “Many companies have 

moved to Asia in the last few years, 

but recent developments make 

producing in Asia and exporting 

back to Europe less profitable,” Mr. 

Hellberg explains. “As a result, a 

number of companies are looking 

for suppliers in Eastern Europe 

instead. We’re strong there, and 

we’re working hard to introduce 

a high quality standard.” Fortaco 

proves to be an attractive partner 

for its largest customers, some of 

whom have begun outsourcing to 

the group. The company has suc-

cessfully enlarged its portfolio of 

customers, more than doubling the 

base in its three years of existence. 

While the majority of customers are 

located in the Nordic countries, 

Central Europe is also of great im-

portance. “Germany deserves spe-

cial mention here, and we opened 

a sales office in Düsseldorf about 

18 months ago,” Mr. Hellberg 

notes. “Asia and South America 

are also promising, but we haven’t 

done any business there yet.” 

Fortaco Group was founded at 

the end 0f 2012 as the merger of 

Komas and Ruukki Engineering 

division. CapMan Funds owns the 

company. “It was a strategic move 

to form a large subcontractor for 

the heavy equipment industry,” 

the President explains. “And 

today, we’re the largest for the 

sector.” The group employs 2,400 

members of staff at ten sites in 

Finland, Estonia, Poland, Slovakia 

and Hungary. “Most of our em-

ployees are highly qualified,” Mr. 

Hellberg says. “We attract a lot of 

good people, and we put a great 

deal of effort into establishing a 

positive working atmosphere.”    

2016 promises to be an important 

year for Fortaco as it prepares 

for the complete assembly of city 

buses and fully battery-driven 

buses. “We will be able to deliver 

in the second quarter of the year,” 

Mr. Hellberg reveals. “The Finnish 

company Linkker developed the 

concept, and we’re proud to take 

part in it.” Fortaco Group will also 

continue to strive for excellence 

in its factories and improve its in-

teraction with its customers. This 

includes expanding its activities 

on social media. Personal contact 

with visits to customers’ sites will 

remain a priority, and the company 

will also be present at this year’s 

bauma trade fair in Munich. 

Within the next five years, Fortaco 

Group aims to double its turnover. 

“We want to be the premier part-

ner of choice for our customers 

in heavy industry,” Mr. Hellberg 

says. “We also plan to strengthen 

our capabilities in the technologi-

cal engineering of steel structures 

to build on our one-stop-shop 

concept.” The company already 

has full capability for operator 

cabins. In addition, it created a 

professional supply management 

team during the last year, which 

builds on the high standard of the 

automotive industry. “Our strategy 

will allow us to remain the largest 

subcontractor in our field, espe-

cially when we account for organic 

growth and acquisitions,” the CEO 

continues. “We already offer the 

complete range of services from 

sourcing to technology develop-

ment to the aftermarket.” 

Material handling companies cooperate 
with Fortaco Group for the components 
of the expertly engineered equipment 
they use, like boom arms

Fortaco Group Oy
Plaza Business Park/HALO 
Äyritie 24 
01510 Vantaa 
Finland

 +358 10 7576000

 info@fortacogroup.com 
 www.fortacogroup.com

http://www.european-business.com
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Interview with Jens Ejsing, Managing Director of 

Volvo Entreprenørmaskiner A/S

Equipment for every 
construction project 
The European construction equipment industry has fluctuated 
in the past several years. However, sales in equipment have 
gone up recently due to increases in construction projects all 
over Europe. Demand for machines, both old and new, is high, 
and new research is being conducted to design more tech-
nologically advanced and environmentally friendly machines. 
Volvo Entreprenørmaskiner A/S is one of the leading innova-
tors and construction equipment sellers in Denmark and has 
kept up with the pace of this ever-growing industry. 

Volvo is one of the leading global 

manufacturers of construction 

equipment. In the past, its ma-

chines were imported and sold 

by four Danish subdealers, but in 

1999, Volvo Entreprenørmaskiner 

A/S was founded. This company 

bought up the majority of the 

Danish dealers and now runs the 

business from one central location. 

This Volvo subsidiary sells both 

products and services. Its products 

mainly consist of Volvo’s construc-

tion machinery. The company’s 

collection consists of 36 service 

trucks, 18 of which are large trucks 

that can handle nearly every ser-

vice and repair for a construction 

project. Some examples include 

excavators, articulated haulers, 

asphalt pavers, compactors and 

many more. Its variety of wheel 

loaders weigh from 3.5 t up to 60 

t, and its excavators can deliver 

1.5 t to 80 t of construction equip-

ment. Volvo Entreprenørmaskiner’s 

wide range of machinery covers 

all of a construction company’s 

needs, which is why it is a leading 

player in Denmark’s construction 

equipment industry. As previously 

stated, it also provides a number 

of services for its customers. “We 

set up work stations at larger con-

struction sites to provide direct 

services on-site,” explains Manag-

ing Director Jens Ejsing. “These 

can be set up for one, two or three 

years and include technicians. 

We have built these work stations 

three times in the past, and every 

time has been a success.” Offering 

on-site Volvo solutions sets Volvo 

Entreprenørmaskiner apart from 

The EC750 excavator is one of the 
leading machines in fuel efficiency and 
cutting-edge technology

Volvo Entreprenørmaskiner’s service trucks are available on-site  
to provide maintenance and repair to its equipment

http://www.european-business.com
http://www.european-business.com


businessEU
RO

PE
AN

7 www.european-business.com

Volvo Entreprenørmaskiner A/S
Tranevej 2 
4100 Ringsted 
Denmark

 +45 70 222728 
 +45 46 773849

 info.volvocedk@volvo.com 
 www.volvoce.dk

the competition. It is one of the 

only companies in this industry 

that places special trucks on-site 

to manage nearly every service in 

the field. This feature makes the 

whole process easier and cheaper 

for customers. In addition, Volvo 

Entreprenørmaskiner offers admin-

istrative customer services, such 

as lease agreements concerning 

the pieces of equipment, mainte-

nance and repair contracts as well 

as financial solutions. 

The company’s target group is 

primarily big contractors undertak-

ing large infrastructure projects, 

such as railroads, motorways, 

bridges and asphalt factories. In 

order for the customers to test out 

the construction equipment before 

purchasing, Volvo Entreprenør-

maskiner came up with a creative 

solution. Once a year at four differ-

ent locations in Denmark, the com-

pany sets up an open gravel pit. 

Potential customers can test drive 

the equipment in these gravel pits 

to get a feel for them and see if the 

machines are a good fit for their 

projects. “These events are simi-

lar to open houses,” explains Mr. 

Ejsing. “We bring in Volvo trucks, 

Renault trucks and even Volvo 

cars to be tested out by drivers and 

equipment operators.” 

Volvo Entreprenørmaskiner (and 

Volvo in general) also advertises its 

products and services at Bauma, 

the annual international exhibition 

for construction equipment in Mu-

nich. This year, Volvo launched the 

A30, the world’s largest articulated 

hauler, as well as the EC750, an 

80 t excavator. “We are involved 

with Volvo’s research and devel-

opment department to a certain 

degree,” explains Mr. Ejsing. “We 

have constant discussions about 

what, where and when new equip-

ment is needed in the market.” 

The company believes it is impor-

tant to sell products that have a 

low TCO, or total cost of ownership, 

and currently has some of the low-

est available in the market.

The reason for this subsidiary’s 

success comes from four factors: 

great products, great employees, 

know-how and trust. “Volvo is built 

on trust,” says Mr. Ejsing. “We 

trust one another and do not waste 

time checking up on each other.” 

Its employees are extremely skilled 

and trained specifically in Volvo’s 

methods and machinery. Volvo 

Entreprenørmaskiner was the pre-

ferred supplier in its industry last 

year, and it plans on earning this ti-

tle again. In the future, the compa-

ny hopes to expand its intelligence 

department. Currently, it is working 

on a data handling project. These 

machines are so complex and in-

volve so much data, and the com-

pany wants to form a system that 

collects this data and automates 

the production. “The data handling 

project will optimize the equip-

ment,” explains Mr. Ejsing. “It will 

assess how they drive, where they 

drive and what the exact sizes 

should be for each machine.” This 

intelligence development will set 

Volvo Entreprenørmaskiner even 

further apart from the competition. 

This business expanded greatly 

since its founding 17 years ago, 

and it continues to dominate and 

develop the construction equip-

ment industry in Denmark. ❙

The A60H dumper is one of the largest in the 
market and can be bought new or used from 
Volvo Entreprenørmaskiner

Volvo sets up work stations at larger construction sites to provide on-site services 

http://www.european-business.com
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Interview with Frede Clausen, President and CEO of TK Development A/S

Living and shopping at its best
Compared to high-street shopping, visiting a shopping center has many advantages. You are 
not concerned with the weather conditions, and you have many different shops, often even 
leisure facilities, within close distance. TK Development A/S, based in Aalborg, Denmark, is 
an expert in the planning, construction and management of malls and shopping centers. Also 
drawing on many years of experience in the housing market, the company unites the best 
of both worlds in integrative solutions. President and CEO Frede Clausen is positive that the 
demand for integrated solutions will continue to grow in the coming years.

At present, TK Development is 

involved in many integrative pro-

jects uniting housing space and 

shopping facilities, restaurants and 

cinemas. “In the past, most malls 

were erected on greenfield sites, 

outside of the cities,” explains Mr. 

Clausen. “The infrastructural plan-

ners aimed to disencumber the cit-

ies and to make it easy for people 

to access the shopping centers. 

Today, more and more retailers 

are asking for central locations 

again, preferably within the cities. 

In order to ensure enough walk-

in customers, you need to offer a 

versatile portfolio. Cinemas and 

restaurants are ideal for keeping 

the malls busy in the evening, too.” 

TK Development is involved in sev-

eral reference projects such as the 

development of a new urban dis-

trict in Køge, Denmark, comprising 

34,300 m2 of retail stores, offices, 

residential units, a cinema, public 

service facilities and restaurants, 

and a housing project in Warsaw, 

Poland, with 300 units. In Esbjerg, 

Denmark’s fifth-largest city, TK De-

velopment is currently constructing 

an urban shopping mall, Broen 

Shopping, covering about 30,000 

m2, scheduled for completion in 

spring 2017. The strip will be the 

home of several major brands 

such as H&M. Altogether, there will 

be 80 tenants, plus cinemas and 

restaurants.

“We follow a full-service approach 

to ensure the success of the 

projects,” says Mr. Clausen. “We 

search for the best locations, pro-

vide the building permit and take 

on negotiations with the local au-

thorities. We also contact the archi-

tects and construction companies 

and take care of the entire project 

management. We are involved in 

the lease or sales of the retail and 

housing units and are responsible 

for the whole building through to 

the final delivery. We arrange the 

project management contracts, 

too. Often, big retail chains ask us 

to find a new location or to initiate 

a new project. From then on, we 

cover the complete value-added 

chain.”

The Broen shopping mall in Esbjerg, Denmark – scheduled for completion in spring 
2017

Aerial view of the Broen shopping mall, located in a railway area at the end of the 
main shopping street

http://www.european-business.com
http://www.european-business.com
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TK Development A/S
Vestre Havnepromenade 7, 3 
9000 Aalborg 
Denmark

 +45 8896 1010

 tk@tk.dk 
 www.tk-development.com

Currently, housing and retail pro-

jects contribute 50% each to the 

company’s turnover. The company 

services individual customers who 

want to buy an apartment as well 

as the tenants of the shops, which 

are mostly big players. “We draw 

on many years of experience in 

the housing market and the retail 

sector,” Mr. Clausen explains the 

company’s success. “This enables 

us to generate important synergy 

effects. Due to our experience, we 

draw on strong relationships with 

the chains, the retailers and the 

investors. We cooperate closely 

with the retailers. They are our ear 

on the market. Thanks to this co-

operation, we know about require-

ments and factors which make a 

mall successful. Of course, we also 

respond to current trends, such as 

the integration of shopping facili-

ties and housing space.”

TK Development was founded 

by Thorkild Kristensen in 1960, 

focusing on the building and 

marketing of holiday homes. At 

the end of the 1980s, the portfolio 

was expanded, and the business 

shifted its focus to retail projects, 

mostly in Denmark. After the fall 

of the Berlin Wall, the company 

took its first steps abroad in Berlin. 

After the opening of the border, 

the city invested extensively in new 

shopping malls. Then, TK Develop-

ment entered the Polish, Czech 

and Swedish markets as well as 

the Baltic States. The 1990s were 

characterized by regional expan-

sion. “Often, the retailers – our 

clients – asked for new locations, 

not only in Denmark, but also 

abroad,” says Mr. Clausen. “We 

completed several shopping malls 

outside of Denmark, responding to 

our clients’ needs. The demands 

came from domestic clients as well 

as from multinationals such as the 

French Carrefour chain.”

In 2000, the business shifted its 

focus again. As the German mar-

ket for malls and shopping cent-

ers was saturated, the company 

enhanced its activities in Poland, 

Sweden and Denmark. Even today, 

these are the three most important 

markets of TK Development. When 

those countries saw a boom in 

residential building investments, 

TK Development adapted to this 

trend, too. 

The company’s strategy to adapt 

to new trends is paying off. Today, 

TK Development is stock-listed. In 

addition to its head office in Aal-

borg, the building expert operates 

offices in Copenhagen, Stockholm, 

Warsaw and Prague. With a staff of 

85, the dynamic business realizes 

an annual turnover of around 81 

million EUR.

“We are recognizing a strong 

trend back downtown,” says Mr. 

Clausen. “In line with this trend, 

we are completing many high-

street projects. Another trend is 

towards complex projects where 

apartments, offices, and trade 

and leisure facilities are integrated 

into a block of buildings. We have 

already won several new projects, 

and we will continue to be active 

in this sector. Fortunately, we are 

acting in a dynamic market with a 

stable demand. Therefore, we are 

confident about the future.” ❙

America Have in Copenhagen – 121 apartments for sale to private owners The residential park Bielany in Warsaw, Poland

http://www.european-business.com
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Interview with Karl Johan Lier, CEO and President of Hatteland

Increase efficiency – increase 
performance

No matter what industry or size, every modern business depends on IT. As modern IT infra-
structures and solutions are extremely complex, most companies trust an external profes-
sional partner to ensure the best possible performance and smooth running. Yet, it is crucial 
to find the right partner for your business. Making business easier for its customers – this is 
the mission of Hatteland, based in Nedre Vats in Norway. Offering unique solutions which ex-
cel in performance, the company has been able to achieve growth of around 50% in the last 
few years. Karl Johan Lier, CEO and President of the, group is positive that Hatteland will be 
able to stay on its growth path in the coming years, too, and sees particular growth potential 
for its AutoStore and RamBase solutions. 

Offering ERP solutions, robot 

technologies and tailor-made IT 

solutions, Hatteland lays greatest 

emphasis on the performance 

and efficiency of its systems. The 

company’s AutoStore solution 

is an automatic warehouse con-

cept. The solution is unique and 

patented worldwide. “Compared 

to other solutions which are avail-

able today, AutoStore is based on 

five modules,” explains Mr. Lier. 

“These are robots, picking sta-

tions or ports, boxes or bins, grids 

to locate the bins, and a control 

system. Every module is based 

on a standard model. Thanks to 

this modular concept, AutoStore 

is much more space efficient than 

other solutions and less vulnerable 

to hardware failures. Thanks to 

its speed and precision ,it offers 

real added value.  It can be used 

for all dimensions. The solution is 

extremely flexible and can easily 

be expanded with the customer’s 

business. Last but not least,  

AutoStore is a green product with 

extremely low power consumption. 

Today, green aspects are important 

buying arguments, too.”

RamBase was the company’s first 

solution, which set a new stand-

ard in the market. RamBase is a 

totally integrated ERP-system de-

livered in the cloud. Thanks to its 

total integration, RamBase is ideal 

for companies which require strin-

gent control of their processes, for 

example distribution enterprises 

or production companies for 

whom traceability is important. 

“RamBase is a sophisticated and 

very advanced system connect-

ing the value chain for perfect 

traceability and control,” explains 

Mr. Lier. “We adapted the system 

to the increasing demand for 

profitability, quality, traceability 

and documentation. RamBase 

provides you with smooth control 

of every single order and allows 

you to check the delivery status of 

each individual item in an order 

and quickly make changes where 

necessary.”

Last but not least, Hatteland is 

well-known for its individual IT so-

lutions. Drawing on over 16 years 

of experience in delivering cloud 

services, the company develops 

efficient solutions which are tailor-

made to the needs and require-

ments of its clients. The company’s 

virtual desktop infrastructure of-

fers access to your programs and 

documents independent of your 

location. “We recognize a growing 

trend towards outsourcing in order 

to reduce the internal IT costs,” 

explains the CEO. “We are able to 

provide a safe and secure setup 

which reduces the use of the in-

ternal IT resources.” Predictable 

IT costs, a high level of security 

and availability, low investment in 

infrastructure, and access to your 

IT systems, data and any kind of 

device independent of time and 

location are only the predominant 

AutoStore is a unique and globally patented automatic warehouse concept

http://www.european-business.com
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advantages Hatteland’s customers 

benefit from.

Today, AutoStore is a well-known 

product in the AS/RS product area 

and draws on a strong and growing 

market position. Selling through 

distributors, the company is a glob-

al player in the truest sense of the 

word and achieves around 90% of 

its annual turnover through export 

activities. At present AutoStore is 

sold to 21 countries worldwide. 

Currently, the company’s most 

important markets are Germany, 

Switzerland and the USA. In order 

to enhance its international contact 

network and to showcase its latest 

innovations, Hatteland regularly 

exhibits at international trade fairs 

such as the Cemat in Hanover and 

Shanghai, the Modex in Atlanta, 

and others. 

The roots of the business date 

back to the 1970s when Jakob 

Hatteland, the current owner, set 

up a small component distributor. 

The development of RamBase was 

definitely a milestone in the com-

pany’s history, paving the way for 

further growth. In 2001, the first 

AutoStore prototype was launched. 

The first external installation of Au-

toStore was accomplished in 2005. 

In 2000, Jakob Hatteland sold the 

component business to focus on 

the development of new technolo-

gies. In the course of the restruc-

turing process, he made major 

investments to promote AutoStore 

and RamBase. In 2009, AutoStore 

entered the export market; Ram-

Base had already been available 

internationally for 20 years. Today, 

Hatteland has a staff of 275 and 

achieves an annual turnover of 

around 470 million NOK, of which 

349 million NOK comes from Auto-

Store. In addition to its head office 

in Nedre Vats, Hatteland operates 

a factory in Poland.

“Our solutions are great,” Mr. 

Lier explains the success of the 

company. “We have always been 

driven by innovation and the will to 

improve our solutions, to excel in 

performance and to meet the cur-

rent market trends. For example, 

at present, cooling and freezing is 

an important research area. Apart 

from our innovative strength, our 

owner is an entrepreneur at heart. 

He had the courage to sell busi-

nesses in order to release capital 

for investment in promising future 

technologies. The Hatteland Group 

has always followed a long-term 

strategy, too. We take our time to 

make solutions successful.”

Mr. Lier is positive about the fu-

ture. In 2015, we were able to 

achieve growth of around 70%,” 

he says. “For 2016, we expect 

growth to be around 50%. To 

handle these tremendous growth 

rates, we focus on R&D consistent-

ly. Innovation is in our DNA, and 

we have always worked on new 

and better solutions. Our mission 

is to make business easier for our 

clients with our IT solutions. We 

will stay true to this mission in the 

future too, as it has made us what 

we are today. At present, we have 

around 120 AutoStore installations 

worldwide. This year, we have al-

ready sold 30 new installations. By 

the end of the year, we expect to 

have sold a total of 50 new instal-

lations. We expect to double our 

turnover in the next two to three 

years with AutoStore. There is a lot 

going on in the automation sector, 

and the market is showing great 

growth potential. Definitely, the 

growing e-commerce industry will 

give the market another impulse. 

Here, AutoStore is perfectly posi-

tioned. It is the best solution avail-

able at present. We call AutoStore 

the ‘e-commerce booster.’ Also, all 

customers will have a greater need 

for complete control and trace-

ability. Here, RamBase is a great 

solution.” ❙

Hatteland
Stokkastrandvegen 85 
5578 Nedre Vats 
Norway

 +47 52 763300

 post@hatteland.com 
 www.hatteland.com
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Interview with Claus Olsen, Head of Sales for the Nordic Region of Mette Munk A/S

Bringing the bakery  
to your freezer
Imagine biting into a crisp, light and flaky crust, accompanied by a warm, sweet and sump-
tuous filling. The taste buds explode at the richness of flavour and a sense of happiness 
washes over you. When it comes to a little pick-me-up, a delicious Danish pastry definitely 
hits the spot and gives the person a little taste of heaven wherever they are. Mette Munk 
A/S, a subsidiary of Aryzta, is dedicated to creating the best Danish pastries and other yum-
my treats on the market, and does so in a way that is both friendly for the environment and 
takes animal welfare into account. 

For over 50 years, Mette Munk has 

been baking up delicious pastries 

for the public to enjoy. The baking 

business was acquired by Aryzta 

two years ago and functions as a 

bridge to the Nordic region for the 

new parent company. Since joining 

Aryzta, Mette Munk has been able 

to double its production capacity 

of ready-to-bake Danish pastries. 

Due to the acquisition, the com-

pany now also has the ability to 

offer a greater product range to its 

Scandinavian customers. These 

new additions include things like 

cookies and baguettes. However, 

the shining star remains the tradi-

tional Danish pastry. 

To understand the passion Mette 

Munk has for the pastry, it is 

important to understand the his-

tory of Danish bakeries and the 

Danish pastry in general. “Being 

part of hundreds of years of tradi-

tion helps us continue to strive 

to create the very best product 

we can for our customers,” says 

Claus Olsen, Head of Sales for the 

Nordic Region. It all started with 

the bakers’ strike in Copenhagen 

more than 150 years ago. Work-

ing conditions were bad, so the 

bakers in the capital refused to 

work. Normally, Danish apprentice 

bakers would train in Copenhagen, 

but since this was not possible, at 

that time they reached out to their 

fellow bakers in the baking capital 

of the world, Vienna. The masters 

came from Vienna and showed the 

Danish bakers how to roll dough 

out thinly and place a layer of fat 

in the dough. When the strike 

was over, the bakers from Vienna 

returned home, but the Danish 

bakers continued using this newly 

learned technique. The Danes de-

veloped the technique further and 

fashioned it to appeal to the tastes 

of the Danish public. The people 

quickly fell in love with this new 

taste sensation, and the Danish 

pastry was born. 

So why is the Danish pastry re-

ferred to as such, in English, 

throughout large portions of the 

world? The name arose when Dan-

ish bakers immigrated to America 

and set up shop selling creations 

inspired by their lives in Denmark. 

For Americans, the pastries were 

exotic and exciting. Since the des-

sert was a cake-like creation that 

was bought from a Dane, they 

began calling it a Danish pastry, or 

more commonly, a Danish. “This 

name stuck and spread from the 

US to other parts of the world,” 

adds Mr. Olsen. 

Mette Munk proudly steps into 

the great history of the pastry and 

offers many sinful products for its 

customers to snack on. One of the 

Enjoy some muscovado with family and 
friends at your next get-together

The company’s headquarters in Odense, Denmark

http://www.european-business.com
http://www.european-business.com


businessEU
RO

PE
AN

13 www.european-business.com

Mette Munk A/S
Göteborggade 3-5 
5000 Odense C 
Denmark

 +45 70 202371

 mm@mettemunk.dk 
 www.mettemunk.dk

best-selling products is the cin-

namon roll. Enjoy the company’s 

great-tasting cinnamon rolls when 

you want something extra special 

for breakfast or something great to 

accompany afternoon tea. Bake up 

the fresh rolls and turn them into a 

fun activity for children, decorating 

each cinnamon roll for the person 

who will eat it. Next up on the des-

sert cart is the Spandauer with 

cream. This is a beloved classic 

of the Danish breakfast. Enjoy the 

crisp and airy pastry topped with 

a soft rich vanilla cream. A third 

offering is a tebirkes. The tebirkes 

is to Denmark what the croissant is 

to France. Enjoy these wonderfully 

baked up rolls in the morning or all 

day, known for their signature top-

ping of blue poppy seeds.  

Other pastry options include bar-

onesse-stangs, raspberry pies and 

skovbærtærtes.  

However, if you are in the mood for 

a more savoury dish, Mette Munk 

has you covered. The first option is 

a leek and bacon tart. The leek tart 

and bacon dish has a crisp outside 

and is filled with the highest quality 

blanched leeks, bacon and eggs. 

The second option is a spinach 

chicken pie. Like the leek and ba-

con tart, the spinach and chicken 

pie has a crisp outside and is filled 

with spinach, chicken, cherry to-

matoes, eggs and a touch of garlic. 

The meals can be enjoyed alone 

or with side salads and bread. 

“We also offer two different types 

of holiday buns, one for Christmas 

and the other for Carnival,” adds 

Mr. Olsen.

It is important to note that Mette 

Munk is not just interested in sales 

numbers. It is interested in being a 

responsible company that people 

can count on, both now and in the 

future. The fillings 

for the wide variety of prod-

ucts are produced in-house, 

which insures they meet high 

quality standards. The products 

are free from hydrogenated fat, 

have no artifical colours or aromas, 

and use RSPO margarine. The 

company also recently made the 

switch to free-range eggs, and 

some pastries are made without 

palm oil. “We have a passion for 

what we do and will continue to 

serve our customers to the best of 

our ability,” sums up Mr. Olsen. ❙

Enjoy Mette Munk’s delicious cinnamon rolls for 
breakfast or a snack

Bite into the savoury chicken spinach pie for a healthy lunch or 
dinner alternative

The forest fruit tart adds pizzazz to afternoon tea

The maple pecan plait offers a crunchy sweet treat 
to everyone
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Interview with André Braathen, Country Manager of TUI Norway AS

New name, same smile

The TUI Group is the largest leisure, travel and tourism company in the world. It owns travel 
agencies, hotels, airlines, cruise ships and retail stores as well as nine tour operators based 
in Europe and Scandinavia. One of these was Star Tour AS in Norway, which was responsible 
for serving customers in the entire Norwegian market. Having been part of the TUI Group 
since 2000, the company changed its name to TUI Norway on 1 November 2016. The Norwe-
gian arm is a leader within the group in terms of its use of digital technology. In the Scandi-
navian market, 80% of all bookings are made online or via mobile phone apps.

The name change from Star Tour 

to TUI Norway had been the key 

priority for the company in the lead 

up to the official launch, which 

became effective on 1 November. 

“We still have a number of promo-

tional activities planned, and I have 

been visiting our partners through-

out the country to raise awareness 

about the change,” says Country 

Manager André Braathen. “The 

name change reflects TUI’s domi-

nant position in the market and its 

confidence in its own brand that 

it can now supersede country-

specific brands.”

As the world’s largest leisure and 

tourism company, TUI occupies 

a preeminent position in the 

Scandinavian region. TUI Norway 

is a classic tour operator which 

organizes its own package tours as 

well as those of its parent organi-

zation. “In this way we can offer 

our customers a much greater 

variety of destinations and hotels,” 

says Mr. Braathen. “However, the 

most popular destination for sun-

seeking Norwegians is Majorca.” 

TUI Norway operates mainly in the 

tourist sector; however, it also tar-

gets the business sector. “We offer 

fully inclusive packages to dream 

destinations all over the world,” 

says Mr. Braathen. “That includes 

popular exotic destina-

tions such as Thailand 

and the Canary Islands 

but also hiking tours of 

Nepal and South Af-

rica.” TUI Norway also 

has products tailored 

specifically to families 

under the brand name 

Family Life. They 

are designed to take 

all the stress out of the 

TUI Norway puts together its own packages, combin-
ing flights and carefully vetted resorts

Majorca is a popular destination for Norwegian sun-
seekers

Luxury accommodation is a key part of a dream holiday
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holiday experience and include 

flights, accommodation and out-

standing local service. “That is 

what our customers value and why 

they keep coming back,” says Mr. 

Braathen. “Our local representa-

tives offer a point of contact for 

travellers for all their needs.” A 

specially designed app also pro-

vides reassurance before, during 

and after the holiday.

This is where the Scandinavian 

subsidiary is leading the way for 

the entire TUI Group. “We have 

focused very strongly on embrac-

ing the digital revolution and the 

opportunities it gives us to connect 

with our customers,” says Mr. 

Braathen. “We have become a pio-

neer within the group and have de-

veloped our own digital app, which 

is now being adopted throughout 

the group.” Around 80% of TUI 

Norway’s total bookings are made 

online while traffic on its website 

totals 1.3 million visits per month. 

More than half of this traffic is on 

mobile devices. “Our goal is to 

generate half of turnover via our 

mobile application by 2020,” says 

Mr. Braathen. “Last year alone 

we increased mobile revenue by 

300%.” 

Norwegians are quite advanced 

when it comes to digital technol-

ogy, and there is a high degree of 

acceptance of this way of booking. 

Other trends in the travel industry 

also feed into the great-

er digitalization of the 

business. “The trend 

is definitely for people 

to take more frequent 

but shorter holidays,” 

describes Mr. Braathen. 

“Shorter summer holi-

days are accompanied 

by short breaks at other 

times in the year. There 

is also a trend to combine 

two kinds of holiday in one, 

for example a week-long cruise fol-

lowed by a week in a resort.” 

TUI Norway finds itself catering to 

an increasingly divided market and 

addressing strictly defined target 

groups. “Families with children, 

singles, senior citizens – they all 

have different interests and re-

quirements,” says Mr. Braathen. 

“We have to ensure that we put 

together packages that will meet 

those needs.” In order to do this, 

TUI Norway looks to get to know 

its customers as well as it can. 

Here again, modern technology 

has much to offer. “We analyze big 

data and draw conclusions from 

the results on how to improve our 

packages,” says Mr. Braathen. 

“In this way we are always able to 

offer our customers the best pos-

sible experience.” Sometime in the 

middle of next year, TUI Norway 

expects to receive its ten mil-

lionth booking. “Norwegians have 

booked their holidays with us since 

1973,” says Mr. Braathen. “As of 1 

November, they are doing it under 

our new name.” 

Destinations combining sun and sand are perennial favour-
ites

TUI Norway’s packages are tailored to key target 
groups

Exotic destinations like Thailand continue to attract 
adventurous tourists

TUI Norway takes all the stress out of booking the 
dream holiday

TUI Norway AS
Professor Kohts Vei 108 
1368 Stabekk 
Norway

 +47 67 115100 
 +47 67 115341

 info@tui.no 
 www.tui.no
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Pilgrim Export Aps
Søtoften 8  
8660 Skanderborg 
Denmark

 +45 6333 3333

 mail@pilgrim.dk 
 www.pilgrim.dk

Interview with Lone Vestergård, Country Sales Manager DACH of  

Pilgrim Export Aps

Businesses are started for many different reasons. For the founders of Pilgrim Export Aps, 
the reason was to create beautiful designs from the heart. The Danish company sells jew-
ellery, watches and sunglasses, mainly at music festivals at first. That was more than 30 
years ago. Pilgrim now operates internationally and has a nine-digit turnover, but the de-
signs still reflect the initial values of spontaneity and authenticity. 

“We are well aware of what goes 

on in fashion, and we are very 

proud of our products,” says Lone 

Vestergård, Country Sales Manager 

DACH. “We always have a motto 

for our collection. This summer it 

is ‘be true to yourself’. That is very 

Scandinavian.” Pilgrim recently 

refocused on its core business of 

jewellery and watches, and the 

collections again show a distinct 

Scandinavian influence. The new 

strategy is very successful. “The 

general popularity of Scandinavian 

design has been good for us,” Ms. 

Vestergård adds. The company 

expects a nine-digit turnover and 

a 17% growth rate this year, and 

29% next year. 

Pilgrim launches four new col-

lections a year, with 350 different 

items in each, including earrings, 

necklaces, bracelets and watches. 

Each collection consists of two 

lines. The classical line offers 

items that never go out of style. It 

targets the more mature wearer, 

while the more fashionable line is 

meant for younger girls. Gold, sil-

ver, rose gold and black are always 

the main colours, and all items are 

handmade.

Pilgrim was established in 1983 

by music and jewellery lovers 

Annemette Markvad and Thomas 

Adamsen. From a home-based 

business, it has developed into an 

internationally oriented company 

with a 40% export rate, 1,200 

points of sale, 63 Pilgrim stores 

and 300 shop-in-shop outlets. 

The collections are also available 

through the company website, 

Amazon, Zalando and ASOS. Mar-

keting activities include magazine 

advertising, visiting trade fairs and 

publishing a customer catalogue. 

There are PR agencies in Germa-

ny, the UK and Denmark. 

Today, Pilgrim is still family owned 

and operated and has strong val-

ues. The company wants to give 

back to the community. “Every 

year one piece of jewellery is dedi-

cated to Doctors Without Borders. 

The entire income from that item 

goes to that organization,” Ms. 

Vestergård explains. According to 

her, most people have a positive 

experience with Pilgrim products. 

“When I tell people that I work for 

Pilgrim, they smile. That is one of 

the things I enjoy most about my 

job.” For the coming years, Pilgrim 

will focus on developing relation-

ships with both smaller shops and 

leading retailers around Europe. In 

addition the company will attend 

more trade fairs. Ms. Vestergård: 

“We are constantly looking for new 

ways to build a strong base for the 

future. We are growing in difficult 

times, and that is a good feeling.” ❙

The main colours are gold, silver, rose gold 
and black

Pilgrim designs four collections a year with both  
timeless and fashionable items

Made by hand from the heart
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Miss Mary of Sweden AB
Skaraborgsvägen 3B 
50630 Borås 
Sweden

 +46 33 222250

 info.se@missmary.se 
 www.missmary.se

Interview with Elisabet Sandström, CEO of 

Miss Mary of Sweden AB

Perfection in every seam 
Shape, support, seduce – though mostly invisible, our most personal, most basic items of 
clothing, our undergarments, are anything but basic in the job they do. Their fit, material 
and quality play a crucial role in our day-to-day well-being. Miss Mary of Sweden is a provid-
er of high-quality ladies’ undergarments, offering a wide range of sizes and features, always 
bearing in mind its customers’ comfort and appealing in style.

“Our Facebook page has reached 

50,000 likes,” says Elisabet Sand-

ström, CEO of the Swedish branch 

of Miss Mary of Sweden. She has 

been with the company since 

2006 and appreciates the com-

pany’s respectful, open-minded, 

and very genuine attitude and 

approach, as she describes it. “I 

sometimes read about women who 

finally found Miss Mary and how 

it changed their life. To me, being 

able to make individual lives better 

through the products and service 

we offer is very rewarding.”

Miss Mary of Sweden provides a 

range of bras, bodies and corse-

lets, panties, swimwear and 

various accessories such as 

washing bags and bra extend-

ers. A special focus lies on 

bras without underwires as well 

as on shapewear. “We offer a 

wide range of sizes and also 

cater to special needs,” explains 

Mrs. Sandström. The company’s 

shapewear is presented in classic, 

traditional styles and is hand-sewn, 

an asset hard to find in the indus-

try. “The high quality of our gar-

ments is another important aspect. 

Their high durability is important 

to our customers, and they are 

very sustainable.” The unique ap-

proach at Miss Mary of Sweden is 

its testing phase: “We design and 

grade 100 models and test them in 

our own catalogues in Sweden and 

Norway,” explains the CEO. “The 

ones that sell well are ‘winners’, 

which we then sell to our B2B 

clients elsewhere. They only get 

the best, the winners. That brings 

the rate of returned items down.” 

Miss Mary is also very careful in 

choosing its suppliers, with which 

it holds close relationships in order 

to ensure the highest standards. 

The company is well-known for 

its transparency and ensures a 

good working environment at its 

own production facility in Talinn, 

Estonia, where it also has its head-

quarters.

Miss Mary was founded in Sweden 

in 1959 and remains a privately 

owned company to this day. Over 

the years, its headquarters, pro-

duction and warehousing have 

been relocated to Estonia. Today, 

it employs around 160 members 

of staff in Talinn and about 20 in 

Sweden. “We target markets in 

various countries but have no of-

fices there,” says Mrs. Sandström. 

The company’s main market is 

Germany, where it started export-

ing as early as the 1960s, followed 

by the UK and Sweden itself. “Our 

business is mostly B2B to other e-

commerce and mail-order compa-

nies,” the CEO adds. “But we also 

do direct sales both online and via 

our catalogue, which have risen 

from 10 to 30% since 2013. Direct 

sales help us to continuously enter 

new markets.” ❙

Miss Mary offers comfort and elegance 
in a wide range of sizes

Miss Mary is synonymous with high-
quality undergarments
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Interview with Jørn Bue Madsen, CEO of Danbor A/S

Uniting two worlds – customized  
solutions for the energy market

The smart use of renewable energy resources has become an important  
political and economic issue. In the past, traditional fossil energies and  
renewables seemed to be worlds apart. Now, there is a growing trend  
towards the combination of conventional and renewable energy forms in 
order to ensure a smooth supply and greatest efficiency possible. Danbor 
A/S, based in Esbjerg, Denmark, is the country’s biggest offshore service 
base and full-service provider. With a market share of around 70%, the 

company is the undisputed market leader in the offshore industry.  
The company is also one of the first movers to transfer their 
know-how about the fossil energy market to the renewable  
energy sector. Offering services to gas and wind companies, 
too, Danbor aims to grow its overall business volume on the 
basis of know-how transfer in the coming years and to gener-
ate synergy effects between the different industries.

As a full-service provider, Danbor 

offers a wide range of logistics 

services to the oil and gas indus-

tries, including warehousing, road, 

sea and air transportation, courier 

services, dangerous cargo trans-

port as well as project cargo and 

port and agency services. Every 

year, the company handles around 

390,000 t of goods. In the support 

and maintenance sector, the com-

pany focuses on steel production, 

coating, offshore manpower ser-

vice, rig repair and maintenance, 

engineering, and rope access. “We 

cover the whole value chain,” ex-

plains CEO Jørn Bue Madsen. “We 

even offer catering services for the 

North Sea drilling rigs.”

The service program includes the 

manufacturing of spools and struc-

tural units, orbital welding, mainte-

nance and equipment certification 

as well as abrasive jet machining 

and special alloy construction. 

Offshore tank certification, the 

repair and re-certification of blow-

out preventers and other drilling 

equipment maintenance services 

complete the portfolio. Currently, 

Danbor is working on a major pro-

ject called DolWin Beta in Emden, 

Germany, in cooperation with Nor-

Sea Group and Wilhelmsen Ship 

Management. “Here, we are in the 

process of implementing a brand-

new digital logistics and warehouse 

management systemTag-Hub, 

Jørn Bue Madsen is 
positive that Danbor 
will be able to en-
hance its market posi-
tion as a full-service 
supplier in the coming 
years

http://www.european-business.com
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which enables you to track and 

trace your units in real time,” says 

Mr. Madsen. “We will implement 

the new system at our facilities in 

Esbjerg, too.”

In order to become less depend-

ent on the oil and gas industries, 

Danbor entered the wind energy 

market four years ago. “We see 

promising growth prospects in 

the renewable energy sector in 

general,” says the CEO. “The wind 

energy market is comparatively 

young, and there are many young 

players. We have been in the oil 

and gas business for 40 years 

now and draw on profound know-

how.” Over the years, Danbor has 

supported the wind sector with 

logistics and port services, mainte-

nance and repair. “As part of our 

growth strategy, we established 

a new division, the Wind Centre 

of Excellence, which is to focus 

on developing the support and 

services for the wind market. We 

are positive that we will be able to 

transfer our know-how to the wind 

energy sector. Against this back-

ground, the acquisiton of ØER A/S 

was an important strategic move 

to strengthen our position in the 

wind energy market and to deliver 

services along the whole value 

chain. At the same time, this move 

stabilizes our portfolio.”

Danbor’s philosophy is based on 

two main pillars. These are quality 

and safety. Worldwide, the compa-

ny enjoys an excellent reputation 

for its uncompromising premium 

quality approach and its extremely 

high safety standards. Last but not 

least, Danbor is known to deliver 

good value for money. Today, oil 

producers and platform operators 

as well as manufacturers of wind 

energy hardware and operators of 

wind farms rely on the company’s 

know-how and experience. Cur-

rently, the energy specialist fo-

cuses on Scandinavia.

›››

Danbor is based in 
Esbjerg, Denmark

Danbor A/S
Kanalen 1 
6700 Esbjerg 
Denmark

 +45 7911 1900 
 +45 7911 1901

 dk@danbor.com 
 www.danbor.com

Danbor covers the complete logistics chain on behalf of its clients The company also takes on warehouse management
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Interview with Jørn Bue Madsen, CEO of Danbor A/S

Also, the company has had ac-

tivities in Qatar and China. In the 

coming years, Danbor aims to 

establish itself in the USA and Asia 

regarding the wind business.

“We adapt to new market trends 

and demands early,” Mr. Madsen 

explains the company’s sustain-

able success. “Our market is 

moving fast and is subject to 

macroeconomic developments 

and to political decisions. At pre-

sent, there is not much integration 

between the different renewable 

energy forms yet. We are one of 

the first movers uniting oil, gas 

and wind. Yet, despite our growth 

ambitions, we will not neglect our 

values. Quality and safety have al-

ways been our DNA and the basis 

of our success. We are known as a 

reliable partner who provides qual-

ity equipment and excellent and 

quick services.” When a platform 

does not work for only one single 

day, the costs hereof are very high. 

Therefore, quality and reliability are 

crucial to Danbor’s business. “Our 

piority is to ensure 24-hour opera-

tion without any interruptions. Last 

but not least, we believe in values. 

Therefore, we are guided by a set 

of policies which are known to all 

our employees. This also differenti-

ates us from several competitors.”

Danbor was founded in 1974 by 

Maersk Oil in order to operate the 

group’s oil fields in Denmark and 

to accomplish all maintenance and 

repair jobs. After years of growth 

and structural changes at the 

same time, the company was tak-

en over by the Norwegian NorSea 

Group AS. Owned by three Nor-

wegian shipping companies, the 

group unites around 18 companies 

under its umbrella. In 2014, Dan-

bor celebrated its 40th anniversary 

and a year later took on ØER A/S, 

Danish Offshore Energy Services. 

Today, the company has a staff of 

400, plus about 120 employees 

who are active in the wind energy 

sector.

“Our vision is to grow our turnover 

significantly in the years to come,” 

says Mr. Madsen. “To achieve this 

In brief
Core Competence
Full-service provider of the oil and gas industry

Facts & Figures 
•  Founded: 1974
•  Structure: part of the NorSea Group, Norway’s leading 

supplier of base and logistics services to the oil and gas 
industries

• Employees: 400, 120 of them in the wind energy sector
•  Export: mainly Scandinavia, Qatar, China; in the future: 

USA, Asia with wind energy services

Products & Services 
•  Logistics services: warehousing, rail, sea and air transports, 

courier services, dangerous cargo, project cargo, port and 
agency services

•  Support and Maintenance: steel production, coating, off-
shore manpower, rig repair and maintenance, engineering, 
rope access

•  Wind energy: cleaning, repair and inspection of wind tur-
bines

Target Groups 
Oil producers, oil platform operators, wind energy producers, 
windfarm operators

Philosophy
Our staff is our greatest asset; quality and safety; early 
adoption of new trends

Future  
Double turnover by 2020 through organic growth and acquisi-
tions; modernize facilities in Esbjerg; unite competencies in 
NorSea Group to act as a one-stop shop

Morten Basse Jensen is CEO of OER and 
Head of the Danbor Wind Division

Danbor offers a wide range of mainte-
nance and repair services to the oil, gas 
and wind industries

Four years ago, the company entered 
the wind energy market

The company is an expert in maritime 
O&M, even under difficult conditions

›››
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Safety has top priority at Danbor; here: repair works at the bottom of an oil rig

we have developed a 2020 growth 

strategy. We plan to grow organi-

cally and through acquisitions. Of 

course, the low oil price is a big is-

sue for us, but we remain positive. 

We have only started to generate 

synergy effects between the differ-

ent industries and to transfer our 

know-how. Within NorSea Group 

we have different competencies, 

and the goal is to bring them to-

gether. We want to be able to offer 

our customers everything from one 

source, to be a one-stop shop for 

energy companies.” ❙

Wind turbine repair and maintenance has 
become an important pillar of the business
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Interview with David Ringmar, Director of Network Strategy and 

Development at Vattenfall Eldistribution AB

Superior electricity service 
in Sweden

There was a time when buying electricity was simple. There was one network and 
one distributor, you received your electricity, and you paid the bill. Today, market 

forces have been brought into play to bring down prices and improve customer 
service. The only problem is how to dismantle a monopoly. The solution is to 
separate the functions of electricity distribution and supply. Although there is 
still just one physical electricity network, electricity network operators are re-
sponsible for electricity distribution and delivery while electricity suppliers have 

taken over the job of selling that electricity to the end user. Vattenfall Eldistribu-
tion AB, based in Stockholm, distributes electricity across Sweden and understands 

what it takes to build good relationships with end users.

Customers generally have clear 

expectations of their electricity pro-

vider. Reliable delivery of electricity 

to homes and commercial build-

ings is, of course, the most impor-

tant factor. In addition, they need to 

have confidence that consumption 

is being accurately measured and 

then charged via clear and easily 

understandable billing. Vattenfall 

Eldistribution AB has addressed 

this challenge in two ways: It has 

established a thorough under-

standing of its customers’ needs, 

and it has developed significant 

expertise in the technology of the 

power industry, which, combined, 

have enabled the company to 

position itself as one of the lead-

ing companies in the market. The 

company knows exactly what its 

customers are looking for and 

strives to offer top service. Its cus-

tomer services team offers a free 

advisory service to help custom-

ers choose the contract that best 

meets their needs. “Our customers 

want quality, stability, reliability, 

transparency and simplicity of ser-

vice,” says David Ringmar, Director 

of Network Strategy and Develop-

ment, who joined Vattenfall Eldistri-

bution AB in 2009. “We offer out-

standing customer support service 

with convenient opening hours. We 

provide this service in a number of 

languages and always endeavour to 

communicate with our customers 

in the language of their choice.” 

The company is proud of its tech-

nological expertise and sees it as 

a key strength, which has resulted 

in a number of important devel-

opments. “Operations are more 

automized today,” explains Mr. 

Ringmar. “This has improved the 

customer experience with respect 

The electricity grid stretches the length and breadth of Sweden Vattenfall Eldistribution’s head office in Solna, Stockholm
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to both communications with our 

team and in consumption report-

ing.” The company has developed 

a new smart grid application which 

can quickly identify failures and 

can also analyze data in order to 

predict maintenance requirements 

more efficiently. This work is con-

tinuing in conjunction with the 

modernization of the infrastruc-

ture, which is necessary to meet 

the increasing needs of customers.

Power distribution was established 

in Sweden around 100 years 

ago. Vattenfall Eldistribution AB 

built the power grid in Sweden, 

which grew over the years, and 

by the 1960s there was one com-

prehensive grid which extended 

across the length and breadth of 

the country. In 1996 the electric-

ity market was deregulated, but 

the distribution aspect remains 

a monopoly and is therefore still 

regulated by the authorities. Since 

1996, there have been a number 

of mergers, slowly reducing the 

number of distribution companies, 

but a significant number remain. 

An added complication for the 

market is the regulatory require-

ments, which, due to political is-

sues, change on a regular basis. 

Over the past ten years, Vattenfall 

Eldistribution AB has emerged 

from being a group of several com-

panies with at least three control 

centers in Sweden along with a 

wide range of core technologies 

and philosophies to its current 

status as one organization. “We are 

now one company with one philos-

ophy,” emphasizes Mr. Ringmar. 

“It was a great journey.”

Wind power is the fastest-growing 

form of energy in Europe, which 

has brought new challenges to the 

grid power industry in respect of 

quality of distribution and the net-

work itself. The grid in Sweden is 

divided into two distinct sections: 

central Sweden and the northern 

grid, where there are very few 

customers per kilometer of cable 

compared to other European coun-

tries. Major investment in the aging 

infrastructure is now urgently re-

quired to meet continually increas-

ing consumer demand and also 

the technical challenges of sus-

tainable energy sources. There is 

an incentive regulatory scheme in 

place to support the renewal, and 

the level of investment has already 

increased significantly in the past 

couple of years. “We see this as a 

great opportunity for the industry,” 

states Mr. Ringmar. “We have the 

chance to increase efficiency and 

improve our operational processes 

so that we can ultimately offer bet-

ter services to our customers.”

Vattenfall Eldistribution AB current-

ly employs approximately 800 staff 

in Sweden and boasts a turnover 

in the region of nine billion SEK. 

The company has great ambitions 

for the future and has a strategy 

encompassing both short-term and 

long-term goals. In 2016, it plans 

to increase investment in technol-

ogy. Following some issues in the 

quality of supply in the northern 

grid, Vattenfall Eldistribution AB 

aims to address these problems in 

the next twelve months and focus 

on delivering stable and reliable 

service to customers in that area. 

›››

Vattenfall Eldistribution AB is based in an ultra-modern  
office complex in the Arenastaden district in Solna

The environment is always an important consideration when 
planning grid development

Vattenfall Eldistribution AB is proud of its technological expertise
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It predicts that the industry will 

continue to see a decrease in the 

number of suppliers, which will 

provide opportunities for the re-

maining firms. Additionally there 

are new players coming into the 

market, such as capital suppli-

ers who own grids, so the market 

is likely to change dramatically. 

“Some see pension funds as a 

threat,” comments Mr. Ringmar.  

“I see it as an opportunity.”

Over the next five to ten years, 

Vattenfall Eldistribution AB has 

established a clear aim of becom-

ing the leading power distribution 

Vattenfall Eldistribution AB
Evenemangsgatan 13 
16992 Stockholm 
Sweden

 +46 8 7395000

 eldistribution@vattenfall.com 
 www.vattenfalleldistribution.se

In brief
Core Competence
Electricity distribution

Facts & Figures 
•  Founded: 1909 (Vattenfall Group)
• Branch offices: Stockholm, Trollhättan, Luleå
• Employees: approximately 800
• Turnover: nine billion SEK

Products & Services 
Distribution of electricity across Sweden

Target Groups 
Residential and commercial consumers

Philosophy
To deliver a stable and reliable electricity supply with a focus 
on outstanding customer service

Future  
Continue to invest in the grid infrastructure and new technol-
ogies, improve quality of supply, become the leading power 
distribution company in the market

The northern grid has relatively few customers per kilometer of cable in comparison 
to other European countries

Extreme conditions require unusual network management methods. A Snowcat is 
often the best mode of transport to outlying areas

›››

company in the market in terms of 

people, community, stakeholders 

and profitability, and already has 

a number of projects under way in 

order to achieve this vision. 

The industry is highly dynamic, 

and Mr. Ringmar sees this as a 

positive situation. “The role of pow-

er distribution companies is likely 

to change,” he concludes. “There 

are constantly new opportunities 

opening up, such as to grow the 

charging infrastructure for electric 

vehicles. This will keep us on our 

toes and challenge us in the years 

to come.” ❙
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