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Welcome to the 
World of Atlas Copco
The Atlas Copco Group is a global indus-
trial group of companies developing, 
manufacturing, and marketing products 
and services to a wide range of custom-
ers and end-users. The head offi ce is 
in Stockholm, Sweden. A world leader, 
the Group provides compressed air and 
gas equipment, generators, construc-
tion and mining equipment, assembly 
systems, industrial tools, and related 
services and equipment rental. 

These business activities are conducted 
through separate operating divisions 
that work globally. The Atlas Copco 
Group has more than 25 000 employees 
in some 70 countries. 

In 2004, the Group reached revenues of 
MSEK 48 654, and the operating margin 
was 13.8%. 

Marketing. From 1995, he was General Man-
ager, Nordhydraulic, Nordwin AB. In 1998, 
he joined Atlas Copco as President Atlas 
Copco Craelius Division, and prior to his 
present assignment he took the position of 
President Atlas Copco Rock Drilling Equip-
ment Division.
External directorship: Pergo.

HANS OLA MEYER 
Senior Vice President Controlling and 
Finance.
Employed: Since 1991.
Nationality: Swedish.
Education: M.Sc. in Economics and Busi-
ness Administration, Stockholm School of 
Economics, Sweden, in 1977.
Career: Meyer was employed by Atlas 
Copco in 1978 in Group accounting and con-
trolling. Later he moved to Ecuador as 
Financial Manager. He left Atlas Copco for a 
few years be ginning 1984 to, among other 
things lead the asset management at 
Penningmarknadsmäklarna—later JP Bank, 
Sweden. In 1991 Meyer rejoined Atlas 
Copco as Financial Manager in Spain, a 
position he held until he became Senior Vice 
President, Finance, and member of Group 
Management in 1993. Meyer has held his 
current position since 1999.

MARIANNE HAMILTON 
Senior Vice President, Organizational 
Development and Management Resources. 
Employed: Since 1990. 
Nationality: Swedish.
Education: Bachelor of Arts at the Stock-

holm University, Sweden, in 1972.
Career: In 1973, Hamilton was employed 
by Astra, working with marketing analysis. 
Between 1975 and 1990 she was a consul-
tant for Mercuri Urval, an international con-
sultancy agency. In 1990 Hamilton joined 
Atlas Copco as Vice President, Organiza-
tional Development for the Atlas Copco 
Industrial Technique Business Area, and one 
year later she began in her present position.
External directorship: Alecta.

HANS SANDBERG 
Senior Vice President General Counsel. 
Employed: Since 1975. 
Nationality: Swedish.
Education: Master of Law, Uppsala Univer-
sity, Sweden, 1970. Master of Comparative 
Jurisprudence (MCJ) New York University, 
United States, 1972.
Career: In 1972 Sandberg began as an Assis-
tant Judge at Södra Roslagen District Court, 
thereafter he was an associate at the Lagerlöf 
Law fi rm. He joined Atlas Copco in 1975 as 
Corporate Counsel. In 1980, he was appointed 
General Counsel Atlas Copco North America 
Inc. In 1984, Sandberg was promoted to his 
current position, and since 1989, he has been 
a member of Group Management. Sandberg 

Marianne Hamilton 

Annika Berglund

Hans Sandberg Hans Ola Meyer 

has been Secretary of the Board of Directors 
of Atlas Copco AB since 1991.
External directorship: Chairman of the Board 
for legal matters of the Association of Swed-
ish Engineering Industries. 

ANNIKA BERGLUND 
Senior Vice President Group 
Communications.
Employed: Since 1979. 
Nationality: Swedish.
Education: M.Sc. in Economics and Busi-
ness Administration, Stockholm School of 
Economics, Sweden, in 1980, and MBA, 
University of Antwerp, Belgium, in 1995.
Career: Berglund began her career with mar-
keting analysis in Atlas Copco in 1979. Since 
then she has had a number of different posi-
tions in the Group related to marketing, 
sales, business controlling in Europe. Prior 
to her present position, Berglund was Mar-
keting Manager for Atlas Copco Controls. 

Known Management Changes 

(until February 2, 2005)

Effective January 1, 2005,  Tom Zorn is 
Senior Executive Vice President and Busi-
ness Area Executive Rental Service. He suc-
ceeds Freek Nijdam, who remains in the 
position as Chairman of the legal entity.

Effective April 1, 2005, Göran Gezelius, 
Business Area Executive for Industrial Tech-
nique, will leave his position for a position 
outside the Group.
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CEO PROFILE

Stability, profi tability, and growth have long been the hallmark of Atlas Copco’s 
corporate behavior. It is very pleasing to note that during 2004 we continued 
along these lines. Atlas Copco is a very stable, profi table and strongly growing 
company.

 THE MARKET DEMAND was favorable during the year. 
Whereas the demand from the mining industry was 
very strong, we did not see any major improvement 

in the construction industry. Manufacturing and process 
industries have by and large showed a good demand. The 
motor vehicle industry, another important customer seg-
ment, was relatively strong during the year and demanded 
both equipment and aftermarket products.

Positive on all continents

From a geographical perspective, all continents showed 
positive development. The very important North American 
market, representing 40 % of the Group’s sales, increased 
orders received in local currency by 17 % with an accelerated 
growth in the latter part of the year. The opposite is true for 
Asia, representing 12 % of Group orders received, where 
orders in local currency increased 23 % during the year but 
with a weaker second half. Europe, 35 % of orders received, 
recorded an increase of 9 % during the year, again with an 
accelerating second half.

Substantial resources were devoted to increase our presence 
and penetration in China, India, and Russia. Consequently, 
growth in these countries was substantially higher than the 
average for the Group.

Also this year was marked by the decline of the USD. This 
continues to be a challenge for us as around 60 % of our rev-
enues are directly or indirectly tied to the dollar. The cur-
rency effect on our revenues was during the year –5 %, but 
this has been mitigated by volume increases, effi ciency 
improvements, and cost reductions.

Strong organic growth, acquisitions, effi ciency improve-
ments, and price increases contributed to a record result. 

A Strong Year 
with Record Profi t

“From a geographical perspec-
tive, all continents showed 
positive development.”
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The operating profi t reached MSEK 6 700, an increase of 
26 %, and the margin was 13.8 %. The profi t after fi nancial 
items recorded MSEK 6 380, an increase of 30 %, with a 
margin of 13.1 %. 

Earnings per share increased by 30 % and return on capi-
tal employed, ROCE, increased from 17 % to 21 %, mainly 
due to very high utilization rates of our rental fl eet and a 
high operating margin in our Rental Service business area.

All business areas improved

All business areas improved their performance both in abso-
lute and relative terms. 

Compressor Technique showed a volume increase of  12 % 

both for orders received and revenues. This growth was 
mainly organic as there were only two small acquisitions, 
Guimerá and Kolfor Plant. The sales of  equipment was 
strong in all the major markets and the very important 
aftermarket recorded good growth in almost all markets. 
A continued effort to develop and introduce new products 
and implement selective price increases contributed to 
an 11 % increase in operating profi t from MSEK 2 962 to 
MSEK 3 296.

Construction and Mining Technique recorded a very 
strong increase in orders received of 40 % and in revenues of 
32 %. Although the organic growth was very good, the big-
gest part of the increase comes from acquisitions. Three 

In line with the Group strategy of continuous innovation, Atlas Copco has inaugurated its fi rst dedicated 

development center for rock reinforcement technology.
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major acquisitions complemented our product range and 
geographical coverage very well. The companies are Inger-
soll-Rand Drilling Solutions, Baker Hughes Mining Tools, 
and Rotex. With these acquisitions, the business area has an 
extremely strong product range that constitutes a very 
important platform for further growth.

Improved market positions

During the year, a strategic decision was made to divest the 
professional electric tools business, part of the Industrial
Technique business area. The two divisions that were 
divested, Milwaukee Electric Tool and Atlas Copco Electric 
Tools, had a combined annual sales of MSEK 5 462, an oper-
ating margin of 6.6 % and 3 000 employees. The business was 
sold for MUSD 713 to Techtronic Industries and the deal was 
completed on January 3, 2005. Our industrial tools, the 
remaining part of the Industrial Technique business area, 
showed very good progress both in terms of volume 
increases and improved market positions.

The Rental Service business area continued its strong re-
covery during 2004. The organizational changes leading to a 
more decentralized organization, along with continued 
development of people and processes, resulted in very good 
performance. The underlying market demand recovered 
only slightly after three years of strong decline. The business 
recorded substantial price increases, volume growth, and 
very high utilization rates of the rental fl eet. Combined with 
cost reductions and effi ciency improvements Rental Service 
reached an operating profi t of MSEK 1 519 which represents 
an increase of 81 %. The EBIT margin improved from 8.0 % 
to 14.6  %.

Invest in the future

During the year, the Group invested substantial resources in 
product development in order to safeguard the future, but 
also in market presence and penetration with the aim of 
capturing more immediate opportunities. A very important 
bridge between the present and the future is a strong after-
market organization. We are constantly investing in devel-
oping products and services in our aftermarket operations; 
a clear strategy and organizational focus is fundamental to 
success in this area.

Atlas Copco has a very strong vision; to be First in 
Mind—First in Choice™. This relates not just to our cus-
tomers, but to all stakeholders, including shareholders, 
employees, business partners, and society at large. It is our 

ambition that these constituencies have a good understand-
ing of what we are doing, be supportive of our actions, and 
be satisfi ed with the results we achieve. 

Excellent position to take advantage

During the year, much time and effort were devoted to com-
municating with our stakeholders, and also to measuring to 
what extent we really are First in Mind—First in Choice™. 
Measurement of customer share, investor relation surveys, 
employee satisfaction studies and relations with different 
public and private organizations show that we have a strong 
and positive place in their mind.

Atlas Copco is today in an excellent position to take 
advantage of both the short-term and longer-
term market opportunities that we see. This 
relates to geographical markets and to prod-
uct and customer segments as well.

In closing, let me thank our stakeholders 
for the support during the year and above 
all let me recognize and acknowledge 
the contributions from all our 
employees.

Gunnar Brock

President and Chief Executive Offi cer
Stockholm, Sweden, February 2, 2005

“Atlas Copco has a very strong vision; to be First in Mind—First 
in Choice™. This relates not just to our customers, but to all 
stakeholders, including shareholders, employees, business 
partners, and society at large.”
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GLOBAL ENTERPRISE

Atlas Copco’s customers are located almost everywhere on the globe. To them, 
Atlas Copco is a local company; at the same time, the Atlas Copco Group is a 
global enterprise with worldwide resources. The Group has market presence in 
close to 150 countries, with its own sales operations in approximately 70 countries. 

More Feet on the Streets 

The Netherlands
Atlas Copco Compressors Neder-
land received an order for the 
delivery of 274 air compressors as 
well as spare parts for braking sys-
tems on trains from Nedtrain/NS 
Reizigers.

Great Britain
Kolfor Plant Ltd, a specialist services 
company renting equipment to the oil- 
and gas industries, was acquired.

Austria
A rock reinforcement compe-
tence center was inaugurated 
in Feistritz/Drau. The aim is to 
make rock excavation and 
underground operations safer 
and more productive. 

Finland
Rotex Oy, a lead-
ing manufacturer 
of consumables 
for overburden 
drilling, was 
acquired by 
Atlas Copco.

Spain
Guimerá S.A., a Spanish 
specialty equipment rental 
company, was acquired.

The United States 
Baker Hughes Mining Tools, 
a leading manufacturer of con-
sumables for rotary drilling and 
raise boring, was acquired. Its 
head offi ce and manufacturing 
plant are in Grand Prairie, Texas, 
and it has offi ces and agents in 
several countries.

Kenya
East African Portland Cement Company, a large 
cement producer in Kenya, ordered compressors 
and drill rigs as part of a modernization project. 
The large order included a surface drilling rig, 
large portable compressor for a quarry, and a 
large air compressor for the factory. 

The United States
Rental Service business area’s three 
brands became two brands; RSC 
Equipment Rental and Prime Energy.

Sweden
Scanrotor Global AB, a company 
that offers total solutions for cus-
tomers with critical assembly appli-
cations, was acquired. It belongs to
the Chicago Pneumatic division.

The United States
The Group acquired Ingersoll-Rand Drilling 
Solutions, a manufacturer and distributor 
of drilling equipment and consumables for 
surface mining and construction, with its 
head offi ce in Garland, Texas, and 
production sites in several countries.

Chile
Atlas Copco in Chile 
celebrates 50 years.
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China
Atlas Copco acquired assets of Qingdao Qianshao Precision 
Machinery Corporation (QQPMC), based in Qingdao, Shan-
dong Province. It is a leading producer of pneumatic tools 
for the industrial market as well as for the automotive after-
market and the aerospace industry. QQPMC belongs to the 
Chicago Pneumatic division.

China
A new service center in Shanghai 
was inaugurated. It primarily 
houses and distributes parts for 
compressed air products, as well as 
some pneumatic tools and spares 
to the whole of mainland China. 
Customers will benefi t from greatly 
reduced lead times and from the 
improved stock availability for the 
most commonly ordered items.

China
Wuxi Atlas Copco Compressor Co. 
Ltd. doubled its annual compressor 
assembly capacity with an exten-
sion of its production plant.

Russia
MMC Norilsk 
Nickel Group, 
the world’s larg-
est producer of 
nickel and palla-
dium, made a major addition to its huge 
fl eet of Atlas Copco equipment currently 
at work in Russian mines. The order was 
for nine face drilling rigs, ten loaders, 
and one mine truck.

China
The order from a Chinese petrochemical 
company, for three custom-made, high 
pressure integral gear turbo compres-
sors is the single biggest order that the 
Atlas Copco Gas and Process division 
has received.

In the other 80 countries, the products are marketed through distributors 
and service networks. Atlas Copco manufactures and assembles products 
in 16 countries. Manufacturing is mainly concentrated in Belgium, Sweden, 
the United States, Germany, France, and China.

Saudi Arabia

Every year, Islamic pilgrims travel to Mecca to visit 
Muhammad’s place of birth. During the month of 
pilgrimage, the city’s population of one million 
inhabitants increases by approximately two million 
people. Sadly, as a result, many deaths have 
occurred due to overcrowding. In order to reduce 
the yearly chaos that arises when the pilgrims enter 
and leave the holy city, tunnels are  built. Large drill 
rigs from Atlas Copco are being used for this con-
struction.
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Mihály Vetró, Maintenance Leader, is completely 

satisfi ed with the service offering. Pictured here 

together with Sandor Nagy from Atlas Copco.
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Hungary

Air that Speaks for Itself
Did you know that every second mobile phone sold in Europe is produced in one 
of Elcoteq’s factories in Hungary? 

ELCOTEQ NETWORK CORPORATION is a leading elec-
tronics manufacturing services company with origi-
nal-design manufacturing capabilities in the com-

munications technology fi eld. The company operates on 
four continents in 12 countries and employs approximately 
16 500 people. Elcoteq’s two factories in Pécs, southern 
Hungary, employ 5 000 people and they generate one third 
of Elcoteq’s global business.

“Founded in 1984 in Finland as a supplier to Nokia, 
our customer base has become more and more balanced. 
Today, we produce worldwide for brands like Nokia, 
Motorola, Philips, Sony Ericsson, Sumitomo, Swissvoice, 
Siemens, Alcatel, RIM, and Aastra,” says Agnes Góor, 
Elcoteq’s Quality Manager.

Extended scope

With the growing trend toward outsourcing, the scope of 
the business for companies like Elcoteq has expanded. “We 
provide globally end-to-end solutions consisting of design, 
manufacturing, supply chain management and after-sales 

services for the whole lifecycle of our customers’ products,” 
Góor says.

In one of the two Hungarian plants, high-volume pr od-
ucts are produced—mobile phones, DVD players, fl at-screen 
TVs, etc.—while the other factory produces low-volume 
products like complex communications-network equipment. 

Everywhere in the factories one can hear the soft sound 
of compressed air in use. Compressed air drives the equip-
ment used for producing the products.

“Electronics manufacturing services companies are heavy 
compressed air users,” explains György Barko, Security and 
Facilities Manager in Hungary. “To us it is important that 
we have uninterrupted air supply; without it, we’d lose 
money second by second.” 

In Hungary, Elcoteq has all together eleven oil-free compres-
sors to run its production, which includes some spare capacity. 
“The main reason for using Atlas Copco branded compressors 
is the service offering. From a theoretical point of view, out-
sourcing is good only if there is a good service offer. When you 
buy a compressor, you just take for granted that it works.”

Hungary

Hungary in Central-East Europe was part of the Eastern 
bloc between 1957 and 1989. Since 2004, it has been a 
member of the European Union and both companies 
and people benefi t from the free movement of goods, 
services, and labor.  Unemployment has stabilized at 
less than 6% and infl ation at around 5%. Wages are sig-
nifi cantly lower than in its neighboring country, Austria. 

Due to its historic heritage of losing large territories 
several times—the latest to Ukraine after the end of the 
second World War—it is a centralized country. During the 
last couple of years Hungary has started to attract for-
eign companies investing in light industrial factories in 
the countryside, including Miskolc in the north east, 
Györ in the north west, and Pécs in southern Hungary. 
When attracting foreign investments, Hungary primarily 
competes with other countries in Eastern Europe, where 
unemployment is high, workers have similar wages, the 
educational level is good, and logistics to Central 
Europe work smoothly. 

Elcoteq opened its fi rst plant in Hungary in 1998, 

and the second one in 2000. As a former mining 

center, with a university, Pécs could offer a good 

base of technically skilled people. Elcoteq is the 

largest employer in the region. 
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THE PROJECT TEAM APPOINTED to handle the renova-
tion program for Frankfurt Airport’s 30 year old, 
4 000 meter long Runway North, have solved the 

central problem of maintaining take-off  and landing capac-
ities in an extraordinary way—the runway has been divided 
into 300 segments which are being broken up and recon-
structed in incremental night time steps. 

This critical solution, produced by main contractor, 
Kirchhoff-Heine’s team of specialists, needed precision tim-
ing, absolute co-ordination of all activities and total reli-
ability from both the men and machines involved. Their 
action plan: every night a 15 meter long, 60 meter wide run-
way section is broken up, removed and a new asphalt layer 

applied. For timing precision, each job, step and action has 
been meticulously planned, tested in a “dry run” and calcu-
lated to the minute within the seven and a half  hours avail-
able each night. This logistical challenge is being met by a 
70 people strong team of specialists and an armada of 
trucks, excavators, hydraulic hammers, loaders, asphalt 
pavers, and rollers.

Closely together

Kirchhoff-Heine worked closely with specialists from 
Atlas Copco in the planning phase to determine the ideal 
machine combinations for the job. Now, every evening, 
seven excavators take up position and start breaking up 

Germany

Frankfurt’s Runway Renovators 
Beat the Clock Every Night

With more than 1 300 daily fl ights handled by three runways, the loss of one runway 
at Frankfurt Airport for renovation, for any period at all, was out of the question.
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the runway, using seven heavy-duty Atlas Copco hydraulic 
hammers.

The logistics are impressive: exactly 90 minutes are allowed 
for breaking and removing approximately 2 000 tons of con-
crete rubble; just four and a half hours are available for cali-
bration, levelling, compacting the foundation and application 
and rolling of the special low-temperature paving mixture—
and only a fi nal one and a half hours are left to install the new 
lighting and for runway marking and cleaning work.

By the time the fi rst jet lands the next morning a whole 
new runway segment has been completed—a procedure that 
will be repeated 300 times until the renovation project is 
completed in June 2005.
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Brazil 

Close Cooperation 
for Greater Profi tability

In 1999, Ford decided to make a large investment in the Bahia state, an area 
well known to tourists. Since this was not an industrial area, the infrastructure 
had to be improved to meet the forecasted production of 250 000 cars a year. 
The project was named Ford Amazon.

Lidiane Mota da Silva
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“FROM THE VERY BEGINNING, Atlas Copco was the chosen 
power tool supplier,” says Gilberto Albuquerque, Final 
Assembly Production Area Manager, at Ford. 

The scope of  the contract was much wider than is ordi-
narily done. Atlas Copco’s engineers took part in the 
engineering decisions, such as how to minimize the assem-
bly cycles, implement the zero fault fastening, reduce the 
number of  power tools used by Ford and the variety of  
bolts, and how to achieve a lean line and a better produc-
tion fl ow. 

A good starting point

“This close cooperation with our customer was a very good 
starting point; the close interaction gave us a good under-
standing of Ford’s processes and the needs of the plant,” 
says Carlos Maia, General Manager, Atlas Copco Tools  
and Assembly Systems, Brazil. 

Every power tool within the plant is Atlas Copco branded, 
and the company is also the main supplier to Ford’s sub-
contractors, like Benteler, Visteon, Lear, Valeo, Faurecia, 
and Krupp.

After only a couple of years, the Ford Amazon project has 
become a great success; in fact it is among the most successful 

Ford plants in the world—it produces cars much   
faster than forecasted and in greater numbers. 

Access to world-class knowledge

Today, Atlas Copco has eight people    
stationed at Ford’s plant, of  whom six   
are technicians. When a new car is to 
be launched, Atlas Copco is invited to   
Ford’s process teams to discuss how 
to make the production as effi cient as   
possible. 

“The contract we have signed with 
Atlas Copco includes all required services   
on all tools, life cycle costs estimations, 
calibrations, and line support, error proofi ng   
stations, networking systems, etc,” says 
Albuquerque. “Our aim in having such a deep   
relationship is to get access to Atlas Copco’s   
world-class knowledge and thus to become   
more effi cient by having a leaner line and 
fewer interruptions in the assembly—close   
cooperation and the continuous process    
improvements make us more profi table.” 

“Our aim with having a deep 
relationship with Atlas Copco 
is to become more profi table.” 

Gilberto Albuquerque, Ford Amazon.

Carlos Maia
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Increased importance

Growing the revenues generated during the life of the product 
is a strategic direction for the Atlas Copco Group. Use-of-prod-
ucts comprises accessories, consumables, spare parts, ser-
vice, maintenance, training, and rental.

This opportunity offers closer relations with end-users. 
Being close to its customers helps the Group develop better 
products and, at the same time, allows the Group to ensure 
that they are used in the most effi cient manner.

Demand for these products and services  is relatively stable 
compared to that of equipment. Today, use-of-products gener-
ates almost half of Atlas Copco’s revenues and its importance 
is increasing. 
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recently arrived. There 
are many advantages of 
this system: Atlas Copco’s 
logistics service center in 
Belgium can plan better, 
since they know when to 
deliver these parts, a tem-
porary shortage of parts 
has no infl uence on the 
delivery, and if  I was occu-

pied with an urgent job elsewhere another service engineer 
could do the job if  necessary.

I took a quick lunch in the canteen, when I was called by 
a younger colleague of mine, who had problems in solving a 
diffi cult electric problem. All service technicians can do ser-
vice on both small and large compres-
sors, but as the degree of technically 
advanced features has expanded in our 
product range, we have specialized 
ourselves on certain features. With my 
background as an electric engineer, 
I am specialized in handling compres-
sors equipped with advanced elec-
tronic control systems.  If  any of my 
colleagues encounter a problem with 
such a system, they can always ask me. 
By telephone I helped him to solve this 
problem.

In the middle of last month, 
the offi ce sent me a list of 
which customers within my 
area needed a visit this 
month. Today, I had 
planned to go to the com-
pany van Dijk-food at Zee-
wolde. It produces vegeta-
ble oils, margarine, and all 
kinds of sauces. Each production line has its own 
compressed air installation, and I went there to perform the 
scheduled half-year maintenance on their six oil-injected 
compressors and dryers.

All parts needed for the job were already present on site, 
waiting for me. I ordered the parts half  a year ago, when 
I did the last scheduled maintenance, and the parts 

MONDAY

The Netherlands

In the Footsteps of a 
Field Service Engineer

Good service is offered by skilled and service-minded people, but good service 
is also logistics without bottle-necks. Bas van Bree, one of many Field Service 
Engineers for compressors in the Netherlands, has a strong feeling for what gives 
the customer peace of mind, and he is supported by a solid logistic chain. With 
28 years in the company, he is the region’s obvious mentor for new employees 
who are learning what is required to meet and exceed customer expectations.

Helping a colleague.

Making scheduled half-year maintenance.
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negligible. After some sandwiches and a cup of coffee, 
I drove back to fi nish the maintenance at van Dijk Food.

Later, I went to Vacuum Soldeer at Diemen, a company 
involved in soldering and brazing under vacuum for e.g. 
turbine rotor blades and other fi ne-mechanical components. 
I replaced a star-contactor that did not work and then I drove 
home to have dinner with my wife.

had marked all the cables. When my colleague had connected 
the wiring it resulted in blown fuses in the cubicle of the 
compressors. I suggested that we should measure the cables 
between the three compressors and the regulator—it turned 

out that the cables were marked totally 
wrong by the installer. As a result, the 
regulator was damaged. After replac-
ing it, re wiring all cables and loading 
new software into the module, we 
could start up the system. We ran a 
test check on the sequence control 
mode and everything was functioning 
the way it should. This was worth cele-
brating and I met some friends in the 
evening.

TUESDAY

I visit my customers on a regular basis.

Monday: Amsterdam • Zeewolde • Amsterdam
Tuesday: Amsterdam • Zeewolde • Diemen • Amsterdam
Wednesday: Amsterdam • Airport • Amsterdam
Thursday: Amsterdam • Dronten • Amsterdam • Mydrecht • Amsterdam
Friday: Amsterdam • Mantgum • Veendam • Velsen-Noord • Amsterdam

Mantgum Veendam

Velsen-Noord

Mydrecht

Dronten

Zeewolde

Am
st

er
da

m

Airport
Diemen

WEDNESDAY

On leaving my house, I checked that the parts ordered from 
Belgium yesterday afternoon were delivered into my van 

during the night. This saves 
many hours compared to if  
I should drive to a post 
offi ce, stand in a line, collect 
the parcel and then drive off  
to a customer that might be 
located in the opposite 
direction.

Today I visited Dutch 
Flame at Zeewolde. Here 
wooden blocks are fabri-
cated by pressing wood 
chips, used for open fi res at 

home. It had problems with a VSD compressor (Variable 
Speed Drive). The compressor was connected to a power 
generator, which was infl uenced by its production machines. 
This resulted in speed changes in the compressor, which was 

Parts are delivered during the night.

Although I am one of 25 000 employees, it feels almost as if  
Atlas Copco was my own company. I only go to the offi ce 
once a month, I plan the days myself, and visit my custom-
ers regularly to take good care of their compressors and 
dryers. I enjoy being “my own boss”. My van is my offi ce, 

where I have a laptop with access to a 
global network. From my van I can 
order parts, and even tele-monitor 
some of my customers’ compressors to 
make sure they do not encounter any 
problems. Even though I do not meet 
my colleagues every day, we have a 
special feeling amongst us and I know 
I can rely on their help if  necessary. 

Today a colleague asked for my help 
with a compressor controller at our 

national airport. My planned visit to an electrical power 
plant had to be postponed. 

A month ago, my colleague had done 
a complete overhaul of three compres-
sors. After that, three new dryers with 
fi lters and an electronic controller, 
which starts up and regulates the com-
pressors by means of an adjustable time 
schedule in a weekly changing sequence, 
were delivered.

The installation and all cabling were 
done by an electro-technical fi rm, which 

Access to a global network.
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First I was called to check a compressor at a 
small company called Vankan at Dronten, pro-
ducer of post offi ce boxes. Their compressor 
would not start anymore. It appeared that the 
high temperature safety switch was malfunc-
tioning and that the glass of the switch was bro-
ken. Over a cup of coffee, one of the employees 
told me that a forklift driver had accidentally 
collided with the compressor. I replaced the 
switch and asked them to be more careful next time. 

Whenever I complete an unplanned job, I always call the 
offi ce before continuing my maintenance jobs. Maybe there 
is another problem in the area? This was not the case today, 
but it appeared that my telephone was not working. My 
24 hours service shift is going to start on Friday and since 
I have to be accessible, I drove to the nearest repair point. 
An instant repair was not possible, and in the meantime 
I received another telephone.

During lunch I was called about a problem on an old
compressor in Amsterdam. After 25 years where Atlas 
Copco had a Total Responsibility Contract with the cus-
tomer’s compressor, we managed to keep the machine 
running for two more years, but now the compressor made 
a roaring sound. After having inspected several components, 

I removed the compressor element. 
The drive shaft was broken—this was 
the end of the 27 year-old compres-
sor! Now the customer had to buy 
a new one instantly. In the meantime, 
we helped our customer by placing 
a rental machine there.

At 5 p.m. I arrived at home. 
A quarter of an hour later my tele-
phone rang; I was needed for an 
urgent job in Mydrecht. On arrival 
I noticed that a plug in the blow off 
circuit had come loose. This plug 
had an internal square and I had to 
make a special tool to fi x it again. 
At 11 p.m. my working day came to an end.

Today was my “generator day”. The fi rst portable generator, 
was located at a fair in a small town called Mantgum. On 

start up, the machine shut 
down after only 10 seconds. 
It appeared to be a loose 
and polluted contact on a 
safety switch. After cleaning 
the contacts and renewing 
the connectors the genera-
tor functioned again. 

The second generator 
was in Veendam, one and 
a half  hours drive. It had 

problems with the speed regulator. After adjusting the 
potentiometer of the speed control, the machine was run-
ning ok but, to be sure, I did a test run for one hour.

Because of the long distance, I decided to start driving 
home at 3 p.m. But, at 7 p.m., I received a call from a com-
pany in Velsen-Noord, near the coast. Their oil-injected  
VSD compressor (variable speed drive) had stopped and the 
customer needed the compressor to work at 5 a.m. on Satur-
day morning. 

On arrival, I noticed a blown fuse on the cooling fan. This 
fuse was a special design, and not in the standard stock in 

my service van. I called three colleagues in the region and 
asked if  they had such a fuse in stock, without success. In 
fact, none of us had encountered this problem before. What 
to do? I had an idea to place a normal fuse holder in the 
cubicle with a standard fuse of 20 amps. The problem was 
solved temporarily. On Monday I am going to order the 
original fuses to be sent to a service engineer nearby.

After this occasion, I will extend my service parts stock 
with all possible fuses mounted in our frequency controlled 
compressors.

At 11.30 p.m. I arrived 
at home—what a week! 
My 24 hours service 
week is going to last until 
next Friday, hopefully no 
more problems will occur 
after offi ce closing hours.

THURSDAY

FRIDAY

Back home!

Bas van Bree 

Field Service Engineer 
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Astec Industries Inc., founded by three people in 1972, has grown to become the 
largest producer of asphalt in the world. At the construction plant in Chattanooga, 
Tennessee, in the southeastern United States, Murphy Rogers is responsible for 
the equipment needs within the company’s organization at construction sites in 
the southern United States and the Bahamas. 

The United States

Renting—More 
Economical  than Owning
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“WHATEVER AN INTERNAL CUSTOMER WANTS at a con-
struction site, we make sure he gets it,” says Rogers. Being 
at six or seven construction sites at a time ties up a great deal 
of money. At the offi ce in Chattanooga, they have discov-
ered that it is more economical to rent equipment than to 
ship their own equipment around. That is why they are 
customers of RSC Equipment Rental, a brand within the 
Atlas Copco Group. “If  we have a 45-day job, it might be 
better to use our own equipment, but if  it is for a shorter 
period, we’d prefer renting it,” says Rogers. 

Pioneer in ordering online

Astec rents equipment regularly, primarily forklifts and 
aerial equipment, and has a close relationship with RSC 
Equipment Rental. Two years ago, Rogers talked to his per-

Murphy Rogers, Astec Industries Inc., orders 

all rental equipment online.

“If we have a 45-day job, it 
might be better to use our 
own equipment, but if it is 
for a shorter period, we’d 
prefer renting it.”

sonal contact several times a day, but those days are gone. 
He has started to order equipment online. “In the beginning, 
I phoned to confi rm that the equipment was ordered, 
but we have discovered that the system is safe. Time is money, 
and generally the rented equipment is on-site even before we 
are,” Rogers says. “Our people in the fi eld now know that 
they do not have to worry about the equipment. If a delay 
does appear, the online ordering system will notify us.”   

“We are very comfortable with this online ordering sys-
tem. In fact, I would get mad if  someone took it away,” 
Rogers says. “The system offers a tracking record, and it 
enables us to order equipment off  rent, which is a good way 
of saving money, but most importantly is that it speeds up 
the process. With fewer phone calls we can focus on more 
important things instead.” 
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Australia

Smart Approach to Service 
Wins Customer Support

Construction and Mining Technique Australia has adopted a new focus to help their 
customers achieve results. Now, two years on, the exceptional service offering is the 
major driving force behind record equipment sales.

“IN A MINING MARKET LIKE AUSTRALIA, the customer 
never just buys the equipment. Wherever possible they are 
looking to buy a guarantee of production at the lowest possi-
ble cost. That is achieved in part by suppliers providing good 
quality equipment to start with, but mainly by suppliers 
ensuring that any aftermarket support provided will deliver 
the owners a high return on investment for many years to 
come,” says Sergio Camozzi, General Manager Atlas Copco 
Construction and Mining Australia. “This is now part of a 
comprehensive aftermarket package offered to our custom-
ers which provides production effi ciencies, reliability and 
optimum performance over the life of the equipment.” 

The new philosophy about the market and its customers’ 
priorities led Atlas Copco to invest in a new profi le of ser-
vice manager, someone who would generate new business 
for the aftermarket. Leon Naude joined Atlas Copco and in 
two years he has achieved a remarkable turnaround in the 
service team’s approach both internally and with customers.

Soon after starting the role, Naude visited customers and 
invited all negative feedback—nothing positive—about the 
service the customers had received over the previous years. 

“Doing this, we identifi ed the main areas for improvement 
and began planning strategies and implementing them,” said 
Naude. “After nine months we then went back to our cus-
tomers and told them what we’d done. Through this process, 
the customers learned to communicate with us.”

Richard Ganza Plant Manager BCG Contracting has 
seen the benefi ts of Atlas Copco’s 
new strategic approach to service. 
“Atlas Copco is far more proactive 
now, in tune with what the customer 
wants,” says Ganza. “A key feature is 
their commitment to service 
exchange, they’ve extended the range 
of components over the last 18 
months.” 

According to Naude, training of both 
Atlas Copco’s own people and cus-
tomers was recognized as a priority.

“We have found that after proper 
training, the customers are using the 
equipment more safely and effi ciently. 
As a result their productivity has 
in creased—which shows we have performed our most 
important duty to them. In return they provide a good refer-
ence for the equipment, we sell more and we service more. 
Asking people what makes them unhappy certainly pays 
off,” says Naude.

Richard Ganza agrees. “Service support is better from 
people on the ground, there are more people and Atlas Copco 
is prepared to put training in where it’s required…operators 
or maintenance—whatever is needed”. 

The future for service

Controlled growth and a concentration on training people 
and customers are just some of the priorities for the future.

“In the past we supplied bodies—now we supply infra-
structure on site including hydraulic hoses, cleaning facili-
ties, fi ttings and parts. In doing so we become part of the 
operation. The customer feels that we are investing in 
making that specifi c site a success. Like the person walking 
into the service station to buy petrol…if a hose is on site, 
they’ll probably buy it there rather than make another trip 
into town,” says Naude.

“When we sell a customer a machine, we have to ask the 
customer what they expect and try to meet that demand. 
We set about building a structure that makes this possible. 
The result? We now have customers who buy rigs from 
us because, rather than in spite of, the service we provide 
on site.”

Richard Ganza, Plant 

Manager BCG Contracting. 

“Asking people what makes 

them unhappy certainly pays 

off,” says Leon Naude.
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THE UNITED STATES

The World’s Largest Econ  



THE UNITED STATES

The United States is the world’s leading industrial power, highly diversifi ed 
and technologically advanced, with a population of over 293 million people. 
Already the Atlas Copco Group’s largest market, a great deal of activity to 
further increase business has been seen in the United States in the last year. 
Two acquisitions were made in the important construction and mining 
segments, in alignment with Atlas Copco’s strategies of increasing presence 
in markets with high growth potential, widening its geographical spread, 
developing the use-of-products, and increasing customer share.

omy Still has Enormous
Growth Potential



THE UNITED STATES
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Atlas Copco in the United States  

The United States is Atlas Copco’s largest market, 
mainly due to growth through acquisitions.



THE UNITED STATES

DISCOUNT TIRE, headquartered in Scottsdale, 
Arizona, is the largest independent tire dealer in 
the United States. What started out as one store in 

the 1960s has grown to almost 600 stores nationally with 
sales of around  1.7. Discount Tire has built its for -
mula for success on offering complete customer satisfaction, 
right from the moment a customer pulls into a store to when 
they leave just a short while later with a new tire or wheel 
installation.

For Chicago Pneumatic (CP), a division of the Atlas 
Copco Group, the opportunity to earn Discount Tire’s busi-
ness lay in the supply of products and services worthy of a 
customer that measures itself  daily on a philosophy of com-
plete customer satisfaction.

With more than 3 000 service bays in operation, the depend-
ability of their tire installing equipment is critical to Discount 
Tire to ensure maximum tire sales, volume turnaround and 
complete customer satisfaction.

Industrial Technique

Discount Tire 
Balances Cost 
and Reliability
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1950
Atlas Copco AB establishes a United 
States sales subsidiary in California 
(moved in 1953 to New Jersey.) 
It receives its present name, Atlas Copco 
North America Inc., in 1980.



While a 
competitor had 
held a dominant position at Discount  Tire in the 1990s,
some well placed samples of premium CP impact wrenches 
and compressors received positive reviews from the “tire 
busters” who are responsible for the safe installation of the 
17 million tires sold each year. These reviews, along with the 
cost savings and service package offered by CP, caught the 
eye of Discount Tire’s Senior Vice President, Purchasing, 
Mike Kmetz.

Product development in cooperation

But it did not stop there. Impact wrenches have specifi c 
applications in Discount Tire’s extensive training programs, 
which cover every process of installing, balancing, and 
repairing tires and wheels. To make sure that the impact 
wrenches perfectly suited the needs of the training program 
and the tire busters who use them all day long, Mike Kmetz 
worked closely with CP to make small modifi cations to the 
tools. Further modifi cations were then made to improve the 
tools’ quality in use and reduce service needs throughout 
their lifetime. “Since we use several impact wrenches in each 
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1979–1980
The company had been purely a sales company until a number of acquisitions were made: Jarva Inc, Solon Ohio, tunnel 
boring machines (closed and technology moved to Sweden in 1984); Atlas Copco Compressors Inc., Holyoke, Massachu-
setts, (the purchase of the United States compressor business of Worthington Compressor Inc.); Turbonetics, Voorhees-
ville, New York, renamed Atlas Copco Comptec Inc., turbo compressors; and SIP (Standard Industrial Pneumatic), Cleve-
land Ohio, tank mounted small compressors (operation merged into Atlas Copco Compressors by 1987.)

of our stores, a balance of cost and 
reliability was what we needed from 
our tool supplier,” said Mike Kmetz. 

With such a constant, high need 
for compressed air to run the impact 
wrenches and tire changing machines, 
Discount Tire clearly also needed 

reliable compressors. Once again, CP 
worked with the customer to fi nd a suit-

able solution. “Alongside reliability the 
compressors also have to be quiet, since we 

are trying to reduce noise in every aspect of 
our stores,” said Mike Kmetz. CP rotary screw 

air compressors were put on trial in different 
regions of  the United States to determine the noise 

level, volume of air, amount of moisture in the air and 
whether there were any problems with air lines freezing in 
cold climates. Having passed a successful test period, CP 

compressors are now in use in a few Discount Tire stores 
and, with continued good results, it is hoped that they will 
eventually replace the inherently noisy piston compressors 
in every store. 

By reacting to the feedback from Discount Tire employ-
ees, CP is now on its way to being Discount Tire’s supplier 
of choice for compressors as well as tools. But, more impor-
tantly, it has managed to improve the functionality of its 
impact wrench and produce a better tool, not just for this 
customer but for all markets and users.

“A balance of cost and reliability 
was what we needed from our 
tool supplier.”

Mike Kmetz, Discount Tire



THE UNITED STATES

Construction and Mining Technique

A Drilling Solution 
for Extreme Makeover 
TV Show

The recent trend in home makeover programs turned an ordinary drill rig into 
one of the stars of a TV show.
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1984
Atlas Copco Tools Inc. is formed in Detroit, 
Michigan, as a marketing vehicle for 
advanced electric and pneumatic tools. Gas 
Power Systems is acquired and its turbo 
expanders integrated into Comptec. 

1987
Chicago Pneumatic, Utica, New York, is purchased (relocated to 
Rock Hill, South Carolina, in 1997). Atlas Copco Roctec Inc. (cur-
rently Atlas Copco Construction and Mining Technique USA 
Inc.) is formed in Denver, Colorado, as the sales company for 
certain Construction and Mining Technique products.
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1989
Wagner Mining Equipment 
Company, Portland, Oregon, 
is purchased, later becoming 
Atlas Copco Wagner Inc.

1990
Secoroc Inc. and T-H Industries are acquired and 
merged into Uniroc Inc. Currently, Secoroc USA, 
based in Ft. Loudon, Pennsylvania, is a production 
company, while Atlas Copco Construction and Min-
ing Technique USA Inc. is the sales company.

1991
Desoutter Inc., 
Livonia, Michigan is 
acquired, joining 
Industrial Technique 
business area. 

a new pump and fi ltration system in conjunction with other 
local contractors.

“Given the ground conditions the well needed to be dug by 
a combination of mud and air rotary drilling, which is why 
this machine was ideal for the job, since it is capable of both 
methods,” explained Ed Fisch. Added Steve Unterseher, the 
drill operator, “The new rigs are more effi cient and easier to 
operate than the older models, which was essential given the 
tight schedule.”

The well dug by the Fisch Brothers crew was about 280 
feet deep (85 meters) and the hole was sealed with bentonite 
clay to trap the contaminants. “The whole project was very 
interesting and also quite chaotic as there were 300 to 400 
people on the job site!” said Ed Fisch. “The story had a 
happy ending—it touched us all.”

Fisch Brothers has been a customer 
of Ingersoll-Rand Drilling Solu-
tions, now Atlas Copco Drilling 
Solutions, for over 20 years. To 
them, alongside the versatility 
of the drill to handle their 
applications, the availabil-
ity of someone at the end 
of a phone to respond 
to problems is the most 
important quality in 
a supplier.

EACH EPISODE OF ABC TV’s Extreme Makeover: 
Home Edition features a family with the need for 
some home improvements, culminating at the end 

of  just one week in the creation of  their dream home. 
In this case, a 13 year old girl with an allergy to sunlight 
was confi ned to a small house, unable to go outdoors and 
do the things that girls of  her age like to do. To add to her 
misfortune, the water in the family’s existing well was 
contaminated with nitrates caused by 80 years of  chicken 
rearing in the Petaluma area, north of  San Francisco, 
California. 

When ABC TV called the California Ground Water 
Association for advice on drilling a new well at the family’s 
home, they immediately put them in touch with some of 
their members, including Ed Fisch, President of Fisch 
Brothers Drilling, Sebastopol, California, a company spe-
cializing in the hire of water well drill rigs.

Despite being the fi rst well ever needed on ABC TV’s famous 
home makeover program, the challenge did not prove 
daunting to Fisch Brothers or their Atlas Copco Drilling 
Solutions water well drill rig. 

It took about 25 hours to dig the well, including installing 

Leading Supplier 

of Water Well Rigs

One of the Group’s strategic directions is organic and 
acquired growth.

Following the acquisition of Ingersoll-Rand Drilling 
Solutions, in 2004, Atlas Copco is the world’s leading 
supplier of water well rigs. Capable also of blast hole 
drilling for mining and mineral exploration, the rigs 
are most commonly used for drilling water wells in 
drought-prone regions of the world.

“...very interesting and also quite 
chaotic as there were 300 to 
400 people on the job site.”

Ed Fisch, Fisch Brothers Drilling
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Rental Service

Less Downtime with
Mobile Tool Room

“In our industry, mobile type tool rooms are not normally used, but on our last 
job, we had 1 200 subcontractors, and we were required to furnish tools for all 
of them. By having a day and night shift, we couldn’t check tools in and out 
under the normal system,” Robert Alvarez, Materials Manager for Gulf Marine 
Fabricators says. He oversees complex procurement operations, subcontract-
ing and material control.

Robert Alvarez, Gulf Marine Fabricators 

Materials Manager
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1992
Rotofl ow Corporation, 
Gardenia, California, is 
purchased.

1993
Robbins Co., Seattle, Washington, pro-
ducing tunnel boring machines, 
is acquired by Atlas Copco.

1995
Atlas Copco acquires 
Milwaukee Electric 
Tool Corporation.
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1997
Atlas Copco ventures into 
the equipment rental busi-
ness by acquiring Prime 
Service Inc., Houston, Texas. 

1998
Divestment of 
Robbins Corporation.

GULF MARINE FABRICATORS is headquartered in 
Aransas Pass, Texas, and builds offshore oil 
structures for companies such as BP, Conoco-

Phillips, and Chevron-Texaco. Alvarez needed a mobile 
tool solution to cope with a large project.

“Before using the Mobile Tool Room from RSC Equip-
ment Rental, we would get tools back at the end of the job 
and had little resources for lost, stolen, or damaged tools,” 
Alvarez says. “Now, I could charter the subcontractor, fi nd 
out what was needed and get it re  placed. And we could have 
continuous tool check-in and check-out, but didn’t have the 
cost associated with buying tools and then maintaining 
them,” he says.

24 hour coverage

“Plus, we could go over reports sorted by subcontractors, 
individuals and/or tool abuses. Trends of abuse or non-

compliance could be monitored by these reports. That aspect 
was really nice.” 

“We invested a lot, but in return we got 24-hour coverage, 
a lot of tools and a great service team to resolve issues on 
site. It really paid off,” Alvarez says. “If  we work with a large 
number of subcontractors in the future, I would recommend 
using the Mobile Tool Room again.” 

Reduces downtime

Since the Mobile Tool Room was located by the work areas, 
and the person issuing the tools was also the tool repair per-
son,  one of the major benefi ts the subcontractors had was 
less downtime. “Before bringing in the mobile tool trailer, 
we would have to wait for repairs if  replacements were not 
available or purchase new tools to cover our requirements. 
That downtime began hurting production.”

Leo Balderaz was the RSC Equipment Rental on-site 
person who supervised operations and managed the trailer. 
“Once he found out what we needed, he was very quick to turn 
over the tools. I went out really early several days and nights 
at shift change to run a performance audit on the Mobile 
Tool Room,” Alvarez says. “There were roughly 12–14 people 
in line, with an average wait time of 1.5 minutes and a maxi-
mum wait time of 3 minutes. That was outstanding.”

1999
Rental Service Corporation, Scottsdale, Arizona, is purchased. 
Together with Prime Service it was made a fourth business 
area of the Group in 2000. These two acquisitions are in line 
with the strategic goal of increasing revenues by use-of-prod-
ucts and staying close to customers.

Checking out equipment from 

the Mobile Tool Room.

Gulf Marine Fabricators is part of the 

Technip Organization, a world-class 

player in engineering, technologies 

and construction services for oil, gas, 

petrochemical and other industries.
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“We invested a lot for the mobile tool room, but in return we 
got 24-hour coverage, a lot of tools and a great service team 
to resolve issues on site. It really paid off.”

Robert Alvarez, Gulf Marine Fabricators Materials Manager
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2000
Divestment of Rotofl ow Corporation.

2001
Prime Service and Rental Service Corporation merge, leaving Rental 
Service Corporation the surviving entity with three brands—RSC, Prime 
Industrial, and Prime Energy (the former specialty rental operation of 
Atlas Copco North America Inc.). The same year, Christensen Products, 
Salt Lake City, Utah, is purchased, joining the Craelius division.
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 THE COMPANY has long 
produced SO3 (sulfur 
trioxide) to use in the  

production of anionic surfac-
tants—the active ingredient in 
numerous products from detergents 
to motor oils. However, its ability to 
produce SO3 on a small scale has created 
opportunities for Chemithon in other industries, for  
example, in the supply of SO3  gas generators for fl ue gas 
conditioning in coal burning power plants.

But why do these need SO3? The Clean Air Act requires 
that power plants clean the emissions from their stacks. 

One of the primary sources of pollutants from coal burn-
ing power plants is fl y ash, which causes acid rain. Mike 

Rollock, who manages sales and marketing 
for Chemithon’s environmental equip-
ment and sulfonation group, explains, 
“The chemical processes within a power 
plant are quite complex but, in a nut-
shell, the sulfur level within the coal 
being burned has a big impact on the 
performance of the electrostatic precip-

itators that are used to remove fl y ash from 
the fl ue gas stream. What’s more, the SO3 content of the fl ue 
gas itself  has a signifi cant impact on the fl y ash resistivity, 
which in turn affects the performance of the electrostatic 
precipitators. Fortunately, the fl y ash resistivity can be low-
ered by injecting SO3 into the fl ue gas, upstream of the elec-
trostatic precipitators, thereby reducing emissions.”

THE UNITED STATES

Compressor Technique

Goodbye to Fly Ash, 
Hello to Cleaner Air

Chemithon Enterprises, headquartered in Seattle, Washington sells chemical 
process technology, engineering and construction equipment, and a full range 
of related services. 

2003
Atlas Copco Wagner 
is relocated to Sweden.
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Sulfur burning SO3 fl ue gas conditioning systems can be 
installed on existing power plants or on new plants to 
improve emission performance. The conventional approach 
has been to use low pressure ambient air for the sulfur burn-
ing process. Although this approach minimizes the initial 
capital and operating expenses, maintenance costs and 
operability associated with producing and handling SO3 in 
the presence of water are notable disadvantages. The prob-
lem is that SO3 reacts with water in the air to form sulfuric 
acid and oleum in the piping and injection probes, which 
leads to corrosion, reduced performance and potential costs 
of hundreds of thousands of dollars to replace the injectors. 
Chemithon looked at a solution to reduce and potentially 
eliminate this “fouling” problem, by using a dry air sulfur 
burning technology. 

Air compressors in power plants

“Originally we used rotary lobe type blowers to compress 
the air but several years ago we started using Atlas Copco 
low pressure oil-free screw compressors,” explains Rollock. 
“These compressors, combined with air dryers, are a good 
replacement. We like the reliability of the Atlas Copco com-
pressors and the fact that they don’t require rebuilding every 
year like the rotary lobe blowers do. Our customers can’t 
afford the downtime and lost capacity required to rebuild or 
replace the blower.”

The Atlas Copco compressors are ideal for air-SO3 sulfo-
nation and their confi guration lends itself  to Chemithon’s 
plant layouts. For instance, a sound canopy both keeps the 
compressor clean and its noise levels to a minimum, mean-
ing that it can be located 
closer to the rest of the 
process. For larger plants, 
Chemithon uses Atlas 
Copco centrifugal com-
pressors for delivering 
large volumes of air.  

“Our customers in the 
power industry look to 
us to provide innovative 
ideas to improve perfor-
mance and reduce costs. 
Con sequently we are 
currently looking at 
using VSD compressors 

(variable speed drive) with a dryer, which will deliver a vari-
able fl ow of dry air in a cost effi cient manner,” says Rollock. 

 With the power industry coming out of its slump, 
Chemithon sees hope for business growing again and 
intends to be there, as it has for the past fi fty years, to 
supply its customers with innovative process technologies 
and equipment in order that they can better meet their 
customer’s needs and expectations.

Mike Rollock

“We like the reliability of the 
Atlas Copco compressors and 
the fact that they don’t require 
rebuilding every year like the 
rotary lobe blowers do.”

Mike Rollock, Chemithon
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2004
Atlas Copco acquires Ingersoll-Rand Drilling Solutions, Garland, Texas, and 
Baker Hughes Mining Tools, Grand Prairie, Texas, making Construction and 
Mining Technique a leading player in the worldwide surface mining and 
raise boring markets. Also in 2004, Atlas Copco announces the divestment 
of its electric tools business, including Milwaukee Electric Tool Corporation.

2005
Milwaukee Electric Tool is 
divested. Rental Service Corpora-
tion’s three brands becomes two 
brands; RSC Equipment Rental 
and Prime Energy.
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INNOVATIONS

WITH MORE MAJOR product launches than ever 
during 2004, innovation is the Group value that 
best characterizes the division Atlas Copco Tools 

and Assembly Systems.
“Our innovative spirit comes out of the close relations we 

have with our customers,” says Mats Holmin, R&D Man-
ager Pneumatic Tools. A constant dialogue with customers 
is important, and all technicians visit customers at least 
once a year to see customers’ needs fi rst hand,” Holmin says. 
For both the pneumatic and electric tools, great emphasis is 
put on making an optimal tool for the operator and his/her 

There is always a better way

Innovation and continuous improvements are strategic 
directions for the Group and the development of new 
products and services is crucial. The Group continually 
makes substantial investments in research and develop-
ment to provide innovative, high-quality products.

Offering customers better and better tools requires a mix of gigantic leaps and a 
continuous fl ow of improvements. 

productivity; for many years ergonomics has been impor-
tant to the division. When the division started to work with 
ergonomics in the 1950’s, it focused on vibration, sound pol-
lution, size, and power-to-weight ratio. Nowadays, it is also 
a matter of preventing  stress-related symptoms. 

 Every third car on the road in the Western world today 
has been assembled with Atlas Copco tools.

Working with product development: Mats 

Holmin (left) and Jan-Erik Bengtsson (right).

Sweden

Innovative Spirit Prospers

Tensor ST electric nutrunner with bar code scanner.
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INNOVATIONS

As a market leader, Atlas Copco Tools and Assembly 
Systems is expected to produce a constant fl ow of improve-
ments. Using a modular design system the division can offer 
its customers a broader range of products. Time to market is 
reduced by using common solutions and modular systems. 
“This means the customer gets the new version of   the tool 
faster, and since the components are standardized the solu-
tion is well-proven. It is also a cost-effi cient way of design-
ing,” says Jan-Erik Bengtsson, R&D Manager Electric Tools. 

In every new version, the functionality and performance 
should always be improved compared to its predecessor and 
the products offered by competitors.

Two examples of breakthrough innovations, which have 
been improved over the years are the Tensor® electric nut-
runner and the LTV-series of pneumatic nutrunners, both 
used in the automotive industry. 

The Tensor® electric nutrunner has a unique motor, 
developed especially for electric tools. This lightweight 
motor delivers fi ve times the performance of  conventional 
motors of  the same size.

Another, 20-year-old innovation that has continually ben-
efi ted from the innovative spirit is the pneumatic nutrunner, 
the LTV-series. 

Tensor® electric nutrunners, 

a breakthrough innovation, 

with added-on features

1987   First generation of Tensor electric tool, Tensor A 
and G models.

1992   Second generation of Tensor S/PowerFocus 
2000. Patented, with a very light and fast motor.

1998   Tensor DS launched. The same motor as in 
Tensor S. Intended for quality joints but not the 
safety-critical joints, which demand traceabil-
ity. Customers could now install Tensor in the 
whole plant.

2000   Tensor controlled by Power Focus 3000. The 
system can be connected to the customer’s net-
work and to the Internet. Production data can be 
read from off site.

2003   Tensor ST, with even higher performance is also 
the fi rst nutrunner to incorporate 100% digital 
communication. Accessories like bar code scan-
ner was introduced.

Pneumatic nutrunners

1982–  The LTV 6-series was launched. This was the 
1985 fi rst tool with torque sensing clutch in the 
 market. Ergonomic with low weight and low   
 reaction force. A great success in the motor   
 vehicle industry. 

1993  For better durability, the nutrunners were 
designed in a new way, now called the LTV 7-
series. The handle was covered by plastic and 
noise was reduced. 

1999   The tool was rebuilt to offer better serviceabil-
ity, lower weight and higher performance, now 
called the LTV 8-series.

2004   Launch of the LTV 9-series with even lower 
weight, lower reaction impulse, lower noise lev-
els, a soft grip, easier to reverse and a 50% per-
formance boost.

LTV 39 pneumatic nutrunner.
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CORPORATE SOCIAL RESPONSIB IL ITY

Comprehensive Program 
 to Deal with HIV/AIDS

HIV is an Abbreviation for Human Immune Virus 

and AIDS stands for Acquired Immune Defi ciency Syndrome

Every sixth second, a person is infected by HIV. In southern Africa, more than 20% 
of the population is estimated to be HIV+, with some countries showing signifi -
cantly worse statistics than this. 

HIV is not AIDS. HIV causes weakness of the body. AIDS is 
any illness that arises out of the weakness. Any illness—
including tuberculosis, cancer, pneumonia, great weight loss 
due to constantly upset stomach—that occurs when the 
body is weakend by the presence of HIV is called AIDS.

There is no medical cure for AIDS at present, and no guar-
anteed way to remove HIV from the body. Antiretrovirals 
help the body for a while, but unfortunately they can become 
poisonous to the body.

Today, about 37 million people aged 15 years or more are 
estimated to be living with HIV/AIDS. Among the countries 
where the Atlas Copco Group has operations, Botswana has 

the highest rate with 38% of the population, followed by 
Zimbabwe 34%, Zambia 22%, and South Africa 20%.

Approximately 90% of all large companies in South Africa 
have HIV/AIDS programs in place, including education, early 
detection and treatment; about 37% provide antiretroviral 
medication to infected employees.

Sources: www.redribbon.co.za; The World Factbook at 
www.cia.gov; and International Council of Swedish Industry 
and the Swedish Metal Workers’ Union’s mapping survey of 
HIV/AIDS policies and programs at Swedish companies 
operating in South Africa.

SOME TWO YEARS AGO, Atlas Copco SA Pty in 
South Africa embarked on an HIV/AIDS pro-
gram to include operations in South Africa, 

Zimbabwe, and Botswana. The aim was to estab-
lish the extent of the problem before trying to 
support employees and safeguard long-term 
business operations in these countries. As part  
of this program, all employees are given regular 
training to improve understanding, and are pro-
vided with free HIV/AIDS testing and consultation 
on a regular basis; all supplied by a third party 
consultant in order to maintain important pri-
vacy. To encourage everyone to be tested, the 
Managing Director takes the lead as the 
fi rst person to be tested. 

“Employees who are found to be 
HIV+ are offered free antiretroviral 
drugs and personal consultation 
sessions with people experienced 
in dealing with the trauma 
associated with such situa-

tions. These services are provided free of  charge 
by the local Atlas Copco companies to the 
individuals and to one family member,” says 
Wendy Buffa-Pace, Human Resources Man-
ager at Atlas Copco SA Pty. “With intensive 
training of  all employees, the focus is partly 

on dealing with the physical and psychologi-
cal problems experienced by those who are 

HIV+. Equally important, the program also 
focuses on removing the stigma attached to 

the disease within the company and society 
as a whole.”

Buffa-Pace estimates that less than 10% 
of Atlas Copco’s workforce in southern 

Africa is HIV+.
This program, funded by Atlas 

Copco, is not just something that 
bene  fi ts indi viduals, it clearly 

helps the long-term sustainabil-
ity of the Group’s business in 

this region. 
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“Employees who are found to be HIV+ 
are offered free antiretroviral drugs and 
personal consultation sessions with 
people experienced in dealing with the 
trauma associated with such situations.“

   Wendy Buffa-Pace

Protea is South Africa’s National Flower.
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Employees
Support Water for All

Water for day-to-day is scarce in many parts of the world. To bring water to 
drought-prone areas, the exclusive Atlas Copco project Water for All was founded 
20 years ago, initiated by employees.

THE ORGANIZATION HAS SUCCESSFULLY supported 
projects to drill or dig for water in countries like 
Peru, Kenya, Sudan, Burkina Faso, Afghanistan, 

India, and Colombia, providing fresh water to close to half  
a million people.  

To ensure that the new water wells provide people with 
fresh drinking water for years to come, the benefi ciaries have 
to commit themselves and contribute to a small mainte-
nance and repair fund.

The organization is expanding

On a voluntary basis, Atlas Copco employees in Sweden 
have been funding and running Water for All for twenty 
years. Their donations are matched by the Group and fur-
ther enhanced by international aid organizations, in particu-
lar SIDA, the Swedish International Development Cooper-
ation Agency.  

To ensure success, these water digging and drilling proj-
ects are always conducted in cooperation with nonpolitical 
aid organizations with local experience in the relevant 
countries. 

In 2004, Water for All was expanded, and now employees 
in Great Britain and Belgium can help needy communities 
get access to clean drinking water. The plan is to keep 
expanding the Water for All organization further, so that all 
employees, regardless of their location, will be able to unite 
in helping more people get access to one of the necessities 
for life—clean water.
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FEMALE MENTORSHIP PROGRAM

Female Mentorship Program
to Capture the Full Potential

A cornerstone of implementing the Group’s First in Mind™—First in Choice vision 
is having an open-minded decision-making process that refl ects different perspec-
tives and generates the most creative solutions. 

Mentee Lisa Zettlin, International Marketer,
Atlas Copco Tools and Assembly Systems
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FEMALE MENTORSHIP PROGRAM

TODAY, THE GROUP HAS 16% female employees. 
The target  is to have 20% female employees within 
three years and to have the same percentage of  

female managers. 
Recognizing the importance of gender diversity, the 

Group has established a pilot mentorship program focusing 
on women and run by women. The program is designed to 
enable women who have not yet attained senior manage-
ment positions to have regular meetings and discussions 
with experienced, senior female managers in the Group. 
The intention is to broaden their network and to support 
the women’s own career development within Atlas Copco. 

Mentorship is not a new management method, and its 
history comes from the olden days. A mentor is an older, 
experienced person who shares his or her experiences with 
a novice. A mentor is not supposed to give any answers, 
but to ask the right questions, so the mentee starts to think 
about things he or she has not thought about before.

Fits the culture

The recently started small-scale program fi ts with 
Atlas Copco’s culture; to start a pragmatic program with 
a few people, and after an evaluation continue spreading the 
message, also including other categories of people. 

Mentee Lisa Pantzar, Logistics Manager Atlas Copco Tools 
and Assembly Systems, Sweden: “Having a network with 
colleagues from different countries is very stimulating.”

 “l not only learn  to be a better manager 
but I will have the chance to learn it the 
Atlas Copco way,” says mentee Amani

Maurice, Business Line  Manager, 
Atlas Copco Equipment Egypt.

“Being a mentor for 
younger colleagues is 
really fun, and it gives 
me the opportunity to 
broaden my horizons,” 
says Anita Mandal,
General Manager, 
Atlas Copco Secoroc, 
South Africa.
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FEMALE MENTORSHIP PROGRAM

Being a mentor

Mentor is a trusted counselor or guide, in modern English 
especially, the older, experienced manager that guides one or 
more younger colleagues in their personal and professional 
development.

Mentor originates from the Greek epic poem Ulysses, writ-
ten by Homer approximately 700 years before the birth of 
Christ. Mentor was a friend and advisor to Ulysses. Prior to 
sailing to Troy, Ulysses asked Mentor to take care of his house-
hold and of the tutorship of his son Telemachus. 

Source: NE, the Swedish National Encyclopaedia

“The mentorship program gives me a chance to get to know more 
people in the Group. It is also a good opportunity for me to start thinking 
about my career development,” says mentee Vicky Zhang, Project 
Manager and IT Specialist at Atlas Copco ASAP, Wuxi, China.

”Normally, I am greeted with a good 
dose of scepticism when the subject 
of the mentorship program arises 
both from my male and my female 
colleagues.

The men think it is a women’s club 
and the women do not believe they 
need any special treatment.  After 
explaining the intent and the mis-

sion, most people are convinced and 
ask ”When can I join up?” I feel hon-

ored to participate in this pilot 
program and look forward to 

the possibility to expand 
this program in the future 
to include male mentors 
and male mentees,” says 
Lee Ann Harvey, Coach 
Flow Team, Engineered 
Products, Industrial Air 
division, Antwerp, 
Belgium.

“In a large organization there is a continuous need for all types 
of competencies and there is a world of opportunities for the 
ones who seek it. I hope to work in different countries in several 
positions—I want to implement the Group’s values and culture 
in new places,” says mentee Olivia Gambin, Communications 
Manager, Oil-free Air division, Antwerp, Belgium.
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Mission

Atlas Copco is a group of companies with a mission to 
develop, manufacture, and market products and services 
to a wide range of customers and end-users worldwide.  
The Group is to carry out mechanical engineering and equip-
ment rental business as well as other activities consistent 
therewith. A world leader, the Group provides compressors, 
generators, construction and mining equipment, electric 
and pneumatic tools, assembly systems, and related service 
and equipment rental.

Vision

The vision is to become and remain First in Mind—First in 
Choice™ of its customers and prospects, and of other key 
stakeholders. This means to be a leader; to lead in the share 
of mind and in the share of business; to be seen as an inno-
vator who sets the standards and exceeds high expectations. 

Strategy

Atlas Copco focuses on market segments where the Group 
has very strong global positions. To reach the vision, the 
Group has three overall strategic directions:

Organic and acquired growth
Growth by geographic expansion and market penetration 
will be achieved by opening additional customer centers and 
recruiting service and sales personnel to give an improved 
customer service. Atlas Copco is also looking at acquiring 
channels to market when this is seen to be the most effi cient 
way to improve the market position. Continuous introduc-
tion of new products for existing applications, with more 
added value for customers, is a key strategy for achieving 
growth. Additionally, to increase the scope of supply, to fi nd 
new applications for existing products, to develop or acquire 

Atlas Copco Group

First in Mind —
First in Choice™

In the Atlas Copco Group, the concepts of mission, vision, strategy, structure,  
and people constitute the foundation of the leadership model.

Mission
Shareholders/Board

Vision
Executive management

Structure

Strategy

Customers
• Manufacturing/

Process Industry
• Construction
• Mining

Business areas
• Compressor Technique
• Rental Service
• Industrial Technique
• Construction and 

Mining Technique

Leadership model

People
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ATLAS COPCO GROUP

North America 40 %
Europe 35 %

Africa/Middle East 6 %
Asia/Australia 15 %

South America 4 %

Distribution of revenues 

by business area and region

  Compressor Technique

 Rental Service

 Industrial Technique

 Construction and Mining Technique

products for existing applications and to acquire technol-
ogy/ expertise in related applications are all strategies for 
growth. The growth is primarily organic, supported by 
acquisitions. 

Use-of-products 
The use-of-products strategy, to grow the aftermarket 
revenues generated during the time the product is in use, 
is the second strategic direction. Use-of products comprises 
accessories, consumables, spare parts, service, and main-
tenance, training, and rental. 

It offers the Group a stable revenue stream, high growth 
potential, high profi t potential, optimized business pro-
cesses, enhanced product development, and closer relations 
with end-users. By being close to customers, Atlas Copco is 
more able to understand and meet the needs and wishes of 
the users of the products. This enables the Group to develop 
better products—and at the same time to ensure they are 
used in the most effi cient manner. 

The responsibility for after-market is separated from that 
of equipment sales. The aftermarket is given a clear and dis-
tinct organizational focus and measurable targets. The prod-
uct companies and customer centers have dedicated after-
market people.

Innovations and continuous improvements
Innovations and continuous improvements are the third 
strategic direction. There is always a better way to do things, 
and this innovative spirit should be refl ected in everything 
the Group does. The development of new products and ser-
vices is crucial and the Atlas Copco Group continually 
makes substantial investment in research and development, 
with the objective to provide innovative, high-quality prod-

ucts at a price level that refl ects a premium offer from a mar-
ket leader. A new product should provide extra benefi ts for 
the customer compared to its predecessor or to the competi-
tion. To safeguard the ability to innovate, defi ned project 
organizations that work with master specifi cations are 
established. Innovations are a means of staying ahead of the 
competition and maximizing performance in the long run. 

Continuous improvements in processes, manufacturing, 
products, marketing and business fl ows and the effi cient use 
of capital continuously increase productivity and safeguard 
profi tability. Functional organizations, or fl ow teams, aim at 
continuous improvement and common processes and best 
practices are shared and used throughout the Group. 

Sustainable development

A key challenge is balancing economic, environmental, and 
social issues, so that improved performance in one dimen-
sion is not achieved at the expense of poorer performance 
in the other dimensions. 

From an economic performance perspective, the Group is 
expected to continue to generate and distribute increasing 
added value to key stakeholders. This can best be done by 
following the well-proven sequence of stability—profi tabil-
ity—growth, while continually improving productivity and 
developing new and better products. 

With regard to environmental performance, the main issue 
is related to the customers’ use and end-of-life disposal of 
Atlas Copco products. It is therefore of central importance 
to develop and manufacture new products with lower relative 
environmental impact during their useful life than the previ-
ous generation of products, while also continuing to reduce 
the relative use of resources in the production process.

In the social dimension of sustainability, the key chal-
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lenges are to recruit, develop, and retain professional people, 
and ensure that human labor rights are respected. 

Structure

The Group is organized in four separate, focused but still 
integrated business areas, operating through one or more 
divisions. 

The role of the business area is to develop, implement, and 
follow up on the objectives and strategy within the total busi-
ness scope, including environmental and social performance 
as appropriate.

The divisions have their own operational and consoli-
dated profi t responsibility and develop their objectives, 
strategies, and structure within the scope of the business 
area. The divisions generally conduct business through 
customer centers and product companies, which are acting 
on an equal-dignity basis.

Common service providers—internal or external—are 
established with the mission to provide internal services 
faster, to a higher quality, and at a lower cost, thus allowing 
the divisions to focus on their core businesses.

The Group is unifi ed and strengthened through:
• A shared vision and a common identity
• The sharing of brand names and trademarks
• The sharing of resources and infrastructure support

• Common processes and shared best practices 
• The use of common service providers
•  Financial and human resources, and their free mobility
•  The corporate culture and the core values: interaction, 

commitment, and innovation.

Processes

Group-wide strategies, processes, and shared best practices 
are collected in the database The Way We Do Things.
The processes covered are communications and positioning, 
fi nance, controlling, accounting, information technology, 
insurance, legal issues, business code of practice, Group stan-
dards, and crisis, people and environmental management. 
The information is stored electronically and is available to 
all employees. Although most of the documentation is self-
explanatory, training on how to implement the processes is 
provided to general managers on a regular basis. Wherever 
based, Atlas Copco employees are expected to operate in 
accordance with the principles and guidelines provided.

People

Atlas Copco’s growth is closely related to how the Group 
succeeds in being a good employer, attracting, developing, 
and keeping qualifi ed and motivated people, in fact that is 
the only way to reach the vision. With a global business con-
ducted through several companies, Atlas Copco works hard 

Compressor Technique (CT) Rental Service (RS) Industrial Technique (IT)
Construction and Mining 
Technique (CMT) 

Executive Group Management and Corporate Functions

Business areas

Divisions

Product areas

President and Chief Executive Offi cer

Board of Directors

Organization as of January 2005

Industrial compressors
Air treatment equipment
Portable compressors
Generators
Specialty rental
Gas and process compressors
Services and parts

Equipment rental
Sales of merchandise and parts

Drilling rigs
Rock drilling tools
Construction tools
Load-Haul-Dump vehicles (LHDs)
Services and parts

Industrial tools
Assembly systems
Services and parts

Airtec
Industrial Air
Oil-free Air
Portable Air
Gas and Process

Rental Service Corporation Underground Rock Excavation
Surface Drilling Equipment
Rocktec
Drilling Solutions
Secoroc
Construction Tools
Craelius

Atlas Copco Tools and 
Assembly Systems

Chicago Pneumatic

The divisions operate through product companies, customer centers, and rental stores.
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Acquisitions and Divestments 2000–2004

with continuous competence development, knowledge shar-
ing and on implementing the core values—interaction, com-
mitment, and innovation. Everybody is expected to contrib-
ute by committing themselves to Group and divisional 
objectives and to their own aligned, individual performance 
targets. 

Financial targets

The overall objective is to grow and to achieve a return on 
capital employed that will always exceed the Group’s aver-
age total cost of capital. The fi nancial targets are:
• to have an annual revenue growth of 8 %,
• to reach an operating margin of 15 %, and
• to challenge and continuously improve the effi ciency of 

operating capital in terms of fi xed assets, stocks, receiv-
ables, and rental fl eet utilization.

This will have the result that shareholder value is created 
and continuously increased.

In the past fi ve years, compound annual growth averaged 
7.2 % excluding currency translation effect. The Group’s 
operating margin averaged 12.5 % for the past fi ve years.  
In 2004, the operating margin was 13.8 %.

Primary drivers of Atlas Copco revenues 

Capital goods investment in various private and public sec-
tors, such as manufacturing, infrastructure, and mining are 
drivers for Atlas Copco’s revenues. Important customer 
groups in manufacturing and process industries demand 
and invest in compressed air products and solutions, indus-
trial tools and assembly systems. Such industrial machinery 
investments are important and infl uenced by customers’ 
ambitions to improve productivity, quality and capacity. 
Customers in the construction and mining industries invest 
in equipment, including drill rigs, drilling tools, breakers, 
portable compressors, and generators. Large infrastructure 
investments, such as tunnel construction for roads, railways 
and hydroelectric power plants often depend on political 

decisions. Private investments from the construction and 
mining industries can be infl uenced by a number of factors, 
e.g. underlying construction activity, interest rates, metal 
prices, and metal inventory levels. 

Customers also demand service and maintenance, train-
ing, parts, accessories, consumables, and equipment rental. 
This demand arises during the time the capital good, equip-
ment, or product is in use, i.e. during industrial production, 
construction activity and ore production. Additionally, 
there is an outsourcing trend that is driving demand as cus-
tomers increasingly look for suppliers that offer additional 
services or functions rather than only the equipment. Atlas 
Copco is also looking to offer more services and aftermar-
ket products in line with the Group’s use-of-products strat-
egy. Demand for these services and products is relatively 
stable compared to equipment. Currently, use-of-products 
revenues are generating almost half  of Atlas Copco’s reve-
nues and its importance is increasing. 

Use-of-products revenues account for approximately  
35 % in the Compressor Technique, more than 80 % in 
Rental Service, approximately 25 % in Industrial Tech -
nique, and more than 55 % in Construction and Mining 
Technique.

2000
Acquisitions: Various 
small rental companies, 
the United States (RS), 
Hobic Bit Industries, 
Canada (CMT). 

Divestment: Atlas 
Copco Rotofl ow, the 
United States (CT).

2001
Acquisitions: Chris-
tensen Products, the 
United States (CMT), 
Masons, Great Britain 
(CT), Grassair, 
the Netherlands (CT), 
various small rental 
companies, the 
United States (RS).

2002
Acquisitions: MAI-
Ankertechnik, Austria 
(CMT), Liuzhou Tech 
Machinery, China (CT), 
Krupp Berco Bautech-
nik, Germany (CMT). 

Divestment: Revathi, 
India (IT).

2003
Acquisitions: DreBo,
Germany (IT), Puska 
Pneumatic S.A, Spain 
(CT), Professional Dia-
mond Drilling Equip-
ment Pty and Mining 
Drilling Services Pty, 
South Africa (CMT), 
Shenyang Rock Drilling 
Machinery Co. Ltd, 
China (CMT).

2004
Acquisitions: Kolfor 
Plant, Great Britain(CT), 
Rotex, Finland (CMT), 
Baker Hughes Mining 
Tools, the United States 
(CMT), QQPMC (joint 
venture), China (IT), 
Ingersoll-Rand Drilling 
Solutions, the United 
States (CMT), Guimerá, 
Spain (CT), Scanrotor, 
Sweden (IT).

Primary drivers of Atlas Copco Group revenues

Industrial machinery 

investment

Industrial

production

Investment in

infrastructure

Construction activity/

outsourcing

Mining machinery 

investment
Metal and ore production

  Rental, consumables,
 Equipment, 50 % and other aftermarket, 50 %

Industry

Construction

Mining



Facts in Brief
The Atlas Copco Group is a global industrial group of com-

panies headquartered in Stockholm, Sweden. Revenues 

for 2004 totaled MSEK 48 654. The Group employs more 

than 25 000 people and manufactures products in 49 pro-

duction facilities in 16 countries. The products are sold and 

rented under different brands through a worldwide sales-

and-service network reaching some 150 countries, half of 

which are served by wholly or partly owned companies.

 Products/Business concept Brands 

Compressor Technique

Rental Service
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Industrial Technique

Construction and Mining Technique

Develops, manufactures, and markets

•  Oil-free and oil-injected air compressors

•  Portable air compressors

•  Gas and process compressors

•  Turbo expanders

•  Portable and stationary electrical power generators

•  Quality Air Solution™ products 

•  Air management systems

•  A wide range of aftermarket products 

•  Specialty rental services

Through approximately 475 stores in 
the United States, Canada, and Mexico, 
Rental Service satisfi es customer needs for 

•  Construction equipment rental 

•  Industrial and energy equipment rentals 

•  Used equipment sales

•  Tools and supplies

Develops, manufactures, and markets

•  Industrial power tools and systems for bolted 
joints and for material removal

•  Industrial power tools and assembly systems 
for the motor vehicle industry as well as 
general industry

•  A wide range of aftermarket products

Develops, manufactures, and markets

•  Rock drills

•  Rock drilling tools

•  Tunneling and mining equipment

•  Surface drilling equipment

•  Deep well drilling equipment

•  Construction and demolition tools

•  Equipment for exploration drilling and 
ground engineering applications

•  A wide range of aftermarket products 

•  Specialty rental services



Revenues by geographic areaRevenues by customer category

North America 40 %

South America 4 %
Europe 35 %

Africa/
Middle East 6 %

Asia/Australia 15 %

Manufacturing 26 %

Other 10 %

Service 6 %

Process 13 %

Mining 12 %

Construction 33 %
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Revenues by business area

Compressor
  Technique 36 %

Industrial
Technique 22 %

Construction and 
Mining Technique 21 %

Rental Service 21 %

Characteristics Customers Markets

•  Global industry leader

•  Continuous research and development in compressor/
quality air solutions technology and in fi elds related to
energy savings and environmental care

•  Assembly facilities and the manufacturing capability 
for production of compressor elements and other 
core components

•  All major operations ISO 9001 and ISO 14001 certifi ed

•  Development, manufacturing, and assembly are located 
in Belgium, but there are also units situated in Brazil, 
China, France, Germany, Great Britain, India, Italy, 
the Netherlands, and the United States

•  Second largest equipment rental company 
in North America

•  High-quality products and services mainly to 
the construction and manufacturing industries

•  Superior service concepts, like 24/7 customer care, 
short- or long-term rentals, customized rental programs, 
national account programs, equipment delivery and 
pick up, used equipment, small tools and supplies for sale

•  Effi cient information systems

•  Economies of scale

•  World leader in industrial tools and assembly systems 
for safety-critical joints

•  Intensive research and development

•  Innovative products with superior performance

•  Ability to serve customers on a global basis

•  Unique distribution system

•  Manufacturing in Brazil, China, France, Germany, 
Great Britain, Sweden and the United States

•  Global supplier of state-of-the-art products and 
services for the construction and mining industries

•  Aims to safeguard its position as a market leader 
by offering high productivity at low operating costs

•  Focus on a safe and ergonomic working environment

•  Manufacturing plants are located in Austria, Canada,
China, Finland, Germany, India, Japan, South Africa,
Sweden, and the United States

Process

ConstructionOther

Mining

Manufacturing

Service

Africa/
Middle East

Europe

South America

North America

Asia/Australia

Process

Construction

Other

Mining

Manufacturing

Service

North America

Other Motor vehicle 
    industry

Other
manufacturing

Africa/Middle East

Europe

South America

North America

Asia/
Australia

Excluding professional electric tools.

Europe

South
America

North America
Asia/AustraliaOther

Construction

Mining

Africa/
Middle East
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Group Management
GUNNAR BROCK 
President and Chief Executive Offi cer 
of the Atlas Copco Group. 
Employed: Since 2002. 
Nationality: Swedish.
Education: M.Sc. in Economics and Busi-
ness Administration, Stockholm School of 
Economics, Sweden, in 1974.
Career: Between 1974 and 1992, Brock held 
various positions within Tetra Pak, including 
international assignments as Managing 
Director in different parts of the world, and 
Executive Vice President for the Tetra Pak 
Group. Between 1992 and 1994 he was 
President and CEO of the Alfa Laval Group, 
and held that position for the Tetra Pak 
Group between 1994 and 2000. Prior to 
his present position he was CEO of Thule 
International.
External directorships: OMX, Lego A/S. 
Member of the Royal Swedish Academy of 
Engineering Sciences (IVA).

BENGT KVARNBÄCK 
Senior Executive Vice President of 
Atlas Copco AB, and Business Area 
Executive Compressor Technique. 
Employed: Since 1992. 
Nationality: Swedish.
Education: Graduated from the Royal 
Institute of Technology in Stockholm, Metal-
lurgical Engineering, Sweden, in 1970.
Career: Between 1970 and 1982, Kvarnbäck 
held various positions within Sandvik AB. 
Kvarnbäck was then President for Secoroc 
AB, and later for Invik & Co AB. He held the 
position as Executive Vice President for 
Industriförvaltnings AB Kinnevik, prior to 
joining Atlas Copco in 1992 as Senior Execu-
tive Vice President and Business Area Execu-
tive Industrial Technique. Kvarnbäck has 
held his current position since 1997.
External directorships: Volvo Penta AB
and Dynapac AB.

FREEK NIJDAM
Senior Executive Vice President, and 
Business Area Executive Rental Service. 
Employed: Since 1970. 
Nationality: Dutch.
Education: Graduated from High School, 
UTS Mechanical Engineering, in 1959.
Career: Nijdam began at Atlas Copco in 
1970. During his years in the Group, he has 
held many different positions, in several 
European countries and North America. He 
has been President of Atlas Copco’s Applied 
Compressor and Expander Technique divi-
sion and, prior to his current assignment, 
Senior Executive Vice President and Busi-
ness Area Executive Construction and Min-
ing Technique. 
External directorships: Putzmeister AG.

GÖRAN GEZELIUS 
Senior Executive Vice President of Atlas 
Copco AB, and Business Area Executive 
Industrial Technique. 
Employed: Since 2000. 
Nationality: Swedish.
Education: B.Sc. in Business Administration, 
Stockholm School of Economics, Sweden, in 
1973. M.Sc. in Chemical Engineering, Royal 
Institute of Technology, Stockholm, in 1977.
Career: Gezelius joined the Sandvik Group in 
1982 after being sales engineer at Dow 
Chemical AB, and working with energy-
related projects and investigations at the 
Association of Swedish Heating and Ventila-
tion Engineers. Prior to joining Atlas Copco 
in 2000, he was President of the Sandvik 
Saws and Tools Business Area. 
External directorships: The Association of 
Swedish Engineering Industries.

BJÖRN ROSENGREN 
Senior Executive Vice President of 
Atlas Copco AB, and Business Area Execu-
tive Construction and Mining Technique. 
Employed: Since 1998. 
Nationality: Swedish.
Education: M.Sc. in Technology, Chalmers 
University of Technology, Gothenburg, 
Sweden, in 1985.
Career: Between 1985 and 1995, he held vari-
ous positions within Esab Group, including 
international assignments as Marketing 
Manager in Switzerland and Sweden, and 
other international positions in the fi eld of 

Björn Rosengren 

Bengt Kvarnbäck 

Gunnar Brock 

Freek Nijdam

Göran Gezelius



Marketing. From 1995, he was General Man-
ager, Nordhydraulic, Nordwin AB. In 1998, 
he joined Atlas Copco as President Atlas 
Copco Craelius Division, and prior to his 
present assignment he took the position of 
President Atlas Copco Rock Drilling Equip-
ment Division.
External directorship: Pergo.

HANS OLA MEYER 
Senior Vice President Controlling and 
Finance.
Employed: Since 1991.
Nationality: Swedish.
Education: M.Sc. in Economics and Busi-
ness Administration, Stockholm School of 
Economics, Sweden, in 1977.
Career: Meyer was employed by Atlas 
Copco in 1978 in Group accounting and con-
trolling. Later he moved to Ecuador as 
Financial Manager. He left Atlas Copco for a 
few years be ginning 1984 to, among other 
things lead the asset management at 
Penningmarknadsmäklarna—later JP Bank, 
Sweden. In 1991 Meyer rejoined Atlas 
Copco as Financial Manager in Spain, a 
position he held until he became Senior Vice 
President, Finance, and member of Group 
Management in 1993. Meyer has held his 
current position since 1999.

MARIANNE HAMILTON 
Senior Vice President, Organizational 
Development and Management Resources. 
Employed: Since 1990. 
Nationality: Swedish.
Education: Bachelor of Arts at the Stock-

holm University, Sweden, in 1972.
Career: In 1973, Hamilton was employed 
by Astra, working with marketing analysis. 
Between 1975 and 1990 she was a consul-
tant for Mercuri Urval, an international con-
sultancy agency. In 1990 Hamilton joined 
Atlas Copco as Vice President, Organiza-
tional Development for the Atlas Copco 
Industrial Technique Business Area, and one 
year later she began in her present position.
External directorship: Alecta.

HANS SANDBERG 
Senior Vice President General Counsel. 
Employed: Since 1975. 
Nationality: Swedish.
Education: Master of Law, Uppsala Univer-
sity, Sweden, 1970. Master of Comparative 
Jurisprudence (MCJ) New York University, 
United States, 1972.
Career: In 1972 Sandberg began as an Assis-
tant Judge at Södra Roslagen District Court, 
thereafter he was an associate at the Lagerlöf 
Law fi rm. He joined Atlas Copco in 1975 as 
Corporate Counsel. In 1980, he was appointed 
General Counsel Atlas Copco North America 
Inc. In 1984, Sandberg was promoted to his 
current position, and since 1989, he has been 
a member of Group Management. Sandberg 

Marianne Hamilton 

Annika Berglund

Hans Sandberg Hans Ola Meyer 

has been Secretary of the Board of Directors 
of Atlas Copco AB since 1991.
External directorship: Chairman of the Board 
for legal matters of the Association of Swed-
ish Engineering Industries. 

ANNIKA BERGLUND 
Senior Vice President Group 
Communications.
Employed: Since 1979. 
Nationality: Swedish.
Education: M.Sc. in Economics and Busi-
ness Administration, Stockholm School of 
Economics, Sweden, in 1980, and MBA, 
University of Antwerp, Belgium, in 1995.
Career: Berglund began her career with mar-
keting analysis in Atlas Copco in 1979. Since 
then she has had a number of different posi-
tions in the Group related to marketing, 
sales, business controlling in Europe. Prior 
to her present position, Berglund was Mar-
keting Manager for Atlas Copco Controls. 

Known Management Changes 

(until February 2, 2005)

Effective January 1, 2005,  Tom Zorn is 
Senior Executive Vice President and Busi-
ness Area Executive Rental Service. He suc-
ceeds Freek Nijdam, who remains in the 
position as Chairman of the legal entity.

Effective April 1, 2005, Göran Gezelius, 
Business Area Executive for Industrial Tech-
nique, will leave his position for a position 
outside the Group.
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Addresses

Atlas Copco Group Center

Atlas Copco AB (publ)
SE-105 23 Stockholm, Sweden
Phone: +46 8 743 8000
Fax: +46 8 644 9045
www.atlascopco-group.com
Corp. id. no: 556014-2720

Atlas Copco 

Compressor Technique

Airpower
P O Box 100
BE-2610 Wilrijk, Belgium
Phone: +32 3 870 2111
Fax: +32 3 870 2443

Atlas Copco 
Airtec
P O Box 101
BE-2610 Wilrijk, Belgium
Phone: +32 3 870 2111
Fax: +32 3 870 2443

Atlas Copco
Industrial Air 
P O Box 103
BE-2610 Wilrijk, Belgium
Phone: +32 3 870 2111
Fax: +32 3 870 2576

Atlas Copco
Oil-free Air 
P O Box 104
BE-2610 Wilrijk, Belgium
Phone: +32 3 870 2111
Fax: +32 3 870 2443

Atlas Copco
Portable Air 
P O Box 102
BE-2610 Wilrijk, Belgium
Phone: +32 3 870 2111
Fax: +32 3 870 2443

Atlas Copco 
Gas and Process 
Am Ziegelofen 2
DE-50999 Cologne, Germany
Phone: +49 2236 965 00
Fax: +49 2236 965 05 22

Atlas Copco Rental Service

6929 E. Greenway Parkway, 
Suite 200
Scottsdale, Arizona 85254, USA
Phone: +1 480 905 3300
Fax: +1 480 905 3400

Rental Service Corporation
6929 E. Greenway Parkway, 
Suite 200
Scottsdale, Arizona 85254, USA
Phone: +1 480 905 3300
Fax: +1 480 905 3400

Atlas Copco 

Industrial Technique

SE-105 23 Stockholm, Sweden
Phone: +46 8 743 8000
Fax: +46 8 644 9045

Atlas Copco
Tools and Assembly Systems
SE-105 23 Stockholm, Sweden
Phone: +46 8 743 9500
Fax: +46 8 640 0546

Chicago Pneumatic
1800 Overview Drive
Rock Hill, SC 29730, USA
Phone: +1 803 817 7000
Fax: +1 803 817 7006

Atlas Copco Construction 

and Mining Technique

SE-105 23 Stockholm, Sweden
Phone: +46 8 743 8000
Fax: +46 8 644 9045

Atlas Copco
Underground Rock Excavation
SE-701 91 Örebro, Sweden
Phone: +46 19 670 7000
Fax: +46 19 670 7070

Atlas Copco
Surface Drilling Equipment 
SE-701 91 Örebro, Sweden
Phone: +46 19 670 7000
Fax: +46 19 670 7298

Atlas Copco
Rocktec
SE-701 91 Örebro, Sweden
Phone: +46 19 670 7000
Fax: +46 19 670 7513

Atlas Copco 
Drilling Solutions
PO Box 462288
Garland TX 75046-2288, USA
Phone: +1 972 496 7400
Fax: +1 972 496 7425

Atlas Copco
Secoroc   
Box 521 
SE-737 25 Fagersta, Sweden
Phone: +46 223 461 00
Fax: +46 223 461 01

Atlas Copco
Construction Tools
SE-105 23 Stockholm, Sweden
Phone: +46 8 743 9600
Fax: +46 8 743 9650

Atlas Copco
Craelius
SE-195 82 Märsta, Sweden
Phone: +46 8 587 785 00
Fax: +46 8 591 187 82

Atlas Copco Customer Centers Worldwide

Algeria  +213 (0)21 69 35 58
Argentina  +54 (0)11 47 17 22 00
Australia  +61 (0)2 96 21 99 99
Austria  +43 (0)1 76 01 20

Bahrain  +973 17 22 15 51
Belgium  +32 (0)3 870 21 11
Bolivia  +591 (0)3 343 68 68
Brazil  +55 (0)11 41 96 87 00

Bulgaria  +359 (0)82 81 05 55
Canada  +1 514 421 41 21
Chile  +56 (2) 442 36 00
China  +86 (0)21 62 55 13 31

Colombia  +57 (0)1 291 54 90
Cyprus  +357 22 48 07 40
Czech
Republic +420 (0) 225 43 40 00
Denmark  +45 43 45 46 11

Egypt  +20 (0)2 610 03 37
Finland  +358 (0)9 29 64 41
France  +33 (0)1 39 09 30 00
Germany  +49 (0)201 217 70

Ghana  +233 (0)21 77 45 12
Great Britain +44 (0)1442 26 12 01
Greece  +30 (0)210 349 96 00
Hong Kong +852 27 97 66 00

Hungary +36 (0)1 237 30 20
India +91 (2)0 27 14 64 16 17
Indonesia +62 (0)21 780 10 08
Iran +98 (0)21 693 77 11

Ireland +353 (0)1 450 59 78
Italy +39 02 61 79 91
Japan +81 (0)3 57 65 78 01
Kazakhstan +7 (0)3272 58 85 34

Kenya +254 (0)20 82 52 65
Korea +82 (0)2 21 89 40 00
Macedonia +389 (0)2 311 23 83
Malaysia +60 (0)3 51 23 88 88

Mexico +52 (0)5 553 21 06 00
Morocco +212 (0)22 60 00 40
Namibia +264 (0)61 26 13 96
Netherlands +31 (0)78 623 02 30

New Zealand +64 (0)9 579 40 69
Norway +47 64 86 08 60
Peru +51 (0)1 411 61 00
Philippines +63 (0)2 823 81 78

Poland +48 (0)22 572 68 00
Portugal +351 21 416 85 00
Romania +40 262 20 63 46
Russia +7 095 933 55 50
Saudi Arabia +966 (0)2 693 33 57

Serbia and 
Montenegro +381 (0)11 311 66 18
Singapore  +65 68 62 28 11
Slovakia +421 (0)32 743 80 01
South Africa +27 (0)11 821 90 00

Spain +34 91 627 91 00
Sweden +46 (0)8 743 80 00
Switzerland +41 (0)32 374 14 14
Taiwan +886 (0)3 479 68 38

Thailand +66 (0)2 652 90 06
Turkey +90 (0)216 581 0 581
Ukraine +380 (0)44 205 37 28
United States +1 973 439 34 00

Venezuela +58 (0)212 256 23 11
Viet Nam +84 (0)8 898 96 38
Zambia +260 (0)2 31 12 81
Zimbabwe +263 (0)4 62 17 61
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Atlas Copco AB
SE-105 23 Stockholm, Sweden 

Phone: +46 8 743 8000
Corp.id.no: 556014-2720

atlascopco.com




