
Service 
Solution
Switching to higher-quality components and service 

boosted productivity for a major Chinese manufacturer. 

Biel cryStal Manufactory ltd 
in China makes glass for camera lenses, 
watches, smartphones and tablets. The glass 
 coating operations at the company’s large 
factories in Shenzhen and Huizhou are sup-
ported by more than 700 vacuum pumps 
from Atlas Copco Vacuum Technique. Biel 
had experienced poor performance and even 
production disruptions because of its use of 
local third-party providers of service, spare 
parts and oils, and the company turned to 
Edwards, a brand within the Atlas Copco 
Group, to find a sustainable solution. 

A local task force was formed, focused 
on investigating and solving these issues. In 
direct dialogue with Biel, the team discussed 
technical requirements and solutions and 
gained a full understanding of its business. 
As a result of this close cooperation, Biel 
switched to Edwards Ultragrade brand oils, 
and since then it has engaged Edwards to 
provide overhaul kits, spare parts and field 
service. The elimination of unplanned fail-
ures resulting from inferior-quality repairs 
or poor oil has resulted in improved opera-
tional performance at Biel’s factories. 
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MODULAR POWER
An Atlas Copco modular power plant is  
providing a remote city in the Amazon with  
constant electricity.

PARTNERS IN INDIA
Several national infrastructure projects are   
being built in India with the help of Atlas Copco,  
proving the value of partnership.

DIvERSITy
Atlas Copco is a truly diverse organization with 
employees all over the world. Meet some of  
them here.

CUSTOMER vOICES
Voice of the Customer methodology is helping 
Atlas Copco provide customers with added value 
that meets their exact needs.

GROWTH STRATEGIES
Acquisitions are a key component of Atlas Copco’s 
growth strategy. They also help meet customer 
demands. 
 
SUSTAINABLE CITIES
Our urban environments are being built and 
 redeveloped with sustainable solutions from 
 Atlas Copco.

INTRAPRENEURS
Intrapreneurs are employees of large corpora-
tions who act like entrepreneurs. Their risks are 
small but the rewards can be big.
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When You Wish 
Upon a Star

The Shanghai DiSney ReSoRT 
wanted to be a lush, green oasis for its 
visitors when it opened in June 2016. To 
do that it needed water – lots of water. So 
it created Wishing Star Lake and built a 
state-of-the-art water treatment plant for 
the facility.

Water is pumped into the treatment 
plant from an artificial river that sur-
rounds the resort, then injected into the 
lake after purification. Water from the 
lake is used for irrigation and green space 
maintenance.

The treatment plant uses Atlas Copco 
air blowers and air compression devic-
es, including six oil-free screw blowers 
for aeration treatment, two blowers for 
air supply of the filtration pool, and two  
oil-free vortex air compressors to supply 
power to instruments.

With this technology, energy costs are 
reduced by an average of 30% compared 
with competing lobe technology.

“More than one year’s operation prac-
tice with the Atlas Copco blower and air 
compressor impressed us with its high 

Disney Resort Shanghai

 efficiency and reliability,” says the head 
of the water treatment plant operation 
team.

With 7 million visitors coming through 
its gates since it opened, the resort is a 
hit. Thanks to the treatment plant, its 
wondrous green environment is playing  
a role in that success. 

The Shanghai Disneyland 
theme park features two 

hotels, Disneytown, a large 
shopping, dining and enter-
tainment district, a theatre 
and the Wishing Star Park.

Shanghai Disney is making itself a green 
paradise with Atlas Copco equipment.
text atlas copco  photo getty images

The Wishing Star Lake uses atlas Copco 
air blowers and air compression devices.

17APB2017_02_en_case_contents_13800.indd   3 2017-05-16   13:04:44
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This is Atlas Copco 

We are 
everyWhere

atlas copco 
group

revenue in 2016
101 356 BSeK

Atlas Copco is a world-leading provider of sustainable 
productivity solutions. Our products are used to create 
necessities in your daily life, from smartphones to coffee 
and pharmaceuticals. Atlas Copco is characterized by 
focused businesses, a global presence with a strong, stable 
and growing service business, professional people and  
a flexible manufacturing setup. 

Orders received per customer category

Manufacturing
38%

Services
5%

Mining
19%

Process 
industry

14%

Construction
17%

Others
7%

19+34+15+19+5+8
Revenue per business area

Compressor 
Technique

36%

industrial 
Technique

15%

Construction 
Technique

11%

Mining and rock 
excavation Technique

25%36+13+15+25+1113% 
vacuum  
Technique

In 2016, Vacuum Technique was part of Compressor Technique (restated figures).

North america
revenue 24%

south america
revenue 7%

17APB2017_04_en_this_is_atlas_copco_13799.indd   4 2017-05-16   13:04:53
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 provides compressed 
air solutions – indus
trial compressors, gas 
and process compres
sors and expanders, 
air and gas treatment 
equipment and air man
agement systems. The 
business area has a 
global service network 
and innovates for sus
tainable produc tivity in 
the manufacturing, oil 
and gas, and process
ing industries. Principal 
product de velopment 
and manufacturing 
units are located in 
Belgium, the United 
States, China, India, 
Germany and Italy. 

Compressor 
Technique

 provides industrial 
power tools and sys
tems, industrial assem
bly solutions, quality 
assurance products, 
software and services 
through a global net
work. The business 
area innovates for sus
tainable productivity 
for customers in the 
automotive and general 
industries, maintenance 
and vehicle service. 
Principal product devel
opment and manufac
turing units are located 
in Sweden, Germany, 
the United States, 
the United Kingdom, 
France, Japan and  
Hungary. 

Industrial 
Technique

 provides equipment 
for drilling and rock 
excavation, a com
plete range of related 
consumables and ser
vice through a global 
network. The business 
area innovates for sus
tainable productivity 
in surface and under
ground mining, infra
structure, civil works, 
well drilling and geo
technical applications. 
Principal product devel
opment and manufac
turing units are located 
in Sweden, the United 
States, Canada, China 
and India. 

Mining and Rock 
Excavation Technique

 provides construction 
and demolition tools, 
portable compressors, 
pumps, generators and 
lighting towers. The 
business area offers 
specialty rental and 
provides service 
through a global 
network. The business 
area innovates for 
sustainable productiv
ity in infrastructure, 
civil works, oil and gas, 
energy and drilling. 
Principal product 
development and 
manufacturing units are 
located in Belgium, 
Spain, Sweden, the 
United States, China 
and India. 

Construction 
Technique

This is what we do

Vacuum 
Technique

 provides vacuum 
products, exhaust 
management systems, 
valves and related 
products. The business 
area innovates for 
sustainable produc
tivity in semiconduc
tors and scientific 
applications as well as 
a wide range of 
industrial segments 
including chemical 
process industries, food 
packaging and paper 
handling. Principal 
product development 
and manufacturing 
units are located in the 
United Kingdom, the 
Czech Republic, 
Germany, South Korea, 
China and Japan. 

Headquartered in Stockholm, 
Sweden.

Stockholm

180
countrieS

Global reach, spans about 
180 countries. 

45 000
employeeS

From one to two worldclass companies
In the second quarter of 2018, Atlas Copco will split into two separate global groups, provided shareholders will approve. One will 
focus on the industrial market, and the other on the mining and civil engineering market. The purpose is to create an even stronger 
focus on customers and specific end markets to enable both groups to strengthen their leading positions.

aSIa/aUSTRalIa
revenue 30%

aFRICa/mIddle eaST
revenue 9%

eURoPe
revenue 30%
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A WORD FROM THE CEO

Atlas Copco has a long and 
solid track record of success. 
What are the challenges and 
opportunities ahead?

One of my first priorities 
is to look for new opportuni-
ties – what can we do more to 
achieve solid organic growth? 
We will continue to develop 
products and services that 
have tangible benefits for cus-
tomers so they can buy into 
their own success. Customers 
no longer have time for sup-
pliers who do not bring direct 
value. Already when we be-
gin product development, we 
should be crystal clear about 
the value it will bring.  

Another promising area 
is digitalization, which can 
make, for example, manu-
facturing and logistics more 
efficient. If you look at the 
kids, they search online for 
everything they are going to 
buy, and this is happening in 
business as well. We need to 
be first in search and best in 
content online.

Mats Rahmström took over as Atlas Copco’s President 
and CEO on April 27, 2017. The tall Swede has been with 
Atlas Copco for almost 30 years, and for the past several 
years he served as President of Industrial Technique, 
steering the business area toward significant growth. 
Here he talks about priorities, opportunities, the pending 
split of the Group and more.  
text and photo atlas copco

Helping customers find
SUCCESS

And what about specific 
markets? 

We have lots of opportu-
nities around the world. In 
Asia, for example, there is 
still strong growth and we 
have much to explore in terms 
of products, applications and 
coverage. More than 50% of 
new cars are manufactured in 
Asia, and China is the biggest 
car market. We will definitely 
strengthen our presence fur-
ther in Asia.  

There is some talk about 
increasing protectionism 

around the world, and this 
could be a challenge. Person-
ally, I strongly believe that 
free trade increases efficien-
cies in companies, but if pro-
tectionism spreads we need 
to have strong strategies to 
handle that.  

You begin your new role 
as the Group is preparing 
to split into two companies 
– one focused on industrial 
customers, and the other 
on mining and civil engi-
neering.  What are your 
thoughts on this?

It is of course a bit emotional 
because we have been together 
for so many years, but I fully 
support this Board decision. 
It will increase the focus in 
respective businesses, and 
both companies will be global 
market leaders in their areas. 
This should be positive for 
customers, employees and the 
owners of this company.  

Atlas Copco’s Industrial 
Technique business area has 
grown tremendously under 

Name: Mats 
Rahmström. 
Lives: Stockholm, 
Sweden.
Family: Wife and 
son.
Spare time: Fam-
ily, tennis, golf. 
Alternative  
career: Drummer 
in AC/DC.
Best thing about 
working at Atlas 
Copco: Working 
with passionate 
people, developing 
innovative solu-
tions that bring 
direct value to our 
customers. 

17APB2017_06_en_ceo_13805.indd   6 2017-05-16   13:05:07
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your leadership.  What were 
some factors that prompted 
this growth?

There are no shortcuts to 
sustainable success – you 
have to make the right invest
ments consistently over time. 
We invested in a lot of things 
that I believe in, like people, 
products and service, and 
ensured that everyone had a 
clear responsibility. We also 
developed a concept called 
Voice of the Customer to 
make a structured and strong 
analysis of the customer need. 
Thanks to this we can focus 
on R&D from the very be
ginning, and adjust the sales 

 material and speak to custom
ers in a way that is truly rele
vant for them.   

Vacuum Technique be-
came a new business area in 
2017.  What are the oppor-
tunities here?

The prospects for the 
vacuum business are great. 
Right now the semiconduc
tor business is going strong 
and spearheading the success 
a bit, but there are so many 
more opportunities for us in 
other applications, other in
dustries. On top of this, our 
team has a tremendous focus 
on innovation and engineer
ing, and we have fantastic 

products. The journey has 
just begun.  

The global community 
took a big step toward lower 
CO2 emissions with the Paris 
climate conference agree-
ment in 2015. How does this 
affect Atlas Copco?

First of all, personally I 
think it is a good thing that 
the global community is com
ing together on this. And the 
drive toward lower emissions 
is definitely good for Atlas 
Copco, as our products are in 
the forefront when it comes 
to lowering energy consump
tion. The best way we can 
contribute is to continue de

veloping efficient products 
that give our customers high 
productivity while at the same 
time lower emissions. We will 
continue to invest in R&D to 
support these goals. 

How would you describe 
your management style?  

I am very curious as a per
son and love to learn about 
industries, applications and 
solutions. You could call me 
an industrialist. I really enjoy 
working with people who are 
professional, passionate about 
what they do, and have the 
energy to succeed. I delegate 
authority but know that being 
available to people is key. 

“ Customers no longer have time for suppliers 
who do not bring direct value.”

Mats Rahmström is traveling 
extensively to interact with all 
parts of the organization. Here 
in discussion with compres-
sor experts at the Airpower 
 production facility in Belgium. 

17APB2017_06_en_ceo_13805.indd   7 2017-05-16   14:59:05
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Jungle 
power
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In a remote city in the Amazon jungle, 
four Atlas Copco generators ensure  
access to constant electricity.
TexT ATlAs CopCo Photo Getty imaGes

The isolaTed ciTy of iquitos, the largest metropolis 
in the Peruvian amazon, is enjoying a reliable 24-hour 
supply of energy thanks to a modular power plant sup-
plied by atlas Copco. 

iquitos, situated in the heart of the amazon rainfor-
est, is not connected to the Peruvian national grid, so it 
needs its own power supply for its growing population.

the modular power plant from atlas Copco, com-
prising four QaC1250 generators, has been integrated 
with the city’s current energy system. Coordinated by 
a network of controllers, these plug-and-play genera-
tors power up and down 
according to the on-site 
power requirements. 

the technologically ad-
vanced generator is the 
most efficient generator on 
the market in this power 
range, with fuel consump-
tion, noise levels and emis-
sions reduced to a minimum. 

the cooling system of 
the generator also adapts 
cooling to the needs of 
each region, which makes it 
ideal for the hot and humid 
 amazonian environment. 

Plug-and-play generators  provide reliable power for a 
city in the Amazon rainforest.

Iquitos

Peru

17APB2017_08_encase__big_photo_peru_13802.indd   9 2017-05-16   13:05:21
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Market IndIa
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In one of the world’s fastest-growing 
 economies, a series of national 
infrastructure projects are built with 
the help of Atlas Copco. 
TexT R F MaMoowala  photo atul loke 

A vAlued 
pArtner
IndIA on  
 the move
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Market IndIa

The buzzing Delhi Metro is an icon of 
national pride in India, as the most visible 
symbol of  India’s economic reforms. 
Providing Indians with safe, eco-friendly 
and speedy mass urban transportation 
in air-conditioned comfort, this project 
opened its first corridor in 2002, prov-
ing that India could have a sophisticated 
infrastructure project of an international 
standard. 

As the project expanded, Atlas Copco 
became a valued partner, supplying its 
complete concrete vibration equipment 
range for various Metro projects, ensur-
ing machine uptime and on-time service. 
The service offering included preven-
tive maintenance of equipment such as 
external vibrators, internal concrete vi-
brators of high frequency, plate compac-
tors, double drum rollers and jackham-
mers, says Peter Royston, Business Line 
Manager, Construction Tools Division of 
Atlas Copco, India.

“While all business opportunities are 
important for us, we are proud to be part-
ners in projects of national importance 
such as metros and railways, which de-

mand stringent equipment standards and 
are time-driven,” he says.

Atlas Copco has been supplying con-
struction equipment to railway projects 
in India for many years. One example is 
supplying concrete vibrators in 2014 to 
the Lucknow Metro Rail Corporation 
when it launched one of the most promi-
nent and expensive public transportation 
projects in India.

Atlas Copco has also supplied large 
numbers of gasoline-driven breakers to 

railways for tie-tamping applications. 
“We have given prime focus to metro 
projects, as we can provide solutions to 
the contractors and users from the start-
to-finish stage of construction,” Royston 
says. “Overall, we have been extremely 
successful in similar jobs and have ex-
panded our reach across India for larger 
metro projects.” 

In the vibrant and fast-growing Indian 
economy, mobile telephones and public 
transportation have been high-growth 
areas. Well over one billion mobile phones 
are used in India, the second-highest 
number in the world after China. And 
the explosion of vehicles on Indian roads 
has compelled even affluent Indians in 
megacities to use metro systems for com-
muting. Atlas Copco is a major vendor in 
the Noida-Greater Noida Metro link in 
Uttar Pradesh, adjacent to Delhi, which 
required a record speed of construction 
and precasting. “We are happy to be part 
of this prestigious project where 30 kilo-
meters with more than 1 450 pillars and 
18 metro stations are to be erected in two 
years,” Royston says. In this elevated 

Peter Royston, business Line Manager, Construction Tools Division of Atlas Copco, india, is proud to 
be a partner in projects of national importance, such as metros and railways.

“ Overall, we have been 
extremely successful in 
similar jobs and have 
expanded our reach 
across India for larger 
metro projects.”  
Peter Royston 
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metro project, Atlas Copco’s external 
vibrators and high-frequency vibrators 
were used to cast the girders, which re-
quired top-quality equipment with high 
reliability. “We’ve supplied 180 external 
vibrators, 120 high-frequency vibrators 
and 45 frequency converters, making 
this the biggest-ever order in terms of 
value for concrete equipment from Atlas 
Copco in India,” Royston says.

The result was an extremely happy cli-
ent. Says Chris Reeves, Project Director, 

CEC International Corporation, which 
is executing this project, “We have not 
experienced any downtime with Atlas 
Copco external vibrators, and hence have 
been able to cast girders in record time.”

But such huge business orders come 
with their own challenges. In a price-
sensitive market like India, the main 
challenge is fighting against low-price, 
low-quality competition. As the Noida 
Metro was pitched as the fastest metro 

construction, “we had to educate the 
customer on the importance of quality 
products, as any downtime with concrete 
equipment could be a disaster,” he says.

To ensure continuous uptime, a service 
engineer was dedicated to the site. In 
keeping with the Indian government’s 
Make in India program, Royston says 
Atlas Copco has offered customized 
 solutions to support these metro projects 
through its local state-of-the-art manu-
facturing plant in Nashik, in western 

17APB2017_10_en_market_india_13814.indd   13 2017-05-16   13:05:40
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Market IndIa

India. “Overall, high product reliability 
and after-sales support have made this 
project a great success,” he says. “We are 
happy to bring in technological sophisti-
cation in projects that boost urbanization 
and economic growth in India.”  

A similar sense of achievement for 
 being a major player in the Indian growth 
story is evident at Atlas Copco’s manu-
facturing unit at Hyderabad, in southern 
India. Here, mining consumables are 
manufactured, of which 75% are exported 
to countries such as the United States, 
Russia, South Africa and Ukraine. “We 
do a lot of value addition in our products 
through core manufacturing processes 
that are done in our world-class manu-
facturing facility,” says Prem Madha-
van, General Manager,  Atlas Copco, 
 Hyderabad.

The latest investment in R&D and 

capacity expansion at this center is an 
additional 800 million rupees ($12.5 mil-
lion). “We are doubling the capacity and 
establishing a world-class test center 
which will support the global engineer-
ing teams with new product testing and 
analysis,”  Madhavan says.  

One Of his biggest challenges in the 
consumables business is tracking the 
performance of a new product in field 
tests. “The in-house testing facilities 
will eliminate field tests as we simulate 
field conditions to ensure that the prod-
uct delivers the desired performance,” 
Madhavan says. “This will also mean 
considerably reduced time to market a 
new product.” 

Bangalore, another Indian city known 
for technology, is home to one of Atlas 
Copco’s two global engineering centers, 

A dazzling swanky panel at terminal 3 of the Delhi international Airport which has won several inter-
national awards. the panel depicts important mudras (moves) in classical indian dance.

“ We provide engineering 
and computer  -based  
design and modeling 
support, and today’s 
India has the right  
resources for doing  
such high-tech work.”  
Chandu Rao

17APB2017_10_en_market_india_13814.indd   14 2017-05-16   13:05:43



  achieve  15     

the other being in Pune, in western India. 
The Bangalore center supports two busi-
ness areas of Atlas Copco, covering min-
ing and construction. Here the workforce 
comprises more than 300 engineers and 
software developers. 

“We provide engineering and 
computer -based design and modeling sup-
port to Atlas Copco R&D centers all over 
the world,” says Chandu Rao, General 
Manager, who heads the facility.  

Say, for example, the R&D team of 
any product unit of Atlas Copco wants to 
create a new product and needs support 
in creating the concepts. “We take them 
through feasibility studies, designing 
the models and the virtual validation of 
the design through special software, and 
support the product companies in build-
ing and testing prototypes,” Rao says.  

He says India is the right place to find 
the talent necessary to staff this mod-
ern facility. “We are proud that among 
our very competent engineers, 13% are 
 women, and our aim is to go higher,” he 
says. “Whenever we recruit fresh engi-
neers from universities, we make sure we 
have the right gender mix.”

When the Swedish-based surface and 
exploration drilling division recently 
wanted to design a product for the China 
market, it didn’t have an R&D team in 
China. But the Bangalore center had 
many engineers working closely with 
the Swedish engineers. Rao and his team 
were chosen to design the new product. 
“We supported our Chinese colleagues 
in testing, prototyping and validating 
the machine,” Rao says. “Once that was 
done, all the drawings were transferred 
to China for mass production.”  

india’s breakneck 
pace of growth 
has spurred 
 demand for high-
tech equipment 
to build infra-
structure.

Atlas Copco  
in India
Total number of employees 
in India: 
3 000; 10% women

Manufacturing units 
  Atlas Copco product 
company Nashik
  Atlas Copco product 
company Dapodi, Pune 
   Atlas Copco product 
company Chakan, Pune
  Atlas Copco Secoroc  
India, Hyderabad

Sales  
and Service 
   Atlas Copco Construction 

Technique 
  Mining and Rock  
Excavation Technique 
  Compressor Technique
  Tools and Assembly 
 Systems
  Gas and Process 
 Applications 
  Chicago Pneumatic 
 Compressors 
 Chicago Pneumatic Tools
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Market IndIa

Keeping customers happy and 
getting their continued patronage is the 
key objective of any business. Custom-
ers help us to improve by sharing their 
 opinion, so it is important to ask them 
about their experience with the brand. 
Atlas Copco’s global customer experience 
hub is based in India, and has a well-de-
fined process in place to track customer 
loyalty and satisfaction levels. 

Panchali Chandrashekar, who heads 
the Customer Experience Hub, says that 
after a sale or service is completed, the 
customer receives a brief survey. “This 
is a very simple form with six or seven 
questions,” she says. “The primary one is 
‘How likely are you to recommend   
Atlas Copco to other business contacts?’ ”  

Customers respond to this question 
on a scale of 0 to 10, where 10 means 
“most likely to recommend” while 0 is 
“very unlikely to recommend.” A score 
of 9 or 10 indicates that the customer is 
a “promoter” who will recommend our 
products or service to others, while 7 to 8 
indicates “passive” customers who might 
have expectations for further improve-
ment, and 0 to 6 indicates that the customer 
is quite unhappy and may not recom-

mend Atlas Copco’s product or service 
to others. 

The whole process is automated and 
operates on a real-time basis. As soon as 
the customer responds to the survey, the 
system captures the response and notifies 
the right people in the organization. 

“ The primary one is 
‘How likely are you to 
recommend Atlas Copco 
to other business  
contacts?’ ”  
panchali chandrashekar

Internal 
 competence 
centers
gecia: The Global  
Engineering Center India 
Airpower was created in 
2001 for faster production. 
Beginning with 10 em-
ployees and doing mostly 
 mechanical engineering 
work, it now has 450 em-
ployees. Mission: to reduce 
production-to-market time. 

cmtec: Located in 
 Bangalore, this engi-
neering center provides 
engineering and software 
services to all Atlas Copco 
divisions covering mining 
and construction, and has 
delivered about 464 000 
hours in 2016 to various 
divisions. 

customer experience 
hub: Established in Janu-
ary 2014, the Customer 
Experience Management 
(CEM) Hub in Pune, India, 
focuses on the Atlas Copco 
Customer Loyalty Program 
and strives to build trust 
among Atlas Copco’s  
customers globally. This 
hub currently manages  
97 customer centers.

Brand studio: Estab-
lished in 2011 and located 
in Pune. Provides niche 
services in communica-
tion, branding and graphic 
design to all units and 
functions within the Atlas 
Copco Group worldwide. 

CusTomEr 
FEEDBACK
LEADs THE WAY
text atlas copco  photo getty Images

“Getting back quickly to unhappy cus-
tomers provides a window to win them 
back through dialogue and interaction,” 
Chandrashekar says. “Promoters” are 
not always approached, as they can be 
expected to recommend Atlas Copco to 
others anyway, but touching base with 
this group is also necessary. For instance, 
a promoter from the cement industry in 
Turkey had given a rating of 10 but was 

planning to buy more equipment from 
another company – “not because he was 
unhappy with our machines, but he want-
ed variety,” she says. A personal visit 
 persuaded him to return to Atlas Copco.

Besides these “transactional” surveys, 
which are based on completed jobs, the 
Customer Experience Hub conducts “re-
lationship” surveys once a year, mainly 
with distributors. Trends can be tracked 
over time to make sure that the customer 
experience is as good as possible. 
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Qingdao Sifang China

In ChIna, a gIant factory in Qingdao 
turns out three fleets of high-speed trains 
every four days. China is already operat-
ing trains that run at more than 200  
kilometers per hour on 20 000 kilometers 
of track, more than the rest of the world 
put together, and the network is expand-
ing rapidly. CRRC Qingdao Sifang 
 designs and manufactures nearly half of 
China’s high-speed trains. The company 
has been using Atlas Copco nutrunners 
and wrenches for years, and it has re-

cently purchased another 60 Power Focus 
 controllers and 180 virtual stations.
The advanced tools from Atlas Copco 
have greatly enhanced assembly qual-
ity, reduced the chances of human error 
and improved the factory’s ergonomics 
“Our production line operators are so 
happy that they can comfortably oper-
ate the tools with less muscle labor,” says 
Guoyan Lv, a bogie assembly engineer at 
Qingdao Sifang.    
text: AtlAs CopCo
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ChIna on the 
fast tRaCk

China is operating trains that run at more 
than 200 kilometers per hour on 20 000 

kilometers of track.

“ Our production line 
operators are so happy 
that they can comfort-
ably operate the tools 
with less muscle labor.”  
guoyan Lv
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xxxxxxxxxxxx

Welcome 

to the smorgasbord

people power

29+26+17+13+8+7
Professional 
categories

30% service.
25% production

17% administration
13% sales

8% marketing
7% research and 

 development

50%
In Hungary, the  

Industrial  
Technique  

business area  
employs more than 

50% women. 

54
Atlas copco 

 encourages inter-
nal mobility and 

currently has man-
agers on interna-

tional assignments 
coming from 54 
countries, and 
working in 58.  

57
There are 57 

 nationalities rep-
resented among 
the 420 senior-
most managers  

worldwide.
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Atlas Copco is a decentralized group of companies, made stronger through 
diversity. The Group has around 45 000 employees, men and women of all 
ages representing different countries and cultures. But decentralization 
never means fragmentation. The internal job market, using Atlas Copco’s 
unique philosophy of how to recruit and grow talent, is only one of the tools 
that keep the Group together.
TexT Cari simmons, Ylva Carlsson  photo AtlAs copco
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people power

employees
Atlas Copco believes in diversity and global interaction. 
Meet four colleagues who explain what they like about 
their work and how they keep growing in their jobs.

“There is a noT a single 
moment in the last 10 years 
that I have felt bored,” says 
Handan Sahin, currently the 
Vice President Holding Turkey 
and Middle East.  “Although it 
gets hectic from time to time, I 
enjoy the dynamic nature of the 
company.” 

Handan started out as a 
business controller at Atlas 
Copco in Turkey in late 2005. 
She was attracted to Atlas 
Copco because it was a multi-
national company and a leader 
in its markets. “I had a very 
good impression as to the fu-
ture opportunities and career 
possibilities,” she says.

And indeed, her career has 
gone far. Handan has held 
a number of roles including 
Acting Vice President Busi-

ness Control for the Airtec 
Division in Belgium. Her 
current appointment started 
in August 2016, with core 
responsibilities that include 
coordinating the region’s le-
gal and tax matters, ensuring 
compliance with external and 
internal policy rules and act-
ing as a spokesperson to local 
professional organizations. 

Handan also supports the 
company’s efforts to promote 
the group values, equal  
opportunities, fairness and  
diversity. “Atlas Copco  
always  appreciates hard work 
and talent,” she says.  
“Opportunities are there and 
employees are empowered. I 
also think Atlas Copco has a 
culture where respect for per-
sonal life is very high.”

name: 
Handan Sahin
Current posi-
tion: Vice Presi-
dent Holding 
Turkey and 
Middle East
education: 
Middle East 
Technical Univer-
sity and Krannert 
Graduate School 
of Management 
at Purdue Uni-
versity (MBA), 
Turkey and USA.

shinpei MuTo started 
working at Atlas Copco in 
Japan as a quality control en-
gineer. After four years he be-
came a quality group leader of 
Safety, Health, Environment 
and Quality (SHEQ), and he 
looks forward to developing 
his career further through a 
managerial position in the 
future.

Shinpei began working at 
Atlas Copco in 2011, after 
graduating as a mechani-
cal engineer. “I joined Atlas 
Copco because I wanted to 
work with a company that was 
present all over the world,” he 
says. “Today I am in charge 
of quality control at Surface 
Drilling’s Yokohama factory. 
My job is to inspect incoming 
machine parts and final prod-

ucts for world-class quality 
and safety. I also keep track 
of what customers across the 
world want so that our factory 
can exceed expectations on all 
fronts.”

Atlas Copco is an ideal 
place for learning, Shinpei 
says, with seminars and train-
ing for employees to help 
build competence in differ-
ent areas. “Even lunchtime is 
not wasted,” he says “We play 
catch or soccer, which helps 
our teamwork. 

“I am proud of the fact that I 
help deliver top-class quality, 
and I love the joy of learning 
new things all the time,” Shin-
pei says. “At Atlas Copco, the 
learning never stops.” 

name: 
Shinpei Muto
Current posi-
tion: Quality 
Group Leader/
SHEQ 
education: 
Bachelor of 
 science in 
 mechanical 
engineering from 
Nihon University, 
Japan. 

eMpoWereD
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Stewart DaviDSon, 
brand and marketing com-
munications manager within 
Atlas Copco’s Vacuum Tech-
nique business area, says he 
has had “a weird and wonder-
ful career”. The “weird” part 
may refer to his early career. 
Stewart joined the military at 
17 to become a radar engi-
neer. This was followed by 
ten years with the Royal Air 
Force Regiment that took 
him to many different parts 
of the world.  After seeking 
his fortune in New Zealand, 
he came back to the UK and 
worked at Motorola, on the 
first-generation digital mobile 
phones. Stewart then moved 
on to a Dutch semiconductor 

company called ASM Inter-
national, which gave him the 
opportunity to live in coun-
tries like Japan, Finland and 
the USA. In 2003 he happily 
settled into life in England, 
prompted by a job offer from 
Edwards Group, a company 
later acquired by Atlas Copco. 
“When you get an opportuni-
ty, you go for it,” says Stewart. 
In his current role, he is par-
ticularly passionate about 
brand reputation. “My job is 
really about creating a good 
feeling around our brands 
especially in the eyes of our 
customers. Sometimes just 
looking up and feeling proud 
of who you are working for is 
really key,” he says.

FranciSca MgoMba likes 
a challenge, and her job as a 
sales engineer within Atlas 
Copco’s Mining and Rock 
Excavation gives her plenty of 
those. “I meet different kinds 
of customers, people and 
cultures every day and face 
new difficulties to overcome,” 
Francisca says. “It makes me 
become more innovative and 
able to find solutions to what-
ever problems I come across.” 

These are some of the rea-
sons why Francisca became 
an engineer in the first place, 
she says, adding that she en-
joys designing and making 
“innovative things to simplify 
life.” The sales engineer is 
currently taking an MBA, 

which will broaden her skills 
and challenges even further.

Francisca, who has worked 
at Atlas Copco since 2011, be-
lieves that providing the best 
customer solution comes from 
first listening carefully to 
the customer and finding out 
what their specific needs are. 
“Many of our customers have 
a lot of experience,” she says. 
“I learn a lot from them.” 

A healthy dose of confi-
dence helps too, she adds. 
“My confidence comes from 
knowledge of the products. 
Once you know the product 
well, it is easy explaining it to 
customers.”

name: Francisca 
Mgomba
current Posi-
tion: Sales Engi-
neer, Tanzania
education: 
Bachelor of sci-
ence in industrial 
engineering from 
the University of 
Dar es Salaam, 
Tanzania. Cur-
rently working on 
her MBA.

6% 
in africa/

Middle east

43%
in europe

29% 
in asia/australia

15% 
in north america

7% 
in South america

name: Stewart 
Davidson 
current posi-
tion: Brand 
and Marketing 
Communications 
Manager, United 
Kingdom
education: 
 College degree in 
electronics and 
radar engineer-
ing at the No.1 
Radio School 
RAF Locking, 
United Kingdom.

40
with more than 
40 nationalities, 

atlas copco airpower 
in belgium is 

probably the most 
diverse workplace 

within 
atlas copco.

atlas copco is a truly global company with employees all over the globe.

17APB2017_18_en_the_multicultural_table_employers_13809.indd   21 2017-05-16   13:06:15



22  achieve

Customer insights

It’s all 
in the 

cards
Atlas Copco identifies the specific needs 

of each customer through the Voice of 
the Customer methodology.
TexT CARI SIMMONS  Photo Johan knobe

atlas copco is very focused on 
delivering on its brand promise to give 
added value to customers through sus-
tainable productivity. An excellent ex-
ample of this is to be found in the Indus-
trial Technique business area. In 2013 the 
business unit bumped up these efforts 
by implementing a Voice of the Cus-
tomer process. “This is a structured way 
to build knowledge about our custom-
ers’ needs,” says Voice of the Customer 
Manager Hanna Lindh. “Maximizing 
customer value is the focus.”

Through the Voice of the Customer 
methodology, companies are better able 
to capture customers’ stated and unstated 
requirements and priorities. These can 
be obtained through deep interviews, 

field observations, surveys and more. 
Atlas Copco, working together with the 
company value model, has refined this 
methodology to include a face-to-face 
customer interview involving a deck of 
cards.

Lindh spreads out a stack of 23 cards 
on the table before her. Each card con-
tains a statement related to customer 
needs, such as “high robustness of the 
tool and tightening system” or “few un-
planned stops,” and the customer ranks 
the cards in order of importance. This 
leads to a discussion about priorities and 
needs in a process that normally takes 
between 30 and 45 minutes to complete, 
depending on the customer’s feedback.

igor sokolov, Product Manager 
Cordless Assembly Tools, has participat-
ed in the Voice of the Customer process 
on numerous occasions. He describes 
it as an opportunity for customers to 
highlight their specific requirements and 
be listened to without receiving a sales 
pitch. It is also an excellent way for him 
to gain greater customer knowledge. “We 
don’t normally get a chance to listen to a 
customer in this general way, and the out-

“ A lot of needs arise, and 
it’s important to focus on 
these needs when devel-
oping new products.” 
hanna lindh
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come is quite often surprising,” Sokolov 
says. “A lot of needs arise, many times 
unknown, and it’s important to focus on 
these needs when developing new prod-
ucts.”

The cards and interviews are just a 
part of the Voice of the Customer pro-
cess. The information gathered by Soko-
lov and his colleagues is then entered into 
a database, and the results are carefully 
analyzed and interpreted to create the 

Atlas Copco regularly meets with custom-
ers, such as this one in Spain, to increase 
the knowledge of their specific needs by 
using the Voice of the Customer method-
ology.
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 About Voice of the Customer
Atlas Copco’s Voice of the Customer 
methodology offers a structured way to 
build knowledge about customers. Rep-
resentatives from Atlas Copco meet the 
customer over cards which each contain 
a statement related to customer needs. 
The customer is asked to rank the cards in 
order of importance. This leads to ques-
tions and a discussion about priorities and 
specific needs. That information is gath-
ered and entered into a database where 
the results are analyzed and interpreted 
and used in product development. 
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Hanna Lindh, Voice 
of the Customer 
Manager. 
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Customer insights

AmAzon Robotics, a subsidiary of Amazon.com,  
automates fulfillment center operations through various 
methods of robotic technology, including computer vision, 
depth sensing and object recognition. The company was 
founded in 2003 and is headquartered in the U.S. state of 
Massachusetts. 

This Atlas Copco customer uses products including bat-

tery nutrunners, air tools and software tools. Amazon Robot-
ics was the first client to install the software tool ToolsNET 
8 in the U.S. general industry market, and the company 
 recently started using Atlas Copco’s new Power Focus 6000 
fastening solution. 

Amazon Robotics participated in Atlas Copco’s Voice of 
the Customer process in October 2016.   

Customer insights

“ This process is the basis for innovation, product 
development and our communication toward 
customers.”  
 Hanna Lindh

basis for innovation, product design and 
business development.

Joakim Edberg, Project Leader R&D, 
has conducted around 30 interviews, 
mainly with customers in the aviation 
industry. “When we start analyzing the 
Voice of the Customer data we some-
times see different information than we 
expected or realize that we need further 

information,” he says. Such observations 
have led, for example, to findings about 
tool usage in cramped areas, leading to 
a minor change in the design of a tool. 
This, says Edberg, resulted in a big im-
provement in terms of customer value.

Edberg says he was initially skepti-
cal about the card process, but due to the 
overwhelmingly positive reactions from 

customers and the valuable knowledge 
and data he can collect, he now welcomes 
opportunities to meet with customers 
through Voice of the Customer.

Atlas Copco has conducted more than 
300 of these card surveys so far, and is 
gaining momentum to include customers 
in all Atlas Copco Industrial Technique’s 
market segments around the world. 
“This process is the basis for innovation, 
product development and our commu-
nication toward customers,” Lindh says. 
“Customers appreciate that we spend 
the time and effort to understand what is 
important for them. Customers have also 
said that when conducting this process, 
insights and knowledge about their own 
needs and challenges increase too.” 
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 Optimal pressure North America 

It would be hard to imagine New 
York City without its glittering lights and 
billboards. In addition there are millions 
of air conditioners, TVs and other appli-
ances. They all need power, and lots of it.

Power plants around the world rely on 
Atlas Copco fuel gas booster compressors 
to ensure that natural gas fuel is delivered 
at the  optimal pressure for efficient  
combustion. Working around the clock, 
the plants – and the fuel gas boosters at 
their heart – must generate energy for a 
city that never sleeps. 

Through the experience gained from 
 having commissioned more than 420 fuel 
gas booster units around the globe, Atlas 
Copco has established itself as a go-to 
 solutions provider for this vital market.

Astoria Energy is a huge power plant, 
supplying energy to the vibrant New York 
city. “We like and trust Atlas Copco’s fuel 

p
h

o
to

: g
e

t
t

y
 i

m
a

g
es

Power plants, like the one from astoria 
energy, rely on fuel gas boosters from  
atlas Copco.

atlas Copco compressors 
work around the clock 
to generate energy for 
New York City.

gas boosters’ dependability,” says Astoria 
Energy plant manager Michael Stock-
stad. “We need high reliability, and the 
machines are integral to keeping the gas 
turbine generators online. We also value 
how they are able to adapt to changes in 

the gas turbine operation, from start-up 
into normal operations to responding to 
unplanned upsets.”

Because around-the-clock power 
 delivery is essential, Astoria also chose 
a comprehensive maintenance package 
from Atlas Copco in order to keep the 
fuel gas boosters performing in top con-
dition. The teams from Astoria and Atlas 
Copco Aftermarket work hand in hand to 
ensure total dependability.

“The fuel gas boosters are very  
stable,” says Astoria’s Maintenance 
Manager Ciector Whitelock. “We partic-
ularly like the fact that the compressors 
seem to protect themselves, preventing 
unscheduled maintenance or downtime. 
We have not seen any major compressor 
failures. The machines are methodical 
and well designed.”  
text: atlas CopCo 

PowerINg 
the CItY 
that Never 
sleePs
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acquisitions
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Acquiring companies is a key component in Atlas Copco’s growth 
strategy but also a powerful way to steadily develop the total product 
offering and the ability to serve customers. 
text JAN LINDROtH  photo maurizio camagna

fuel  growth
How acquisitions
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AtlAs CopCo has a long and solid 
 tradition of acquisitions as a strategic 
tool to relentlessly develop and expand 
the Group in order to better meet increas-
ingly complex demands from  customers. 
Acquiring high-quality  companies is now 
“business as usual” at Atlas Copco and a 
practice with a well-proven track record.

In the last 20 years, Atlas Copco has 
made around 130 significant acquisi-
tions, plus several smaller ones, which has 
brought almost 23 000 new employees into 
the Group.

Atlas Copco’s annual revenue growth 
target is set to 8% measured over a busi-
ness cycle, and the growth should primar-
ily be organic, supported by selective 
acquisitions.

“This is of course just a guideline, as 
each and every acquisition is made on 
its own merits and what it brings to the 
business,” says Jörgen Ekelöw, General 
Counsel at Atlas Copco, who spends a 
fair share of his time dealing with acqui-
sitions. “We have a very structured and 
well-balanced process and strategy for 
acquisitions.”

Although the strategy for acquisitions 
spans the entire group, the execution is 
very much down to each business divi-
sion, and they are all  required to have a 
clear growth strategy. Organic growth 
is typically the preferred route, but 
sometimes it is not possible or not fast 
enough to meet the overall goal. A gap 
then emerges which may be bridged with 

“You have two basic drivers for acquisitions – expanding market 
 presence or buying technology – and with FIAC we had both.”  

Alain lefranc

acquisitions. Subsequently, the divisions 
map out attractive  acquisition targets 
that could fill those gaps while making a 
strong cultural fit for Atlas Copco. These 
companies then constitute the potential 
“shopping list.”

“Defining your neeDs and oppor-
tunities is a key process when looking 
at acquisitions and knowing what your 
relevant market is,” says Alain Lefranc, 
President of the Professional Air divi-
sion. “Based on that, you then scan the 
market for possible targets rather than 
just being opportunistic and looking at 
what is for sale.” 

Acquisitions are typically done to 
acquire market access for existing busi-

italian piston compressor 
maker fiAC, an acquisi-
tion made in January 2016, 
triggered the creation of 
the new professional Air 
division within the  
Compressor technique 
business area, now headed 
by Alain lefranc. Here  
he talks with fabio fuligni, 
r&D specialist (left).  
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acquisitions

Jörgen Ekelöw, 
General Counsel at 
Atlas Copco, 

Wojciech 
Wróblewski,  
Vice President  
Fabrication and 
Maintenance at 
the General Indus-
try division.

nesses, new technology or products that 
complement the current range and ex-
pand the offer to customers.

One example is the acquisition of Italian 
piston compressor maker FIAC in January 
2016, which also triggered the creation of 
the new Professional Air division within 
the Compressor Technique business area, 
now headed by Alain Lefranc.

“You have two basic drivers for acqui-
sitions – expanding market presence or 
buying technology – and with FIAC we 
had both,” he says. “As we had already 
made several acquisitions around piston 
compressors in the US and Europe ear-
lier, it was now time to give it a special 
focus and its own division.”

IdEntIFyInG PossIblE and attractive 
acquisition targets can also involve work-
ing with the customers and together 
peeking into the crystal ball to stay one 
step ahead of technological developments. 

The Industrial Technique business 
area has the global motor vehicle manu-
facturing industry as a major customer 
 segment, and a strong trend in recent 
years has been placing more emphasis on 
lower fuel consumption and driving the 

sCA schucker manufactures adhesive and sealant equipment and provided Atlas Copco with a platform for further expansion into this 
fast-growing market segment.

use of lighter materials. This has led the 
motor vehicle industry to adopt alterna-
tive assembly solutions in addition to 
 traditional screws, bolts and welding.

“We work with clients to predict their 
future needs, in order to be prepared and 
able to offer solutions to satisfy them,” 
says Wojciech Wróblewski, Vice Presi-
dent Fabrication and Maintenance at the 
General Industry division in the Indus-
trial Technique business area. “Tight-
ening screws and bolts is traditionally a 
core competence of ours, and as we saw 
the use of adhesives emerging as an alter-
native joining technique, we saw it as an 
opportunity. We looked for companies 
with competence in this area, and as a re-
sult our Motor Vehicle Division made the 
decision to acquire SCA Schucker.” 

Atlas Copco bought SCA Schucker in 
2011. The company manufactures adhe-
sive and sealant equipment and provided 
Atlas Copco with a platform for further 
expansion into this fast-growing market 
segment.

In A sIMIlAr FAshIon, Portable Air 
morphed into the Portable Energy divi-
sion in 2011 and adopted four key product 
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acquisitions

pillars – compressors, generators, light 
towers and pumps. Ever since, acquisitions 
have been instrumental in gaining mo-
mentum and critical mass in each pillar.

“We established a core in the power 
pillar with the acquisition of genera-
tor maker GESAN in 2011, but we are 
still looking for more distribution in that 
area,” says Peter Lauwers, President of 
the Portable Energy division. “In water 
pumps we have made a recent acquisi-
tion and are looking for more companies 
to acquire all the technology we need and 
emerge as a new strong player in that field.” 

The companies on the ”shopping 
list” maintained by every division are 
typically contacted to explore potential 
interest in a transaction, but only after 
approval by the head of the division.

Sometimes it may be easy if the com-
pany is “unofficially” or even officially up 
for sale, but more often it is a question of 
starting a dialogue with the owners, espe-

cially if the company is family-owned.
“We can then start talking to them and 

get to know them better and they can get 
a sense of who we are, and this can go on 
for years,” Ekelöw says. “The ambition 
is of course to be a preferred buyer once 
the notion of selling becomes reality.”

In other cases, companies come 
knocking on Atlas Copco’s door to see if 
it might be interested in buying them.

If there is mutual interest, Atlas Copco 
does a valuation of the target business us-
ing a proprietary, standardized valuation 
model.

“The acquiring division makes the 
valuation for each company they are 
interested in,” Ekelöw says. “We have a 
central valuation team that reviews that 
valuation, and after that the division may 
move forward with a written price indi-
cation and a letter of intent to the owners.”

A letter of intent is normally not bind-
ing, but it outlines proposed terms of a 
deal and sets a framework for negotiations.

The air vessel is a key component of a compressor. air vessels store the compressed air as a source of energy, immediately available for 
any application requirement.

peter Lauwers, 
president of the 
portable energy 
division.
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Going into reverse 
For every buyer of a company 
there is of course a seller, and 
sometimes Atlas Copco takes 
that role and divests a com-
pany or unit. The reasons are 
similar to those for acquisi-
tions.

Acquiring good businesses to 
expand and improve the group is 
a central part of the strategy, but 
sometimes the reverse can also 
be true and divesting a com-
pany or unit is what is best for 
the group as a whole and for the 
concerned unit.

It is not frequent – there is 
only around one divestment for 
every 10 acquisitions – and the 
fundamental reason is that the 
divested unit will have a better 
fit with a new owner who can 
provide better growth opportu-
nities than Atlas Copco. Rare but 
sometimes true.

One recent example is the sale 
of the road construction equip-
ment business (Dynapac) since 
it did not have the economies of 
scale on its own to become the 
number one or two in that mar-
ket segment. Divestments have 
typically been larger than acqui-
sitions on average, as they have 
involved products or product 
lines or entire business units.

Then a process known as due diligence 
starts. That means Atlas Copco can 
scrutinize the company and its financial 
data, talk to management and so on. The 
purpose is to give the buyer an accurate 
picture of the state and health of the com-
pany before making any binding offer. It 
is a lot like inspecting a used car before 
deciding to buy it, and sometimes you 
may even take it to a garage for an expert 
opinion. In the same fashion, Atlas Copco 
may also use outside expertise and con-
sultants.

“The due diligence is always planned 
carefully and runs along checklists, and 
the important thing is to find potential 
deal breakers and circumstances that 
may have a material impact on the valua-
tion,” Ekelöw says.

IF everyThIng CheCks ouT and no 
negative surprises pop up, then Atlas 
Copco revises the valuation based on the 
findings in the due diligence and can be 

“ We have a very structured and well-balanced 
process and strategy for acquisitions.”  
Jörgen ekelöw

ready to move along with a binding offer 
– a formal bid on the table.

Then, if Atlas Copco wins the deal and 
it has been cleared by relevant regulatory 
authorities, the challenging process of in-
tegrating the new company into the Atlas 
Copco Group begins.

“It is always hard work to integrate an 
acquisition, and in fact size does not mat-
ter as much as one may think,” Lauwers 
says. “Smaller companies also take a lot 
of effort. Integrating a company always 
takes away some attention of manage-
ment and the core business.”

For that reason an integration manager 
is always appointed to run the process, 
and depending on the individual circum-
stances, companies can be more or less 
integrated into Atlas Copco. Some stay 
as independent companies, while others 
are amalgamated with the greater group.

Key objectives are to keep the impact 
on customer relationships at a minimum, 
realize the synergies that have been iden-

generators from the acquired gesan  
factory in spain.

The acquired gesan factory, now an Atlas Copco global power competency center for  
Portable energy.

acquisitions
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Timothy Plunkett, 
head of Mergers 
and Acquisitions 
and Business De-
velopment in the 
Mining and Rock 
Excavation Tech-
nique business 
area.

tified and avoid the loss of key people in 
the acquired company.

”There are always some painful phases 
in the integration process,” Lefranc says, 
“but as long as the acquired company is 
a good fit it is a win-win situation. After 
all, we acquire companies to grow.”

Speed is essential in the process, and 
an open and generous flow of information 
about what is happening and what the 
plans are is crucial to a successful inte-
gration. People tend to deal quite easily 
with change as long as they know what is 
going on.

SynERgiES ARE An important part of 
an acquisition, and they come in two main 
forms – sales synergies and cost syner-
gies. Sales synergies typically refer to 
cross selling, meaning that Atlas Copco 
can sell products from the acquired com-
pany in its channels and to its customer 
base, while the acquired company does 
the same but in reverse. Cost synergies, on 
the other hand, are generated through in-

The acquisition of of U.S.-based Wagner Mining Equipment in 1989 is a good example of how acquisitions can contribute to the  
development of highly innovative products like the Scooptram ST series. 

creased operational efficiencies and reduc-
ing overhead and overlapping functions.

“Sales synergies are very important 
but also difficult to estimate and are 
 sometimes perhaps overestimated,” says 
Timothy Plunkett, head of Mergers and 
Acquisitions and Business  
Development in the Mining and Rock 
Excavation Technique business area. 
“Cost synergies are easier to both identify 
and execute on and are quite predictable.” 

ATlAS CoPCo hAS a pronounced 
brand portfolio strategy and maintains a 
large number of strong brands for various 
products, many of them acquired at some 
stage. The brand portfolio strategy is par-
amount in maximizing market presence 
and penetration, with the aim to become 
and remain the leader in each market. 

The brands can constitute a very 
 important driver behind an acquisition, 
but whether they are kept is decided on a 
case-by-case basis. More often than not 
they remain in place. 
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AtlAs CopCo closed the acquisition of 
Leybold from the Oerlikon Corporation 
in September 2016. In a way, the move 
marked the start of the business area 
Vacuum Technique, which was officially 
launched on January 1, 2017.

In 2014 Atlas Copco established a firm 
bridgehead in the vacuum pump business 
with the acquisition of the listed compa-
ny Edwards Group. The market for vacu-
um solutions is growing, and there were 
several synergies between vacuum and 
compressed air solutions in sales, service 
and technology development.

“There is a consolidation trend in 
the industrial vacuum sector, and after 
Edwards, Atlas Copco was looking for 
more acquisition opportunities,” says 
Jeff Desroches, Corporate Development 
Director for the Vacuum Solutions divi-

The acquisitions of Edwards Group and then Leybold 
are two of Atlas Copco’s largest acquisitions in 
 recent years. Together they form the basis of the new 
Vacuum Technique business area. 

sion. “When Leybold came up for sale we 
knew we had to make a serious attempt 
since it was such a unique opportunity 
for the whole group. In fact, our CEO at 
the time Ronnie Leten was very involved 
in the whole process and could probably 
be considered the lead deal maker.” Des-
roches joined shortly after the Edwards 
acquisition and was deeply involved in all 
of the Vacuum Solutions division’s subse-
quent acquisitions, including Leybold.

The seller, Oerlikon, used an auc-
tion process to sell its vacuum business, 
which meant that many bidders of vary-
ing types were invited to submit bids. 
As an auction typically involves a fair 
number of interested parties, the due 
diligence started with a so-called vendor 
due diligence. The material was prepared 
by the seller and each bidder was allowed 

Acquiring 

a new business area

Vacuums are essen-
tial in the production 
of solar cells and the 
lamination of solar 
modules.

Acquisitions
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company as a stand-alone unit.
“We were left with perhaps three oth-

ers in the final round where a formal offer 
was made,” Desroches says.

One tricky factor was that Edwards 
and Leybold were competitors, with 
some overlap in both customers and 
technology. That meant Atlas Copco had 
some restrictions both during the due dil-
igence process and after Oerlikon had ac-
cepted Atlas Copco’s bid, and this made 
it more challenging than usual to evaluate 
the company and estimate potential syner-
gies. However, the previous experience of 
Vacuum Solutions’ team and their famil-

a maximum of 100 questions regard-
ing Leybold, along with several meet-
ings with management. Atlas Copco also 
performed some of its own independent 
diligence in various key business areas, 
culminating in a formal report for the 
Board of Directors.

“We believe there were between 10 
and 15 interested parties at the start – a 
mix of industrial buyers like us and fi-
nancial ones like private equity funds,” 
Desroches says.

One advantage that industrial buyers 
have over finan-
cial ones is that 
they can typically 
include in their 
valuations syner-
gies in terms of 
both reduced costs 
and increased 
sales, which can 
be hard to match 
for a private equity 
fund that typically 
intends to keep the 

A vacuum is cre-
ated by extracting 
air and other mate-
rial. It is needed in 
everyday products 
such as medi-
cines, hermetically 
sealed packag-
ing in the food in-
dustry, or surface 
coatings to en-
hance and protect 
eyeglasses.

iarity with Leybold’s business dramatical-
ly improved Atlas Copco’s confidence in 
making the acquisition a success.

After the bid was accepted it was time 
for the transaction to be vetted by rel-
evant competition authorities. Although 
no problems were anticipated, com-
munications between Atlas Copco and 
Leybold were still significantly limited 
throughout this process.

“Often you can start the integration 
process already at this stage, but in this 
case we were very limited because we 
were competitors,” Desroches says. “We 
could talk about a few less sensitive as-
pects like IT systems and infrastructure, 
but R&D, sales and marketing, and other 
product and customer-related topics, for 
example, were strictly off limits until the 
deal was finally closed.”

The deal received the green light from 
the competition authorities after a few 
questions regarding some markets in 
South America, Europe and Asia had 
been addressed.

“We always do a thorough assessment 
beforehand of how the competition au-
thorities may view a transaction, but they 
can be a bit of a wild card sometimes, es-
pecially if political or commercial pres-
sure appears,” Desroches says.

In September 2016 the deal was offi-
cially closed and the integration of Ley-
bold into the Vacuum Solutions division 
began, along with the transition to the 
new Vacuum Technique business area. 

“ We always do a thorough assessment beforehand 
of how the competition authorities may view a 
transaction.”

Jeff Desroches, 
Corporate Develop-
ment Director for 
the Vacuum Solu-
tions division.
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acquisitions 
in numbers

acquisitions boost 
business 

130
significant  

acquisitions
in the last 20 years, 

atlas Copco has made around 
130 significant acquisitions, 
plus several smaller ones. 

13
companies 

in 2016, atlas Copco
acquired 13 companies.

23 000
new employees

acquisitions brought around 
23 000 new employees into the 
group during the past 20 years.

8
percent

atlas Copco ś goal for 
annual revenue growth 
is 8% measured over  

a business cycle.

  achieve  35     

acquisitions within the atlas copco group are primarily done in,  
or close to, the already existing businesses. all acquired businesses are 

expected to make a positive contribution to economic value added. 
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growth should   
primarily be organic,  

supported by selective 
acquisitions.
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öppning till altarskåpet)

Welcome 
to the sustainable 
city
over half of today’s global population live in urban  
areas, and that number is expected to grow to over  
70 percent by 2050. cities provide us with endless  
possibilities in terms of access to products and services. 
But cities also have significant challenges, such as  
congestion, waste and pollution. atlas copco plays  
a part in the sustainable development of urban 
infrastructure everywhere. 
TexT peTra lodén  illustration anders humlebo/tt nyhetsbyrå

17APB2017_36_en_sustainable_city_13808.indd   42 2017-05-24   11:05:48



1. 100 % clean air
A reliable and constant access to 
medical gases, such as pure oxygen,  
is crucial for hospitals. Atlas Copco has 
an important role to play in  providing  
life-saving medical gases to patients 
in need. In addition, compressors 
are hard at work in the background, 
 providing 100% clean air for a number   
of different purposes in any hospital.

2. Sustainable service
Close-by and proactive service opera-
tions play an important part in daily 
city life as they prevent breakdowns 
like power failure and production 
stops. At Atlas Copco, the service  
organizations are core functions safe-
guarding our promise to provide cus-
tomers with sustainable productivity 
at all times.

3. Groundbreaking city  
construction
Speed, energy-efficiency and ergo-
nomics are the way forward in city 
construction. With Atlas Copco’s 
handheld RTEX breakers, energy 
consumption is reduced by half and 
weight by 25%. Used together with  
lightweight and 12% less fuel-con-
suming Atlas Copco 8 Series portable 
air compressors, the combination is 
breaking new sustainable ground in 
cities everywhere.  

4. Vehicles for new  
generations
Increasing demands on design, 
 improved safety and low fuel con-
sumption dictate how cars, trucks   
and buses are manufactured and  
used. Atlas Copco provides the auto-
motive industry with ergonomic and 
high-productivity fastening tools that 
support the development of sustain-
able vehicles for generations to come.

5. LED there be light
Portable light towers can be used 
for many different applications such 
as construction sites and at outdoor 
events. By using Atlas Copco’s inno-
vative light towers, with durable LED 
lamps instead of traditional ones, our 
customers are saving money and the 
environment.

1
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on any given day you will probably pass on, under or through 
 something that was built with equipment from atlas copco. 
in fact, the products contribute in many ways to sustainable 
urban  development all around the globe.
TexT: peTra lodén  illustration: anders humlebo/tt nyhetsbyrå
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6. Energy-efficient 
 compression 
Atlas Copco has pioneered the de-
velopment of highly energy-efficient 
compressors. The latest variable speed 
drive compressors use on  average 
50% less energy than earlier models. 
In addition, their compact size and 
low weight make them efficient to 
transport and install. This means lower 
emissions  as well as considerable 
cost savings for companies.

7. Uninterrupted power 
 supply
Dependable power supply is crucial   
to modern cities. In power generation 
plants, fuel gas booster compressors 
from Atlas Copco are there to ensure 
that natural gas is delivered at optimal 
pressure at all times. The need for 
around-the-clock reliability makes 
power plants often choose Atlas Copco 
also as their maintenance partner. 

8. Alternative energy 
Sustainable energy sources help cities 
grow and flourish without putting the 
environment at risk. Vacuum equip-
ment from Atlas Copco is used in the 
manufacturing of more than 50% of   
all solar panels. Solar  energy is one 
way to make good use of nature’s own 
energy resources.

9. Silent heroes 
Infrastructure  development must be 
carried out with a low impact on the 
environment and least possible distur-
bance. Tunneling and surface drilling 
equipment from Atlas Copco is de-
veloped with all these parameters in 
mind. A good example is the FlexiROC 
surface drill rig. The rig’s noise levels 
are heavily reduced and a dust col-
lection system decreases dust levels 
to a minimum. Another advantage is 
the compact size which makes the rig 
easy to transport, even on busy city 
streets.

 10. Mobile workshop
Infrastructure projects which finish 
on time and on budget are better for 
customers and for society. This is 
where mobile service workshops from 
Atlas Copco have a role to play. The 
mobile workshops are self-contained 
and give the technicians on site an 
 optimal location and the right equip-
ment to perform any needed mainte-
nance work to make the project pro-
ceed  uninterrupted. 

9

17APB2017_36_en_sustainable_city_13808.indd   41 2017-05-24   11:05:43



42  achieve

Water for all Changing lives in Asia

the state of maharashtra in 
western india has seen many 

farmer suicides in recent years because of 
recurrent low rainfall. the lack of rain has 
also resulted in the depletion of ground-
water.

the Water for all Jaldoot project  
(Jaldoot means “water messenger” in 
hindi) is working to create new water 
embankments and repair existing ones, 
harvest and store rainwater, and spread 

the knowledge of successful local  
projects to manage water in areas of  
extremely low rain.

Water for all, working with the non-
governmental organization sevavardhini, 
has taken the initiative to more than 27 
villages, home to some 50,000 people. 
Providing drinking water is the main goal, 
but the project also aims to reduce  
over-dependency on the monsoon for  
agriculture. 

The WaTer for all initiative works to bring clean drinking water 
to people in places that have never had it. Atlas Copco employees 
volunteer their time and energy to help provide clean drinking water 
through Water for All, Atlas Copco’s main community engagement 
initiative, run on a local level by employees. Atlas Copco gives twice 
the amount of the employee donations. The mission is to provide 
people in need with access to safe drinking water. Since its start in 
1984, it has provided water to around two million people.  
www.water4all.org in Cambodia, where more than 

half the rural population lacks 
access to clean water, Water for 
all has worked with the nonprofit 
organization samaritan’s Purse 
to install biosand filters – small, 
portable concrete units that sift 
water through sand and gravel 
to eliminate pathogens such as 
e. coli.

For years, meas sam eath and 
his neighbors watched helplessly 
as their children suffered from 
crippling diarrhea and stom-
ach cramps, the result of drink-
ing contaminated water from 
unclean sources. “i had never 
thought about whether the water 
i was drinking was clean,” meas 
says. “i always drank rainwa-
ter during the rainy season, and 
once it was dry, i drank from the 
pond.”

since receiving a biosand filter, 
meas says his family’s health 
has improved dramatically. 
What’s more, he says he’s better 
off financially. “i used to spend 
500,000 riel (about 122 u.s.  
dollars) every month for treat-
ment of these sicknesses, but 
now i can save it,” he says.

in a small village in Cambodia’s 
Kampong speu province, the 
only water supply for miles was 
local weed-filled ponds or water 
extracted from dirty puddles left 
over after a rain shower. the  
villagers contracted parasites 
and typhoid and battled recur-
ring stomach cramps and  
chronic diarrhea. 

once the community received 
biosand filters, the locals have 
been amazed at the difference 
they have made to their lives. 
“our living standard has im-
proved and we are so happy,” 
says nhem sok, 42, one of the 
women who had suffered for 
years. 

CAMBODIA
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Successful 
local projects

clean drinking water
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In many high altitude re-
gions, global warming and 

retreating glaciers are threatening farm-
ing and supplies of drinking water. To 
find a sustainable solution, Atlas Copco’s 
Water for All foundation is sponsoring 
an innovative project in the Himalayas 
in northwestern India. The project, in the 
Kugshok village in the Ladakh region, 
revolves around an artificial glacier that 
builds up a massive amount of ice in the 
winter in a controlled way. Fast flow-

ing water from the surrounding moun-
tains and glacier lakes is led via pipes to a 
lower level, and then sprayed over a cliff 
formation. The water instantly freezes, 
and over time creates layer after layer of 
thick ice. The result is an artificial glacier, 
acting as a water reserve. During spring 
and summer, the ice melts, providing 
much-needed water to the crops below. 
The project is extremely energy efficient 
as it uses gravity to disperse the water and 
involves no machines.  

Innovative water 
project in the Himalayas
india

 Make a donation
Additional contributions to the Peter  
Wallenberg Water for All Foundation 
are welcome and appreciated and will 
solely go to the funding of projects 
that provide people in need with clean 
drinking water. 

international donors
IBAN account number: 
SE8750000000058511109129 
Bank: SEB 
Address: 106 40 Stockholm, SWEDEN 
BIC:ESSESESS

Swedish donors
SEB account number: 5851-11 091 29 
Swish: 123 363 0274

The Butuo project is located in 
one of the most undeveloped 
counties in Sichuan Province, Chi-
na. Local residents were facing 
several issues threatening their 
health, such as broken water sup-
ply systems and insufficient sani-
tary facilities. Water for All China 
joined forces with the non-gov-
ernmental organization Humana 
People to People China to build 
a new water supply system and 
two public toilets in a local village, 
benefiting more than 1000 peo-
ple. The project included the in-
stallation of bathroom and hand-
washing facilities for students at 
a primary school, and training on 
health awareness and good hy-
giene habits. 

China
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StrideS in Society, busi-
ness and infrastructure all 
begin with a creative spark. 
With proper nurturing, that 
spark can become the next 
great innovation, whether it’s 
fire or Roman aqueducts or 
additive manufacturing. Tra-
ditional makers have become 
entrepreneurs and brought 
their products to market, but 
such activities require a whole 
deck of skill sets and talents. 
This is where the corporate 
entrepreneur holds a big 
advantage over the indepen-
dent operator. Brilliant ideas 
are nurtured within a safe 
incubator featuring minds of 
all kinds to help with design, 
marketing, the sales launch, 
financing and accounting. 
Bringing together the creative 
entrepreneur with the large 
corporate entity combines 
the best of both worlds. Many 
successes at Atlas Copco have 
been fostered in this way. 

Intrapreneurship is a term 
used to describe workers 
within a corporation who act 
as entrepreneurs. Employees 
take the risk of moving beyond 
the status quo, but they avoid 
the dangers that risk-taking 

The age of 
the Intrapreneur

When creative innovators have the backing of a large  
corporation, their risks are limited while the rewards  

can be open-ended.
TexT Trish riley  IllustratIon kajsa eldsten

typically entails. For example, 
they don’t jeopardize their 
financial resources because 
they are working with the 
support of their company. 

Capitalizing on the innova-
tive spirit of entrepreneurs 
is an almost magical way to 
advance the best qualities 
of companies and products. 
Corporate entities that can 
embrace the uncertainty 
required to provide enough 
room for successful entre-
preneurial activity are the 
ones that may benefit from 
the entrepreneur’s success. 
Of course, they run the risk of 
failure as well, but for the en-
trepreneur fortunate enough 
to work within the safer 
structure of a global corpora-
tion, and for the corporation 
willing to take the risk on its 
innovators, it’s a win/win 
situation.  

Andries Desiron grew up 
developing inventions in his 
bedroom, garage and college 
dorm. After graduation he 
had a family to consider, so he 
sought a reliable position with 
a promising firm. He signed on 
with global giant Atlas Copco 
right out of school, suspect-

ing he might be trading his 
creative freedom for security. 
But fortunately for Desiron, 
he had found a company that 
recognizes the value of cre-
ative exploration, and soon 
he was encouraged to apply 
his own personal genius to 
various mechanical chal-
lenges the company hoped to 
overcome.  

By giving Desiron and oth-
ers like him the room to ex-
plore and experiment, Atlas 
Copco solidified its leadership 
as an innovator. Desiron was 
a key player in the team that 
developed the GA VSD+, an 
air compressor that far out-
shines others on the market, 
and continued with the suc-
cessful GHS VSD+ vacuum 
pump.

“I had some ideas of things 
to do and they gave me some 
freedom to work on some 
separate projects, and soon 
we had a prototype,” Desiron 
says. “Once the decision was 
made that we really were go-
ing for this, there was no way 
back. We really built up a 
team of people, and then the 
whole machine started work-
ing behind it. It’s quite nice 

to have a team that believes 
in the same goals. It’s nice to 
work in these small teams and 
grow them – that’s quite excit-
ing. You’ve got that ownership, 
and it’s your baby.” 

the beauty of intrapre-
neurship – working entre-
preneurially within a large 
corporation that provides 
supporting functions and 
financial support – is that 
you’re not working alone. 
You’ve got a skilled team 
 assigned to help cover areas 
where an individual may lack 
expertise, whether in finance, 
marketing, design or sales. 
“Atlas Copco enables people 
to do projects at lower levels,” 
Desiron says. “It is empower-
ment.” 

Intrapreneurship encour-
ages employees to think and 
act in entrepreneurial ways, 
according to Michael Morris, 
co-author of Corporate En-
trepreneurship and Innova-
tion and a Professor of Entre-
preneurship at the University 
of Florida’s Warrington Col-
lege of Business Administra-
tion. It enables companies to 
move faster in the market-
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place and to be more innova-
tive. There is a clear positive 
correlation between the level 
of entrepreneurship within 
companies and the ROI rate of 
sales growth and net profits. 

Morris says the biggest and 
most enlightened companies, 
such as Google and other mul-
tibillion-dollar corporations, 
work hard to maintain an 
 entrepreneurial atmosphere.

AtlAs CopCo gets it.  
Desiron came on board 
straight out of college, and 
within a year he was encour-
aged to explore his own ideas. 
One thing that stands out 
for Desiron is that he had a 
chance to learn about many 
different aspects of creating a 
successful product. No matter 
how well designed, if a product 
or idea doesn’t have proper 
reach to those who need it, 
the effort is wasted. It truly 
takes a village to achieve the 
greatest success, and at Atlas 
Copco one can be assured of a 
dynamic team of top-level in-
novators and thinkers to work 
with to round out the needs of 
the product.  

Desiron is now Vice Presi-

I had some ideas of things to do and 
they gave me some freedom to work 
on some separate projects, and soon 
we had a prototype.”
Andries desiron

Andries Desiron:
Accomplishments/awards: John Munck Award 
2014 and 2016.
education: Master in Business Administration 
with focus on entrepreneurship, Flanders Business 
School and Master in Mechanical-Electrotechnical 
Engineering, Catholic University of Leuven
Family: Wife and two daughters
Hobbies: Spending time with family, cooking, build-
ing loudspeakers and amplifiers, restoring old cars 
and tractors.

dent Engineering, Industrial 
Vacuum Division, and he 
says his role has completely 
changed. “Now I’m respon-
sible for industrial vacuum 
pumps with 130 people work-
ing in product development 
and support,” he says. “It’s 
very different from the begin-
ning – it’s a more strategic 
role, combining the busi-
ness strategy with technol-
ogy and defining the product 
road map and which products 
to develop. Atlas Copco is 
quite decentralized, so it’s 
almost like we have a number 
of smaller separate compa-
nies within the group, but we 
all have the same values and 
ways of work. I oversee de-
velopment teams that are part 
of the group working on in-
dustrial vacuum pumps, try-
ing to find a better and more 
efficient pump. As we say at 
Atlas Copco: There is always 
a better way.” 

Desiron says his contribu-
tion has created products that 
use much less energy than 
predecessors. “By using tech-
nology and intelligence we are 
able to show our customers 
that we have the most  
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 developed new pneumatic 
technology to reduce the vi-
bration of the breaker, which 
results in improved ergonom-
ics. This makes the tool better 
for the operator to manage 
and means longer tool life, 
lower energy use and much 
less noise, which enables 
operation in a populated en-
vironment. The tool was a 
breakthrough in design that 
earned a “Best of 2016” in-
dustry award in Germany. 

“This was a very innova-
tive product,” says Östensson, 
Manager Technical Devel-
opment – Light Compaction 
Products. “We did not really 
have any customer demand 
for lower air consumption, 
but the management, mar-
keting and tech departments 
said that lower air consump-
tion will be important in the 
future. We saw that no one 
had managed to design such 
a system, so we had to break 
new ground here. We thought 
many times that management 
was going to stop the project 
because of the complexity of 
problems we had, but they 
were patient with us, and in 
the end we managed to cre-

Olof Östensson:
Accomplishments/awards: Atlas Copco customer 
care award, John Munck Award 2010, Industrie 
Preis “Best of 2016,” Innovation award on Galabau, 
John Munck Award 2017
Education: Master in Mechanical Engineering
Family: Girlfriend and two children
Hobbies: Spending time with family and working 
with all types of vehicles and machinery.

If you’re playing it 100% safe all 
the time there will never be any 
big steps taken.”
OlOF ÖstEnssOn

efficient product, to be the 
best in class,” he says. “We 
eliminate losses in manufac-
turing of parts, for example, 
near net shape casting or ad-
ditive manufacturing (3D 
printing). That’s a big trend 
for the future that will change 
a lot in the industry.”

He enjoys the chance to work 
with a team at Atlas Copco. 
“By getting a good, motivated 
team together from differ-
ent backgrounds you can get 
a lot done,” he says. “I am 
more of a role model now. You 
can shape the culture of the 
organization to be open and 
with the values to be able to 
do things in a new way. If you 
have a really motivated team 
really working together, that 
creates a good drive, and the 
best products come from that 
kind of development.”

There is camaraderie in the 
team effort that comes with 
the corporate environment. 
Engineers Olof Östensson 
and Thomas Lilja from the 
Construction Tools Innovation 
Center in Kalmar, Sweden, 
worked together to improve 
the breaker used in construc-
tion and demolition. They 
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ate a product that was work-
ing not only theoretically but 
practically and could with-
stand long periods of use. It 
turned out to be a really good 
product after quite a few chal-
lenges.” 

The company must have 
the setup and culture that 
make room for entrepreneur-
ship, and the employee needs 
to have the personal drive 
and commitment to make this 
 approach of nurturing inno-
vation work. 

“They had trust in us and 
it paid off in the end,” Lilja 
says. “We kept our position 
as number one in ergonom-
ics, and we are really proud of 
doing something that had not 
been done before.” 

Östensson says the cus-
tomer gains several benefits 
from the new products. “This 
means he can use a smaller 
compressor, which is cheaper 
in energy use, or he can use 
several machines at the same 
time on the same compres-
sor with the same energy 
consumption, saving money 
and having an environmental 
 upside,” he says.

It’s not easy, but in the end both of us 
like these challenges and we think it’s 
fun to work on these innovations.”
Thomas lilja

Thomas Lilja:
accomplishments/awards: John Munck Award 
2010, Industrie Preis “Best of 2016,” Innovation 
award on Galabau, John Munck Award 2017
education: Master in Mechanical Engineering
Family: Wife and three children
hobbies: Learning about handling horses with his 
daughter and a technical and historical interest in 
many sports, from downhill skiing to badminton.

Lilja points out that the 
breaker offers new possi-
bilities for small applications 
such as in onboard compres-
sors in service vans. “Also 
limiting the source of vibra-
tions increases the lifetime of 
the machine because lower 
vibrations on the machine 
body prevent the machine 
from destroying itself,” he 
says. “The new working 
 principle would not have been 
possible to implement if we 
had not had the positive spirit 
and good teamwork.”

Lilja and Östensson say 
they worked with a team of 
about ten people from Sweden 
as well as India and Russia. 
“All communities contrib-
ute knowledge in a very 
good way,” Östensson says. 
 “Everything has to be done 
in a team and utilize other 
people’s knowledge. No one 
can do this totally by him/her-
self. There are a lot of clever 
people involved in this.” The 
innovative approach was not 
restricted to the technology 
and design, he says. “On the 
production side they have also 
been very innovative in this 
case,” he says. “So the knowl-
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edge they have in India and 
the knowledge they have in 
Kalmar [Sweden] is what has 
made it possible to do this. 
It’s all about cooperation and 
teamwork.” 

For a time, Lilja says, the 
goals were so challenging that 
the team didn’t really know 
if it could achieve them. New 
computer simulations allowed 
the team to try different ideas 
before physically applying 
them. “We could then predict 
more quickly how to design 
the physical prototypes to 
prove that the design would 
also work in real life,” he 
says. “It was challenging to at-
tempt and promise things that 
have not been proven. It’s not 
proven until you actually have 
the products in your hand. 
It’s challenging to give a time 
estimate and a cost estimate 
when the product isn’t in.” 

There are always decisions 
to be made. “An easy way 
out would be to lower the 
demands on the product,” he 
says. “If you have not reached 
the efficiency we were aiming 
for, go ahead, aim lower – 
but no, that was not the case. 

We kept the hard targets and 
if you do that, you get these 
superior products that are 
first in mind, first in choice. 
If you’re lowering your goals, 
it will be very hard to be a 
 market leader.” 

Lilja says, “It’s not easy, 
but in the end both of us like 
these challenges and we 
think it’s fun to work on these 
 innovations.”

Östensson agrees. “If 
you’re playing it 100% safe all 
the time there will never be 
any big steps taken,” he says. 
“It’s good to be a bit brave and 
to create new innovations, get 
a new perspective. To find new 
markets you have to step for-
ward and be willing to do that, 
to take some risks. Of course, 
that’s easy to say in the end  

because you’ve got the result. 
But before that, for example 
when we were in prototype 
and test phase, we used meth-
ods and technology that we 
never had used before. These 
innovative techniques were 
initially unknown for us and 
obviously increased the risk 
in the project. Because of that, 
patience and trust are very im-
portant in these types of proj-
ects. The future looks nice.” 

Lilja says more versions are 
coming. 

“Our ongoing ideas with 
products will compete in 
other segments in a really 
good way,” he says. “There 
are more to come. The work 
in our team in Kalmar is on-
going with new interesting 
products coming.

“Within Atlas Copco we 
have challenged ourselves to 
be number one in the pneu-
matics area – we have a very 
strong tradition since 1890 
with a product more than 
100 years old. Atlas Copco 
was the first to have silent 
machines, first to have anti-
vibrate machines, ergonomic 
machines. Now we are first  
to have very low energy  
consumption with high  
productivity.”  

“Now we are first to have 
very low energy consumption   

with high productivity.”
thomas LiLja

“ All communities  
contribute knowledge in 
a very good way.”
oLoF Östensson

“It’s quite nice to have 
a team that believes in 

the same goals.”
andries desiron
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Solid aS a rock
Atlas Copco is helping mining and construction companies in Turkey 
cut operating costs and reduce their environmental footprint.
text and photo atlas copco

like other Surface-drilling com-
panies, mining contractor Çiftay İnşaat 
Taahhüt ve Tic. A.Ş. has been searching 
for new ways to lower its fuel costs while 
also reducing its environmental foot-
print. So it turned to an Atlas Copco drill 
rig SmartROC, which is designed to  
reduce operating costs by as much as 
50%.

Çiftay tried out the rig at its open pit 
Erzincan İliç Gold Mine, running it 18 
hours a day. 

“We were surprised to learn that the 
savings could be so significant, but after 
operating the rig for a few days we soon 
realized it was true,” the company said in 

a statement about the rig’s performance.  
The test found that the SmartROC T35 

used 17 to 19 liters of diesel fuel per hour, 
about 35% less than the conventional rigs 
in the company’s drilling fleet. That con-
vinced the company to begin replacing 
its existing rigs with the SmartROC rigs.

the rig cutS fuel usage by having 
an automatic control of engine rpm that 
matches energy usage to the rig’s needs at 
any particular point in its operation. Other 
functions, such as air flushing and dust 
collection, are adjustable by the operator, 
adding further to the fuel  savings.

Drillers at the YDA İnşaat quarry 

Surface drilling Turkey

were also impressed with the Smart-
ROC’s performance. They used the rig 
to produce aggregate and fill material for 
a nearby high-speed railway project. In 
that case, the SmartROC used 14.5 liters 
of diesel fuel per hour, a savings of 35% 
to 40% compared with other rigs, while 
running two nine-hour shifts a day.

“We wanted to reduce our operating 
costs while maintaining the same pro-
duction level, and the SmartROC T35 has 
done that,” YDA İnşaat said in a state-
ment. “It’s a big step in the right direction 
for us and has made our production much 
more efficient, so we hope to acquire 
more of these rigs in the future.” 
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Smartroc t35 
 working together with 

a flexiroc t35 at a 
construction site in  

afyonkarahisar.
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Anti-corruption

Transparency InTernaTIonal 
says 68 percent of countries worldwide 
have a serious corruption problem. Half 
of the G20 countries are among them.  
Atlas Copco works hard to fight every 
type of corruption. 

Andreas Nordbrandt, President of 
 Underground Rock Excavation, and Joeri 
Ooms, President of Industrial Air, share 
their views on why compliance with the 
Atlas Copco Business Code of Practice 
is important and what actions are taken 
when a violation is reported.

DoIng IT rIghT
To Atlas Copco, standing strong against  
corruption is a must, and here is why. 
TexT ATlAs CopCo Photo atlas coPco
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Facts: 
 Transparency Interna-

tional is a nonprofit, non-
governmental organiza-
tion dedicated to fighting 
corruption. Based in Berlin 
and present in more than 
100 countries, it works 
with governments, busi-
nesses and citizens to stop 
the abuse of power, bribery 
and secret deals. Every 
year it publishes a series of 
reports and surveys.

Why is compliance with the Business 
Code of Practice important? 

Joeri Ooms: “It starts with ourselves 
as people. We think the Business Code of 
Practice is important because it is in line 
with our own personal values, as human 
beings.” 

Andreas Nordbrandt: “It is important 
to comply with our own ethics and brand 
values and to follow international rules 
related to corruption. It is also, from a 
business point of view, crucial to build 
trust and transparency for our manag-
ers. The fact that they sign our compli-
ance statement promising to adhere to 
the Business Code of Practice each year 
should make them think twice about 
what it means. Personally, I am convinced 
that the best way for us to generate busi-
ness is if we stay compliant and work 
hard to fight every type of corruption.” 

Ooms: “Compliance with the Code 
is good for our employees, but it is also 
good for our business partners, our sup-
pliers and our shareholders. In the end, 
I think adherence to the Code is very 
important for our business because our 
 success is built on our reputation as a 
brand and what we stand for.” 

How do you work with compliance in 
your division? 

Ooms: “It starts with me and my di-
visional management team leading by 
example. We follow up the key perfor-
mance indicators and action plans and 
have review meetings when things are 

Joeri Ooms 
“We had a case where a 
sales person was transfer-
ring business opportuni-
ties to a distributor and 
then getting paid for the 
business that was given to 
the distributor. The sales 
person had a family rela-
tion with the distributor. 
The people involved were 
fired and we stopped all 
cooperation with the dis-
tributor.”

Andreas Nordbrandt 
“One example is a hotline 
call we received about the 
level of commissions. It 
seemed as though it was 
very high. It was not clear 
how that level was estab-
lished and where the mon-
ey actually went. That and 
other indications made us 
request an internal audit. 
In this case it seemed it 
was done in good faith and 
it did not lead to anything 
more than a warning.”

Hotline
Corruption is an everyday 
reality for a group that 
does business every-
where. Building awareness 
and ensuring compliance 
with the Business Code 
of Practice is a key task. 
If something goes wrong, 
the Atlas Copco “hotline” 
is used as channel to re-
port violations. 

not going in the right direction. We discuss 
it with all our management teams all over 
the world, and with the product companies 
in informal contacts whenever we think it 
is necessary.” 

Nordbrandt: “In an acquisition process 
we go through the importance of com-
pliance. Another important area is the 
vendors that we work with continuously. 
When we talk about mining in particular 
and big contracts, we are also every now 
and then requested to agree to follow the 
customer’s business code of practice. 
Normally we provide our own, and the 
customer thinks it is more than sufficient. 
I think we have a good standard.” 

What can you do in relation to the  
distributors and contractors? 

Ooms: “Today it is already part of our 
contract template. We expect the same 
behavior and adherence to the Code from 
our business partners. If we think that 
the success of the branding is built on our 
reputation, then we also need our business 
partners to be on board.” 

What actions do you take if you get  
a report? 

Nordbrandt: “You have to make an 
initial assessment of how severe it might 
be. In my view it is better to be aggressive 
in the beginning and then slow it down if 
you see that it is not that serious. It also 
varies from case to case. I don’t think there 
is one simple recipe for this.”

Ooms: “The next step is to get all the 
facts on the table to be able to make a 
fair assessment. Not every complaint is 
appropriate, so we have to investigate 
thoroughly and try to get facts more than 
opinions. Based on that, we decide on the 
actions.” 

Nordbrandt: “If the result of an in-
vestigation is that a breach of the Code 
has occurred, it may lead to warnings or 
dismissals. It could also lead to changes 
in our processes and how we do our inter-
nal audits. It is important to treat it with 
a very high level of confidentiality and 
ask how we can make the process more 
trustworthy. Confidentiality and acting 
professionally is treating the issue with 
the right respect.” 

Ooms: “I fully agree that discretion is 
an absolute must. To protect all parties 
involved, not only the accused but also 
the one who is accusing.” 

Two hotline 
cases
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Did you know that?
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… smartphones are assembled with 
sensor-controlled fastening systems 

from Atlas Copco.

… Atlas Copco helps brew 50% of  all 
industrially brewed beers in   

the world.
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… the escalators in the Eiffel Tower 
are tightened using 
Atlas Copco tools.

to show just how precise the hydraulic, long-hole drill rig simba s7 can 
be, it was challenged to perform an elaborate trick shot of artistic pool, 
one of the most acclaimed precision sports in the world. a pool table and 
the billiards expert niclas Bergendorff were brought 140 feet under-
ground to meet the new simba and the atlas copco engineers. 

 Watch the result at ideasmovemountains.com/simbas7/#intro

… Atlas Copco started as a rail-
way company, selling materials for 
 railroad construction and opera-

tion. In 1873 the company bought a 
70 000-square-meter lot adjoining 

the tracks in Stockholm for its shop, 
and this area still bears the  

Atlas name.

Game changing 
precision

Devotion to detail
Bill collings is a luthier — someone 
who makes stringed musical  
instruments. in collings’ case, the 
instruments are guitars and man-
dolins, creatively designed in his 
mind’s eye and exquisitely crafted 
by 50 employees in his shop in 
austin, texas. 

well-known musicians includ-
ing lyle lovett, Jerry Jeff walker 
and many others choose collings 
guitars for the way they’re made 
and the way they sound. those 
who know Bill collings admire 
his ceaseless devotion to detail, 

 superb craftsmanship and uncom-
promising pursuit of perfection. 
though collings guitars is a highly 
specialized operation, fundamen-
tally it’s a woodworking shop. 

one tool that’s used in practically 
every commercial woodworking 
shop is compressed air. “we use 
compressed air all over the shop,” 
says steve mccreary, general man-
ager of collings guitars. 

the source of compressed air 
for collings guitars is an atlas 
copco workplace compressed air 
system.
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Did you know that it was an Ameri-
can merchant named John Sullivan 
who invented the teabag, although 
it wasn’t exactly what he was aim-
ing for. When he sent his customers 
samples of his teas in silken sachets 
he’d sewn by hand, his customers 
wrote back – asking if they could or-
der the silken sachets! Traditionally, 
tea bags have been square or rectan-
gular in shape. More recently circular 
and tetrahedral bags have come on 
the market and are often claimed by 
their manufacturers to improve the 
quality of the brew. “The pyramid is 
the ideal geometric shape to allow 
the contents to unfurl and steep. One 
corner of the teabag presents itself in 
the cup so it’s easy to remove without 
a string and tag, and the bag material 
is biodegradable polylactic acid,” says 
James Mackness, owner of Motovo-
tano LLC in Seattle, Washington.

Mackness stresses the importance 
of creating a manufacturing environ-
ment worthy of his company’s high- 
grade blends. “Oil-free compressed 
air is part of our system because it is 
a foundation of clean manufacturing. 
For me, having educated myself, oil-
free air is a no-brainer.” 

Lights, camera, action
a night out at the movies is a simple 
pleasure that most city and suburban 
residents take for granted. Mexican 
filmmaker and engineer Raul Fernandez 
wanted to bring that pleasure to people 
in remote and impoverished areas as 
well. so 20 years ago he created cine-
transformer, a mobile marketing com-
pany that operates specially built trailers 
that are essentially portable movie 
theaters.

Fernandez’s company now has 27 
 air-conditioned trailers in five countries 

in Europe, as well as in Mexico, the 
United states and Brazil. portable power 
for the Brazilian units is being delivered 
by portable generators supplied by atlas 
copco. the generator powers projection 
and lights as well as air conditioners, an 
external screen and, of course, the pop-
corn machine. 

cinetransformer hopes to continue 
expanding its reach, bringing the joy of 
moviegoing to more and more people. 
atlas copco generators will be there to 
help.

on august 3, 1962, Italian workers set off a final blast to reach the mid-
dle of the Mont Blanc tunnel, the world’s longest highway tunnel at the 
time. With atlas copco’s rock drills they had bored 5 800 meters into the 
mountain using the swedish Method, a technology employing lightweight 
rock drills, air-feed legs and drill bits with carbide tips.

Did you know:
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Tea-time
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car parts

Matrival Makes 
its customer shine
a spanish auto parts supplier needed a compressor with a small 
footprint. it found one that also offered big savings on energy costs.
text atlas copco  photo matrival
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car parts

SpaniSh auto induStry supplier 
Matrival focuses on delivering high-
quality parts to its customers while also 
respecting the environment. Its facility in 
Valencia, Spain, is located in close prox-
imity to Albufera Park, home to Spain’s 
largest lake, reminding Matrival of its 
environmental stewardship responsibili-
ties on a daily basis.  

Matrival makes chrome car parts such 
as wheel covers, radiator, grills, fog lamps 
and car emblems. Indeed, the company 
likes to say it makes its customers shine. 
To ensure the highest quality in doing that, 

“ This compressor is a 
unique design – our own 
design – which the  
competition cannot 
match.” 
david pescador , atlas Copco  
development Manager

Matrival bought and its own chroming op-
eration in 2012 and now operates it.

So when Matrival was looking for a 
new compressor for its Valencia factory, 
it turned to Atlas Copco. It already had 
several older Atlas Copco compressors 
in the facility, so it was very familiar with 
the reliability and engineering prowess 
of Atlas Copco. 

“They know we are a reliable partner 
and that we always deliver on our prom-
ises,” says David Pescador, Business  
Development Manager, Industrial Air, 
with Atlas Copco.

For its newest compressor, Matrival 
had a very specific requirement as well 
– the compressor had to be compact 
enough to fit in a small elevator to reach 
the compressor room. 

The answer was an Atlas Copco GA 55 
VSD+ compressor that features an inno-
vative vertical build and a highly reliable 
permanent magnet motor.

“in Matrival’S CaSe, size does mat-
ter,” explains Elke Van Overbeke, Project 
Manager, Oil Injected Screw, with Atlas 
Copco. “Small size, that is, because the 
new compressor had to be taken to the 
compressor room via a cramped elevator. 
A classical compressor simply wouldn’t 

fit, but the new GA55-plus has a very 
small footprint. It saves floor space, and it 
saved Matrival lots of headaches during 
transport.”

Atlas Copco Development Manager 
David Pescador says Matrival is one of 
the first companies to install one of the 
new compressors.  “This compressor is a 
unique design – our own design – which 
the competition cannot match,” he ex-
plains. “In addition, we exercise extreme 
amounts of quality control on each and 
every part of the machine. This compres-
sor is tried and tested over a long period 
of time. Why? Because we don’t want our 
clients to lose time.”

In addition to its compact design, 
its small environmental footprint also 
played a major part in Matrival’s decision 
to use the compressor.

The model’s innovative patented in-
terior permanent magnet motor has a 
variable speed drive, which means it 
can increase or decrease the flow of air 
to meet usage demand. Atlas Copco’s 
VSD+ technology automatically adjusts 
the motor speed to match the compressed 
air supply to the demand. 

That means lower energy usage. 
 Matrival can expect savings of up to 50% 
in energy costs compared with other 
compressors without the variable speed 
feature. This reduces the total life-cycle 
cost of the compressor by up to 37%, on 
average. 

“The savings Matrival realizes are 
also a win for the environment,” Van 
Overbeke points out. “Less energy con-
sumption means less pollution.” 

Less pollution, less energy consump-
tion, the smaller footprint Matrival 
needed for its tight quarters – the new 
compressor was a win all around for the 
auto supplier. You could honestly say that 
it helps Matrival make its clients shine 
every day. 
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Service 
Solution
Switching to higher-quality components and service 

boosted productivity for a major Chinese manufacturer. 

Biel cryStal Manufactory ltd 
in China makes glass for camera lenses, 
watches, smartphones and tablets. The glass 
 coating operations at the company’s large 
factories in Shenzhen and Huizhou are sup-
ported by more than 700 vacuum pumps 
from Atlas Copco Vacuum Technique. Biel 
had experienced poor performance and even 
production disruptions because of its use of 
local third-party providers of service, spare 
parts and oils, and the company turned to 
Edwards, a brand within the Atlas Copco 
Group, to find a sustainable solution. 

A local task force was formed, focused 
on investigating and solving these issues. In 
direct dialogue with Biel, the team discussed 
technical requirements and solutions and 
gained a full understanding of its business. 
As a result of this close cooperation, Biel 
switched to Edwards Ultragrade brand oils, 
and since then it has engaged Edwards to 
provide overhaul kits, spare parts and field 
service. The elimination of unplanned fail-
ures resulting from inferior-quality repairs 
or poor oil has resulted in improved opera-
tional performance at Biel’s factories. 
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