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Junkkari Oy
Pohjanmaanväylä 1720 
62375 Ylihärmä 
Finland

 +358 10 4802200 
 +358 10 4802295

 junkkari@msk.fi 
 www.junkkari.fi

Interview with Harri Hytonen, Managing Director of Junkkari Oy

Down-to-earth equipment
About 60 years ago, a young man in Finland died in a tragic tractor accident. The vehicle did 
not have a safety cabin. This triggered a small, neighbouring manufacturer to develop the 
world’s first safety cabin for tractors. Today, this pioneering business, Junkkari Oy, is a lead-
ing Nordic equipment supplier for agriculture and forestry and part of a strong, Finnish group 
with down-to-earth products and services.

Junkkari is a successful manufac-

turer of agricultural and forestry 

machines. The company is part of 

the Finnish MSK Group, a family 

enterprise which includes three 

further subsidiary operations: 

Juncar, a manufacturer of high-

quality trailers; MSK Cabins, an 

international supplier of machinery 

cabins; and MSK Plast, a high-

tech business specialized in plastic 

manufacturing. “We belong to a 

healthy, family-owned group man-

aged by the second together with 

the third generation that develops, 

manufactures and markets its own 

quality products for everyday appli-

cations,” states Managing Director 

Harri Hytonen, who has more than 

two decades of experience in the 

tractor industry.

Junkkari is an experienced com-

pany founded in 1950. The first 

product launched was a straw 

flower used in harvesting grain. 

The next pioneering achievement 

was the world’s first safety cabin 

for tractors, which was developed 

following a fatal accident in the 

neighbourhood. “Today, every trac-

tor has a safety cabin,” says Mr. 

Hytonen. Later, the Finnish com-

pany added the forest segment 

to round off its portfolio. Junkkari 

employs 68 people and turns over 

eleven million EUR. The company 

offers a broad range of seed and 

combi drills which allow precise 

control of the working depth. “Two 

years ago, we introduced a com-

pletely new drill family which can 

be easily adapted to the custom-

ers’ individual needs,” states Mr. 

Hytonen. Junkkari ships 50% of its 

machinery abroad, to customers 

from the Nordic and Baltic coun-

tries to Japan and South Africa. 

Compared to other equipment 

suppliers in Europe, Junkkari is a 

rather small player. “But we make 

up for this with our long experi-

ence, high flexibility and first-rate 

quality,” explains Mr. Hytonen. ❙

Junkkari offers a broad range of seed 
drills and combi drills which allow 

precise control of the working depth

The comprehensive product range includes a wide variety of wood chippers and 
other quality forestry machines

http://www.european-business.com
mailto:junkkari%40msk.fi?subject=european%20business%20%E2%80%93%20Made%20in%20Scandinavia
http://www.junkkari.fi
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Interview with Jan Knudsen, Chief Executive Officer of Krone ScanBalt A/S

Trailers with a second life

Around 77% of all goods in Europe are moved by road, and most of this amount is transport-
ed by trailer. It comes as no surprise that the Western European trailer market saw signifi-
cant growth in 2014, with the UK and Germany its strongest performers. Denmark also plays 
a key role in this dynamic business field. Krone ScanBalt A/S based in Padborg is a leading 
Danish supplier of new and used trailers currently making it big in the European market. 

Bilateral trade between Denmark 

and Russia has long been estab-

lished. Danish businesses are 

represented across almost all sec-

tors in Russia. Most companies 

have chosen to enter the Russian 

market via exports or the estab-

lishment of subsidiaries. Some 

Danish companies have even 

located production facilities in 

Russia. In light of recent political 

developments, the situation has 

changed significantly, and com-

panies such as Krone ScanBalt 

are noticing the harsh effect on 

their business. 

Krone ScanBalt was founded at 

the end of 1997 and, as its name 

indicates, has focused from the 

start on trade between Scandinavia 

and the Baltic states. “At the be-

ginning, our aim was to buy trailers 

in Scandinavia and sell them in 

the Baltic states,” explains CEO 

Jan Knudsen. “In 2001, we started 

working as a Krone dealer in Lithu-

ania selling new trailers as well. 

This was the beginning of a very 

dynamic development in the Baltic 

region.” Today, Krone ScanBalt 

has Krone dealerships in Latvia, 

Lithuania, Ukraine, Denmark and 

Estonia. “Last year, we decided to 

move our second-hand business 

into its own division with the of-

ficial name Krone Used. As a used 

trailer company, we work with 

partners in several countries,” says 

Mr. Knudsen. “Due to constant 

geographical expansion, we own 

subsidiaries in Denmark, Hungary, 

Spain, the Benelux states, Ger-

many, several Baltic states, Russia 

and Kazakhstan. Furthermore, we 

cooperate with partners in Saudi 

Arabia and South Africa. Every-

where we sell new Krone trailers, 

we have 100% subsidiaries.”

Krone ScanBalt has 65 employ-

ees, annual turnover of 90 mil-

lion EUR and has been part of 

Fahrzeugwerk Bernard Krone 

GmbH in Werlte, Germany, since 

2010. “Today, we sell over 5,000 

trailers a year: 3,500 new trailers 

and around 2,000 used ones,” 

states Mr. Knudsen. “We focus 

mainly on four areas. Besides 

the distribution of new and used 

Krone trailers, nine employees are 

responsible for the services and 

spare parts division. Here, we are 

active in markets where we sell 

new Krone trailers, as well, which 

means Denmark, the Baltic region 

and Ukraine. Our fourth division 

is related to finance. We are able 

to offer professional financial solu-

tions for products from our range, 

which is greatly appreciated by our 

customers.”

Customers also benefit from Krone 

ScanBalt’s huge product and 

service range, and many of them 

enjoy very close relations with the 

successful trailer company. “At 

Krone ScanBalt and Krone Used, 

we care a lot about customers – 

regardless of if it is a company with 

one unit or one with more than 

10,000,” sums up Mr. Knudsen. 

“For us it is crucial that our busi-

ness creates situations that have a 

positive effect for our customers. 

We want to support them as much 

as we can.”

This customer-oriented vision is 

the main drive behind all Krone 

ScanBalt and Krone Used’s activi-

ties. Their new and used trailers 

are quality products from a highly 

reputed brand. With Fahrzeugwerk 

Bernard Krone, the Danish trailer 

experts belong to a leading interna-

tional, family-owned company run 

by the fourth generation. In 2014, 

the Krone Group generated sales 

of nearly 1.5 billion EUR 

Profi Liner – the robust, reliable and cost-effective trailer solution

›››

http://www.european-business.com
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with Scandinavia and Eastern Eu-

rope as its most important foreign 

markets. Its main sales generator 

is the Commercial Trailers division, 

which turned over around 925 

million EUR. In 2014, the Group 

manufactured 35,000 trailer units. 

“Due to the fact that we are part of 

the Krone Group, we build all types 

of standards from tilts to container 

chassis for container transports,” 

stresses Mr. Knudsen. “Our two 

main businesses are tilts and re-

frigerated trailers.” 

Krone trailers have always set 

new benchmarks in the market. 

The company is well-known for its 

future-oriented solutions. “Green 

logistic solutions have long been a 

key challenge,” says Mr. Knudsen. 

“Krone has put a lot of effort into 

the development of environmen-

tally compatible transportation 

that protects resources. Some of 

Krone’s trailers are equipped with 

solar panels on the entire roof 

surface to improve the energy bal-

ance. Refrigerated trailers appeal 

with innovative, quality insulation 

solutions such as vacuum tech-

nologies. There are also energy-

efficient front-wall units that not 

only optimize energy consumption 

levels but are also very quiet.”

Due to these outstanding solutions, 

Krone ScanBalt has grown consist-

ently. “We have a new investment 

here in Padborg,” explains Mr. 

Knudsen. “At the moment, we 

are expanding our yard. We have 

41,000 m2 fenced in with all units 

– new and used trailers, services, 

spare parts and finance – lo-

cated right here. We have recently 

bought another 27,000 m2 to ex-

pand our parking range.” 

Krone ScanBalt has long been a 

leading player in the market with 

only one serious competitor. In 

Denmark it has a market share of 

35% in the new trailer division, 

which makes it the number one 

in the market. “We are either the 

number one or the number two in 

any market,” underlines Mr. Knud-

sen. “This has been very stable 

over the years. If we are the market 

leader, our competitor is the num-

ber two and vice versa. We have 

been extremely strong in the tilt 

division, where we are clearly the 

European market leader. And we 

have a huge number of custom-

ers who are ordering new trailers. 

Luckily, we can rely on long-lasting 

customer relations in this busi-

ness. We are basically doing the 

same things in the same way our 

main competitor does. But today, 

we have a different way to produce 

our products. Our great advantage 

is that we have the used trailer 

business. On the other hand, our 

competitor has a longer history 

than we have in reefer trailers. We 

only started in 2000, but our prod-

uct is very good, and we are con-

vinced that the business will grow 

stronger in this area as well.”

To promote its extraordinary prod-

ucts and services efficiently, Krone 

ScanBalt has competent market-

ing experts in Denmark covering 

all countries. So far, social media 

has not played an important role 

in terms of marketing, although 

that could change in the long run. 

Instead, Krone ScanBalt organ-

izes Company Days, which are 

extremely popular in the Baltic 

states. 

“These Company Days are a big 

family event really,” explains Mr. 

Knudsen. “There are kids’ activi-

ties, a bit of a show program, and 

it all finishes with a decent meal. I 

really like these events and always 

attend them. At the moment, our 

main concern is related to the Rus-

sian crisis. From our point of view 

in Scandinavia, the Baltic states 

and Ukraine, we are having prob-

lems with the embargo. It should 

be over by July, but it seems to be 

going on for longer than we would 

like.” 

›››

Innovative reefer trailers are key products from Krone ScanBalt

Interview with Jan Knudsen, Chief Executive Officer of Krone ScanBalt A/S›››

http://www.european-business.com
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Interview with Jan Knudsen, Chief Executive Officer of Krone ScanBalt A/S

It has had a major effect on the 

business. “Last year, we saw a 

40% decrease in the new trailers 

business in the Baltic states and 

20% in the Danish market. Den-

mark is an important exporter, es-

pecially of temperature-regulated 

goods. Unfortunately, the used 

trailer business is also effected. 

We are already experienced crisis 

managers as we had similar situ-

ations in 1998 and in 2008. The 

Russian market always picked up 

again. But this time it seems to be 

different. It is more the European 

Union that is talking to Russia, and 

it is hard for us to forecast the end 

of the crisis. This means we will 

face new challenges in the future. 

We are becoming more and more 

professional, but we are under 

pressure to build the right trailers 

that do the right thing. Especially in 

the used trailer business, we have 

major investments going on. We 

need to go out to more places on 

new continents. We need to have 

under control that trailers can have 

second life. Africa, the Middle East 

and Eastern Europe – these are all 

regions with lots of future potential. 

We aim to be market leaders in 

those markets.” ❙

In brief
Core Competence
Distribution of new and used Krone trailers, services and 
spare parts, financial planning

Facts & Figures
● Founded: 1997
●  Structure: Part of Fahrzeugwerk Bernard Krone GmbH, 

Germany
●  Branch offices:  

Krone ScanBalt: 100% subsidiaries in every county where it 
sells new trailers 
Krone Used: Hungary, Spain, Benelux, Germany,  
the Balticstates, Russia and Kazakhstan

● Employees: 65
● Turnover: 90 million EUR
●  Export: Mainly Western and Eastern Europe

Products & Services 
New and used trailers, especially tilts and reefers

Target Groups 
Customers of all different sizes and sectors; basically anyone 
who needs a trailer

Marketing
● Marketing department in Denmark
● Company days 
● IAA in Hannover

Philosophy
Creating positive effects for customers

Future 
● Building the right trailers that do the right things
● New markets
● Strengthening of international market position

Krone ScanBalt A/S
Kilen 5 
6330 Padborg 
Denmark

 +45 73 115000 
 +45 73 115010

 post@scanbalt.dk 
 www.scanbalt.dk

Krone ScanBalt is a reliable partner in terms of trailers, 
spare parts and services

›››

http://www.european-business.com
mailto:post%40scanbalt.dk?subject=european%20business%20%E2%80%93%20Made%20in%20Scandinavia
http://www.scanbalt.dk
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Interview with Jarkko Paalanen, Business Development Director of 

Fingersoft Oy

Quality fun
Developing fun games can be hard work. At Fingersoft Oy, however, the employees have fun, 
too. Within the last two years, the Finnish start-up has evolved to become a major publisher 
of quality games and apps played around the world. The company is different 
from the rest of the ‘players’ in the games industry, however. More 
focused on sticking to its roots as a creative developer and keep-
ing a relaxed work atmosphere, it has no plans to expand aggres-
sively and join the race for ever-shorter publishing cycles.

Fingersoft is specialized in the 

development and publication of 

high-quality apps and games and 

is one of the fastest-evolving start-

ups in Finland. The ‘fun’ company 

was founded by Toni Fingerroos, 

who developed his first game at 

the age of ten, and launched its 

first mobile game in 2012: the 

driving game Hill Climb Racing, 

which was an immediate success, 

spreading across the globe. “With 

more than 400 million downloads 

to date, Hill Climb Racing is one 

of the most popular racing games 

ever,” says Business Develop-

ment Director Jarkko Paalanen. 

“It is hugely addictive.” Since its 

foundation just over two years ago, 

Fingersoft has developed into a 

leading, innovative games pub-

lisher. “We have managed to grow 

from a one-man business into a 

major player without becoming a 

corporation with crusty structures 

or losing our creativity and original-

ity,” Mr. Paalanen describes the 

main challenge in the last two and 

a half years. “Despite our success, 

we have decided to stay small 

and focus more on quality than 

on quantity. We have no plans to 

expand aggressively. We are one of 

the most successful smaller-scale 

global players.”

In addition to developing and 

marketing its own games, Finger-

soft publishes the games of other 

developers. “We have published 

six titles now, five from Finland and 

one from Ireland,” states Mr. Paal-

anen. The first third-party game 

published by Fingersoft was Benji 

Bananas, developed by Tribeflame 

Oy, a casual game with beautiful 

graphics which is very easy to play. 

The sequel, Benji Bananas Adven-

tures, offers even more fun than its 

famed predecessor, and together 

they have been downloaded over 

60 mil-

lion times. 

Fingersoft markets 

its games through various 

app stores, with 99% of all games 

selling outside Finland. “Our big-

gest market is the USA, followed 

by Western Europe, Russia, India 

and Brazil,” explains Mr. Paal-

anen. “We are also developing the 

Chinese market, which is unknown 

territory culturally speaking. Peo-

ple play, but the rules are not the 

same as over here.” Fingersoft is 

currently developing a sequel to its 

best-selling game Hill Climb Rac-

ing, without racing against time 

like so many other games publish-

ers. “You know it’s ready when it’s 

done,” Mr. Paalanen points out the 

relaxed approach of the Finnish 

company, which also aims to de-

velop into a better publisher, again 

without pressure but with its focus 

on fun and quality.❙

Fingersoft Oy
Eeronpolku 2 
90440 Kempele 
Finland

 business@fingersoft.net 
  www.fingersoft.net 

www.facebook.com/ 
Fingersoft

Benji Bananas Adventures offers even more fun than its famed predecessor, the 
original Benji Bananas game

The best-selling Hill Climb Racing game has been downloaded over 400 million 
times

http://www.european-business.com
mailto:business%40fingersoft.net?subject=european%20business%20%E2%80%93%20Made%20in%20Scandinavia
http://www.fingersoft.net
http://www.facebook.com/Fingersoft
http://www.facebook.com/Fingersoft
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Proffice Link AB
Regeringsgatan 65 
11156 Stockholm 
Sweden

 +46 8 7871700 
 +46 8 55341915

  veronica.jansson@proffice.com
 www.proffice.se

Interview with Veronica Jansson, Responsible for 

Proffice Link AB

Managing human resources
Large international as well as medium-sized companies are 
finding it increasingly hard to hire personnel and implement 
recruitment processes. They turn to a provider of human re-
sources solutions who knows all about staffing, recruitment 
and outplacement. In Sweden, their preferred address is Prof-
fice Link AB, a subsidiary of the Proffice Group, a leading name 
in human resources operations since 1960 with 10,000 em-
ployees at about 80 locations in Sweden, Denmark, Finland 
and Norway.

“We meet the needs of modern 

business organizations and match 

them with potential employees’ 

skills. It is our prime objective to 

help a company to develop into a 

solution-oriented company,” points 

out Veronica Jansson. Proffice acts 

as a managed service provider 

(MSP) with regard to outsourc-

ing human resources activities 

and offers recruitment process 

outsourcing (RPO). Its team has 

the skills and experience from the 

different industries Proffice works 

with, uniting human resources 

competence and industrial com-

petence under one roof. Its MSP 

orientation is manifested in the 

new division Proffice Link that was 

set up in 2013 in order to increase 

the number of consultancy as-

signments. It has in fact risen by 

117% since the implementation. 

MSP is the practice of outsourcing 

management responsibilities and 

functions, for instance in human 

resources, as a strategic method 

for improving operations. Proffice 

has established itself as a one-con-

tract source to its customers, with 

just one contract and one invoice. 

“We ensure that we have at hand 

suppliers that meet our custom-

ers’ needs,” adds Ms. Jansson. 

“We handle the entire process of 

finding contemporary workers. We 

arrange for salaries. We 

take care of every detail 

and provide the right can-

didates to our customers.” 

Proffice considers itself 

the human resources extension 

of its customer’s company and 

offers resources planning. It acts 

as the link between staffing agen-

cies and companies. And it is this 

close collaboration with suppliers 

that has become the key to Prof-

fice’s success in the recruitment 

market. “The MSP business is still 

quite new in the Nordic region. 

At the beginning, staffing agen-

cies saw us a competitors, but we 

help them grow, and they are now 

aware that we act as a neutral part-

ner,” says Ms. Jansson. 

In its designated MSP market, 

Proffice Link has become a 

strong partner in all staffing 

and recruitment-related is-

sues. “We have high-flying 

ambitions for the coming 

years,” says Ms. Jansson. “For 

2015, we aim to serve more 

customers. We are also work-

ing on meeting the needs of our 

existing customers and improving 

our performance. In addition, we 

keep addressing diversity issues 

and help companies become more 

diverse.” Being a driving force 

in the Nordic labour market is 

important for the Proffice Group. 

Although Proffice Link is a small 

player within the Proffice Group, 

its activities have a huge impact on 

the entire group. “The MSP market 

is young and promising. We are 

the group’s arm in a new market,” 

states Ms. Jansson. “By 2020, 

MSP will be more established, and 

more customers will be acquainted 

with managed services.” ❙Proffice Link is the missing link between staffing agencies and companies

Responsible for Proffice Link AB, Veronica Jansson 
is convinced that by 2020 managed services will 
be more established in human resources

http://www.european-business.com
mailto:veronica.jansson%40proffice.com?subject=european%20business%20%E2%80%93%20Made%20in%20Scandinavia
http://www.proffice.se
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Interview with Harri Tamminnen, Vice President of Freight for Viking Line ABP

Viking Line was established in 

1959, and from the beginning, it 

combined passenger cruises with 

freight storage and transporta-

tion. At the start, the cargo mostly 

consisted of motor vehicles, but as 

the company progressed through 

the decades, it enlarged the variety 

of cargo it would haul, but it has 

always stuck with rolling cargo. 

“We concentrate on rolling cargo 

because we use downtown ports,” 

Harri Tamminnen, Vice President 

of Freight for Viking Line, says. “At 

downtown ports, the handling pos-

sibilities for cargo are very limited.” 

Another reason the line sticks to 

smaller rolling cargo is that it does 

not focus on the industrial freight 

sector because the company has 

no interest in competing with its 

clientele. 

Viking Line, true to its name, 

concentrates its services in and 

around Scandinavia and North-

eastern Europe. The company 

runs cruises and freight transport 

between Finland, Sweden, Estonia 

and the Åland Islands. Because 

of the company’s professionalism 

and habit of operating in fixed 

time-schedule traffic, it has gained 

a deserved reputation for being 

extremely reliable. This reliable 

reputation leads leisure and com-

mercial customers to keep coming 

back year after year. “We develop 

our business in cooperation with 

our clients,” says Mr. Tammin-

nen. “We try to become a partner 

for our clients in their trade and 

in their leisure time. The clients’ 

opinions of the company are very 

important to all employees of Vi-

king Line.” 

For the freight side of the business, 

the company sticks to a traditional 

marketing approach. “We have 

our own dedicated sales team that 

does a great job handling the mar-

keting demands of the freight half 

of the company,” says Mr. Tam-

minnen. The passenger side of the 

business uses social media as a 

large part of its marketing strategy. 

“Passengers like to be able to in-

teract with the company on social 

media and quickly see all the new 

and exciting Viking Line offers,” 

says Mr. Tamminnen. Coupled with 

the company’s traditional and less 

traditional marketing approaches 

is its competitive pricing model. 

Passengers and corporate freight 

clients continue to use Viking Line 

not only for its reliability, 

The award-winning Viking 
Grace cruise ship

Passion for people and freight

Cruising has long been a favourite pastime of people of all ages for short or long holidays. 
Whether with family, friends or as an individual, cruising offers something for everyone. 
Sharing the waterways with leisure cruises is the freight industry. Both the freight and cruis-
ing industries are competitive, so how can a company stand out? Simple: A company can get 
the best of both worlds and offer both leisure cruises and freight services simultaneously. 
This is exactly what Viking Line ABP set out to do.

›››

http://www.european-business.com
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but also for its affordable 

prices. Even if the company 

is not always the cheapest 

on the market, customers still 

exhibit a certain amount of brand 

loyalty because the level of quality 

remains consistently high. Viking 

Line currently has around 1,000 

commercial clients per year and 

transported over six million private 

passengers in 2014.

A second way the company stays 

ahead of the competition is by 

renewing its past exploration and 

interest in intermodality. “In our 

case, that means that some of 

our big clients are interested in 

using inland railway connections 

to and from our ports,” explains 

Mr. Tamminnen. Intermodal 

freight transport is once again 

gaining in popularity because of 

the added security it offers com-

mercial clients. The freight is able 

to move across multiple modes of 

transportation (ship, truck, rail) 

without anyone having to handle 

the actual freight between the dif-

ferent forms of transportation. This 

means that the freight is able to 

stay in its original sealed container, 

which is comforting for the corpo-

rate client that worries about the 

well-being of his/her investment. 

“There is currently a big demand 

in Sweden for intermodal freight 

transportation,” says Mr. Tammin-

nen. “We try to find long-term so-

lutions with serious operators, and 

we also help manage the commu-

nication between these operators 

and our customer base.”  

Importantly, Viking Line not only 

cares for its private passengers 

and corporate clientele. It is also 

committed to minimizing its envi-

ronmental impact. The majority of 

the company’s ships run on diesel 

oil that has a sulphur content of 

less than 0.1% by weight. The 

newest vessel, the Viking Grace, 

runs on liquefied natural gas, 

which is sulphur free. Two of the 

company’s vessels operate using 

a land-based electricity supply, 

which decreases engine noise 

and air emissions while in port. 

In addition to the aforementioned 

environmentally friendly practices, 

Viking Line is also careful never to 

discharge any wastewater into the 

sea. “All wastewater is collected 

and pumped ashore to municipal 

wastewater treatment plants,” says 

time. “Regardless of whether the 

expansion happens or not, Viking 

Line will continue to stay true to its 

core value of providing excellent 

customer service in the private and 

commercial sectors,” states Mr. 

Tamminnen. ❙

Viking Line offers several cruise routes

Viking Line ABP
Norragatan 4 
22101 Mariehamn 
Finland

 +358 18 27000 
 +358 18 16977

 info@vikingline.com 
 www.vikingline.com

In brief
Core Competence
Passenger cruise line and 
rolling commercial freight 
services

Facts & Figures 
• Founded: 1959
•  Headquarters: Marie-

hamn, Åland, Finland
•  Branch Offices: Helsinki, 

Finland; Nacka, Sweden
•  Employees: nearly 2,800

Products & Services 
•  Passenger cruises in the 

Baltic Sea
•  Hauling freight for in-

ternational logistics and 
forwarding companies

Target Groups 
•  Private individuals inter-

ested in a cruise in the 
Baltic Sea

•  International logistics and 
forwarding companies that 
need freight transported 
through the Baltic Sea

Philosophy
“Viking Line is for every-
one.”

Future  
•  Possible expansion into 

Russia 
•  Become even more envi-

ronmentally friendly 

Mr. Tamminnen. The company 

has active interests in protecting 

and conserving the Baltic Sea and 

has partnered with the Baltic Sea 

Action Group (BSAG) to ensure a 

cleaner sea for humans and ani-

mals alike. In 2014, the company’s 

tireless environmental efforts were 

recognized when its vessel, the Vi-

king Grace, won the Skål Interna-

tional Tourism Award. “When the 

Viking Grace received the award, 

the judges said that the ship is 

the most environmentally friendly 

cruise ship worldwide,” says Mr. 

Tamminnen. “We pride ourselves 

on setting the environmental 

standard for the industry.” 

Looking to the future, Viking Line 

is keeping its eyes open for new 

business opportunities. Some 

interest has been expressed in 

expanding its services to Russia, 

but the company is holding off on 

expanding further east until cer-

tain economic situations become 

clearer. However, geographically, 

Russia is as far of an expansion as 

the company is considering at this 

›››Interview with Harri Tamminnen, Vice President of Freight for Viking Line ABP

http://www.european-business.com
mailto:info%40vikingline.com?subject=european%20business%20%E2%80%93%20Made%20in%20Scandinavia
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 +46 660 299200 
 +46 660 12250

 info@clavister.com 
 www.clavister.com

Interview with Nikolas Georgii, Vice President Marketing of 

Clavister

Quick, secure and smart – that’s us
“Network security is a fascinating area, and it really affects everyone working with a comput-
er. Many users cannot imagine what possibilities for computer or data abuse actually exist.” 
The statement by Nikolas Georgii, Vice President Marketing of Clavister, headquartered in 
Sweden, summarizes on what the discussion about security information should really focus. 
It seems that Clavister has found some convincing answers.  

Both physical and virtual environ-

ments are facing increasing risks 

of snooping, and the latest NSA 

scandal and the Snowden affair 

have brought to the limelight the 

urgency to implement reliable net-

work security systems as well as 

effective firewalls to prevent access 

from undesirable persons. When 

Clavister, a network security vendor 

specialized in network security so-

lutions, was first founded in 1997, 

the threat was not as all-eminent 

as it is today. Nevertheless, the 

company knew about the advan-

tages and threats of the World 

Wide Web. “Our first customer was 

our local municipality for which we 

set up a secure Internet connec-

tion,” says Mr. Georgii. “We are 

still very successful in working with 

municipalities, and about 35% of 

all Swedish municipalities are our 

customers. Over the years, our 

product portfolio has experienced 

profound changes.” 

Clavister serves about 20,000 cus-

tomers worldwide, mostly small to 

medium-sized businesses. It is one 

of the pioneers in web security, 

despite market dominance by the 

key players from the USA. “Our 

firewall solutions, both hardware 

and virtual products, are easily 

implemented and highly reliable,” 

stresses Mr. Georgii. Clavister 

differentiates itself from other net-

work security providers through 

its own highly efficient code, de-

veloped in-house. Unlike others, 

it is not bought and enhanced. 

“Therefore, we have a rather small 

footprint in comparison to oth-

ers. Ours does not need many 

megabytes, and it is extremely fast. 

Usually a firewall slows the system 

down, which frustrates the user. 

We have the benefit of being small, 

quick, secure and smart,” stresses 

Mr. Georgii. “While many Ameri-

can hardware and firewall vendors 

always leave a back door open, 

we as a Swedish provider do not 

have to meet these requirements.” 

This might be one of the reasons 

why many customers turn to the 

back-door-free solutions designed 

by Clavister. “We invite any cus-

tomer to examine our source code 

– nothing can be breached,” adds 

Mr. Georgii. Clavister is well aware 

of the dangers web security might 

face in the future. Its listing on the 

NASDAQ stock exchange is further 

proof that it is eager to increase its 

credibility. ❙

Vice President Marketing Nikolas Geor-
gii stresses Clavister’s competence in 
unique network security solutions

http://www.european-business.com
http://www.european-business.com
mailto:info%40clavister.com?subject=european%20business%20%E2%80%93%20Made%20in%20Scandinavia
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Interview with Tommy P. Storstein, Vice President, Sales and Marketing of Kitron Group

The perfect partner
To outsource or not to outsource electronics manufacturing is a question more and more 
OEMs are facing today. And if yes, how to find a suitable and reliable partner? Kitron ASA, 
headquartered in Norway, has long been a much sought-after partner when it comes to elec-
tronics manufacturing services. The company offers a lot more than customers expect. Scan-
dinavia’s leading EMS company strives to deliver the best value and innovation.

EB: Kitron is a leading electronics 

manufacturing services company 

with operations in Norway, Swe-

den, Lithuania, Germany, China 

and the United States and enjoys 

an excellent reputation around 

the globe. What are the impor-

tant milestones in the company’s 

development that have led to this 

vanguard market position? 

Tommy P. Storstein: Kitron banks

on a long history. The company

was founded in 1962 with its roots 

in Elektrisk Bureau, Statronic and 

Ericsson. One of its first products 

was a telephone exchange devel-

oped by Ericsson. Over the years 

we shifted focus from developing 

our own products to become an 

independent contract manufac-

turing supplier of electronics. And 

in 1997, we became a public 

company and were listed on the 

Oslo stock exchange. In 1999, we 

established a base in Sweden by 

acquiring two production facilities 

from Bofors and Saab. As of then 

we became one of the biggest 

and leading suppliers of electron-

ics manufacturing in Scandinavia. 

In 2001, based on market devel-

opments as well as on customer 

requests, we decided to set up 

a site in Lithuania in order to be 

able to manufacture in a low-cost 

country. For the same reason, we 

started to source selected compo-

nents from China and eventually 

established a sourcing office out-

side Shanghai in addition to our 

existing channels in Europe. This 

way, we benefitted from being a 

global supply chain provider. In 

2010, we built a manufacturing 

plant in China, next to our sourc-

ing office. As more and more 

customers focused on the Asian 

markets, we felt the responsibility 

to support them and to decrease 

their time to market. To support 

our growth strategy, we did a mar-

ket study of the German market. 

Scandinavia is without doubt a big 

market, but Germany is five times 

bigger. In 2009, we started our 

German adventure and acquired 

a small EMS company near Stutt-

gart. This local setup enabled us 

to offer our services with close 

proximity and support to clients 

in the DACH region. Addition-

ally, being able to support our 

customers with manufacturing 

capabilities in the United States 

starting in 2010 was another huge 

milestone.

 

EB: Given this impressive dynamic 

development, how many employ-

ees work for Kitron today, and what 

are the company’s core compe-

tences and markets?  

PCBA study

›››

http://www.european-business.com
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Tommy P. Storstein: Kitron has

1,200 employees worldwide and

an annual turnover of around 220

million EUR. We are very proud

that staff turnover is extremely

low, even in China, which is

unusual. People identify with our

sustainable philosophy, and the

company’s Scandinavian mental-

ity is highly attractive. Basically,

we manufacture everything from

fully assembled electronic circuit

boards to complete end products 

based on customers’ require-

ments and needs. Services 

includes the entire value chain 

related to manufacturing an 

electronic product from cradle 

to grave. Our customers are in 

the medical, defence/aerospace, 

offshore/marine, energy/telecoms 

and industry sectors, and turnover 

is spread out equally in these sec-

tors. They are operating in differ-

ent areas, but they all have highly 

complex products or markets 

demanding high requirements 

of the manufacturing processes. 

We work for companies within 

low-volume high-mix production. 

We are proud to have well-known 

global players such as BAE, GE, 

Bombardier, ABB and many oth-

ers as our references.

EB: Why should companies work 

with Kitron? What exactly is the 

benefit for them? 

Tommy P. Storstein: In a nutshell,

cooperating with Kitron means

greater flexibility, cost efficiency,

sustainability and innovative power 

along the entire value chain. One 

of our customers is ABB. When 

they develop new products, we 

support them in the development 

phase, we advise on design and 

product layout to optimize manu-

facturing efficiency, we analyze 

components to make sure that 

they are available throughout the 

life cycle of the product and to 

ensure best value for money, we 

develop tests to make sure that 

the product will comply with all 

requirements and specifications, 

and we run prototypes to seal the 

approval. In a next step, we

concentrate on making the se-

rial production of the product as 

LEAN as possible to shorten lead 

time and to drive cost reduction 

programs. To sum up, we deliver 

outstanding value by offering com-

petence in technology and pro-

cesses, manufacturing efficiency

and yield improvements, optimized 

costs and constant improvements.

 

EB: Can you tell us about Kitron’s 

future projects?

Tommy P. Storstein: There are

many projects in the pipeline. We

recently invested in our manufac-

turing capacity from Lithuania to

support our expected growth. We 

are also focusing on streamlining 

our production in Norway. We will 

continue to invest and improve 

our sourcing capabilities. And we 

will monitor any new technology 

closely which may improve our 

manufacturing efficiency. Our 

main goal will always be to add 

value for customers. We need to 

be cost efficient and to realize that 

what our competitive edge is today 

will be a commodity tomorrow.

 

EB: Thank you for the interview. ❙

Kitron guarantees reliable 
coating processes 

Kitron’s manufacturing plant 
in Norway

››› Interview with Tommy P. Storstein, Vice President, Sales and Marketing of Kitron Group

http://www.european-business.com
mailto:%20info%40kitron.com?subject=european%20business%20%E2%80%93%20Made%20in%20Scandinavia
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Interview with Tore Andersen, General Manager of 

Optimarin AS 

Pure water and nothing else 
It is an essential part of a ship’s operation – the uptake and dis-
charge of ballast water. Large ships require thousands of tonnes of 
water to ensure stability and manoeuvrability. However, the environ-
mental impact can be massive as ballast water can contribute to the 
worldwide spread of invasive aquatic species. To prevent contamina-
tion of the oceans with microorganisms, efficient ballast water man-
agement is at the top of the international marine agenda. Optimarin 
AS in Sandnes, Norway, is a pioneer when it comes to environmen-
tally friendly ballast water treatment.  

Right from the beginning, Optima-

rin has focused on the develop-

ment of innovative ballast water 

treatment solutions. “Safety has 

always been our top priority,” 

stresses General Manager Tore 

Andersen. “We aim for zero harm 

to people, the environment and 

assets. We want to offer the most 

environmentally friendly ballast 

water purification system in the 

world. Based on this mission, we 

have become a pioneer, offering 

advanced solutions that are sec-

ond to none.”

When Optimarin was founded in 

Stavanger in 1994, it started its 

activities from scratch. “Mr. Nilsen, 

the company’s founder, travelled 

to the United States to get an idea 

of how efficient ballast water treat-

ment works,” says Mr. Andersen. 

“He did tests, and in 2000 the first 

new product was sold. This was 

before we had any regulations to 

deal with. When the International 

Maritime Organization (IMO) in-

troduced a regulation in 2004 that 

required a rate of almost 100% 

and his system had around 95%, 

Mr. Nilsen started to rethink the 

entire system. In 2008, he did 

the approval test and finally got 

the licence in 2009. It is exactly 

the same system we sell today, 

and it even exceeds the stringent 

requirements set out in the IMO 

convention.” In the beginning, 

Optimarin Ballast System was 

slow, and everybody found it too 

expensive. Back then, there were 

only six or seven systems available. 

“In 2010, we delivered the first 

commercial system that was type 

approved, and one year later, we 

got our first big contract for 20 new 

systems.”

From that moment on, Optimarin 

has never stopped growing. Step 

by step, more clients were ac-

quired, and the business became 

more international. Today, it has 

28 employees and turns over 116 

million NOK. Besides its headquar-

ters in Sandnes, where even test 

facilities are located, Optimarin has 

a warehouse in Luxembourg with 

excellent connections to important 

airports and harbours. “Our great 

advantage is that we have always 

focused on the market niche of 

ballast water treatment,” states Mr. 

Andersen. “We are a veritable spe-

cialist and work solely in this area. 

Here, we can rely on vast expertise 

to work out innovative solutions, 

and we benefit from excellent ref-

erences. Furthermore, Optimarin is 

synonymous with high quality. As a 

solid Norwegian quality producer, 

all our components are made in 

Western Europe. We have an ex-

tremely streamlined organization. 

This is the reason why we are so 

flexible: We can split systems into 

bits and pieces, and maintenance 

is very low. We also have a team of 

highly skilled employees, and they 

are the real driving force behind 

the company’s steady success.”

The company’s core product, the 

Optimarin Ballast System, sets 

new standards in the market. 

It is based on filtration as pre-

treatment and high doses of UV 

irradiation for the inactivation of 

marine organisms, viruses and 

bacteria. “Our system does not 

use any chemicals or biocides 

and leaves no residual products 

that are harmful to the ocean or 

the environment,” underlines Mr. 

Andersen. 

›››

Optimarin is the first company to use no 
chemicals for the purfication of ballast 
water

http://www.european-business.com
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“Its development was propelled 

by the idea to create a system that 

is environmentally sound, simple, 

flexible and easy to install. Further-

more, it can be set up on both new 

ships and existing vessels. As the 

system has a modular structure, it 

will fit vessels of all kinds and sizes 

and can be delivered completely or 

as a customized solution.”

Due to this thoughtful concept, 

Optimarin has an excellent repu-

tation amongst its customers. It 

concentrates on owners of ships 

with a deadweight tonnage of up 

to 60,000 t and vessels of all sizes. 

Currently, Scandinavia comes as 

the company’s core market, but 

Germany, the Far East and even 

Japan are becoming more and 

more important. “We want to con-

solidate our position as a market 

pioneer,” states Mr. Andersen. 

“Currently, we are working on 

US coast approval and are in the 

middle of testing processes. We 

hope to have type approval by the 

middle of next year. It will be a 

major milestone for us and a big 

investment. We just finalized our 

new test facilities. We believe that 

the market has great potential. Big 

ship owners around the world have 

realized that they have to do some-

thing to keep our oceans clean. We 

are actually negotiating with them 

about fleet contracts. Our vision 

will always be to be ahead of the 

market, to be among the top three 

players worldwide – and we believe 

to be able to turn this vision into 

reality.” ❙

››› Interview with Tore Andersen, General Manager of 

Optimarin AS
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Interview with Peter Johannsen, Director, Product Marketing EMEA, and Flemming Christensen, Product Manager at  

HighJump B2Bi Solutions Group

We enable your supply chain
Performance, business agility and time to market have become important factors for sustain-
able success. Against this background you have to ensure speed and reliability of the daily 
information and document management – between your company, your vendors and your 
customers. This is where HighJump B2Bi Solutions Group, based in Birkeroed, Denmark, 
comes into the game. The company is a leading provider of B2B integration and EDI in the 
Nordic countries. Digitalizing the process of exchanging documents between different com-
panies and their trading partners, the company handles the majority of all transactions for a 
great number of the 20 largest Danish enterprises. Being a specialist for paperless invoices, 
the company is determined to enter other European markets in the coming years.

When HighJump B2Bi was estab-

lished as DanNet in 1987, it was 

the first EDI provider in Denmark, 

and HighJump is still one step 

ahead of its competitors today. 

“The Danish public sector requires 

all invoices to be submitted digi-

tally,” explains Product Manager 

Flemming Christensen. “At the 

same time, Denmark is part of 

the European PEPPOL initiative 

started in 2012, which enables 

trade across Europe. OpenPEPPOL 

allows businesses to sell to public 

sector buyers more easily via elec-

tronic means. Thanks to our expe-

rience and know-how in this field, 

we are able to offer our services to 

clients all over the continent.”

“Companies use different ways of 

communication and different digi-

tal formats,” adds Peter Johanns-

en, Director, Product Marketing 

EMEA. “We are able to support 

all formats and to convert them 

into whatever format the receiver 

wants.” 

HighJump was a pioneer in its 

field from the start. “It will be dif-

ficult to find a company with more 

experience and more expertise,” 

Mr. Johannsen says, explaining the 

company’s success. “I am not only 

talking about our core competence 

but also about the integration of 

the different types of ERP systems. 

Our partner network is big, and 

we are able to reach 250,000 

companies, connected directly or 

indirectly. From the technological 

point of view, we have the capacity 

to grow our hybrid cloud business. 

Also, we always try to unite reality 

and vision. This strategy is paying 

off. We offer 24/7/365 service and 

are dedicated to our business.”

Primarily serving large and medi-

um-sized companies from different 

market sectors, Mr. Johannsen 

and Mr. Christensen are positive 

about the future. They see great 

potential for its PEPPOL solution in 

all European countries. “We regu-

larly invest in our infrastructure 

and services,” says Mr. Flemming. 

“If the other European states start 

sending their public invoices elec-

tronically, we will be prepared.” ❙

HighJump developed the solution for the food warehouse of Intermec

http://www.european-business.com
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