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Cover illustration:

The so-called V formation increases

by 71 percent the power for geese that
fly together compared to flying alone.
The birds keep together and strive
towards the same goal.

Lagercrantz Group today has approximately 800
employees. Together, we annually work a total of
about 1.4 million hours. That constitutes an enor-
mous force if we make good use of the time!

We work in 25 subsidiaries at some 50 operatio-
nal locations in 9 countries. We set it up this way
because we want to work closely with our custo-
mers. At the same time it is important that all em-
ployees can feel that they are part of the Lagercrantz
community!

This pamphlet was created to explain the
Group's visions, goals and strategies. | hope that it
will increase the understanding of what we may
expect of each other. Your participation and your
contribution is a prerequisite for allowing us to
develop Lagercrantz Group further.

Stockholm 2008
Jérgen Wigh
CEO, Lagercrantz Group



ldea and vision

A leader in value-creating technology
trade with market-leading positions
in several expansive niches
...[s our vision.

Lagercrantz Group’s business concept is to be a value-
creating technology trading company. The technology
areas we have chosen are electronics, electrics, commun-
ication and adjacent areas. We normally offer customised
solutions based on world-leading technology and the
competence of our associates.

Businessmanship and close co-operation with our
customers is central to our Group. We work in strong and
independent business units since we believe that business
is created locally. With that in mind, you as an associate
have great freedom to affect, butalso great responsibility

to contribute to, your company’s development.

Market leadership in niches is also a central concept.

To work in a focused manner in a narrow area means that
we can offer our customers cutting-edge competence and
tailor-made solutions. In your capacity of associate you are
offered many exciting challenges to adapt world-leading,
cutting-edge technology to stringent customer demands.
The combination customer, associate and supplier
means that we can achieve market leadership, each and

every one in their own niche area.



Lagercrantz Group is a listed company with the over-

arching goal of providing a return to those who invest in
the Company. Putting what is expected of us in a concrete
form, we have the following financial goals:
B Earnings growth of at least 15 percent on average

per year over an economic cycle
B Profitability, P/WC > 45 percent*

These goals apply at the Group level, but also for each
business unit. We regard the goals as being aggressive, but

highly realistic.

Our goals

Those who climb must reach their goal.
There is no way of quitting when on the way up.
The notion of “almost getting there” is absurd.

When we fulfil our goals, we realise our vision. We can
assert that we are “aleader in value-creating technology
trade” and to get there we probably also have created a
number of “market-leading positions in expansive niches.”
Goal fulfilment means that those who have invested in
Lagercrantz Group will get what they expect. We will
double the size of the Group and the profit every five years
and we finance the growth with our own earned money.
For us as associates this means continued self-determ-
ination and independence and we get to do what many of
us believe is most satisfying — namely to develop business

operations based on technology.

*) P/WC stands for profit, in the sense of operating profit for the year, relative to working capital. Working capital is the capital required to run the business. It consists mainly of the money tied up in inven-
tories and trade receivables, after deduction of what our suppliers have financed (the trade payables). Externally, towards the stock market, this goal corresponds to a return on equity of at least 25 percent.



Common
strategies

To pull in the same direction and making
everybody use their entire power in the right way,
generates enormous force in a tug-of-war.

There are some 25 operating subsidiaries in Lagercrantz
Group. Each of them constitutes a profit centre with its
own identity and its own goals and strategies.

In addition to the strategies in the subsidiaries, there are
six over-arching Group strategies. These can be said to be
the common denominator for what we want to achieve in
our subsidiaries.

Consistent application of these strategies, in combin-
ation with local strategies in each business unit, we believe
is the most important reason behind Lagercrantz Group’s

successes.

The six over-arching Group strategies are:

M Decentralisation and management by objectives
M Astrong corporate culture

M Businessmanship

M Strong positions in niches

M Increased value-added

B Acquisitions



DECENTRALISATION AND MANAGEMENT BY OBJECTIVES

In Lagercrantz Group there is a firmly rooted belief in
decentralisation. Each subsidiary is its own profit centre
where management is expected to take the initiative and
act like entrepreneurs with great autonomy, but also with
distinct responsibility. Business decisions are made close
to customers and suppliers, which gives better results.
In your capacity of associate you have high visibility and
great opportunities to influence things since each unit is
relatively small.

'The profit centres are controlled with the help of goals,
which are setannually. The management of each subsid-
iary develops a business plan that describes the goals and

the way to get there.

The role of Group management is to assist the profit
centres in their development and to continually develop
the Group structure. Management poses requirements
and provides support in the goal formulation process,
strategies and other important issues. Business develop-
ment with respect to new and old technology areas and
acquisition issues are naturally also on the agenda.

This method of working creates a lot of room for you in
your capacity of associate. We often say that the goalsare
clear, but that the response to the question “how do we
get there” leaves a lot of space for creativity. In this way we
want to create a driving force, motivation and a sense of

responsibility.

A STRONG CORPORATE CULTURE

The corporate culture in Lagercrantz Group constitutes a
common language, a bond, for how we want to work and
how we look at business. There is great collective experience
in the Group about what has proven to be successful in the
business we conduct. By sharing this competence, and by
involving new associates and newly acquired profit centres
in our culture, efficiency and the speed increases, as well as
the understanding around what we want to achieve.

The following Values constitute the core of our corporate

culture:

B Businessmanship is all about seeing business opportun-
ities, building relationships, having earnings focus and
awinner instinct. In Lagercrantz Group approximately
one third of our associates have a direct selling role, but

all associates are seen as being members of a sales force.

B Responsibility and freedom. With us the individual
must be able to realise many ideas in business and com-
merce, all on the condition that is contributes to earn-
ings. This approach builds the motivation, the sense of
responsibility and entrepreneurial spirit, all of which is
so crucial to the Group’s development.

M Simplicity and efficiency means short decision paths,
working with a sharp business focus and simplifying
problems to what is significant. We use simple, effective
tools for strategic analysis and work with over-arching
goals rather than detailed budgets.

B Willingness to change on the part of managers and
associates is crucial to a trading company’s success. The
demand for rapid adaptation is constantly growing and

we must always meet and exceed customer expectations.



The businessman always sees opportunities
and adapts to the situation with a well-developed
feeling for customer needs.

Many of Lagercrantz Group’s businesses are trading com-
panies in the sense that they do not deal with products
developed in-house. Instead our work consits of refining
our suppliers’ products. Our raison d’étre lies in the value
we add. Basic to this is an entrepreneurial spiritamong

all associates. This can be described as what we must live
up to in order to be our customers’ best purchasing organ-
isation and our suppliers’ best sales organisation. We are
not in the first instance technicians or economists — we are

businessmen.

BUSINESSMANSHIP

As businessmen we work close to our customers, under-
stand needs and create added value. Together with our
technical competence and long-term approach, that helps
to build the confidence that becomes a partnership with
our customers.

The confidence we inspire give us opportunities of
coming in atan early stage in the customers’ develop-
ment process. We give advice and adapt our customers’
solutions, we add service, support and other benefits.

By acting in a business-like manner we create growth
and profitability for our customers, and for Lagercrantz

Group.



STRONG POSITIONS IN NICHES

Basic to our model is our niche focus. We normally regard
aniche as a market worth MSEK 200—1,000 that can con-
sist of a technologically defined area (a technology niche),
awell-defined customer segment (a customer niche) and/
or a specific geographic area.

By building strong market positions in niches we be-
come a player to count on in a specific market. Leading
suppliers are attracted to us because we posses focus and
competence and because we work with the most exciting
and important customers. From us the customers, on their

side, get cutting-edge competence and leading technology

Several accurately sharpened arrows,
each of which can be aimed at a carefully
selected area, together score high points.

and that is why we so often get the question if we want to
be in on attractive business.

Overall, our experience shows that strong market po-
sitions in niches provide good conditions for profitability
and growth.

For you in your capacity of associate our niche focus
means that we can offer you work with leading technology
with some of the market’s most demanding customers.
Ifyou succeed well, we would very much like to see you
assuming responsibility for building new businesses in

niches where we can build strong positions.



Common for all of Lagercrantz Group’s business is a
striving towards high value added. What these values con-
sist of varies with different businesses and situations.

Local market and customer knowledge, in-design and
technical competence means that we created customised
solutions, and by extension contribute to customers’
product development.

We also offer combined solutions, with products from
several suppliers, and add product support, service, train-
ingand after-market services, such as spare parts for in-

stance.

INCREASED VALUE ADDING

'The orientation towards increased value adding has been
strengthened in recent years. This is in line with our am-
bition to work in a niche-focused manner. We see an in-
creased need among our customers to reduce lead times
by outsourcing production, or perhaps buying finished or
semi-finished products.

The high degree of added value means that we, over
time, phase out products with low margins. In general,
we seek out areas that are more technically advanced, or
where we can profile ourselves with a unique offer.

Value-creation is the motivation our customers have
for wanting to work with us and for our possibilities of
getting well compensated. That involves new challenges

every day.

ACQUISITION OF NEW BUSINESSES

Aside from improving and developing our existing
businesses, we want to grow by making acquisitions. This
isa natural element of how we will reach our goal of 15
percent earnings growth per year.

Acquisitions are made in the interest of strengthening
a market position in one of our existing areas, or as a way
of entering new interesting markets or technology areas.
Acquisitions are made as a way of increasing value added,
with more knowledge sales, proprietary solutions and

products.

In acquiring companies we have had the best experience
with companies with a well-tested business model, solid
earnings capacity and good growth prospects.

For you in your capacity of associate our acquisitions
mean that Lagercrantz Group grows, which creates
opportunities. The best ideas for acquisition candidates
have indeed come from within the organisation. In most
cases it has been a matter of co-operation partners or
other companies we have encountered in our day-to-day
business dealings. If you have ideas, we ask you to bring

them to management’s attention.
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A good idea grows at its best by the force that comes from people with
enthusiasm, high motivation, strong will and genuine happiness.



H Professional challenges — opportunity to develop profitable business based on niche technology for some of
the market’s most demanding customers.

B Responsibility and freedom — opportunity for personal development under freedom and to work independently
as you see fit. All as long as we work responsibly and fulfil the set economic requirements under manageable risk.

B Management by objectives — to first agree on goals with management and then to have the opportunity to
determine “how"” you will achieve them.

B Sparring with colleagues with extensive business experience — to feel support from and share competence
with colleagues with extensive experience and who are as enthusiastic to do good business as you are.

B A stable environment - a financially strong corporate group provides stability and a long-term approach where
we all have development opportunities — both as individuals and for our corporate group.

M Business orientation —you like to do business based on technology, and to find the right solution to customers'
needs.

B Earnings orientation —you are driven by a desire to have a good deal make both parties happy. To succeed in
business and to build successful business engages you.

M Professional —you are always representative and a good role model for yourself and for those you represent.
You know your customers, your suppliers and your business well.

B Businessman - you see business opportunities, you like to solve problems and you have the courage and creativity
to find untested solutions on occasion.

M Drive —you like to assume responsibility and you work hard to get things done and to achieve set goals.

B Honest and listening — you are enterprising and you want a lot, but you know where the limits are for ethics
and morality, which makes others want to play on your team.
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