An introduction to
ASSA ABLOY
The global leader in
door opening solutions

ASSA ABLOY in brief
WHO ARE WE?

ASSA ABLOY is the global leader in door
opening solutions with sales of SEK 71 billion
and 47,000 employees. The strategies for
profitable growth are market presence,
product leadership and cost-efficiency.

1
#

71

47,000

SEK bn employees

WHAT DO WE DO?

ASSA ABLOY is the global leader in door opening solutions and offers
mechanical and electromechanical locks, digital door locks, security
doors, entrance automation, hotel security and secure identity solu-

tions, primarily in identity and access management, as well as a number
of other related products and services.

FOR WHOM?

Institutional and commercial
customers

Residential market

ASSA ABLOY covers all needs for door opening solutions and service for
institutional and commercial customers, as well as for the residential

Aftermarket

market. The Group has the largest installed base of products in the
world, with a large share of sales in the stable aftermarket.

STRATEGY

Market presence

Product leadership

Cost-efficiency

Growth and profitability

FINANCIALS IN BRIEF 2016

5%
13 acquisitions
15.8%
Investments
Share of Group sales
by region 2016
EUROPE
AFRICA
NORTH AMERICA
SOUTH AMERICA
ASIA
OCEANIA

Sales increased by 5 percent to SEK 71,293 M (68,099) driven
by continued rapid growth for electromechanical products.
13 acquisitions were completed during the year, which
contributed 3 percent growth for 2016, including divestments.
Continued good earnings and strong cash flow achieved
during the year. Operating margin excluding items affecting
comparability was 15.8 percent (16.3).
I nvestments in product development continued at a high pace
and a number of new products were launched.

Key figures

38%
1%
40%
3%
15%
3%

Sales, SEK M
of which: Organic growth, %
of which: Acquired growth, %
of which: Exchange rate effects, %
Operating income (EBIT), SEK M
Operating margin, %
Income before tax (EBT), SEK M
Operating cash flow, SEK M2
Return on capital employed, %
Data per share
Earnings per share after tax and dilution (EPS), SEK/share
Equity per share diluted, SEK/share
Dividend, SEK/share
Weighted average number of shares, diluted, thousands

2014

2015

56,843
3
9
5
9,257
16.3
8,698
8,238
16.9

68,099
4
3
13
11,079
16.3
10,382
9,952
17.8

2014

2015

5,794
32.504
2.174
1,110,7764

6.93
37.43
2.65
1,110,776

2016
71,293
2
3
0
11,2541
15.81
10,5491
10,467
16.5
2016
7.091
42.51
3.003
1,110,776

Change
5%

2%
2%
5%

Change
2%
14%
13%

1 Excluding items affecting comparability.
2 Excluding restructuring payments
3 As proposed by the Board of Directors.
4 Key data have been restated due to the 3:1 share split in 2015.
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Short comment by the President and CEO

Technological leadership
strengthens our long-term
profitable growth
2016 was once again a good year for ASSA ABLOY and it was very encouraging to see good growth
once again in the mature markets. The trend in the emerging markets, however, was weak.
Digitization and sustainable products, where the Group is the market leader, are becoming
increasingly important growth drivers. We are clearly strengthening our customer offering and
gaining market share. Sales increased by 5 percent to SEK 71,293 million. The organic growth was
2 percent. Operating income increased by 2 percent to SEK 11,254 million1. The Group’s global
market leadership, high rate of innovation and effective cost control strategy position us for
continued profitable growth.
Global demand for door opening solutions continued to
strengthen in 2016, though at a somewhat slower pace, in
an environment of uneven economic development and
political uncertainty. Sales growth was strong in the
Americas division and solid in the Global Technologies, EMEA
and Entrance System divisions with organic growth of 3–5
percent. However, sales dropped in Asia Pacific, due to a continued sharp decline in China following an extended period
with an overheated construction market. The Group’s
growth during the year totaled 5 percent, of which 2 percent
was organic. Acquired growth from 13 acquisitions was
4 percent while divested operations had an impact of minus
1 percent. ASSA ABLOY’s sales have increased by about 130
percent over the past ten years, despite a challenging market
development and a financial crisis.
ASSA ABLOY is a product-driven company where innovation and product development are central to our target of
5 percent organic growth per year. Over the past ten years
the Group has greatly increased investments to double the
pace of innovation and reduce costs. The goal of having at
least 25 percent of total sales from products less than three
years old has been exceeded for several years. In 2016 this
figure was 30 percent for the Group.
Digitization and mobility have been strong drivers for
many years. Important initiatives include the Group-wide
development platforms for products and solutions. One
such initiative is Seos, a complete ecosystem for digital keys
and smart mobile devices. Another is the wireless Aperio
technology for cost-effective connection of several doors in
an existing access control system.
The strategy to increase cost-efficiency involves radically
reducing break-even costs through increased efficiency in all
process and production stages. One ongoing basic activity

involves the programs to streamline production at the many
companies that the Group acquires each year. The aim is to
have assembly plants close to customers in high-cost countries and to relocate component production to low-cost
countries with an increased share of component sourcing.
Since this initiative began in 2006, the Group has closed
76 plants, converted more than 100 plants to assembly and
reduced staff by 12,162 people. In 2016 the sixth such program began with the goal of closing 50 plants and offices
over three years. Initiatives such as Seamless Flow, automation and digitization of information flows throughout the
Group offer great potential.
Our strategy of expanding our market presence, including
in the emerging markets, remains unchanged. We are also
continuing our investments in new products, especially in
the growth area of electromechanics.
Our continued focus on good cost control provides us
with good prospects for profitable growth in a challenging
global market. In closing I would like to warmly thank all of
the employees who strive every day to make ASSA ABLOY
the global leader in door opening solutions.
Stockholm, 5 February 2017

Johan Molin
President and CEO

1 Excluding items affecting comparability.

INCREASE IN SALES SINCE 2006

+130%
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INCREASE IN OPERATING INCOME SINCE 2006

+140%
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Value creation strategy
Vision
To be the true world leader, most successful and i nnovative
provider of total door opening solutions,
to lead in innovation and provide well-designed, safe, secure
and convenient solutions that give true added value to our
customers and
to offer an attractive company for our employees.

Strategy
and targets
Long-term and as
an average over
a business cycle

10 %

annual growth
through a combination of organic and
acquired growth

16–17%

operating margin
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Strategy for growth and profitability
The Group’s overall strategic direction is to spearhead the trend toward increased security with a
product-driven offering centered on the customer. The strategic action plans are focused on three areas: 
market presence, product leadership and cost-efficiency.

Market
presence

Product
leadership

Cost-
efficiency

Increasing growth in
the core business
and expanding into
new markets and
segments.

Continuously developing innovative
products offering
enhanced customer
value and lower
product costs.

Reducing the cost
base through
improved processes,
flexible final assembly close to the
customer and production in low-cost
countries.

Employees

Beliefs

Sustainability

Continuing professional development, capabilities and beliefs
are the basis for the Group’s
success.

Based on accountability, diversity
and commitment for a focused,
results-driven company with high
business ethics.

Is integrated in all Group processes: innovation, product
development, manufacturing,
logistics and sales.
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Value creation strategy #1
A world-leading market presence is achieved by increasing customer value and
expanding into new markets and segments through organic growth and acquisitions.
Customer value is supported by efficient s egmentation of sales channels and the
strength of the brand portfolio, which includes the global master brand ASSA ABLOY
and many of the industry’s strongest brands.

Market
presence
 Global market leader with steadily
growing demand
The basic human need for safety and security increases with rising prosperity, urbanization and
technological development. This gives a stable and growing demand for ASSA ABLOY’s door
opening solutions that is at least in line with GDP growth.
The global market trend for door opening solutions is growing more rapidly than global GDP. ASSA ABLOY is the worldleading supplier with operations in over 70 countries and
sales worldwide. Global expansion takes place through
organic growth and acquisitions. For several years the Group
has focused on increasing its market presence in emerging
markets.
The mature markets in North America, Europe and Australia account for three-quarters of ASSA ABLOY’s sales, with
demand growth around or just above GDP growth. Demand is
now shifting increasingly towards electromechanical technology, with rapid growth in higher value digital and mobile solutions. The emerging markets offer high growth potential.
Since 2006, Group sales to customers in eastern Europe,
Africa, Latin America and Asia increased from SEK 3.7 billion to
SEK 17 billion, or from 12 percent of total sales to 24 percent.
The global market for door opening solutions is under
going a technology shift from mechanical to electromechanical and electronic products. Demand for mechanical products continues to increase, but is falling as a share of total
sales. Entrance automation is also growing very rapidly and
the Group has a global market-leading position.
Distribution is an important part of ASSA ABLOY’s value
creation. The number of customer-facing staff has increased
substantially over a number of years. ASSA ABLOY has a competitive edge due to its well-developed cooperation with distribution players thanks to its specialist advisers, the specifiers.
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The aim is to increase knowledge and demand by offering
competence and digital tools as early as possible in the planning, specification and design of door opening solutions.
ASSA ABLOY has considerable value in its leading and
well-known brands, several of which have been added
through the Group’s many acquisitions. To achieve optimal
leverage and cross-fertilization on the brand portfolio globally, regionally and locally, the brands are being consolidated
in line with market and customer segmentation.
ASSA ABLOY is the global master brand and is often combined with individual brands, which are well established in
local knowledge, regulations and security standards. The
Group thus capitalizes on its large global installed base,
while increasing the visibility of the ASSA ABLOY master
brand, which unites the Group’s sales departments and
represents innovation, leading technology and total door
opening solutions. The ASSA ABLOY brands account for
around 70 percent of Group sales.
Acquisitions are an important part of the strategy to
increase market presence. The ambition is 5 percent
acquired growth per year. Over the past ten years the Group
has made 148 acquisitions, with a focus on expanding in
emerging markets, complementing existing operations,
and increasing technological breadth and depth. In 2016,
13 acquisitions were carried out and Group sales increased
by SEK 2,592 million from acquisitions, or 4 percent, excluding divested operations.
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No.1
Global leader
in door opening solutions

×5

24 percent of sales
are on emerging markets,
a fivefold increase in ten years

54%
Electromechanical solutions
account for
54 percent of sales

ASSA ABLOY’s BRANDS

ASSA ABLOY has considerable value in
its well-known brands, several of which
have been acquired through the Group’s
many acquisitions. ASSA ABLOY is the
global master brand and is often combined with individual brands well established in local knowledge, regulations
and security standards. The Group thus
increases the visibility of the ASSA
ABLOY master brand, which unites the
Group’s sales departments and represents innovation, leading technology
and total door opening solutions.

Approximately 70 percent of Group sales are under the ASSA ABLOY master brand
or a combination of the master brand and local brands.

The master brand is complemented by global brands, which are all
leaders in their respective market segments: Yale in the residential
market, HID in access control, secure card issuance and identification

AN INTRODUCTION TO ASSA ABLOY

technology, and ABLOY in high security locks. The Group also has
product brands that are not associated with ASSA ABLOY, such as
Entrematic in entrance automation.
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Product leadership
Value creation strategy #2
Product leadership is achieved through innovation and continuous
product development to enhance customer value, quality, and reduced
product costs. Customer benefits are developed in close cooperation
with end-users in a constant process of many small steps. The goal is to
meet or exceed customer expectations.

1 54% 30%

No.

The share of electromechanical
products and entrance automation has
increased from 31 percent to
54 percent of total sales in ten years

The most innovative
supplier of total
door opening solutions

Products launched in the
past three years account
for 30 percent of total sales

Distribution channels for the security market
ASSA ABLOY creates considerable value for customers in the
distribution process. The Group’s advisers, the specifiers, provide specialist advice on security solutions. Architects, building
and security consultants can use ASSA ABLOY’s BIM technology to specify and test solutions in 3D on computer screen for
3D models of buildings and door openings, and order products
online.

ASSA ABLOY

ASSA ABLOY
representative

Distributor

DISTRIBUTION / PARTNERS

DISTRIBUTION takes place through many
different players depending on customer
segment and stage in the supply chain:

security systems integrators, locksmiths, security
installers, building and lock wholesalers, retailers,
home improvement stores, hardware and security
stores, OEMs, door and window manufacturers.

Building and lock wholesalers, security consultants and locksmiths
have a key role in delivering and installing the products specified for
various construction projects.
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 Innovative leader of digital and mobile solutions
A constant flow of new, innovative and sustainable products is the most important driver for
ASSA ABLOY’s target of 5 percent organic growth. Substantial investments have pushed the proportion of sales from products less than three years old to 30 percent, compared with 14 percent ten
years ago. The Group is leading the trend toward the digital and mobile world’s solutions comprising
intelligent, connected and networked door opening products.
Today ASSA ABLOY is well established as the global product
leader in mechanical, electromechanical and electronic locks
and door opening solutions. R&D investment has increased
almost 200 percent since 2006, reaching a new record level of
SEK 2.2 billion in 2016. The Group’s vision is to be the global
leading, most successful and innovative provider of total door
opening solutions in order to deliver trouble-free, secure and
well-designed security solutions that give true added value to
customers. The ambition is to double the innovation rate
through a Group-wide innovation process, lean practices,
common platforms and focused competence centers for
development in all divisions.
The main driver for innovation and product development is
the development of digital and mobile technologies with fastgrowing demand for electromechanical products, as well as
electronic and digital solutions. Since 2006 these have sharply
increased from 31 percent to 54 percent of Group sales.
Mechanical products continue to increase, but electro
mechanical products are growing considerably faster.
More electronics mean an increase in sales value per door,
as well as in the recurring revenue from service and upgrades.
The share of installed doors fitted with some form of electronic/
digital solution is estimated at around 5 percent and is predicted to multiply in the coming years, representing a growing
market for upgrades and new sales.

The global market for door opening solutions is undergoing a
technology shift from mechanical to electromechanical and
electronic products. With digital and mobile technology,
ASSA ABLOY is leading this trend toward third generation door
opening solutions. These intelligent connected and networked
products and solutions controlled by in-house developed
software and cloud-based systems solutions provide further
growth opportunities while strengthening competitiveness.
Demand is growing rapidly in all segments in new buildings,
as well as in supplementing and upgrading old installations.
Another important driver for product development is the
sharply rising demand for sustainable solutions. Investments in
sustainable buildings are increasing worldwide, with requirements for energy savings, lower materials consumption, and
renewable or recycled materials becoming increasingly important. The various openings of a building can account for up to
20 percent of energy consumption by leakage of heat or cold.
ASSA ABLOY has a rapidly growing number of Environmental
Product Declarations (EPD) that have now become a pre
requisite for taking part in much of the market.
ASSA ABLOY’s product leadership is based on the Group’s
joint innovation process. Guiding principles are understanding
customer needs, a long-term product development plan, active
portfolio management, and cost-effectiveness. Shared Technologies, the Group’s joint development center, plays a major role.

More advanced electronic and digital security solutions mainly reach the end-user
through security installers and specialist distributors. These products and solutions are
also sold through systems integrators, who often offer total solutions for the installation
of perimeter protection, access control and computer security.

ASSA ABLOY
representative

SPECIFICATION involves configuration, checking and testing proposed
security solutions. ASSA ABLOY provides support in the form of specialist
advice and smart tools for digital drawings and 3D models.
ASSA ABLOY
representative

INSTALLERS

SPECIFICATION

END CUSTOMERS

ASSA ABLOY
representative

Installer
Input
STAKEHOLDERS
CODES AND SECURITY STANDARDS

END CUSTOMERS
Large institutional and
commercial customers
• Healthcare • Education • Retail
• Hospitality • Offices • Industry
Small and medium-sized
customers
• Offices • Stores
Residential market
• Apartments • Houses

STAKEHOLDERS
Such as architects, security
consultants, government
agencies responsible for
security standards, and other
stakeholders.

ASSA ABLOY has developed close cooperation with customers, architects and security consultants to
specify appropriate products and a well-functioning security solution. Many door and window manufacturers install lockcases, hardware and other fittings in their products before delivery to customers.
AN INTRODUCTION TO ASSA ABLOY
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Cost-efficiency
Value creation strategy #3
ASSA ABLOY aims to radically reduce the cost base through cost-efficiency and sustainable operations. This is achieved by applying Lean methods in manufacturing, professional sourcing and outsourcing. Production combines final assembly close to the customer with the transfer of standard production to low-cost countries.

Cost efficiency in all parts of the value chain
ASSA ABLOY aims to radically reduce the cost base through cost-efficiency in all parts of the value
chain. Work continued successfully on professional sourcing, Lean production methods, and
Seamless Flow, i.e. streamlining and automating administrative flows. Investments in increased
automation of production accelerated during the year. A new Group program was launched in
2016 to continue streamlining the production structure through 2018.
Streamlining initiatives make significant contributions to
achieving the target of an operating margin of 16–17 percent and to the Group being a price leader and contributing
to sustainable development.
The recurrent multi-year programs to concentrate product assembly to sophisticated plants close to customers in
mature markets comprise a cornerstone of this effort. The
more strategic components, such as cylinders, door closers
and some electromechanical products, are concentrated to
the Group’s own production plants in low-cost countries,
while standard components and other products are increasingly sourced from suppliers.
The programs may be seen as ongoing activities, although
they are basically structural, as a result of the Group’s acquisition strategy with an average of one acquisition per month.
A significant part of the synergy effects on acquisition are the
restructuring of manufacturing and modernization of production, efficiencies in the organization, and global logistics with
substantial gains in the work environment and sustainability.
Since 2006, 76 production plants have closed, more than
100 plants have been converted into assembly plants, and
about fifty office units have closed. The majority of the
remaining production units in high-cost countries have
switched to mainly final assembly and customization. In all,
12,162 employees have left the Group in connection with
these changes. In 2016 the sixth Group-wide manufacturing
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footprint program was launched for the period through
2018. Since the launch of the latest program, 50 more companies were acquired. The goal is to close ten production
plants and about 40 offices.
One important long-term change in the Group’s cost
structure is the switch from manufacturing standard components in-house to an increased share of sourcing, as well as
final assembly and customization. The Group’s professional
sourcing should ensure maximum quality at minimum cost
and is a prerequisite for increasingly efficient operations.
Sourcing has increased sharply over the past ten years, with
a 230 percent increase in the value of sourced materials to
SEK 25.6 billion and with a gradual concentration to fewer,
more qualified suppliers.
A constant effort is underway to apply and develop
methods and processes in all stages of the value chain to
improve cost efficiency. Lean methodology encompasses all
processes in all divisions. The same applies to Seamless Flow,
referring to the automation of all of the Group’s administrative flows, which allows the Group’s resources to be moved
closer to the customer. Value Analysis (VA) is a structured
process for optimizing cost and customer value in existing
products. The same applies to Value Engineering (VE), which
is part of the product development process. Since the
methodology was introduced in 2007, the Group has made
cost savings of SEK 1.2 billion through VA/VE.
AN INTRODUCTION TO ASSA ABLOY

$ -29% +
The number of suppliers
has been reduced by 29 percent
over the past five years

Price management for
price leadership

Restructuring program
providing significant results

Product platforms

CLIQ

Seos

Aperio

Hi-O

CLIQ is a secure locking system with
advanced microelectronics in programmable keys and cylinders. The system
offers a large number of combinations of
mechanical and electronic p
 roducts,
which satisfy various requirements for
secure, flexible access control. Most
types of locks can be fitted with CLIQ
technology, which together with various
software programs provides the global
market with customized, flexible access
control solutions.

Seos is an identification technology
solution that allows the customer to
use various devices, from smart cards
to cell phones, for secure access to applications. Seos’ applications range from
building access control, computer login
and cashless payments to IoT (Internet
of Things) applications, time and attendance reporting, and secure printing.

Aperio is a technology developed as a
complement to existing electronic
access control systems. It is a convenient
solution for end-users to improve the
security and control of their premises.
Central to Aperio is a wireless communications protocol, which functions at
short distances and can connect an
online access control system to an
Aperio-compatible mechanical lock.

Hi-O (Highly intelligent Opening) is
a concept that simplifies installation,
service and maintenance of connected
doors thanks to advanced technology
and the plug-and-play principle. Hi-O is
a standardized technology for control
and security of door environments. The
technology enables communication
between all the components included
in a door opening solution.

AN INTRODUCTION TO ASSA ABLOY
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The result of ASSA ABLOY’s strategy
ASSA ABLOY’s strategic focus on market presence, product leadership and cost-efficiency
has been very successful. The Group’s growth and earnings trend have created significant
value for customers, shareholders and employees.

Profitable
growth
 Focus on long-term and profitable growth
ASSA ABLOY was founded in 1994 and since then it has grown into the largest global supplier of door
opening solutions, with sales of SEK more than 71 billion. Long-term value-creation continues to be
the focus of its shareholders, Board of Directors and management. Annual sales growth has averaged
9 percent since 2006. The annual growth rate for operating income has been an average of 9 percent
during the same period. Consequently the Group has reached its target an operating margin of
16–17 percent over a business cycle.
ASSA ABLOY grew rapidly during its first decade – mainly
through acquisitions – from being a regional lock company in
the Nordic countries into the leading global player. With a new
management team, in 2006 the Group entered a new phase of
growth based on three main strategies for market presence,
product leadership and cost-efficiency. With a focus on profitable growth, great value has been created for shareholders
and other stakeholders.

Market presence and growth

The fundamental growth driver is strong and long-term: the
constantly growing need for security, safety and convenient
solutions for locks and doors. This trend follows the development of prosperity, for which reason ASSA ABLOY has greatly
expanded in emerging markets since 2006. The Group is now
represented in more than 70 countries. In addition to these
drivers is the rapid switch in customer demand to electromechanical products and increasingly sustainable and energysaving products and solutions.
Organic growth is supplemented by an acquisition strategy.
An average of over 5 percent of annual growth comes from
acquisitions, which strengthen geographical market coverage,
expand the product range and add new technologies in expansive areas. Since 2006 ASSA ABLOY has completed 148 acquisitions. In 2016 the Group made 13 acquisitions, which are
expected to contribute around SEK 2 billion to annual sales. The
Group’s strategic decision in 2006 to build a world-leading position in entrance automation was another major growth factor.
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Growth-driving product leadership

ASSA ABLOY is the leading innovator and product developer in
the technology shift toward increasingly electromechanical,
digital and mobile technology. Today 30 percent of the
Group’s total sales come from products less than three years
old. The growing investment in product development is the
main driver for achieving the target of 5 percent annual
organic growth. Electromechanical solutions are rapidly growing and now account for 54 percent of Group sales, compared
with 31 percent in 2006.

Cost-efficiency for profitability

Constant efficiency improvements and cost reductions are the
foundation of good profitability and sustainable products and
businesses. The Group has fundamentally changed the global
production structure over the past ten years through five completed multi-year programs – and one that is still ongoing – to
concentrate assembly close to major customer markets and to
relocate component production to low-cost countries. At the
same time, sourcing has increased substantially and been concentrated to fewer, larger and better suppliers. All units operate based on Lean processes with professional teams for
smarter production flows. VA/VE methods in product development have reduced material use and contribute to improved
products that benefit both customers and the environment.
Seamless Flow is a top-priority, Group-wide initiative that promotes more efficient digital processes for information flows.
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130%
Sales growth
since 2006

170%
Increase in earnings per share
since 2006

140%
Increase in operating income
since 2006

New products
With Yale Conexis L1 Smart Door Lock, users can
configure, monitor and unlock doors with their
smartphone via a secure app. Users can create temporary mobile keys for guests and keep track of who
comes and goes.

CLIQ is a versatile mechatronic locking system that is
suitable for small to very large systems. With CLIQ
Connect it is possible to remotely manage and update
permissions for a Bluetooth-enabled CLIQ key. Keys can
also be updated using the programming device that is
connected to the mobile device.

The new Vingcard Essence hotel lock provides technology in a clean, minimalist
design that blends in with the hotel’s
decor. The solution is now included in
ASSA ABLOY Hospitality Mobile Access
and wireless online features.

HID goID is a mobile identification platform that
allows driving licenses and other identification documents to be stored on smartphones. The smartphone becomes a device for receiving, presenting
and authenticating mobile ID documents with the
highest level of privacy protection.

The next-generation entrance solution from ASSA ABLOY
Entrance Systems opens and closes with maximum
speed and minimum energy loss. The solution combines
superior thermal performance in a sectional door with
the high speed of a high-performance door. The 50-mm
thick insulated door panel keeps the indoor climate
stable and allows in only a minimum of cold air.

Yale’s new digital door locks for the residential market in China, Southeast Asia,
Hong Kong and Latin America can be
opened using biometrics, RFID card or
PIN code, as well as with an ordinary key.
The lock can be easily integrated with
other Home Automation solutions.
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ASSA ABLOY’s divisions
ASSA ABLOY is divided into three regional and two global divisions.

Regional
divisions

The regional divisions manufacture and sell mechanical and electromechanical locks,
digital door locks, cylinders and security doors adapted to the local market’s standards and
security requirements.

EMEA

Americas

Share of sales

Share of operating
income

23%

23%

Read more on page 13emea

Share of operating
income

24%

31%

Read more on page 14

Americas

Global divisions
Global
Technologies

Share of sales

Share of operating
income

12%
Read more on page 15

7%
Asia

The global divisions manufacture and sell electronic access control, identification
products and entrance automation on the global market.

Entrance
Systems

Share of sales

Share of operating
income

Share of sales

Share of operating
income

13%

15%

28%

24%

Read more on page 16

global
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Share of sales

Asia Pacific

Read more on page 17

entre
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EMEA

Continued strong growth for
electromechanical solutions
Demand continued to increase in 2016 and sales grew organically by
3 percent. Sales of electromechanical locks and solutions increased
sharply. Product development continued at a high pace and efficiency
and streamlining programs produced good results.
Market development
Demand growth in the division continued to be varied in 2016. Sales increased strongly in
Scandinavia, Germany and Spain, were good in the UK, Benelux, Italy, Eastern Europe and
Africa, while sales were stable or slightly negative in France and Finland, and strongly negative
in the Middle East. The strong demand for electromechanical products seen in recent years
accelerated further, with strong interest for digital and mobile solutions in the residential
market, especially in northern Europe. Another strong demand trend is sustainable solutions,
where EMEA has a market-leading range of products and solutions that meet ever-increasing
demands, for example from environmental classification of buildings in the EU.
The division is shifting more and more resources to marketing initiatives. Under the
Group’s Seamless Flow project, administrative information flows, processes and operations
are being automated, freeing staff to develop direct customer relationships. Nearly 60 percent of the sales staff are now working in direct sales, and the proportion has grown by more
than 10 percentage points over the past five years. The division’s e-commerce initiative was
further expanded, with about 40 percent of external orders now handled electronically and
seamlessly. Digital support is offered to architects and security consultants in the specification process with Openings Studio, a BIM-enabled tool (Building Information Modeling). The
division now has over 200 specifiers of its own.
Acquisitions are part of the growth strategy. Acquisitions during the year included Mauer,
a leading manufacturer of cylinders and locks in Bulgaria, Trojan Holdings, a leading supplier
of fittings for doors and windows in the UK, and Seawing, Hungary’s leading access control
company. The Car Lock business, with sales of SEK 550 million, was divested.

Product leadership
The high pace of product development continued during the year. The share of new products
introduced over the past three years was 28 percent of total sales. More than 200 product
development projects are expected to result in new products that reach the market over the
next few years. The digital products have been highly successful. The CLIQ system, with programmable keys and cylinders, is being expanded to new segments with great success. The
same applies for new Bluetooth-based applications and ASSA ABLOY’s Seos mobile keys.
“Close Motion,” a new and innovative door closer, was introduced during the year. It has a
unique and patented solution for noise-free closing. The division’s High Impact products
continued to be successful. They have been developed with the purpose of being sold in large
volumes in all markets in the division.

Cost-efficiency
The division’s restructuring program to reduce the number of plants and to concentrate on
assembly close to customers continued according to plan. As a result, component production was moved to low-cost countries with consolidation of sub-contractors, leaving fewer
and larger partners. The number of direct suppliers decreased by 12 percent during the year.
Streamlining of production continued at a high pace with lean projects and increased investment in robots. The Seamless Flow initiative is producing significant results, and the division
is well on the way to consolidating 60 enterprise resource planning systems into a single
application over the next few years. Integration of the Group’s various PDM (Product Data
Management) systems is approaching completion. More than 70 percent of users are now on
the same platform.
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FACTS ON EMEA
Financials in brief 2016

• Sales: SEK 16,837 million (16,524) with 3 percent
organic growth.
• Operating income (EBIT): SEK 2,722 million (2,620).1
• Operating margin: 16.2 percent (15.9).1
1 Excluding items affecting comparability 2016.

SALES AND OPERATING INCOME
Sales
SEK M

Operating income
SEK M

17,000

3,000

16,000

2,800

15,000

2,600

14,000

2,400

13,000

2,200

12,000

2,000

Sales
Operating income1

1 Excluding items affecting

12

13

14

15

16

comparability 2013 and 2016.

SALES BY PRODUCT GROUP
Mekaniska lås, låssystem
och tillbehör, 54%

Mechanical locks, lock
Säkerhetsdörrar och beslag
systems and fittings, 54%

Elektromekaniska
och elektroniska, 31%

Elekromekaniska och elektroniska

Electromechanical and
Mekaniska lås, låssystem och tillbehör
electronic, 31%

Säkerhetsdörrar
och beslag, 15%

Security doors and
hardware, 15%

Offering: Mechanical and electromechanical locks, digital door locks,
security and fire doors, and fittings.
Markets: EMEA is the leader in its product areas in Europe, the Middle
East and Africa. The commercial segment accounts for around 60 percent of sales and the residential segment for 40 percent. EMEA comprises a large number of Group companies with a good knowledge of
their local and in many respects diverse markets. Products are sold primarily through a number of distribution channels, but also directly to
end-users.
Acquisitions 2016: Mauer in Bulgaria, Trojan in the UK and Seawing in
Hungary.
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Americas

Good growth and strong
operating income
FACTS ON AMERICAS

Sales continued to increase at a good rate in 2016, with 5 percent
organic growth. Growth was good in the US and Canada and very good in
South America, with the exception of Brazil. The sales trend for electromechanical products was particularly strong. Continuing streamlining
and efficiency initiatives contributed to an increase in operating income
and a very good operating margin.

Financials in brief 2016

Market development

1 Excluding items affecting comparability 2016.

The division’s largest market, the US, showed a positive trend in the commercial and institutional markets, which together account for about three-quarters of the division’s sales. The
residential market was stable, with growth for the sixth consecutive year. Sales increased in
Canada despite weaker demand. Latin American countries showed good growth, with particularly strong performance in Mexico, Colombia and Peru. The ongoing recession in Brazil led
to lower sales.
The demand for advanced electromechanical solutions continues to grow rapidly in all
markets and segments. Sales of digital door locks under the Yale brand increased rapidly in
both North and South America. The strong trend towards wireless lock solutions and
increased sustainability through energy savings is an important feature of future demand
growth.
One small acquisition was completed during the year of ADAEZ in the US. It is a fast-
growing innovative company specialized in energy efficient door closer/operator hybrid.

• Sales SEK 17,044 M (15,665) with 5 percent organic
growth.
• Operating income (EBIT) SEK 3,640 M (3,363).1
• Operating margin: 21.4 percent (21.5).1

SALES AND OPERATING INCOME
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Operating income
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Product leadership
The division has a very competitive offering of new products due to its high innovation rate.
Investments in innovation and product development have increased by 363 percent since
2006. New products launched in the past three years accounted for 25 percent of total sales
in 2016. In all, 100 new products were launched during the year and an additional 172 products are heading for the market.
Demand for products with high sustainability performance is strong. In recent years the
division has introduced a large number of products that cover a broad spectrum from frames,
doors and locks to access control and home control systems. They are made of recycled
materials, using less natural resources in the manufacturing process all while assisting building owners to reduce their own operating costs, decrease energy consumption and help
them meet their sustainability goals. The division is the market leader for smart home connected locks, where Yale has been positioned with a range of innovative wireless digital lock
products that may be integrated with products from partners. During the year the first solarpowered access control lock was introduced for the commercial market.

Cost-efficiency
The division continues with a strong focus on efficiency improvements, an important component of which are the Group-wide restructuring programs. In recent years, significant portions of component production have been moved to low-cost countries, while customized
final assembly, meeting complex demands has been concentrated close to customers. The
number of plants has been reduced from 47 to 26 since 2006. The number of employees in
direct production has been reduced to 4,533 (–39 percent). Sourcing has increased sharply
and the number of suppliers has been cut by 41 percent since 2006.
The division has a long tradition of lean practices, which provide significant efficiency
gains each year. Seamless Flow initiatives cover the entire administrative information flow,
with a focus on the customer-oriented processes to strengthen and deepen customer relationships. The transition to a common business system is proceeding according to plan. A
large number of products have been updated and processes simplified using VA/VE methods.
Investments in robots accelerated during the year with 70 new robots for a total of 248.
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SALES BY PRODUCT GROUP
Mekaniska lås, låssystem
och tillbehör, 41%

Mechanical locks, lock
systems and fittings, 41%

Elektromekaniska
och elektroniska, 15%

Electromechanical and
electronic, 15%
Säkerhetsdörrar och beslag

Säkerhetsdörrar
och beslag, 44%

Security doors and
hardware, 44%

Elekromekaniska och elektroniska
Mekaniska lås, låssystem och tillbehör

Offering: Mechanical and electromechanical locks, digital door locks,
cylinders, door fittings, security doors, door frames, and industrial
high-security fencing and gates.
Markets: US, Canada, Mexico, Central America and South America.
The majority of sales are in the US and Canada, where ASSA ABLOY has
an extensive sales organization and sells its products through distributors. Institutional and commercial customers are the largest end-customer segments. These segments account for 85 percent of sales,
while the residential segment accounts for 15 percent of sales.
Sales in South America and Mexico take place mainly through distributors, wholesalers and home improvement stores. Sales in these
markets are more evenly distributed between the non-residential and
residential segments.
Acquisitions 2016: ADAEZ in the US.
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Asia Pacific

Weak development in
China weighed on Asia
The division’s sales declined due to the sharp decline in China, despite a
good performance in most other markets in the region. Product development continued at a record-breaking pace. Major streamlining measures
are being implemented in China, which accounts for nearly half of the
division’s sales.
Market development

FACTS ON ASIA PACIFIC
Financials in brief 2016

• Sales SEK 9,189 M (10,171), an organic decline
with 9 percent and with 5 percent adjusted for overstated sales in 2015.
• Operating income (EBIT) SEK 787 M (1,436).1
• Operating margin: 8.6 percent (14.1).1

Demand in China continued to weaken, primarily in the residential segment, which accounts
for most of the division’s sales in the country. The commercial segment grew, but is still a
smaller part of the business. Sales in China decreased sharply and, unfortunately, accounting
irregularities were also found at some companies. Growth was strong in India, where the division is now building up a leading market position. Demand was good in New Zealand, Thailand, Singapore, the Philippines and Japan. The trend was favorable in South Korea, stable in
the rest of Southeast Asia and somewhat weaker in Australia.
Strong market trends in the entire region are digital and mobile solutions, where South
Korea is leading the way as a global pioneer. Digital door locks are a very popular product that
continued to show good growth. Demand for sustainable and climate-smart solutions go
hand in hand with the digital trend and increased sharply from a low level, especially in China
where the desire to address environmental problems has now become an important driver.
Efforts associated with market segmentation and increasing resources at the market level are
producing good results. ASSA ABLOY is taking over as sole master brand for a growing range
of products for the commercial market and Yale is concentrating on the residential market.
No acquisitions were completed during the year.

1 Excluding items affecting comparability and including SEK 300 M

Product leadership

SALES BY PRODUCT GROUP

The division has clear product leadership in its markets, with several years of increased
investments in innovation and new products. The number of development engineers continues to increase in the division’s 15 development centers, including in China, where products
are also developed for the entire region. The initiative is in response to advanced demand
from a large, young and tech-savvy consumer generation. Products introduced over the past
three years accounted for 37 percent of total sales, substantially higher than the Group target
of 25 percent. Interest in sustainable rated products is rapidly growing, especially in China,
Australia and New Zealand. The division has the widest range of products with high sustainability performance and a rapidly growing number of environmental product declarations.

Cost-efficiency
The division is dealing with the sharp slowdown in Chinese demand through measures that
include a substantial reduction of staff. The number decreased during the year by about
1,500 to a total of 11,700. As a result the number of employees in the division declined by 21
percent in three years. This reduction is supported in part by the continued streamlining of
the division’s plant structure in accordance with the Group’s restructuring program. Other
measures include increasing the pace of outsourcing with more purchasing, improving efficiency in production by investing in more robots and expanding the lean program for
smarter production flows.
The Seamless Flow initiative also continued successfully during the year and the transition
to a common business system continued at a good pace. Streamlining of administrative
information flows broadened to include more processes such as product data, order and billing systems, as well as marketing with the expansion of e-commerce. This initiative allowed
more resources to be transferred to direct customer relationships.
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write-down of working capital 2016.

SALES AND OPERATING INCOME
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Mekaniska lås, låssystem
och tillbehör, 51%

Mechanical locks, lock
Säkerhetsdörrar och beslag
systems and fittings, 51%

Elektromekaniska
och elektroniska, 18%

Electromechanical and
Mekaniska lås, låssystem och tillbehör
electronic, 18%

Säkerhetsdörrar
och beslag, 31%

Elekromekaniska och elektroniska

Security doors and
hardware, 31%

Offering: Mechanical and electromechanical locks, digital door locks,
high-security doors, fire doors and hardware.
Markets: The Asian countries are emerging markets without established security standards. New construction accounts for around
three-quarters of sales. In China, the same types of lock, handle and
hardware are often used in both homes and workplaces. The production units in China also produce for ASSA ABLOY’s other divisions. Australia and New Zealand are mature markets with established lock
standards. Renovations and upgrades account for the majority of
sales.
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Global Technologies

High rate of development
and strong earnings growth
Global Technologies, which consists of HID Global and ASSA ABLOY
Hospitality, continued to have good sales growth of 3 percent organically. Demand was good in most of HID Global’s product segments in
mature markets. ASSA ABLOY Hospitality also continued to grow.
HID GLOBAL
Underlying global demand continues to be strong with growing security needs and upgrades
to electromechanical technology with digital and mobile solutions. The year showed good
sales growth in the mature markets, especially in Europe and North America. Emerging markets showed a mixed picture with very good sales in Africa, good sales in China, while the rest
of Asia, South America and the Middle East had a negative development.
The commercial segment is spearheading the rapid development toward digital
and mobile solutions with a high growth rate. In the institutional segment demand increased
after several years of relatively weak growth. Physical access control and i dentification technology both reported a year of good growth in most markets, while printer products, with a
large proportion of sales in emerging markets, were weaker. The software company Quantum Secure, acquired in 2015, had a strong increase in sales, while authentication solutions
remained unchanged. The great success of the division’s mobile access control solutions
with a significant increase in the number of customers was particularly gratifying.
HID Global has global product leadership with a continued high pace of product development. New products launched in the past three years account for almost 40 percent of sales,
compared with the Group average of approximately 30 percent. One strong driver is the
technology shift to digital and mobile solutions with increased software content that
requires regular updates.
The business unit’s access control products, with global leadership, undergo constant
development with new features and adaptations to different mobile platforms. In the field of
printers, new products were launched with better sustainability performance, lower operating costs and higher resolution. HID Global has seen a rapid increase in the number of new
products based on the Seos platform, including readers and cards. One important launch
was the first solution for ID cards and driver’s licenses in the mobile phone. The solution has
great potential for the future as legislation is adapted to this technology. The US is in the lead
here with legislation in the individual states. Similarly, HID Global has developed new authentication techniques that permit logging in to online banking on the mobile phone.
Cost-efficiency improvements continued at a good pace during the year, with positive
effects. Within the Group-wide restructuring program, certain operations in access control
and ID cards are now being moved from Ireland to Malaysia. The number of development
centers has been consolidated. The aim is to create fewer units with larger critical mass for
product development, while increasing engineering capacity in emerging markets. The division also continued to consolidate its supplier base, resulting in lower costs while improving
sustainability. Work on the Seamless Flow initiative intensified with major advances, especially in marketing and sales.

ASSA ABLOY HOSPITALITY
ASSA ABLOY Hospitality continued growth from last year with high operating income and
strong margin growth. The main driver is the continued rapid growth of demand for electromechanical door opening solutions using digital and mobile technology. Once again, demand
growth is better in mature markets than in emerging markets, where China remains weak with
a low growth rate in the new construction market. Several large global hotel chains are now
customers for installation of advanced electromechanical systems with both hardware and
software. Demand remains high for renovations and upgrades as a result of strongly increased
investments in new technological solutions in recent years.

16 

FACTS ON GLOBAL TECHNOLOGIES
Financials in brief 2016

• Sales SEK 9,697 M (9,100) with 3 percent organic
growth.
• Operating income (EBIT) SEK 1,752 M (1,647),
a 6 percent increase.1
• Operating margin (EBIT) 18.1 percent (18.1).1
1 Excluding items affecting comparability 2016.

SALES AND OPERATING INCOME
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800

SALES BY PRODUCT GROUP
Passerkontroll, 73%

Access control, 73%

Hotellås, 21%

Hotel locks, 21%

Service, 6%

Service, 6%

Service
Hotellås
Passerkontroll

Offering: HID Global is a global leader in trusted identity solutions,
primarily in identity and access management, and in contactless identification technology solutions. Customers comprise companies,
healthcare, education, financial, government and state institutions.
ASSA ABLOY Hospitality manufactures and sells electronic lock systems, safes, energy management systems and minibars for hotels and
cruise ships under the VingCard and Elsafe product brands. It is the
world’s best-known brands for lock systems and in-room safes, with
products installed in over seven million hotel rooms in more than
42,000 hotels worldwide.
Markets: Customers are mainly in the institutional and commercial
sectors worldwide.
Acquisitions 2016: Demoteller and Bluvision in the US.
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Entrance Systems

Increased sales and
higher margin
FACTS ON ENTRANCE SYSTEMS

In 2016 demand developed well with strong sales growth in North
America, Pacific and western Europe, while growth in emerging markets
was subdued. The pace of product development was high with many
new product launches. The division is leading the development toward
more sustainable and energy-efficient solutions. The restructuring programs are proceeding according to plan with reduced costs.

Financials in brief 2016

Market development

1 Excluding items affecting comparability 2016.

The division’s positive organic growth continued during the year with an increase of 4 percent. It was particularly strong in North America in all market segments. In n
 orthern and central Europe, demand was good, while it improved from low levels in southern Europe. Growth
in emerging markets was slower, in part because of weak growth in China, a market that
accounts for a minor portion of the division’s sales. The division continues to invest in emerging markets with the aim of increasing their share of sales from 11 percent to 25 percent.
In the various segments, sales increased strongly for automatic doors, industrial doors and
high-performance doors. Growth was good in garage doors and warehouse and logistics
solutions, while it was negative in the European residential segment.
The service offering, which accounts for almost one third of the division’s sales continued
to perform well. New service concepts based on long-term contracts, preventive maintenance and modernization strengthen customer relationships and provide good opportunities for upselling.
Acquisitions are an important part of the growth. During the year four companies were
acquired: Nassau in Denmark, which holds a strong position in Europe in industrial overhead
sectional doors, Lighthouse and Greenville in the US, two regional distributors of overhead
sectional doors and loading docks, and Construction Specialties, a leader in sales and installation of docking products, overhead sectional doors and high-performance doors in Mexico.

Product leadership
The launch rate for new products continued at a high pace. New products launched in the
past three years accounted for 32 percent of sales, clearly above the Group target of 25 percent. The product development organization is functioning well with new and modular
development platforms that reduce complexity and provide significant efficiency gains in the
use of resources. Product launches included a new range of overhead sectional doors for the
North American and European markets, new solutions for loading docks, high-performance
doors for specific industry applications and sliding doors for emerging markets.
The Group is spearheading developments toward more energy-saving and sustainable
solutions. The division has a large and growing range of energy-efficient solutions, such as
products that can be quickly opened and closed, that have good insulation, or with various
intelligent sensors and digital technology to control energy consumption.

Cost-efficiency
Consolidation of the production structure proceeded according to plan. During the year, production in Italy was moved to the division’s plants in the Czech Republic. The strategy is to
place customized final assembly close to the customer and to move component production
to low-cost countries, while concentrating purchases to fewer and larger suppliers. Streamlining is facilitated by investments in robotics, as well as the use of Lean practices and VA/VE for
resource efficiency at every level. The Seamless Flow project during the year included the continued implementation of a common business system for the division. In addition, it covered
more and more aspects of the division’s information flows, including increased digitization of
marketing and customer relations, as well as implementation of more effective digital solutions in the service organization.

AN INTRODUCTION TO ASSA ABLOY

• Sales SEK 19,789 M (17,957) with 4 percent organic
growth.
• Operating income (EBIT) SEK 2,753 M (2,436).1
• Operating margin: 13.9 percent (13.6).1

SALES AND OPERATING INCOME
Sales
SEK M

Operating income
SEK M

20,000

3,000

16,000

2,500

12,000

2,000

8,000

1,500

4,000

1,000

Sales
Operating income1

1 Excluding items affecting

0

12

13

14

15

16

500

comparability 2013 and 2016.

SALES BY PRODUCT GROUP
Produkter, 73%

Products, 73%

Service, 27%

Service, 27%
Service
Produkter

Offering: Entrance automation products, components and service.
The product range includes automatic swing, sliding and revolving
doors, industrial doors, garage doors, high-performance doors, docking solutions, hangar doors, gate automation, hardware for overhead
sectional doors and sensors.
Markets: Entrance Systems is a global leader with sales worldwide. It
has sales companies in 35 countries and distributors in 90 countries.
Service operations account for nearly one-third of sales. The products
are sold through three channels. In the direct channel, new equipment and comprehensive service are sold direct to end-customers
under the ASSA ABLOY brand. The indirect channel mainly targets
large and medium-sized distributors under the Entrematic brand. The
third channel, Cardo, sells components and hardware for doors in the
industrial and residential segments and sensors for the door and elevator industry.
Acquisitions 2016: Nassau in Denmark, Lighthouse and Greenville in
the US and Construction Specialties in Mexico.
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Practical examples of ASSA ABLOY’s
security solutions
Mobile access control for
Vodafone Italy’s employees

Spectacular building
for car dealers

CUSTOMER: Vodafone Italy wanted to update the physical access control system at its headquarters, Vodafone Village in Milan.
CHALLENGE: Initially a pilot project was carried out in which a group of employees were able to
use their smartphones to open the doors at Vodafone Village. The phones could also be used to
make cashless payments and report time and attendance.
SOLUTION: The choice fell to HID Mobile Access. The
s ystem is used with iCLASS SE readers that works with both
the old access cards and the new mobile ID cards, which
allows users to switch to mobile access control at their own
pace. HID Global collaborated with Digitronica.IT and
Honeywell Building Solutions (HBS) to install the solution.
HID Global’s mobile access solution was integrated into
the customer’s existing identification platform. The readers
are easy to configure and support several different applications, making it possible to quickly install the new system.
The users appreciate the increased ease of use when they
move between different departments and use their phones
in various ways. In addition, it is very easy to issue, manage
and lock mobile ID cards, which saves both time and money.
Vodafone Italy implemented the new system in 2016, and
the plan is to initially issue 8,000 mobile ID cards.

CLIQ ensures power supply in North
West England
CUSTOMER: Electricity North West, a British
power company responsible for management
and maintenance of the power grid that supplies about 5 million people in North West
England.

CHALLENGE: Rioja Motor wanted the building to
have a spectacular full-height glass facade, since it is
important for the cars on display to be visible from outside. They also had ambitious sustainability goals for
the building, which ASSA ABLOY Entrance Systems had
to take into account when developing an entrance
solution for the project.

CHALLENGE: The customer wanted an
access solution for its facilities in urban and
rural areas. They needed locks that meet the
industry standard to protect against vandalism
in order to ensure a continuous and reliable
supply of electricity. They also wanted custom-
made padlocks and better key control, as well
as the ability upon request to track events and
identify when the keys and locks were used.
SOLUTION: ASSA ABLOY provided security
for the electricity company using the CLIQ
locking system, a flexible solution that combines mechanical cylinders, certified padlocks
and electromechanical devices. Approximately 15,000 cylinders and padlocks have
been installed, along with over 40 CLIQ programming devices for remote updating of key
authorization. Almost 2,000 programmable

CUSTOMER: Rioja Motor is the authorized dealer for
Volkswagen Group, with sales and repair shops all over
Spain. The company has built a new facility, with an
ultra-modern showroom and a shop for repairing
mechanical and electronic components.

CLIQ keys are now used in the system. By
updating these keys, authorization can be
granted for a specific door at a certain time.
The dynamic software, CLIQ Web Manager,
eliminates any potential security risks, by activating and changing the keys’ authorization.

SOLUTION: In order to present a complete solution
that met the customer’s requirements for design and
sustainability, ASSA ABLOY worked in close collaboration with both the architect and the construction company. By installing the fully glazed overhead sectional
doors, the natural lighting was maximized and met
Rioja Motors’ requirements for high visibility. Trans
parent doors that opened and closed quickly were
installed to increase the energy savings, and attractive
sliding doors were installed at the main entrance.
These intelligent doors adjust the size of the opening
to the number of people entering and exiting the
building, and they are not open any longer than
necessary, which reduces energy consumption.

Sheraton Dubrovnik Riviera Hotel
CUSTOMER: Sheraton Dubrovnik Riviera Hotel, a newly built Starwood hotel and Croatia’s
largest hotel and conference facility, with 239 rooms and 11 luxury suites.
CHALLENGE: The Sheraton Dubrovnik Riviera Hotel wanted to give guests the same secure
and relaxing experience that they have come to expect when staying at a Sheraton hotel. In
addition to the high standard associated with the Sheraton brand, the hotel management
also needed to take into account Starwood’s requirements to use the latest security and
access control solutions.
SOLUTION: Following Starwood’s recommendation, The Sheraton Dubrovnik chose to
install VingCard Classic RFID locks combined with the Visionline software, and Elsafe Sentinel
II digital in-room safes. Designed for enhanced guest satisfaction, the VingCard Classic RFID
locks are extremely user-friendly for guests of all ages, since keycards do not have to be
inserted into the lock. This simple and convenient access is paired with high security for both
guests and staff, thanks to encrypted technology that prevents unauthorized key card copying. The software was installed and integrated with the hotel’s booking system within one
business day, with ASSA ABLOY Hospitality’s local partners helping to integrate the hotel’s
additional online systems. As a result, the hotel has experienced more convenient and
efficient operations and security procedures.

ASSA ABLOY secures
modern landmark in
Suzhou

CUSTOMER: Modern Media Plaza in Suzhou, China –
which was completed in 2016 and is owned by the Suzhou
Broadcasting System – consists of two spectacular L-shaped
buildings with a total area of 328,000 square meters. The
47-storey building complex was designed by Hiroshi
Miyakawa and includes a 2,000-square meter television and
newspaper office, an office building, hotel, and retail space.
CHALLENGE: The Suzhou Broadcasting System set high
standards for both products and services. The door solutions must protect users and their property, and also be
affordable, flexible, easy to handle and used in many different applications.
SOLUTION: ASSA ABLOY China collaborated with the
owner and architect for over a year. The Group’s project
managers, salespeople and technicians worked together
to formulate bids for the different phases of the project
and fine-tuned the cost-effective solution: a combination
of products that meet ANSI and EN standards. ASSA ABLOY
developed separate master key systems for the real estate
company CBRE and the hotel, as well as custom fittings for
the aesthetic design of the buildings.

Cooperation and BIM software were the key to the successful p
 roject
for the University of Houston’s new stadium
CUSTOMER: John O’Quinn Field at TDECU Stadium, with
40,000 seats is the home stadium for the University of
Houston’s Cougars football team. It includes a football stadium
with concourses, an ultra-modern dressing room of almost 500
square meters, four party plazas, a more than 1,000-square-foot
club section and 26 VIP suites.
CHALLENGE: The project involved three architectural firms,
which were responsible for various parts of the facility, including playing fields, concourses and office space. The 600 doorways required a number of special doors, such as acoustic doors
to the dressing room and press box to block out the sound of
the spectators.
SOLUTION: ASSA ABLOY used its proprietary software, Openings Studio, including BIM (Building Information Modeling)
tools that make it possible to create, visualize and modify doors,
frames and hardware in 3D. In Openings Studio everyone has
access to the same information simultaneously and can make
immediate changes, resulting in better cooperation and transparency while reducing the risk of expensive and time-consuming changes. ASSA ABLOY installed doors, door frames, accessories and mechanical and electromechanical access control at
the stadium.

Five years in summary
2012

2013

2014

2015

2016

Sales and income
Sales
Organic growth, %
Acquired growth, %
Operating income before depreciation/amortization (EBITDA)1
Depreciation and amortization
Operating income (EBIT)1
Income before tax (EBT)4
Net income4

Amounts in SEK M unless stated otherwise

46,619
2
9
8,536
–1,034
7,501
6,784
5,172

48,481
2
4
8,917
–993
7,923
6,381
4,775

56,843
3
9
10,419
–1,163
9,257
8,698
6,436

68,099
4
3
12,512
–1,433
11,079
10,382
7,693

71,293
2
3
12,833
–1,580
11,254
8,952
6,653

Cash flow
Cash flow from operating activities
Cash flow from investing activities
Cash flow from financing activities
Cash flow
Operating cash flow3

5,990
–4,738
–1,564
–312
7,044

6,224
–6,030
–731
–537
6,803

6,679
–3,524
–2,908
247
8,238

8,572
–4,412
–4,335
–175
9,952

8,575
–4,063
–4,271
240
10,467

41,422
28,932

48,408
31,817

58,425
39,778

63,848
42,777

70,351
47,544

11,093
1,519
385
15,805
183
25,819

12,854
1,675
–
19,595
0
28,812

14,990
1,861
–
22,327
2
36,096

16,649
1,910
–
22,269
4
41,575

17,618
2,109
–
23,127
5
47,220

4.66

4.30

5.79

6.93

5.99

4.66
23.29
1.70
80.97

4.95
25.94
1.90
113.27

5.79
32.50
2.17
138.27

6.93
37.43
2.65
178.00

18.3
16.1
14.6
18.1

18.4
16.3
13.2
14.9

18.3
16.3
15.3
16.9

18.4
16.3
15.2
17.8

18.0
15.8
12.6
14.1

18.1
20.9
43.2
0.61
11.1
3.9
1,112,576
1,108,776

17.1
17.5
43.8
0.68
13.5
–
1,112,576
1,110,776

16.9
19.8
45.1
0.62
17.4
–
1,112,576
1,110,776

17.8
19.8
48.2
0.54
16.7
–
1,112,576
1,110,776

16.5
15.0
49.6
0.49
14.1
–
1,112,576
1,110,776

1,108,776
42,762

1,110,776
42,556

1,110,776
44,269

1,110,776
45,994

1,110,776
46,928

Capital employed and financing
Capital employed4
– of which goodwill
– of which other intangible assets and property,
plant and equipment
– of which investments in associates
Assets and liabilities of disposal group classified as held for sale
Net debt4
Non-controlling interest
Shareholders' equity, excluding non-controlling interest4
Data per share, SEK5
Earnings per share before and after dilution4
Earnings per share before and after dilution and excluding items
affecting comparability1, 4
Shareholders' equity per share after dilution4
Dividend per share
Price of Series B share at year-end
Key ratios
Operating margin (EBITDA), %1
Operating margin (EBIT), %1
Profit margin (EBT), %4
Return on capital employed, %4
Return on capital employed excluding items affecting
comparability, %4
Return on shareholders' equity, %4
Equity ratio, %4
Net debt/equity ratio, times4
Interest coverage ratio, times4
Interest on convertible debentures net after tax
Total number of shares, thousands5
Number of shares outstanding, thousands5
Weighted average number of outstanding shares before and after
dilution, thousands5
Average number of employees

7.09
42.51
3.002
169.10

1 Excluding items affecting comparability in 2013 and 2016.
2 Dividend proposed by the Board of Directors.
3 Excluding restructuring payments.
4 2012 has been adjusted due to a change in accounting principles for defined benefit pension plans.
5 Comparatives has been recalculated for all historical periods before 2015 reflecting the stock split (3:1) in 2015.

DEVELOPMENT OF KEY FIGURES
SALES AND OPERATING INCOME
Sales
SEK M

Operating income
SEK M

80,000

16,000

Sales

70,000

14,000

Operating income1

60,000

12,000

50,000

10,000

40,000

8,000

30,000

6,000

20,000

4,000

10,000
0

20 

2,000
12

13

14

15

16

0

INCOME BEFORE TAX AND OPERATING CASH FLOW

DEVELOPMENT OF EARNINGS PER SHARE1,2

SEK M

SEK

12,000
10,000

Income before tax1

8

Operating cash flow2

7
6

8,000

5

6,000

4

4,000
1 Excluding items

affecting comparability
2013 and 2016.

2,000
0

E arnings per share after
tax and dilution1, 2

12

13

14

15

16

¹ Excluding items affecting
comparability 2013 and
2016.
² Excluding restructuring
payments.

3

1 Excluding items affecting

comparability.

2

2 Earnings per share has been

1
0

restated due to the 3:1 share
split in 2015.
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The ASSA ABLOY share
SHARE PRICE TREND AND TURNOVER 2007–20161

DIVIDEND PER SHARE 2007–2016

SEK

No. of shares traded, thousands

250

500,000

200

400,000

150

300,000

100

200,000

50

100,000

0.5

0

0.0

SEK
3.0
2.5
2.0
1.5

0

2007

2008

2009

2010

2011

2012

2013

2014

2015

2016

1.0

ASSA ABLOY B
OMX Stockholm
 No. of shares traded, thousands (incl. after hours)
ASSA ABLOY B, total return
SIX Return Index
Source: Fidessa and Six Trust

SHARE PRICE AND TURNOVER 2016

07 08 09 10 11 12 13 14 15 16

 2016 proposed dividend

MARKETS FOR THE SHARE1

SEK

No. of shares traded, thousands

220

300,000

200

250,000

180

200,000

160

150,000

140

100,000

120

50,000

No. of shares traded, millions
2,500
2,000
1,500

100

J

F

ASSA ABLOY B

M

A

M

J

OMX Stockholm

J

A

S

O

N

D

1,000
500
0

0

No. of shares traded, thousands (incl. after hours)

12

13

14

15

16

 BATS Chi-X
Turquoise
Stockholm
Others
London
Boat
Source: Fidessa

Source: Fidessa och Six Trust
1 Comparatives have been recalculated for all historical periods prior to

2015 reflecting the stock split (3:1) in 2015.

Data per share
SEK/share 1
Earnings after tax and dilution
Dividends
Dividend yield, % 4
Dividend, % 5
Share price at year-end
Highest share price
Lowest share price
Equity
Number of shares, millions 6

2007
3.00
1.20
2.8
40.5
43.25
54.67
41.67
15.58
1,142.1

2008

2009

1 Adjustments made for new issues and stock split (3:1) in 2015 for all historical

periods prior to 2015.
2 Excluding items affecting comparability 2008, 2009, 2011, 2013 and 2016.
3 Dividend proposed by the Board of Directors.

OWNERSHIP STRUCTURE (SHARE CAPITAL)
Latour, 9.5%
Legend
Capital
Group
Companies
Legend Inc., 5.5%

2011

2012

4.102
4.66
1.50
1.70
2.6
2.1
36.6
36.8
57.53
80.97
64.97
81.60
44.50
57.23
21.85
23.29
1,113.6 1,112.6

2013

2014

2015

4.952
5.79
1.90
2.17
1.7
1.6
38.4
37.4
113.27 138.27
114.07 139.17
79.33 105.63
25.94
32.50
1,112.6 1,112.6

6.93
2.65
1.5
38.2
178.00
189.00
135.00
37.43
1,112.6

2016
7.092
3.003
1.8
42.3
169.10
190.10
148.40
42.51
1,112.6

4 Dividend as percentage of share price at year-end.
5 Dividend as percentage of earnings per share after tax and dilution, excluding

items affecting comparability.

6 After full dilution.

OWNERSHIP STRUCTURE (VOTES)
Latour, 29.5%
Legend
Melker
Schörling AB, 11.4%

BlackRock,
Legend Inc., 4.8%
Swedbank
Legend Robur Funds, 4.1%

Legend
Capital
Group
Companies
Legend Inc., 3.8%
BlackRock,
Legend Inc., 3.3%

Melker
Schörling AB, 3.9%
Legend
Fidelity,
Legend3.3%

Swedbank
Legend Robur Funds, 2.8%
Fidelity,
Legend2.3%

Government of Singapore, 2.5%

Government of Singapore, 1.7%

Alecta Pensions Insurance, 2.4%

Alecta Pensions Insurance, 1.7%

AMF Insurance & Funds, 2.2%

AMF Insurance & Funds, 1.5%

Other shareholders, 58.8%

Other shareholders, 40.1%

Norges Bank, 2.9%
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2010

3.072
3.63
3.072
1.20
1.20
1.33
4.1
2.6
2.1
52.3
47.8
37.0
29.50
45.93
63.17
42.00
47.50
66.40
23.25
23.83
42.20
18.64
18.25
19.55
1,142.1 1,118.8 1,118.2

Norges Bank, 2.0%
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ASSA ABLOY is the global
leader in door opening solutions,
dedicated to satisfying
end-user needs for security,
safety and convenience

ASSA ABLOY AB
Box 70340
SE-107 23 Stockholm
Sweden
Visiting address:
Klarabergsviadukten 90
Tel +46 (0)8 506 485 00
Fax +46 (0)8 506 485 85
Reg. No. 556059-3575

www.assaabloy.com

Good progress in Sustainability
ASSA ABLOY’s sustainability initiatives continued to make good progress in 2016. The new five-year sustainability plan
is in line with the objectives and the Group has a positive development across all reporting areas.
• The range of sustainable solutions was expanded with many new products
including the first solar-powered access control lock for the commercial
market.
• The Code of Conduct for employees was updated and available in
28 languages and Code of Conduct for business partners was launched.
• The Group’s total greenhouse gas emissions decreased by 24 percent during
2016 driven by new production technologies and efficiency improvements.

• The number of entities covered by ISO 14001 or other certifiable environmental management systems increased from 121 to 124 which means that
the system covers approximately 76 percent of employees in the Group’s
factories.
• Development of a Group-wide Health and Safety Management System
containing standardized metrics, including leading indicators to prevent
injuries and help strengthen the Group’s safety culture.

Saint-Gobain and CertainTeed’s new state-of-the-art headquarters
in North America earns LEED 2009 Platinum certification
by utilizing sustainable products
ASSA ABLOY provided a suite of six different door opening solutions, from four of
its companies, for the construction of Saint-Gobain & CertainTeed North American Headquarters in Malvern, Pennsylvania.

CUSTOMER: Saint-Gobain, a French company which prides itself as “the reference in sustainable habitat,” remains eager to partner with other international
companies which have also identified s ustainability as a priority. This emphasis
came into particular focus as Saint-Gobain spent several years planning its new
headquarters for North America, a building which would house 800 employees
of Saint-Gobain and one of its subsidiaries, CertainTeed.
CHALLENGE: The previous North American headquarters for Saint-Gobain
was a structure suffering from “sick building syndrome” at the same time as the
company was selling its customers on leading edge construction materials
designed to make their buildings healthier for employees. The new facility was
also targeted for a 2015 opening as part of Saint-Gobain’s 350th anniversary –
and was intended to reinforce the company commitment to sustainability.

Photo © Jeffrey Totaro, 2015

SOLUTION: ASSA ABLOY collaborated with Saint-Gobain to provide six distinct door opening solutions, each of which had obtained an Environmental
Product Declaration (EPD) for sustainability. Because the ASSA ABLOY Group
provides such a wide range of products, it was able to combine them to provide
the project with complete and integrated door opening solutions. Using the
ASSA ABLOY products, along with 15 other permanent building products from
multiple companies, Saint-Gobain was able to meet and even surpass the
requirements for LEED 2009 Platinum certification.

