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Atlas Copco is a world leading provider of industrial productivity solutions. 

The products and services range from compressed air and gas equipment, 

generators, construction and mining equipment, industrial tools and assem-

bly systems, to related aftermarket and rental. In close cooperation with cus-

tomers and business partners, and with more than 130 years of experience, 

Atlas Copco innovates for superior productivity. 

Headquartered in Stockholm, Sweden, the Group’s global reach spans more 

than 150 markets. In 2005, Atlas Copco had 27 000 employees and revenues 

of BSEK 53.
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Lifton Bulgaria EOOD, Bulgaria, and the business 
of Lifton Breaker A/S, Denmark. Lifton is a leading 
manufacturer of hydraulic handheld and mounted 
breaker equipment and related products, for the 
global construction, demolition, utility, mining, 
and rental industries. 
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GSE tech-motive, the United States. 
The company manufactures and distrib-
utes specialized tightening solutions 
for cus tomers with safety-critical assem-
bly appli cations, primarily in the motor 
vehicle industry. 
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BIAB Tryckluft AB, Sweden. BIAB 
is a distributor of compressors 
and compressed air equipment 
in Sweden. 
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THE YEAR ENDED IN A STRONG WAY with a 24% 
increase in orders received compared to the previous 
year. Total revenues reached MSEK 52 742 (43 192), 

but the year presented some major challenges in the form of 
substantially increased raw-material and purchased-goods 
prices. Focused work with price increases and effi ciency 
improvements have contributed to an operating profi t of 
MSEK 9 403 (6 651). This  is a 41% increase and corresponds 
to an operating margin of 17.8%. Profi t before tax increased 
46% and showed a margin of 17.6%. Earnings per share 
improved 41% and reached SEK 10.43 (7.41). In total, MSEK

6 078 was distributed to our shareholders through our 
annual dividend and a share-redemption program.

Strategic initiatives paid off

The general market demand was strong during the year. 
Most major geographic markets showed very good growth. 
Atlas Copco has, over the last three years, focused on strate-
gic initiatives and operational activities to grow in four 
major markets: China, India, Russia, and the United States. 
This has paid off  with very high annual growth rates in all 
these markets. 

From an industry-segment point of view, the mining in-
dustry has shown a remarkable strength, underpinned by 
the strong demand from China. The construction industry 

demand has, both for heavy and light equipment, had good 
growth in North America and improved gradually during 
the year in Europe. General process and manufacturing 
industries have, in most markets, stepped up their invest-
ments in equipment in order to improve their productivity.

Multi-brand strengthens 

strong Compressor Technique

Our Compressor Technique business area has had yet 
another year of excellent performance. Strong growth has 
been achieved in almost all markets and for most product 
areas. This goes both for the equipment sales and the very 
important and profi table aftermarket. Particularly strong 
growth has been recorded in the focus markets, China, 
India, Russia, and the United States. Market positions have 
been improved by a steady fl ow of new products in the oil-
free, oil-injected, and portable compressor markets. The 
business area has also done exceedingly well in the area of 
compressor systems for liquid natural gas tankers.

A cornerstone in the development of good volume growth 
has been the multi-brand concept. Wider sales presence and 
deeper penetration have been achieved by better segmenta-
tion, differentiation, and positioning of existing brands and 
through acquisitions of new brands.

Acquisitions play an important role in our growth strategy. 

We can characterize 2005 as a year when Atlas Copco took another step towards 
fulfi lling its vision: First in Mind—First in Choice™. Not only did we benefi t from 
good market demand in most parts of the world, but we also succeeded in improv-
ing our competitive position in many markets and within most product segments.



1
Lutos, Czech Republic. Lutos manu-
factures and markets a range of air 
compressors for low pressures, 
called blowers.

16
Contex AC d.d., Slovenia, and Contex d.o.o., 
Croatia. The former distributes and services 
solely Atlas Copco equipment and offers a 
portfolio of compressors, construction and 
mining equipment as well as handheld power 
tools. Contex d.o.o. is mainly a compressor 
service and rental company.

April May June
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During the year, several acquisitions targeted to special 
applications were made—Lutos, the Czech Republic, for 
blowers; Intermech, New Zealand, for compressed natural 
gas; Ketting, the Netherlands, for marine air; Pneumatech 
Inc., the United States, for air treatment. In addition, sev-
eral strategic distributors in Europe and the United States 
were acquired.

Construction and Mining Technique aims high

Our second largest business area displayed record growth 
and profi tability. Supported by the very strong mining demand 
and good growth in the construction sector, the business 
area grew orders received by 48%. Both equipment sales and 
the aftermarket developed very well. Catalysts  to the good 
performance have been some successful new product intro-
ductions, more sales and service engineers in the fi eld, and 
improved manufacturing and distribution concepts.

Furthermore, important acquisitions were made—Lifton, 
Bulgaria, and CRM, South Africa—to complement both 
product and market areas. The business area has today, after 
successful integration of acquisitions made during 2004/05, 
a very effi cient production and supply structure, spanning 
America, Europe, and Asia. This, coupled with a very effi -
cient aftermarket organization, is an excellent platform for 
further growth.

Industrial Technique focuses 

on industrial customers

This business area is today focused on industrial power 
tools and assembly systems. The professional electric tools 
business was sold in January 2005 and was thus not part of 
the business area during 2005.

The major customer segments for our industrial tools are 
the motor vehicle industry, the automotive aftermarket, 
and general industry. Overall, demand was relatively good 
in the Americas and Asia and somewhat lower in Europe.
Industrial Technique devotes considerable resources to 

6
Intermech Ltd, New Zealand. Intermech 
designs, manufactures, and markets a range 
of compressed natural gas compressors and 
related equipment used at fi lling stations 
for vehicles fuelled with natural gas. 

                                     28
CRM, Consolidated Rock Machinery, South Africa, 
distributor of surface drill rigs, portable compres-
sors, compact equipment, and rig mounted and 
handheld construction and demolition equipment 
and manufacturer of hydraulic boom systems 
and pneumatic tools.

July August September

“Acquisitions play an important 
role in our growth strategy.” 



•  Increased investment in product development to increase 
the speed of product introductions and, thus, improve the 
product renewal rate. 

•  Substantial increase in number of sales and service engi-
neers to improve presence and penetration in both equip-
ment and aftermarket areas. We have today 30–40% more 
feet on the street, i.e. sales engineers and service techni-
cians serving the customers, than three years ago.

•  Intensifi ed acquisition screening and improved execution 
competence. To have a good acquisition process is a necessity 
for achieving our growth target of 8% annual revenue growth.

Furthermore, important resources and attention have been 
directed to the area of Corporate Social Responsibility. 
Substantial training activities have been carried out to 
ensure our employees understand and behave according to 
our Business Code of Practice and to ensure Atlas Copco 
meets the highest standards of social and ethical responsi-
bility. Our sustainability reporting has been developed even 
further and we are making progress in important areas. 
We have also received important recognition for our sustain-
ability achievements.

We believe that we have further developed the company 
in a direction that will make it possible for us to meet your 
expectations in 2006. At the same time, the near-term out-
look looks positive for Atlas Copco. The demand for our 
products and services is expected to remain at the current 
high level from all major customer segments. 

All of our stakeholders are important to Atlas Copco. 
Our ambition is to meet the requirements of those who invest 
their time, money, and interest in the Group. On behalf  of 
the Board, I would like to thank all colleagues for your dedi-
cated work, and all other stakeholders for your support.

Thank you!

Gunnar Brock, President and CEO
Stockholm, Sweden, February 2, 2006
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product development and many new products were launched 
in 2005. Substantial investments were also made to increase 
our presence and the penetration of our sales and service 
engineers in order to better capture the opportunities that 
our very strong product portfolio offers. Our market shares 
improved as a consequence of our new product launches 
and improved sales and service coverage.

Several acquisitions were made to extend and improve 
our market coverage—GSE Techmotive, the United States; 
Scanrotor, Sweden; and BLM, Italy. Additionally, an agree-
ment was signed to buy Fuji Air Tools in Japan.

Rental Service focuses on 

competitive differentiation

Our North American equipment rental operation continued 
to improve and delivered impressive results. The non-residen-
tial construction market showed relatively good demand. This, 
coupled with improved operating effi ciencies and market-
share gains, contributed to the good performance.

During the year, much effort has been invested in improv-
ing our effi ciencies in areas of customer interfaces in order 
to differentiate ourselves from our competitors and create 
a lasting brand differentiation.

Our rental revenues have grown 15% during the year sup-
ported about equally by price and volume increases. The 
utilization rates have reached levels that are second to none 
and corresponding to an all time high of  70%. The fl eet 
unavailable for rent has reached the lowest level ever at 10% 
thanks to improved service and delivery effi ciency. The fl eet 
age has over the last quarter been reduced to 30 months; 
it is now one of  the youngest fl eets in the industry.

We will now explore a divestment of this rental operation. 
The operating environment and the business characteristics 
are very different from Atlas Copco’s industrial equipment 
operations and the possibilities to capture and develop syn-
ergies are limited.

Important steps forward

2005 was a very successful year for Atlas Copco and much 
work was devoted to make our leading market positions even 
stronger and at the same time to strengthen our platform for 
continued growth. Some of the actions undertaken have been:

10
Fuji Air Tools 

Co. Ltd., J apan, 
manufactures
pneumatic
tools.

13
Pneumatech Inc and ConservAIR 

Technologies Company LLP, the 
United States. Pneumatech Inc. is 
a manufacturer of compressed air 
and gas drying and fi ltration 
equipment operating in the air 
treatment industry.

October November December

30
BLM s.r.l. in Italy spe-
cializes in torque and 
tightening testing 
equipment.

2
Creemers Compressors B.V,

the Netherlands, is active in 
the compressed air busi-
ness, focusing on the grow-
ing automotive aftermarket 
and wholesale markets.

          11
Ketting Handel B.V, the 
Netherlands, has experi-
ence in the design, assem-
bly and maintenance of 
starting air packages and 
compressed air systems 
for use onboard ships. 
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TLAS COPCO’S GLOBAL INVESTMENT in the special 
compressor requirements of oil rigs has led to a 

new need: In 2006, it is planned that more than 30 
Atlas Copco service technicians will receive off-shore safety 
training. But fi rst a small test group was selected to do the 
training at a training center in Rotterdam, The Netherlands. 
Atlas Copco’s Communications Manager was there to 
record the event. 

September 25:

I’ve never dreamed of being a star on Fear Factor and I can 
hardly bring myself  to ride a roller coaster at an amusement 

park. How could I be selected to join the pilot group testing 
safety training for people who’ll be working on oil rigs?

Even though my teeth were chattering, at least I was not 
the biggest coward; I showed up, whereas two others didn’t. 
Thus there were only three of us from Atlas Copco; Bob 
Zegers, Kris Herremans, and me, Cathrine Stjärnekull.

September 26:

Driving through the world’s largest harbor in Rotterdam 
was fascinating, even though I only drove through the out-
skirts. The safety training company is large and well estab-
lished. We met in the cafeteria where other groups were 

gathered: oil rig basic training, refresher courses, life-
saving with fast boats, continuing training for fi re-
men, etc. I felt kind of alone as a representative of 
half  the world’s population until another woman 
showed up. Only two tough women among hun-
dreds of men?

Firefi ghting was the fi rst step, with theory as 
well as practice. Everyone should learn what sort 
of  fi re can be put out with what extinguisher. Water 
doesn’t work on gas fi res, but powder should work 
on all fi res as long as they aren’t too big. The order 
in which things are done bears repeating: get to 
a safe location, sound the alarm, check if  anyone 
is trapped, extinguish the fi re or keep it under 
control. 

Wearing a fi refi ghting suit and safety mask, we 
walked down a dark corridor and saw a fi re burn-
ing at the end—always with a hand on the person 
in front of you so that no one got lost. It’s easiest 
to go fi rst and trickiest to stumble along in the 
middle of the line. The fi re chief  yelled “Head-
count!” so we got in the habit of making sure 

The Netherlands

Extreme Training for  
Giving Service Offshore

The three fire fighters from Atlas Copco; Cathrine Stjärnekull, Bob Zegers, and Kris Herremans.

The 2004 acquisition of Kolfor, a Scottish company, placed Atlas Copco in a new 
market niche: renting specially equipped compressors and generators for oil rigs. 
This equipment must not only withstand the extra ordinary conditions that exist at 
sea: hard winds, salt water, and fi re hazards, but also meet and often exceed the 
harsh specifi cations of the oil and gas environment.
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Training

The Basic Offshore Safety
Introduction and Emergency
Training is a three day course,
valid for four years.

A refresher course is one
day long. The training course
is the minimum required stan-
dard of offshore safety train-
ing in many parts of the world.

The course is approved by
the Offshore Petroleum Indus-
try Training Organization and
Netherlands Oil and Gas
Exploration and Production
Association.

everyone was still with us. How could it be so diffi cult to 
count to seven?

We wound up the afternoon with oil-rig safety theory. 
Never mess with safety—everyone’s responsible for ensuring 
that no accidents happen. I also learned that “almost inci-
dents” should be reported. For example, if  someone drops a 
wrench in a stairwell, it could mean someone is hit in the 
head with it.

September 27:

Cardiopulmonary resuscitation (CPR): 15 chest compres-
sions, 2 breaths, 15 compressions, 2 breaths ... Why doesn’t 
everyone attend CPR training regularly? How many lives 
could be saved by doing that?

In the afternoon, we concentrated more on life at sea and 
on oil rigs, in theory and practice. Wearing our dry suits and 
life jackets, we practiced climbing rope ladders, overturning 
a lifeboat, getting into a lifeboat, learning that IF you fall 

overboard, you shouldn’t swim—you should move slowly, 
try to stay together if  many fall in at the same time, retain 
heat together.

In the darkness, a siren wailed, the wind howled, and  
the waves lashed while we left the rig to get into the life-
boats. A headcount at the gathering point. Everyone 
accounted for. Quickly into the lifeboats. Instead of hop-
ping into the water, we tried to remain dry as long as possi-
ble to avoid hypothermia. Hauled in the lifeboat. Hurry, 
hurry—I rushed down the rope ladder and threw myself  
into the rubber raft. I had to try to keep the boat steady in 
the waves so my colleagues wouldn’t fall. With a big fan an 
arm’s length from my right ear, and water lashed my face. 
Suddenly, someone panicked and jumped from the plat-
form into the cold water. Even though it was only simu-
lated, the adrenaline pumped. Afterward, we were wiped 
out and very pleased. The fear had vanished and I was 
looking forward to the next day’s adventure.

Is a dragon trapped in there?Sep. 26: Stay low when there is a fire.

A powder extinguisher can put out all kinds of fires—but it makes a mess. Ready for headcount.

Bob can breathe!



September 28:

A while ago, a helicopter crash-landed on its way back from 
the oil rig. Everyone on board had gone through safety 
training, so they knew how to get out when the helicopter 
capsized and was upside down in the water. Bob, me, Kris, 
and the others were going to train for this possibility not 
just once, but six times. I got more and more nervous stand-
ing at the edge of the pool waiting. But I wasn’t the only 
nervous one, so were experienced oil rig workers who had 
been out for several years. Being strapped in and landing 
upside down underwater isn’t great, even if  you’re used to 
working on a rig far out at sea.

When the helicopter’s rotor blade breaks, it sounds like 
two knocks. Then the water forces itself  into the helicopter 
and you have to take a deep breath. The window can’t be 
released until the pressure is the same inside and outside the 
helicopter, and only then can you unfasten your seatbelt and 
swim to the surface. If  you unfasten the seatbelt too early 
you will end up inside the helicopter. When we were train-

ing, most of us could hold our breath for about a minute.  
In a bag in a pouch on the front of the safety suit was a  
re-breather apparatus, called an airpocket. Taking a deep 
breath and blowing the air into the pocket that acts as an 
external lung, allowed us to actually breathe this air four 
or fi ve more times to give ourselves another minute or so 
underwater. A little light headed from the carbondioxide, 
but doable. 

Hurray! After three days of training, I have not only 
passed the course, I also have some very useful experiences 
to draw on. Atlas Copco’s sevice technicians can really look 
forward to the solid training for giving service off-shore.

Cathrine Stjärnekull, 
Communications Manager
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In an emergency, offshore people 

have to be prepared to climb or jump 

into the water.

Sep. 27: Is he breathing?

Stay together to keep calm. Give us a hand!

Laughter of relief. Man overboard!
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Into new markets

Offshore, compressors are used to run the drill and 
blow away sediment, but also to create steam to keep 
the helipad from becoming too slippery, to form a 
wall of water so surplus oil can be burned off without 
the rig catching fi re  (so-called fl aring), and to empty 
water from pipes. 

Using the recently acquired Scottish Kolfor’s 
expertise, Atlas Copco now makes compressors spe-
cifi cally for the extreme conditions found on oil rigs. 
Two compressors (TwinAir) are placed in a 6-meters 
(20-foot), specially-constructed container that pro-
tects them from the weather, makes them easier to 
move by helicopter, and has a built-in alarm system 
and fi re extinguisher.

 Free fall in a lifeboat.

Stuck in a lifeboat—not scared at all. Hitting the water. Hurray, I did it!

Mayday, mayday, mayday, a helicopter 

has crashed into the sea.

Only one thought: 

out and up!



Middle East

Pioneers in a 
Booming Market

COOLING NATURAL GAS to 
about –160° C (–256° F) 
at normal pressure results 

in the condensation of the gas into 
liquid form, known as Liquefi ed 
Natural Gas (LNG). Being liq-
uid, the natural gas is easier and 
more economical to transport. 

Over the last decade, the LNG 
segment has developed from a niche 
fuel source into a booming global market. 
Atlas Copco’s experience in the LNG area dates back even 
further than that. It’s been more than three decades since the 
company installed its fi rst LNG compressor for tanker duty 
aboard Venator, a vessel that ferried LNG from offshore 
platforms back to land. Venator was just the fi rst stepping 
stone though, as many other innovations and improvements 
for onshore and offshore applications have followed in the 
years since. Currently, more than 250 compressors are run-
ning aboard 73 vessels around the world. Also, more than 
50% of the world’s LNG tankers carry Atlas Copco equip-
ment. In addition, the company supplies machines and 
equipment for onshore LNG applications. 

Onboard reliquefaction provides host of benefi ts

Historically, most LNG carriers used the emerging Boil-  
Off Gas (BOG) to produce steam for powering a vessel. 

The use of natural gas is increasing. Natural gas often has to be transported over 
many thousands of kilometers before reaching its fi nal destination. In most such 
cases, the construction and use of pipelines is highly uneconomical. As an alterna-
tive, gas can be transported using specialized tankers. 
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But with the development 
and emergence of onboard 
LNG reliquefaction, the 
more energy-effi cient diesel-
based propulsion is gaining 
popu larity. 

In 2000, when the world’s 
fi rst onboard reliquefaction 
system was introduced on the 

Jamal vessel, Atlas Copco’s compressors 
and expanders were part of the system. Jamal marked a 
breakthrough. Instead of using the BOG for propulsion pur-
poses, the LNG can now be used in a much more effi cient 
manner: it is conserved. In this process, LNG cargo boil-off  
(evaporated liquid natural gas) is reliquefi ed and returned 
to the cargo during transportation. This enables a ship to be 
powered via low-speed diesel engines, which are more effi -
cient and require lower maintenance cost. Such diesel-pow-
ered units can provide ship owners with substantial annual 
operating savings in the vessel operation, while also maximiz-
ing the amount of LNG cargo delivered to the end customer. 

“Any difference in operating cost between the relique-
faction plant with a diesel engine and one with a steam tur-
bine will, by far, be exceeded by the gains made selling this 
reliquefi ed LNG,” explains Harald Dany, LNG Product 
Manager at the  Atlas Copco Gas and Process division in 
Cologne, Germany.

“The cooperation between our teams is excellent, 
and we get valuable support on technical issues 
for our clients.”

  Tore Lunde, Director of Hamworthy Gas Systems AS
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Atlas Copco has been a frontrunner and industry pioneer 
for LNG equipment, and this expertise culminated in sev-
eral key developments over the past few years. 

Long-time partners and industry pioneers

Joining forces, the Atlas Copco Gas and Process division and 
Norwegian marine specialist Hamworthy Gas Systems devel-
oped a new process for the key growth market of LNG. In 
2003, Atlas Copco realized a pilot project off  the coast of 
Norway, installing a machine that merges compressor and 
expander functionalities—the compander. This means that 
two machines became one, offering greater effi ciency in terms 
of erection space due to compact design. This also improves 
the energy effi ciency and reduces the overall operational costs.

Its technological progress in the LNG business has helped 
the Atlas Copco Gas and Process division generate a break-

through LNG contract in 2005, as well as a large-scale follow-
up order. Both orders came from the long-running partner 
Hamworthy. In spring, the Norwegian company placed an 
order for integrally-geared turbo compressors to be used 
aboard ships carrying LNG from Qatar to the Great Brit-
ain. For the second phase of the project, Hamworthy sub-
mitted a follow-up order for eight companders and eight 
low-duty compressors. 

“We are extremely happy to work with Atlas Copco on our 
onshore LNG liquefaction systems and the new solutions for 
the LNG carriers with LNG reliquefaction systems,” says 
Tore Lunde, Director of Hamworthy Gas Systems AS, Nor-
way. “The cooperation between our teams is excellent, and 
we get valuable support on technical issues for our clients. 
Atlas Copco is a reliable partner that keeps to delivery times. 
That is extremely important in our ‘tight’ projects.” 

The formation of natural gas

Natural gas is a fossil fuel. Like oil and coal, this means that it 
is, essentially, the remains of plants, animals and microorgan-
isms that lived millions and millions of years ago. 

There are many different theories as to the origins of fossil 
fuels. The most widely accepted theory says that fossil fuels are 
formed when organic matter (such as the remains of a plant or 
animal) is compressed under the earth’s surface, at very high 
pressure for a very long time. This is referred to as thermogenic 
methane. Similar to the formation of oil, thermogenic methane 
is formed from organic particles that are covered in mud and 
other sediment. Over time, more and more sediment, mud and 
other debris are piled on top of the organic matter. This sedi-
ment and debris puts a great deal of pressure on the organic 
matter, which compresses it. This compression, combined with 

high temperatures found deep underneath the earth’s surface, 
breaks down the carbon bonds in the organic matter. As one 
gets deeper and deeper under the earth’s crust, the temperature 
increases consistently. At low temperatures (shallower depos-
its), more oil is produced relative to natural gas. At higher tem-
peratures, however, more natural gas is created, as opposed
to oil. That is why natural gas is usually associated with
oil in deposits that 
are one to 1.6–3.2 km 
(1–2 miles) below the 
earth’s crust.

Source: Natural Gas 
Supply Association

COMPRESSOR TECH NIQ UE

More than 50% of the world’s LNG tankers 

have Atlas Copco equipment aboard.



Japan

Hino Motors and 
Atlas Copco Lead the Way  
to Increased Traffi c Safety

INDUSTRIALINDUSTRIAL TECH NIQ UE
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THE SERIOUS NATURE OF THE PROBLEM in Japan was 
highlighted a year ago when a wheel detached itself  
from a moving truck and caused the deaths of a 

mother and her child. The accident was partly due to a 
faulty hub assembly, and partly the result of incorrect tight-
ening of the wheel nuts when the wheel was exchanged in a 
service workshop.

Government directive

The Japanese Government’s Ministry of Land, Infrastruc-
ture and Transport responded to the problem by issuing an 
offi cial directive to the country’s commercial vehicle manu-
facturers. The directive urged them to improve safety by 
reviewing tightening methods and quality control in wheel 
assembly in production plants and service workshops. 

Today, the method of ensuring correct torque for wheel 
nut tightening recommended by the Japanese Automobile 
Manufacturers’ Association (JAMA) is to use torque 
wrenches. However, with this method, tightening accuracy 
depends on the skill and experience of the operator, and 
considerable responsibility rests on his or her 
shoulders.

Hino Motors leads the way 

Headquartered in Tokyo, with more 
than 9 000 employees, Hino 
Motors Ltd is a leading Japanese 
manufacturer of trucks, buses 
and light commercial vehicles. 
After reviewing the situation, 
Hino Motors and its affi liate 
Hino Tsusho began the quest for 
a method of achieving accurate 
tightening of wheel nuts that 
would lift the responsibility from 
the operator. 

The project was implemented 
throughout the Hino organiza-
tion, including production plants, 

INDUSTRIAL TECH NIQ UE

In Japan, following serious accidents involving loss of wheels from commercial 
vehicles whilst driving, the Government has identifi ed the need for truck manufac-
turers and dealers to improve tightening methods in hub and wheel assembly 
processes. Hino Motors is leading the way by equipping its assembly plants, deal-
erships and service workshops with a new shut-off nutrunner from Atlas Copco 
that provides a consistently high level of torque accuracy independent of the skill 
of the operator.

dealerships and service workshops. All Hino employees 
were made aware of the issue. 

Extreme torque precision 

In response to the problem  Atlas Copco Japan met 
with represen tatives from Hino and informed them 
about the advanced LTP 51-MT multi-torque shut- 
off  nutrunner. This tool offers 
extreme torque precision, 
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automa tically shutting off  the power when the selected 
torque is reached. It is light and compact, with low noise 
and vibration levels.

“The standard nutrunner was already widely used in 
Hino Motors’ manufacturing plants, and operators there 
testifi ed to its reliability,” relates Taiji Ito, General Industry 
Business Line Manager at Atlas Copco, Japan. “We visited 
Hino dealers throughout Japan, talked to the engineers and 
demonstrated the benefi ts of  torque control using the new 
LTP 51-MT. With strong recommendations from Hino 
plant engineers, it was not diffi cult to convince Hino deal-
ers of  the benefi ts of  the tool. We then modifi ed it to fi t all 
sizes of  hub nuts on Hino trucks.” 

A stream of orders 

Atlas Copco Japan started the programme in autumn 2005. 
Since then a continuous stream of orders for LTP 51-MT 
have poured in from Hino dealers. 

“There are 41 Hino dealers in Japan with a total of 
252 service workshops conducting vehicle safety inspec-
tions on a daily basis,” says Taiji Ito. “At present about 
60 out of 252 shops use the LTP 51-MT. Tool accuracy 
is ensured by daily checks and compulsory annual tool 
calibration.” 

As Hino and other potential customers in Japan realize 
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the importance of torque accuracy when tightening 
wheel nuts, and the contribution the new tool can make, 
Atlas Copco Japan expects to see major growth in sales. 

LTP 51 Multi-Torque—

pistol grip nutrunner

A shut-off nutrunner is a sophisticated tool—it is accurate, 
quiet and extremely fast. But for many workshops it has 
not been economical to own an advanced wrench that 
performs only one task. With the new Multi-Torque Selec-
tor one nutrunner can transform into four. The Multi-
Torque Selector allows the operator to preset four differ-
ent torque levels per tool and one tool can be used for 
four different jobs.
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The Airbus A380 superliner is the largest passenger aircraft ever built. Combining 
the very latest technologies for materials, systems, and industrial processes, it 
meets the most stringent international certifi cation requirements. Atlas Copco’s 
CP brand is a proud supplier of equipment to this exciting project. 

Great Britain

A High-Flying 
Agreement

Airbus designed the A380 in collaboration 

with some 60 major airports, ensuring airport 

compatibility and a smooth entry into service.



ITH AIR TRAVEL EXPECTED to continue growing, 
the Airbus A380’s ability to carry 555 passengers 

will help to ease congestion by transporting people 
without additional aircraft movements. Its signifi cantly 
reduced noise and emissions levels will help to minimize its 
impact on the environment. Its new generation engines and 
advanced wing and undercarriage design mean the A380 
will not only comply with today’s noise limits, but will be 
 signifi cantly quieter than its competitor, producing half  as 
much noise on takeoff. 

Cooperation across cultures

The customer center of the Atlas Copco Group’s CP brand 
in Great Britain has been deeply involved in the project.  So
far it has provided over 3 000 tools to Airbus and CP is com-
mitted to working closely with all Airbus manufacturing 
areas across Great Britain, Germany, France, and Spain. 

CP was invited to implement a “Frame Agreement” 

across the EADS (European Aeronautic, Defense and 
Space Company N.V.) organization, including all compa-
nies under the EADS umbrella such as Airbus, Eurocopter, 
EFW, ATR, Dornier, Sogerma, Socata, and Astrium, to 
name a few. The purpose of the agreement was to harmo-
nize purchase and supply, across both the EADS and CP 
organizations. The fi nal agreement was implemented at the 
start of 2005.

It was a very challenging time for CP, working alongside 
the different cultures within both the EADS and CP organi-
zations. With the agreement in place, the mutual benefi ts are 
now very clear.

Tailor-made tools

 “With such a large site and such a diversity of  needs, it is 
important to remember that the products in the catalogue 
provide just a small part of  the products and services that 
an account such as Airbus requires. This has included 
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When the project started, the site in Broughton, Great Britain, was respon sible

for manufacturing the wings. The physical size of the wings presented many 

challenges to the plant. The wings had to be taken by barge to Toulouse in 

France for fi nal assembly; they were too large to be transported by the tradi-

tional Beluga aircraft.

Airbus S.A.S. 2005 ©
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sourcing complementary products to enhance the function-
ality of  CP tools as well as sourcing other tools where there 
are gaps within the existing range,” says Howard Thomas, 
CP’s  Airbus Key Account Manager in Great Britain. Tech-
nical Support has played a key role modifying standard 
products for ease of  use and identifi cation as well as regular 
visits to the site to identify and carry out any preventative 
maintenance required.” 

Streamlining the processes 

CP and Airbus have implemented electronic data interchange 
between the two companies. Airbus purchase orders can be 
sent directly to the customer center. In turn, upon dispatch 
of the goods, the delivery note and invoice can be sent back 
electronically. With no human hands involved, the dispatch 
notes and invoices are logged immediately on the Airbus sys-
tem, meaning any issues can be dealt with effectively and 
effi ciently as both parties receive immediate notifi cation.

An electronic catalogue is implemented within Airbus. 
With the pricing on a frame agreement contract, the prod-
uct range can be searched using key words within this cata-
logue and the system offers the user technical specifi cations 
and images of the product. The user can then turn this into 
a request for an order, once again adding value and stream-
lining the processes between the companies.

“Through a focused key account management approach 
and by ensuring we are truly customer centric has to lead  
to the success of the relationship between Airbus and CP,” 
commented Paul Humphreys, Marketing Manager for the 
CP customer center in Great Britain. “And with such a high 
profi le customer the key to ensuring success in the future is 
to keep providing the highest level of customer support,” 
agrees James Plane at Airbus Procurement.

Airbus and CP across the globe 

In today’s global market, Airbus is outsourcing some 
work to other countries and companies, China for example. 
CP is actively supporting and serving these companies 
through global sales and service channels using its extensive 
knowledge and experience from working with  Airbus over 
the years.

High comfort

The largest passenger aircraft ever built, the A380, will 
offer a new way of fl ying on major long-haul routes such 
as London–Singapore and Los Angeles–Sydney.

It can carry 35% more passengers than its closest rival 
and has nearly 50% more fl oor space that gives passengers 
higher comfort and more open space to stretch their legs. 
Its effi ciency and advanced technology result in 15–20% 
lower seat-mile costs, while its range is 10% greater than 
that of other large aircraft. 

The A380 family starts from a baseline passenger air-
craft with a capacity of 555 passengers in three classes, 
and a range of up to 15 000 km/8 000 nm.

CP offers a com prehensive

range of products for the 

aerospace industry

Even today most holes drilled in the wings of air-
craft are done by hand and with the wide range of materials 
now used within wings it is essential to have the correct 
tool to match the application and a process of constant 
innovation and keeping up with the latest development in 
aircraft technologies is crucial to ensuring that the cus-
tomer has what they need to get the job done as effi ciently 
as possible.

Many specialised tools have been developed between 
Airbus and CP so that ease of use for the operator is max-
imised. Examples of this include the ‘hold and drive’ tools 
which is a product that can hold the fastener securely in 
place whilst tightening the locking nut. These products 
have proved essential over the last few years as they 
enable the operator to stay in an ergonomic and comfort-
able position whilst tightening bolts in the least accessi-
ble of areas.

Airbus S.A.S. 2005 © Airbus S.A.S. 2005 ©
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N ANY GIVEN DAY, RSC Equipment Rental has 
more than 1 000 vehicles on the road delivering or 

picking up equipment from its customers. This enor-
mous delivery fl eet is required in order to transport the com-
pany’s fl eet of almost 150 000 different pieces of equipment 
in a timely manner. However, RSC previously did not have a 

standard dispatch process for delivery and pick up of equip-
ment. As a result, delivery vehicles often were not effi ciently 
loaded or routed, leading to ineffi ciencies that frustrated 
customers.

In 2005, RSC completed implementation of an innova-
tive satellite tracking and dispatch management system for 
its delivery vehicles. By creating centralized dispatch areas 
and installing satellite technology on delivery vehicles, the 
company has reduced the volume of equipment in pick-up, 
delivery, and in-transit status, reduced fuel costs and 
exhaust emissions, and greatly increased fl eet availability 
for customers.

Prior to the pick-up and delivery improvement project, 
the average response period from the time a piece of equip-
ment was called off  rent by a customer to the time it was 
picked up by RSC was several days. While it is in this pick-
up or in-transit status, the equipment is unavailable for 
rent by other customers. So fi guring out a way to reduce 
that response period would not only reduce costs, but it 
would clearly allow the company to improve its service 
to customers.

Identifying the needs

The driving factor behind this and other improvement ini-
tiatives at RSC is a commitment to provide consistent and 

For rental customers, prompt delivery of equipment is essential and can make the 
difference between success and failure of a project. 

The United States

Innovative Solutions to 
Better Serve Customers
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reliable service in order to earn the trust of customers. The 
initiatives RSC has already implemented, as well as many of 
those that are still being developed, are not top management 
directives. Instead, they started as the ideas of RSC employ-
ees who saw problems, ineffi ciencies, and opportunities, and 
wanted to fi nd solutions. 

In fact, the idea for the equipment pick-up and delivery 
project and was sparked when William Hopper, director of 
fl eet management at RSC, witnessed the pick-up and deliv-
ery ineffi ciencies fi rsthand and was motivated to get the 
project under way. “I started thinking about the wasted 
time, resources and effort of that situation, realized the 
same scenario very likely was repeated in other areas, and 
decided there may be an opportunity to fi x the process…
or at least improve it,” says William.

With his previous experience in transportation, logistics 
and carrier management in the small package delivery 
industry, William’s background proved very helpful in iden-
tifying areas of improvement in RSC’s process. Working 
with a team of other RSC people experienced in operational 
matters, he utilized his logistics knowledge to focus on dis-
patching, vehicle utilization, and key pick-up and delivery 
metrics to drive process and technical innovation.

”We had just established a continuous improvement pro-
cess at RSC and this project began as one of the initial fi ve 
projects. Senior management’s commitment and resource 
allocation to the projects were key contributors to the over-
all success of this initiative,” says William.

Through the project, RSC equipped delivery vehicles with 

Opportunities to differentiate

Over the past year, Rental Service business area has focused on 
developing and launching innovative services and processes—such 
as this new pick-up and delivery system—that have propelled it to 
the forefront of the industry in North America. Differentiating the 
company by developing innovative solutions is one of the keys to the 
future growth of RSC.

“Winning in a competitive marketplace like the equipment rental 
industry requires extraordinary steps to stand apart from the fi eld,” 
says Dan Carver, district manager for RSC in Phoenix, Arizona. “When 
customers have so many choices in rental equipment providers, sim-
ply matching the service level provided by others is not enough. We 
have to differentiate ourselves in order to win and the differentiator 
has to be customer service.” 

Delivering results

k Pick-up response time was reduced by more than 50%.
k Overall delivery vehicle count was reduced by 100 units.
k Potential annual fuel savings of 2.3 million liters/600 000 

gallons through better management of engine idle time 
and running fewer vehicles. 

k Signifi cantly increased available fl eet for rent.
k Reduced environmental impact by cutting down on 

exhaust emissions.
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New equipment pick-up and delivery 

process uses satellite technology to 

improve performance and eliminate 

ineffi ciencies.

global positioning satellite technology and cre-
ated 48 centralized dispatch hubs in geographic 
areas that had multiple RSC facilities. The tech-
nology allows the hubs to track the location and 
status of delivery vehicles on a real-time basis. Dis-
patchers now have more fl exibility in redirecting driv-
ers, eliminating ineffi ciencies by combining deliveries 
and pick ups, providing customers with more accu-
rate information about the status of the equipment 
they ordered, and communicating with sales per-
sonnel about equipment availability.
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E WERE HAVING A WET SPRING, it rained almost 
every day,” says Campin, Vice President of Allied 

Construction. “The soil was very wet, making it 
diffi cult to access our buildings under construction. The 
equipment we originally ordered and planned to use had to 
change. We needed equipment switched out and replaced 
on short notice to adapt to the terrain and soil conditions.” 

In order to provide Allied Construction with the right 
equipment, RSC Equipment Rental representative, Debra 
Livingston kept a close watch on the site and met with the 
project manager and fi eld superintendant regularly to deter-
mine their equipment needs. We kept up with their demands 
and provided them with the equipment they needed as soon 
as possible, boosting their productivity,” says Livingston.

Throughout the project, RSC and Allied Construction 
continued to meet and discuss equipment needs, keeping an 
open line of communication. 

“The response time was great—RSC delivered and picked 
up our equipment on time and often at a moment’s notice,” 
Campin said. “They also helped reduce our downtime, so 
crews never had to wait around for equipment—they helped 
maintain productivity and helped us get the job done.”

Although Allied Construction faced challenging construc-
tion conditions, it was still able to complete its phase  of the 
project on time.

When Joe Campin and his crew at Allied Construction in Kansas City, Kansas, 
Missouri, were faced with adverse weather conditions resulting in last-minute 
equipment demands, RSC Equipment Rental was put to the test.

“

Committed to 
Solving the Customer’s  
Changing Needs

J oe Campin, Allied Construction, together with 
Debra Livingston from RSC Equipment Rental.

“We had an incredible sched-
ule with intense equipment 
demands and RSC was with 
us every step of the way.”

Joe Campin, Vice President 

Allied Construction
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Finland

Taking Advanced 
Technology Underground 
for Increased Productivity  

After taking the challenge of switching from open pit to underground mining, 
Outokumpu Stainless Steel has set the stage for a very modern operation using 
advanced equipment and state-of-the-art methods. 



THE KEMI CHROMITE MINE represents the fi rst step 
in a highly cost-effi cient  production chain, which 
is fully integrated from mine to mill.  The mine is 

located in northern Finland and produces upgraded lump 
ore and chrome concentrates, used as raw materials in the 
company’s steel works. 

In 1968 the open pit production started and in 2003, they 
went underground. “The stripping ratios in the open pit 
were becoming uneconomical,” says Juha Riikonen, Kemi’s 
underground Mine Manager. 

Wireless communication

Due to the mine’s modern network infrastructure, mobile 
phones work fi ne underground. This provides for an effec-
tive underground communication, where the Atlas Copco 
drill rigs are integrated into the information systems of Out-
okumpu’s administrative organization. An onboard com-
munication server and network adapter connect each rig 
with the mine’s network to allow data transfer and remote 

monitoring and troubleshooting. In fact, data can be sent 
and received in real time between the mine and Atlas Copco’s 
production facility in Örebro, Sweden. “If  one of the rigs 
encounters a problem, a warning will be seen by the rig 
operator and also in the remote offi ce location. We can con-
tact Atlas Copco immediately, enabling them to enter the 
rig’s electronic system and diagnose the fault,” says Risto-
Matti Toivanen, Mine Engineer, Technical Development, at 
the Kemi Mine. The possibility to conduct fault diagnostics 
remotely enables the service technician to choose the right 
spare parts prior to visiting the rig location. The network 
connection also updates the administrative system automat-
ically with the latest information. Work orders can be issued 
during the shift and directed to the specifi c drill rig.

“It is cost effi cient since the rig operator always has access 
to the latest production planning, and it is no longer neces-
sary to write work reports after each shift. All log fi les are 
automatically saved to the planning department,” says 
Risto-Matti Toivanen.
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“If one of the drill rigs encounters a
problem, a warning will be seen by the rig
operator and also in the office location.
We can contact Atlas Copco immediately,
enabling them to enter the rig’s electronic
system and diagnose the fault.”

Risto-Matti Toivanen, Mine Engineer,

Technical Development Kemi Mine

On-line customer support from 
Atlas Copco in Sweden.

Kemi
mine
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The mine is between 
275 meters and 

500 meters deep.

Drill rig operator drilling in Kemi Mine, Finland.

Data network switch, optical data network 
cable, connection point for whireless data 
coming from the drill rig:

The main computer system 
on the surface of the Kemi Mine.

GE/FE-switch

Optic fi ber

WLAN AP



THE “BICENTENARY BRIDGE” will be the longest 
hanging bridge in South America. It will be 
2 750 meters long, 50 meters above sea level and 

the columns will be 180 meters high. It will connect the 
Chilean mainland with the island of Chiloé. The bridge 
will be built over the channel of Chacao, in the southern 
part of Chile. Southern Chile and its island of Chiloé 
are important development hubs for forestry, agriculture 
and fi sheries especially salmon production. The beautiful 
landscapes and the potential for ecotourism have also 
converted this region into an important destination for 

Chile

Expanding Frontiers in the 
Southern Tip of America
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Chile
ArgentinaPUERTO 

MONTT

CASTRO

Island of 
Chiloè

Bicentenary 
Bridge

Independence is worth celebrating, and in 2010, Chile celebrates the 200th anni-
versary of its independence—not only with great festivities and fi reworks, but also 
by building a new bridge, an icon to the freedom of the country.
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tourists from all over the world. The island of Chiloé was 
one of  the last  bastions of  Spanish colonization and the 
battleground of the fi nal independence struggles of  Latin 
America. Building this bridge will permit a free fl ow of 
people and products  to and from this island improving 
greatly its economic potential.

“Empresa Constructora Puente Chiloé S.A” is the consor-
tium that will build the bridge and it is formed by a group  
of international and local companies that will build and 
operate the bridge under a concession system. 

Ground conditions

Precise knowledge of the undersea bedrock is vital before 
starting to build the bridge, designers need to have exact 
geotechnical information in order to prepare the ground 
and eventually reinforce it in order to take the enormous 
weight of this bridge. 

Atlas Copco was requested to provide a drilling system 
that could guarantee the best quality sampling within the 

short time frame available for 
drilling. The extremely high cost 
of  the infrastructure needed for 
the drilling activities and the 
weather conditions did not permit 
time consuming trials and training 
periods so the system had to be 

100% productive from day one. Atlas Copco Craelius’ 
“Geobor S” wire-line drilling system was chosen. 

Drilling activities are carried out by Geovenor, a very 
experienced Chilean drilling contractor that has provided 
special rigs required for the job. A “Jack-up” platform has 
been installed at the drilling location and fi rmly anchored 
to the sea bed at a depth between 6 and 24 meters. 24" cas-
ings are hammered down into the ground, then Geobor S 
drilling is carried out inside these casings down to a maxi-
mum depth of 100 meters to take core samples. 

Several boreholes have already been drilled from the plat-
form down to a depth between 20 and 100 meters below the 
sea fl oor and so far core recovery has been close to 100%. 
The geotechnical engineers in charge of sample analysis are 
very satisfi ed with the results.

Even before arriving to the rocklayer, the ground conditions 
are acceptable, being mainly composed of compacted 
gravel, sand and boulders, so it will not be a problem to 
build the supporting  columns for the bridge.

One of the main diffi culties to overcome is the tidal current 
of about 7 meters per second that renders every operation 
more diffi cult and dangerous. For example, a very powerful 
boat is needed to approach the platform against the current. 
The platform rocks and vibrates constantly in the current 
although it has 4 powerful hydraulically operated legs fi rmly 
positioned on the sea fl oor.

“The sea is wild and dangerous, so the weather conditions 
are an important factor. They have not been the best for this 
job,” says Peter Braun at EPC company. “…But Atlas Copco 
in Chile has provided us with exploration equipment and 
undersea technical solutions making it possible for us to take 
the necessary samples of the ground. When we know what 
the ground looks like deep down, we can start building this 
magnifi cent bridge.”

The drilling program will be completed during 2006 and 
the bridge construction is scheduled to start in 2007.

Geobor S

The Atlas Copco Craelius “Geobor S” wire-line drilling 
system was chosen for the following advantages:

k Largest diameter in its category: 
146 mm (102 mm core diameter) allowing the largest 
size of sample recovery. A large diameter sample ensure 
better geo-mechanical understanding and less risk of 
core losses.

k Triple-tube design with 
face discharge diamond 
bits produces samples 
that maintain all ground 
characteristics, such as 
humidity, density, strati-
faction etc.

k Well proven in similar 
projects all over the world.

k Local back-up in Chile.

“When we know what the ground looks 
like deep down, we can start building this 
magnifi cent bridge.”  

             Peter Braun, Empresa Constructura Puente Chiloé S.A, Chile

It is said that 
Chiloé is the 
birthplace of 

potatoes.
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Spain’s economy has been growing faster than the EU 
average for a number of years, and this trend is bound 
to continue for some time to come. For a decade now, 
Spain’s performance has been impressive. Growth 
has been robust at some 2.7 % in 2004 and is expected 
to rise to 3 % in 2006. Fiscal consolidation, the fall in 
interest rates due to the introduction of the single 
European currency, structural reforms pursued since 
the mid-1990s, and a surge in immigration have cre-
ated a pleasant cycle of rapidly rising activity sus-
tained by strong job creation.

Spain is the second biggest country in Western 
Europe and probably one of Europe’s most geographi-
cally diverse countries, ranging from the near deserts 

of eastern Anda lucia to the green countryside and deep 
coastal inlets of Galicia. It’s not surprising that more 
than 40 million foreigners a year take holidays in Spain.

Thanks to the attractive return provided by real-
estate investment compared with other placements, 
housing as a form of wealth placement continues to 
drive the demand for real estate. 

Public investment is estimated to continue to grow. 
Spain has managed to keep the unique fl avor and 

diversity that has brought it success over the years. 
In the land of siesta, there are also long working hours, 
high productivity, and extensive development poten-
tial, maybe more in services and infrastructure, but 
potential for Atlas Copco anyhow.



The PSA Peugeot Citroën plant in Vigo, Spain, produces 2 000 cars per day. Being 
a car manufacturer, it needs reliable industrial tools that increase productivity and 
meet its customers’ high quality demands. 

TLAS COPCO IS ONE OF its most 
important suppliers in handheld 

industrial tools like nutrun-
ners, controllers, sanders, etc. “The 
durability of the tools combined with 
the consultant work done by Atlas 
Copco, and with their spirit of innova-
tion, makes them important to us. 
Consequently we take Atlas Copco into 
consideration when we have a problem 
to solve, or a new project,” says Con-
stantino Lopez Ordaz, Final Assembly Plant Manager, PSA 
Peugeot Citroën, Spain.

Atlas Copco’s technicians have a daily presence at the 
plant. “Their presence and our very good relationship allow 
us to work closely together to fi nd solutions to a specifi c 
problem like better ergonomics, to make a new demo or get 
some spare parts,” Lopez Ordaz says. Tied in with this close 
relationship is the communication, which leads to a con-
stant performance increase of the service. 

Cross-border customer center

Atlas Copco Tools and Assembly Systems in Southwest 
Europe covers three cultures and three language zones: 
Portuguese, Spanish, and French, and the customer center is 
used to making quotations not only in Spanish, but also in 
French, Portuguese, and English. It is in fact a cross-border 
customer center, which covers both Spain and Portugal in 
terms of management, projects, and marketing. For the 
motor vehicle industry, the customer center gets marketing 

support from France. “With our cross-
functional organization, we are truly 
acting in a global and local way at the 
same time,” says Joao Hebil, Country 
Manager. From a customer perspective, 
Lopez Ordaz can see advantages: “We 
get better service since the customer 
center covers several countries where 
the PSA Group has plants. When people 
within Atlas Copco’s cross-border cus-
tomer center communicate internally, 

it increases their knowledge about our different plants.” 
Being a cross-border customer center does not automa-

tically imply one big offi ce. To be close to its customers, 
the sales force is decentralized, as is the organization of the 
fi eld service technicians, who work from small offi ces in 
Barcelona and Valencia or are based in their own homes. 

Respect is fundamental

But there is more to this story than just a satisfi ed customer. 
The Atlas Copco employees also benefi t from the relation-
ship. Stefano Milanesi, Sales Support, General Industry, and 
product specialist, says, “Working in a truly multicultural 
environment, I realize I have a lot to learn. It broadens my 
horizons, and I can grow in my professional career. ”To 
have respect for other people and to try to communicate are 
basic fundamentals of being able to work in this kind of 
environment, with different people from different cultures. 
“However, all of us have one thing in common: we want 
to improve customer  satisfaction.” 

Atlas Copco in Spain
With close to 500 employees, the Atlas Copco Group offers sales and service 
of compressors, generators, construction and mining equipment, and industrial 
tools, marketed under the brands Atlas Copco, Worthington Creyssensac, 
Puska, CP, and Guimerá.

32 A T L A S  C O P C O  2 0 0 5

SPAIN

Industrial Technique

Not only a Good Supplier
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1931
In March 1931, a subsidiary named Atlas Diesel, S.A. 
Española was formed in Madrid, Spain. The company’s 
operation was modest and competition was fi erce, but 
the trend was gradually upward, until the Spanish

Civil War put an end to this activity. By the end of the 
war, the employees succeeded in preserving the spare 
parts inventory and the company was soon operating 
again.

“Atlas Copco’s presence and our very good relation-
ship allow us to work closely together to fi nd solu-
tions to a specifi c problem like better ergonomics, 
to make a new demo or supply us with spare parts.” 

Constantino Lopez Ordaz,

Final Assembly Plant Manager, PSA Peugeot, Citroën, Spain



With the ongoing infrastructure development in Spain, there is an increasing need 
for qualifi ed operators. This is particularly critical for specialized equipment such 
as tunnel-boring machines, and the increased mobility of the existing workforce 
only makes matters worse. The ability to provide quality training on a regular 
basis depends heavily on machine downtime, as live training is an essential part 
of this process.

Construction and Mining Technique

Into a New Dimension

1956
Atlas Diesel decided to focus 
on compressors; in Spain 
the company was renamed 
Atlas Copco, S.A. Española.

1989
The company was split into three different busi-
ness areas: Compressors and Generators, Min-
ing and Construction Technique, and Industrial 
Tools and Assembly Systems.
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TO INCREASE customer’s productivity, Atlas Copco 
in Spain wanted to develop a drill rig simulator for 
training purposes. The thought was that if  the oper-

ators could train before they were on site, it would save a lot 
of time and money for the customer. “Luckily enough, a 
Spanish software company had specialized in such devices, 
and in November 2005, a Boomer drill rig simulator was a 
reality,” says Jaime Huidobro, General Manager Construc-
tion and  Mining Technique, Spain.

The right feeling

Atlas Copco’s drill rig simulator makes use of the standard 
hardware and control software of the machinery to provide 
practical training with a very real feel and continuous feed-
back to the operator. “We can also simulate breakdowns 
and obtain full reports on the quality of the drilling cycle. 
The simulator greatly simplifi es training on this type of 
equipment. In the future it could also be used for advanced 
troubleshooting and fault-fi nding in a rig control system,” 
says Huidobro. It enables hands-on experience without the 
risks and costs associated with a complete machine. 

A signifi cant difference

After extensive in-house testing, the unit has been presen -
ted to some key customers such as Obras Subterráneas, 
Fomento de Construcciones y Contratas (FCC), Acciona 
Infraestructuras, Dragados to name but few. Excellent feed-
back has been received from all of them and operators from 
FCC have participated in the fi rst training sessions. FCC 
will operate Atlas Copco’s equipment at the Despeñaperros 
Tunnel on the road from Madrid to Seville. Comments 
received from the would-be operators have been very enthu-
siastic; they feel that the chance to apply the theoretical 
lessons before moving to the real site will make a signifi cant 
difference.

The simulator was also visited by Joaquin Cermeño from 
Dragados. He was very positive and requested training ses-
sions for his technical personnel.

This type of advanced training equipment further 
strengthens Atlas Copco’s position as the market leader in 
all aspects, not only as an equipment supplier, but also as 
a focused aftermarket service provider.

The drill rig simulator 
is a good example of 
a new tool to the 
customer’s benefi t.

“The ability to 
provide hands-on 
training to our 
future operators 
will reduce expen-

sive introduction and training 
time on site, to the clear advan-
tage of our productivity.”

Joaquin Cermeño, 

Machine Fleet Manager, Dragados
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1993
Worthington Internacional Compresores S.A. was 
incorporated into the Atlas Copco Group in 1993. 
It is based in Madrid and has branches in Barcelona, 
Santiago de Compostela, and Bilbao, as well as

distributors in the main industrial business areas. 
It sells piston and lubricated screw compressors
and equipment and accessories for the treatment 
of compressed air.



2003
Atlas Copco S.A.E. Holding (Spain) acquired Puska 
Pneumatic S.A, located in Abadiano Vizcaya in 
northern Spain. The company sells oil-injected screw 
and piston compressors, vane compressors, and 
refrigeration dryers.
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2004
Atlas Copco S.A.E. Holding (Spain) acquired Guimerá 
S.A., including its subsidiary S.A.M.M. S.L., both in 
Spain. It is an industrial rental company with its head 
offi ce in Barcelona and seven depots, fi ve of which are 
in the Catalonia region. A large part of 

EACH HAS SEEN ITS MARKET SHARE grow as a result 
of the multi-brand concept and a recent initiative to 
cooperate more closely is showing the potential to 

increase business even further. But what exactly are the 
opportunities for growth? How does each brand defi ne its 
own position? Do they coexist comfortably or is there also 
confl ict? Julián Aragonés, General Manager Atlas Copco, 
Antonio Lacuna, General Manager Worthington Creyssen-
sac, and Luis Lazpita, Sales Manager Puska Pneumatic, 
explain the situation.

Differentiation on the market

Each compressor brand has slightly different products, cus-
tomers and channels to market. “Atlas Copco products are 
positioned as top of the range because their technical fea-
tures are generally higher and the aftersales offer is most 
comprehensive,” explains Aragonés. “However we need 
more than just good products to be competitive. We posi-
tion Atlas Copco as a service company that also sells prod-
ucts.” The importance of having quality products is con-
fi rmed by Lacuna: “Before it was part of the Atlas Copco 
Group, Worthington Creyssensac was losing market share 
because of old styling, but these days we have much more 
investment in research and development, new models, etc. 

Our image has improved.” “The quality perception of the 
Puska brand is high and it is well known in Spain,” says 
Lazpita.”We often get sales based on good experience with 
one of our compressors in the past. This makes customers 
come to us when they are ready to upgrade.”

The territory is very well covered by the three brands, 
making them a force to be reckoned with for other competi-
tors. Atlas Copco, Worthington Creyssensac, and their spe-
cialist compressed-air distributors tend to be stronger in 
Spain’s industrial regions and less strong in the non-indus-
trial regions. Puska’s extensive network of generalist dealers 
means that  it can reach the latter region more easily. “Gen-
eralist dealers sell smaller units more effi ciently than special-
ist compressor dealers, who are better at selling larger com-
pressors to industry,” explains Lazpita. 

The decision of the customer

Cooperation between the brands has come into the spot-
light recently. The three managers have begun to meet and 
discuss possible areas of cooperation. 

Despite the cooperation, the three brands are still com-
petitors in the fi eld. As such, it is normal that sometimes 
they approach the same customer, but this does not seem 
to pose a big problem to any of them. Who wins the order 

Compressor Technique

Living the Multi-Brand  
Concept 

There are many countries where the Atlas Copco Group offers more than one 
brand of industrial compressor to the market. In Spain three brands are active 
on the compressor market: Atlas Copco, Worthington Creyssensac and Puska 
Pneumatic are competing in the fi eld, with different products, customers, and 
channels to the market.
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Guimerá’s business is generator rental for power generation in the 
industrial and events markets, as well as rental of temperature control 
units, air compressors, welding, and certain construction equipment. 
Guimerá owns S.A.M.M. S.L., a specialty rental company located in 
Tarragona, which serves the petrochemical industry through two depots.

depends on what they 
offer, for example 
product, service, speed, 
and reliability. “In each 
case the customer is the 
one who decides which is the best offer to suit his or her pur-
poses,” Aragonés emphasizes. “The competition between us 
is a good thing; we need it to improve.”

The transparency between the brands allows all three to 
work with the correct data to analyze its own position and 
to benchmark. “We all have different services, products, and 
competencies to support our customers and we can grow 
our customer share by learning from each other. For exam-
ple, Atlas Copco needs to develop more distribution in the 
under 90kW segment, Worthington Creyssensac could 

increase its distributor network in weaker regions and Puska 
could increase its aftermarket,” says Aragonés. Lacuna 
adds, “Taking advantage of the synergies of a large group 
helps all the brands to grow. But it also works the other way 
around. The addition of prestigious local brands with their 
geographical niches and complementary distribution chan-
nels is good for the Group.”  

On the issue of product development, each brand makes 
sure that it stays in touch with market needs and transfers 
this information regularly to the respective product compa-
nies in Belgium, France, and Italy. The product companies 
aim to make products that are clearly differentiated, but also 
with the maximum effi ciency. “We interact with customers 
constantly to generate new ideas for product characteristics. 
We have to analyze what happens at the customer installa-
tion to see what they really need,” explains Aragonés. “We 
look both at customers’ needs and at the competitors’ new 
products and features in order to stay ahead. Of course, 
most customers want the highest quality product at the 
lowest possible price!” 

SPAIN

Each compressor brand in Spain has slightly different 
products, customers and channels to market. 

Atlas Copco sells piston, 
screw, and centrifugal com-
pressors and quality air acces-
sories; it sells compressors 
from 1 to 2 000 kW and the 
complementary products necessary in a compressed air 
installation to all types of customer in general industry 
nationwide. Sales is made directly and with the help of 
one specialized compressed air distributor per region. 

Worthington Creyssensac’s

compressors go up to 160kW. 
It targets industrial customers, 
often with large installations, 
predominantly through direct 

sales, concentrating mostly on a few key regions of 
Spain. Both companies are strong in the aftermarket. 

Puska sells screw, piston, 
and vane compressors, often 
quite small in size, to end-
users in small to medium industries and workshops of all 
kinds, reached mainly through a national network of 
around 1 000 generalist and specialist resellers. However, 
there is less aftermarket for small compressors.

J ulián Aragonés, 
General Manager 
Atlas Copco S.A.E. 
CT Division

Antonio Lacuna, 
General Manager Worthington 
Internacional Compresores S.A.

Luis Lazpita, Sales Manager 
Puska Pneumatic S.A.
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STRENGTH EN TH E BRAND

THE ORIGINAL GÖTHEBORG SHIP was built by the 
Swedish East India Company in 1738 in Stockholm. 
Tragically, she sank in Gothenburg harbor on the 

return from her third voyage in 1745. A replica of the ship, a 
symbol of friendship and trade between Sweden and China, 
set sail from Gothenburg in October 2005. She arrives in 
Shanghai in September 2006 and returns to Gothenburg 
one year later.

Many values are shared by the Götheborg and Atlas 
Copco: a sense both of tradition and innovation, a keenness 
to face challenges and, not least, a long-term  commitment 
to every project.

The importance of China

When the East Indiamen ships sailed for the fi rst time, 
China was a major trading nation, accounting for one third 
of the world’s GNP. Over 250 years later, trade with China  is 
once again very important. Atlas Copco has been operating 
in China since the 1920s, and was in fact one of the very fi rst 
foreign companies to establish a Representative Offi ce there 
in 1984. Today, Atlas Copco has over 100 offi ces and 7 pro-
duction sites in China, employing around 1 800 people. 

China accounts for around 6% of the Group’s business, 
a fi gure that Atlas Copco is committed to increasing in the 
future.

This unique Götheborg project offers new opportunities   to 
build long-term relationships with authorities and custom-
ers. The enormous attention that the Swedish Ship Göthe-
borg is creating will be used to strengthen the Atlas Copco 
brand in some of the world’s most important markets. Parti-
cular focus is given to marketing the Atlas Copco brand in 
China through the Götheborg, but customer events are also 
being held in Sweden, Spain, South Africa, and other coun-
tries where the ship makes her stops.

“Rebuilding and sailing a ship like this shows that there  are 
people committed to really long-term projects, and I hope that 
our customers see that we stand for this too at Atlas Copco,” 
says Andreas Malmberg, General Manager, Atlas Copco 
Construction and Mining Technique, Sweden.

“The Swedish Ship Götheborg is receiving high recogni-
tion here with numerous articles in the press and TV broad-
casts. We are very proud to be one of the main sponsors of 
this trip as it shows the early trade and friendship relations 
that have been built over the years between Sweden and 

Full Sail ahead to China
The Atlas Copco Group has joined the magnifi cent journey of the Swedish ship 
Götheborg from Sweden to China as a sponsor.
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STRENGTH EN TH E BRAND

China, and we are a part of this 
adventure. All our employees are 
very much looking forward to this 
unique opportunity to strengthen 
our relations with our partners and 
customers while the ship is in Shang-

hai in September 2006,” says  Leif  Boll, General Manager, 
Atlas Copco Compressor Technique, China.

Traditional craftsmanship meets modern technology

The Götheborg has the outward appearance of an 18th

Century Swedish East Indiaman ship, but it carries modern 
equipment beneath the waterline. During the construction 
of the Götheborg, an Atlas Copco screw compressor pro-
vided compressed air to run the air tools. Now, in the lower 
hull, an  Atlas Copco oil-free scroll compressor provides 
instrument air and working air onboard for such tasks as 
opening and closing the pneumatic valves on the fuel tanks 
and the bilge. A refrigerant dryer ensures that the air is mois-
ture free. There is also a high-pressure piston compressor on 
board that sets the speed of the two main engines and acts 
as a backup in accordance with marine safety regulations.

Says Hans Erik Emanuelsson, Chief Engineer onboard 
the Götheborg, “I’ve been at sea since about 1975 and have 
worked with Atlas Copco compressors on other ships;  
they are reliable. We’ll need to have spare parts from time 
to time for preventive maintenance, 
of course, and I know that when we 
get to Cape Town, for instance, and 
we need some service  work, then I 
can call Atlas Copco in Cape Town.”

Read more about the voyage at 
www.atlascopco.com
or www.soic.se
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Leif Boll

The main compressor 
on board the ship.



India

Toward a Better Future
Disha is an orphanage supported by Atlas Copco. Employees in India have joined 
forces across divisions to help children in their local community in Pune towards a 
more hopeful future.

CCORDING TO PHILLIP DAVIDSON, Managing Direc-
tor of Atlas Copco India, this project was not only 

an expression of  Atlas Copco’s philanthropic 
ideals and objectives to engage constructively with the local 

community, it also created an opportu-
nity for a team-building exercise within 
the management. “As a part of a team-
work exercise, the 35 most senior man-
agers of Atlas Copco India visited 
Disha and identifi ed the various needs 
of the orphanage. A number of task 
forces were established, with the objec-

tive of fi nding solutions to problems the orphanage cur-
rently faces,” says Davidson, who  currently holds the elected 
role of chairman of the steering committee for the project. 
In addition to this role, Davidson has taken on the challenge 
of raising funds to build more suitable premises for the 
orphanage.

Long-time commitment

Kishore Sidhwani, General Manager of Construction and 
Mining Technique’s customer center in India, says his long-
term objective is to create a sustainable fund that  provides 
nutritious meals for the children. In the meantime, his role 
on the project includes collecting contributions from col-
leagues every month to cover expenses for vegetables and 
milk for the children in Disha. He further comments, “It 
was Disha’s founder, Pournima, with her selfl ess devotion 

to the orphanage, who inspired me to 
be associated with Disha.” He adds, “It 
reminds us as individuals of our respon-
sibility to the community. Doing this 
as part of Atlas Copco strengthens my 
bond with the company and my col-
leagues. In our very fi rst meeting, we 
decided that we would not just contribute 

money, but give our time to improve the conditions in the 
orphanage. Working with my colleagues in this meaningful 
community project, I believe, has brought us closer as a 
team. It has enhanced the image of Atlas Copco in the Pune 
community amongst those who are aware of our involve-
ment with Disha.”
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SUSTAINABIL ITY

Phillip Davidson

Community engagement 

and charity policy

“The Group encourages learning and development through 
cooperation with local communities and believes that this 
will help to maintain the sustainable development of its 
own business and contribute to developing communities 
for future generations.
 “The Group encourages its subsidiaries to participate in 
and support local engagement in selective and focused 
community activities as appropriate. This engagement is 
seen to add value to the local community and support the 
long-term development of the Group’s business.”

Kishore Sidhwani
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Disha

Disha is a Hindi word, which trans-
lates to English as the way.

Disha is a charitable trust, set up in 
1997 and run by Pournima Gadiya.

The children include 20 girls and 
10 boys, from 2 to 18 years old. 
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STRATEGIES ENFORCED

Ken Willson, Industrial Technique, 
South Africa:

 “I’m proud to 
be working for 
such a dynamic 
company.”

Cosme Dorado, Industrial Technique, China:

 “It is important to  create
team spirit and to get 
together to be First in 
Mind—First in Choice™.”

J im Levitt, Construction and 
Mining Technique, the United States:

“The interactive 
part was fabulous

—everyone was 
involved.”

”The Internet has changed society and the business climate com-

pletely. Reality has become transparent and everything is visible 

to others,” said Kjell A Nordström, guest speaker and one of the 

professors ranked among the world’s top management thinkers.
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STRATEGIES ENFORCED

Carlos Maia, 
Industrial Technique, Brazil:

 “An event like 
this is an internal 
refresher of our 
values.”

Yvonne Hedin, Atlas Copco AB, Sweden:

 “It is always good to 
reinforce the strategy in 

everyone’s mind.”

Sergio Camozzi, 
Construction and Mining Technique, Australia:

“To me, this type of 
meeting is, above all, an 
opportunity to meet people 
and discuss solutions to 
similar business issues.”

3

In the Name 
of Interaction

POWERFUL WAY TO REINFORCE vision and values and 
to build a platform towards continuous growth is to 

meet. In 2005, 300 managers representing 70 coun-
tries in the Group met and discussed strategies to reach the 
Group’s vision: First in Mind—First in Choice™.

For a couple of days, managers from all business areas met 
and discussed how their respective companies could expand 
their scope and steer towards continuous profi table growth 
in all markets.

Atlas Copco has a strong culture. But is 
it possible for a decentralized group of 
companies to share one vision? How can 
its managers around the globe share the 
same values? 



”It is necessary that the Atlas Copco Group 

be seen as the innovator who sets high 

standards and exceeds high expectations,” 

said Gunnar Brock, President and CEO.

Electronic interaction

With more than 300 managers gathered, there are too many 
faces to have a good face-to-face meeting. At this meeting, 
digital evolution increased the dialog. 

Cameras, microphones, and computers helped general 
managers interact with Group Management and created a 
dialogue. Gunnar Brock, CEO and President, talked about 
his view of how to reach the vision and how to reinforce  
the culture. When he asked a question of the audience, the 
gathered managers discussed their thoughts around their 
tables before their answers were visible to all on large pro-
jector screens.

 Having a big meeting with people gathered from all around 
the world was not only a way to steer according to the strat-
egy, it was also a chance to strengthen the corporate culture, 
a chance to meet old friends, and an opportunity to com-
pare how different customer centers act in  their markets.

3
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STRATEGIES ENFORCED

Horst Wasel, Prime Energy, the United States:

“This is a great oppor tunity not only to see 
strategies and business plans, but also to meet 
people from all over the Group to improve the 
communication and learning process.”

Radoslav Vojnovic, Compressor Technique, Russia:

 “The rental industry is only in an embry-
onic stage in Russia. It was very interest-
ing to hear more about how rentals are 
handled in the United States.”
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Atlas Copco in Brief
Mission

The Atlas Copco Group is a world leading provider of 
industrial solutions. In close cooperation with its customers, 
Atlas Copco fulfi ls its mission to innovate for superior pro-
ductivity. The offering ranges from compressed air and gas 
equipment, generators, construction and mining equipment, 
industrial tools and assembly systems, to related aftermarket 
services and equipment rental.

Vision

The Atlas Copco Group’s vision is to become and remain 
First in Mind—First in Choice™ of its customers and pros-
pects, and of other key stakeholders.  

Strategy

Atlas Copco has strong positions globally and is market 
leader in most segments where it offers products and solu-
tions. The Group concentrates on strengthening its position 
within segments where it is already strong and has core com-
petence. Within segments where it does not have a market 
leading position—and has no possibility to get such a posi-
tion without too much sacrifi ce—the Group has decided to 
leave the business.

To reach its vision First in Mind—First in Choice™, the 
Group has three overall strategic directions:

Organic and acquired growth
Growth should primarily be organic, supported by selected 
acquisitions. Growth can be achieved by:

• geographic expansion, by opening additional 
customer centers 

• deeper market penetration, by recruiting more service 
and sales personnel

• acquiring more channels to the market, for example 
more brands or more distributor channels 

• continuously launching new products for existing 
applications

• fi nding new applications for existing products
• acquiring products for existing applications  
• acquiring technology/expertise in related applications

Innovations and continuous improvements
To be a market leader demands continuous substantial 
investment in research and development. Customers should 
be offered fi rst class products and solutions that increase 
their productivity. The products and solutions should pro-
vide extra benefi ts for the customer compared to their pre-
decessor or to the competition. 

Strengthened aftermarket
The aftermarket comprises accessories, consumables, 
parts, service, maintenance, and training. A strengthened 
aftermarket offers the Group a stable revenue stream, high 
growth potential, optimized business processes, and product 
developers get a better understanding of their customers’ 
needs and wishes. 

Countries covered by Atlas Copco’s customer centers 

Production sites
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ATLAS COPCO GROUP

Excluding goodwill impairment charge in 2002. Restated for IFRS 2004.

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 
6.7% excluding currency translation effect. The Group’s 
operating margin averaged 13.7% for the past fi ve years. 
In 2005, the operating margin was 17.8%.

Primary drivers of Atlas Copco Group revenues

Capital goods investment in various private and public 
sectors, 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 infl uenced by customers’ ambitions to 
improve productivity, quality and capacity. Customers in 

the construction and mining industries require equipment, 
including drill rigs, drilling tools, breakers, portable com-
pressors, and generators. Large infrastructure investments, 
such as tunnel construction for roads, railways and hydro-
electric 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 goods, 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 
customers increasingly look for suppliers that offer addi-
tional services or functions rather than only the equipment. 
Atlas Copco is also looking to offer more services and after-
market products in line with the Group’s aftermarket strat-
egy. Demand for these services and products is relatively 
stable compared to the demand for equipment. Currently, 
aftermarket and rental revenues are generating almost half  
of Atlas Copco’s revenues.
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Sustainable development
It is a huge challenge to balance the economic, environmen-
tal, and social dimensions of a business-oriented company. 
The Atlas Copco Group constantly measures changes 
within the different dimensions.  

Within the economic dimension, the challenge lies in con-
tinuing to generate and distribute increasing added value to 
key stakeholders. This is best achieved by developing new 
and better products and constantly improving productivity 
while Atlas Copco simultaneously continues to adhere to 
the reliable leadership model, used by all operational busi-
nesses in the Group: stability fi rst, then profi tability, and 
fi nally growth.

Within the environmental dimension, the most important 
issue is how customers use and dispose of Atlas Copco 
products. When new products are developed and manufac-
tured, the products should not only be better than earlier 
products but also better than those offered by the competi-
tion. Consideration is also given to limiting the environmen-
tal impact compared with earlier generations, while continu-
ously reducing the relative use of resources in the 
production process.    

Within the social dimension of sustainability, the largest 
challenge lies in recruiting, developing and retaining profes-
sional employees while simultaneously ensuring that labor 
laws and human rights are respected.  

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 numerous companies, Atlas Copco works 
hard with continuous competence development, knowledge 
sharing and on implementing the core values—interaction, 
commitment, and innovation. Everybody is expected to 
contribute by committing themselves to Group objectives 
and to their own aligned, individual performance targets.

Brands
Atlas Copco—the leading global brand

In order to realize its comprehensive vision of First in Mind 
—First in Choice™, the Group owns more than 20 brands. 
The Group can better satisfy various customers’ specifi c 
needs with more brands in its portfolio. 

Each brand in the Group is to have a distinct brand prom-
ise that expresses the heart of the brand and differentiates 
it from its competitors. It should also be clearly evident to 
which industrial segments and geographical markets the var-
ious brands are aimed. A variety of distribution channels 
should also be used to market and sell the various brands. 

The Atlas Copco brand offers products of the highest, 
world-class quality globally. The brand is complemented by 
several regionally strong brands. 

During 2005, efforts were made to further strengthen the 
Atlas Copco brand promise. Surveys and interviews indicate 
that Atlas Copco has a very strong corporate culture and a 
well-known brand in segments where the Group is doing 
business.  

A brand is strong when the target group is attracted to it, associate it with 
quality, innovativeness and values, and also feel trust in and loyalty to the 
brand. A strong brand also entices customers to test other products from the 
company’s product range. The fact is, the greater the investment, the more 
probable the customer will opt for a brand he or she trusts.

Brands, % of sales

Others, 2%

Worthington Creyssensac, 1%

Prime Energy, 1%

CP, 4%

RSC Equipment Rental, 23%

Atlas Copco, 69%
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Facts in Brief
Atlas Copco is a world leading provider of industrial productivity 
solutions. The products and services range from compressed 
air and gas equipment, generators, construction and mining 
equipment, industrial tools and assembly systems, to related 
aftermarket and rental. In close cooperation with customers 

and business partners, and with more than 130 years of 
experience, Atlas Copco innovates for superior productivity. 
Headquartered in Stockholm, Sweden, the Group’s global 
reach spans more than 150 markets. In 2005, Atlas Copco 
had 27 000 employees and revenues of BSEK 53.

Compressor Technique

Rental Service

Construction and Mining Technique

Industrial Technique

The Business  Brands

The Compressor Technique business area develops, manu-
factures, markets, distributes, and services oil-free and oil-
injected stationary air compressors, portable air compres-
sors, gas and process compressors, turbo expanders, 
electric power generators, air treatment equipment (such 
as compressed air dryers, coolers, and fi lters) and air man-
agement systems. It offers specialty rental services of 
chiefl y compressors and generators. 
 Development, manufacturing, and assembly are concen-
trated in Belgium, with other units situated in Brazil, China, 
France, Germany, Great Britain, India, Italy, the Nether-
lands, and the United States.

The Construction and Mining Technique business area devel-
ops, manufactures, and markets rock drilling tools, under-
ground rock drilling rigs for tunneling and mining applications, 
surface drilling rigs, loading equipment, exploration drilling 
equipment, and construction tools. 
 The business area has its principal product development and 
manufacturing units in Sweden and in the United States, with 
other units in Austria, Canada, China, Finland, Germany, India, 
J apan and, South Africa.

The Industrial Technique business area develops, manufac-
tures, and markets high quality industrial power tools, assem-
bly systems and aftermarket products and service. It serves 
the needs of advanced industrial manufacturing, like the 
automotive and the aerospace industry, general industrial 
manufacturing and maintenance and vehicle service. 
 Industrial Technique has its principal product development 
and manufacturing in Sweden, China, Great Britain, France, 
the United States, and Italy and has assembly system applica-
tion centers also in several other markets.

The Rental Service business area, with 465 rental stores in 
38 states in the United States, 5 provinces in Canada and in 
Mexico, provides equipment rental and related services to 
customers in the construction, industrial manufacturing, and 
homeowner segments. Sales of used equipment, spare parts, 
accessories, and merchandise support the business.
 The business area operates with two well-respected brands. 
RSC Equipment Rental serves the general equipment rental 
market for both construction and industrial customers, while 
Prime Energy provides oil-free air, generator and tempera-
ture-control services to a broad range of industries. 
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Other, 10%

Service, 7%

Mining, 4%

Process, 27%

Construction, 12%

Manufacturing, 40%

Other, 16%

Service, 1%

Mining, 42%

Process, 1%

Construction, 38%

Manufacturing, 2%

Other, 15%

Service, 1%

Process, 2%

Construction, 1%

Manufacturing, 81%

Other, 8%

Service, 11%

Mining, 2%

Process, 11%

Construction, 62%

Manufacturing, 6%

Asia/ 
Australia, 25%

Africa/
Middle East, 7%

Europe, 48%

North America, 
14%

South America, 
6%

Asia/ 
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Europe, 31%

North America, 
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South America, 
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Middle East, 4%

Europe, 51%
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South America, 
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North America, 
100%

Revenues and operating margin Customers Markets
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Operating margin, %25 000

20 000

15 000

10 000

5 000

0

MSEK

Revenues, MSEK
Operating margin, %20 000

15 000

10 000

5 000

0

MSEK

Revenues, MSEK
Operating margin, %15 000

12 000

9 000

6 000

3 000

0

MSEK

Revenues, MSEK
Operating margin, %

MSEK

Excluding professional 
electric tools from 2003.

Revenues by business area Revenues by customer category Revenues by geographic area

Rental Service, 22% Compressor 
Technique, 39%

Construction and 
Mining Technique, 28%Industrial Technique, 11%

Other, 12%

Service, 6%

Mining, 14%

Process, 13%

Construction, 29%
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0 Excluding goodwill impairment charge in 2002. 

Restated for IFRS 2004.

Restated for IFRS 2004.

Restated for IFRS 2004.

Restated for IFRS 2004.
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GUNNAR BROCK 
President and Chief Executive 
Offi cer of the Atlas Copco 
Group.

BENGT KVARNBÄCK 
Senior Executive Vice Presi-
dent of Atlas Copco AB and 
Business Area President 
Compressor Technique.

MARIANNE HAMILTON 
Senior Vice President Organi-
zational Development and 
Management Resources.

BJÖRN ROSENGREN 
Senior Executive Vice Presi-
dent of Atlas Copco AB and 
Business Area President 
Construction and Mining 
Technique.

FREDRIK MÖLLER
Senior Executive Vice Presi-
dent of Atlas Copco AB and 
Business Area President 
Industrial Technique. 

TOM ZORN
Business Area President 
Rental Service.

HANS OLA MEYER 
Senior Vice President Control-
ling and Finance.

HANS SANDBERG 
Senior Vice President General 
Counsel.

ANNIKA BERGLUND 
Senior Vice President Corpo-
rate Communications.

Björn Rosengren

Annika Berglund

Hans Ola Meyer

Fredrik Möller

Marianne Hamilton

Tom Zorn

Bengt Kvarnbäck

Hans Sandberg

Gunnar Brock
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Atlas Copco AB
SE-105 23 Stockholm, Sweden 

Phone: +46 8 743 80 00
Corp.id.no: 556014-2720

www.atlascopco.com

Addresses

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)2 689 05 11
Bolivia  +591 (0)3 343 68 68
Brazil  +55 (0)11 41 96 87 00

Bulgaria  +359 (0)82 81 05 55
Canada  +1 514 366 26 26
Chile  +56 (0)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 (0)20 27 14 64 16 17
Indonesia  +62 (0)21 780 10 08
Iran  +98 (0)21 669 377 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)55 553 21 06 00
Mongolia + 976 (1)1 99 11 48 16

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 +40 021 351 37 62
Russia +7 495 933 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
Slovenia +386 (0)1 234 27 10
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)38 56 29 00
Turkey  +90 (0)216 581 0 581
Ukraine  +380 (0)44 205 37 28
United States  +1 973 439 34 00

Uzbekistan +998 (0)711 20 47 64
Venezuela  +58 (0)212 256 23 11
Vietnam +84 (0)8 898 96 38
Zambia +260 (0)2 31 12 81
Zimbabwe  +263 (0)4 62 17 61

Atlas Copco Customer Centers Worldwide

Atlas Copco Group Center

Atlas Copco AB (publ)
SE-105 23 Stockholm, Sweden
Phone: +46 8 743 80 00
Fax: +46 8 644 90 45
www.atlascopco.com
Corp. id. no: 556014-2720

Atlas Copco 

Compressor Technique

Airpower
P O Box 100
BE-2610 Wilrijk, Belgium
Phone: +32 3 870 21 11
Fax: +32 3 870 24 43

Atlas Copco 
Airtec
P O Box 101
BE-2610 Wilrijk, Belgium
Phone: +32 3 870 21 11
Fax: +32 3 870 24 43

Atlas Copco
Industrial Air 
P O Box 103
BE-2610 Wilrijk, Belgium
Phone: +32 3 870 21 11
Fax: +32 3 870 25 76

Atlas Copco
Oil-free Air 
P O Box 104
BE-2610 Wilrijk, Belgium
Phone: +32 3 870 21 11
Fax: +32 3 870 24 43

Atlas Copco
Portable Air 
P O Box 102
BE-2610 Wilrijk, Belgium
Phone: +32 3 870 21 11
Fax: +32 3 870 24 43

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 Construction 

and Mining Technique

SE-105 23 Stockholm, Sweden
Phone: +46 8 743 80 00
Fax: +46 8 644 90 45

Atlas Copco
Underground Rock Excavation
SE-701 91 Örebro, Sweden
Phone: +46 19 670 70 00
Fax: +46 19 670 70 70

Atlas Copco
Surface Drilling Equipment 
SE-701 91 Örebro, Sweden
Phone: +46 19 670 70 00
Fax: +46 19 670 72 98

Atlas Copco
Rocktec
SE-701 91 Örebro, Sweden
Phone: +46 19 670 70 00
Fax: +46 19 670 75 13

Atlas Copco 
Drilling Solutions
PO Box 462288
Garland TX 75046-2288, USA
Phone: +1 972 496 74 00
Fax: +1 972 496 74 25

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 96 00
Fax: +46 8 743 96 50

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

Atlas Copco 

Industrial Technique

SE-105 23 Stockholm, Sweden
Phone: +46 8 743 80 00
Fax: +46 8 644 90 45

Atlas Copco Tools and Assembly 
Systems Motor Vehicle Industry
SE-105 23 Stockholm, Sweden
Phone: +46 8 743 95 00
Fax: +46 8 640 05 46

Atlas Copco Tools and Assembly 
Systems General Industry
SE-105 23 Stockholm, Sweden
Phone: +46 8 743 95 00
Fax: +46 8 640 05 46

Chicago Pneumatic Industrial
199, Route de Clisson
B.P. 13627
FR-44236 Saint-Sébastien-sur-
Loire Cédex, France
Phone: +33 2 40 80 20 00
Fax: +33 2 40 33 27 07

Chicago Pneumatic Vehicle Service
1800 Overview Drive
Rock Hill, South Carolina 
29730-7463, USA
Phone: +1 803 817 70 00
Fax: +1 803 817 70 06

Atlas Copco 
Tooltec
SE-105 23 Stockholm, Sweden
Phone: +46 8 743 95 00
Fax: +46 8 640 05 46

Atlas Copco Rental Service

6929 E. Greenway Parkway, 
Suite 200
Scottsdale, AZ 85254, USA
Phone: +1 480 905 33 00
Fax: +1 480 905 34 00

Rental Service Corporation
6929 E. Greenway Parkway, 
Suite 200
Scottsdale, AZ 85254, USA
Phone: +1 480 905 33 00
Fax: +1 480 905 34 00




