
Business processes 
in transformation

The challenge of training
26,000 worldwide

After 80 years in China,
Atlas Copco feels at home

Achieve
Atlas Copco Operational Report 2001

9
8

5
0

 8
9

6
4

 0
1

P
ro

d
u

ctio
n

: A
tla

s C
o

p
co

 A
B

 in
 co

o
p

e
ra

tio
n

 w
ith

 In
te

lle
cta

 C
o

rp
o

ra
te

 A
B

. Te
x

t: A
tla

s C
o

p
co

 A
B

, W
itch

cra
ft. P

h
o

to
: Q

-im
a

g
e

 (co
v

e
r, p

. 8
–1

2
, 3

2
–

3
3

, 4
4

, 4
6

–
4

7
),

V
e

cka
n

s A
ffä

re
r/S

u
n

e
 F

rid
e

ll (p
. 4

), M
a

rtin
 K

ristia
n

se
n

/M
.K

.D
.P. (p

. 1
6

–1
7

), K
e

y
sto

n
e

/S
ca

n
 (p

. 2
0

–2
1

), J
o

h
a

n
 O

lsso
n

 (p
. 2

4
–2

5
). 

P
rin

t: Try
ckin

d
u

stri In
fo

rm
a

tio
n

. C
o

p
y

rig
h

t 2
0

0
2

, A
tla

s C
o

p
co

 A
B

, S
to

ckh
o

lm
 S

w
e

d
e

n
.

Atlas Copco AB
SE-105 23 Stockholm, Sweden 

Phone: +46 8 743 8000
www.atlascopco-group.com

Th
e 

fa
ce

 o
f i

nt
er

ac
tio

n

Addresses

Atlas Copco Group Center

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

Atlas Copco Compressor Technique

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

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

Atlas Copco Portable Air
P O Box 102
BE-2610 Wilrijk, Belgium
Phone: +32-3-450 6011
Fax: +32-3-870 2443

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

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

Atlas Copco Applied 
Compressor and 
Expander Technique
46 School Road 
Voorheesville, NY 12186, USA
Phone: +1-518-765 3344
Fax: +1-518-765 3357

Atlas Copco Construction 

and Mining Technique

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

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

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

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

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

Atlas Copco Wagner
P O Box 20307
Portland, OR 97294-0307, USA
Phone: +1-503-255 2863
Fax: +1-503-251 3014

Atlas Copco Industrial Technique

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

Milwaukee Electric Tool 
13135 West Lisbon Road
Brookfield, WI 53005, USA
Phone: +1-262-781 3600 
Fax: +1-262-781 3117

Atlas Copco Electric Tools
Postfach 320
D-71361 Winnenden, Germany
Phone: +49-7195-120
Fax: +49-7195-126 66

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

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

Atlas Copco Rental Service

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

Rental Service Corporation
6929 E. Greenway Parkway, Suite 200
Scottsdale, Arizona 85254, USA
Phone: +1-480-905 3300
Fax: +1-480-905 3400
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Three key publications
Atlas Copco will for 2001 release three separate publications to
better serve its main stakeholders with information. 

The Annual Report fulfills all the legal requirements on informa-
tion. It also includes information of specific interest to the investor
community.

The Operational Report, called Achieve, presents how Atlas
Copco works to reach its vision and highlights strategic moves
in a more detailed way. In this publication, the Group communi-

cates what Atlas Copco stands for and what it is focusing on.
The President and CEO, Giulio Mazzalupi, will here describe the
Group in-depth in his own words.

The Sustainability Report is brand new and will be published
for the first time in May 2002. The report is Atlas Copco’s first
official report on environmental and social issues.

All reports are available in pdf format on the Group's Web site
at www.atlascopco-group.com. There you can also order printed
copies of the reports.

The Operational Report, Achieve, and the Sustainability Report
are not part of the Annual Report and are not audited.

Atlas Copco AB and its subsidiaries are sometimes referred to
as the Atlas Copco Group, the Group or Atlas Copco. Atlas Copco
AB is also sometimes referred to as Atlas Copco. Any mention of
the Board of Directors or the Directors refers to the Board of Direc-
tors of Atlas Copco AB.
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Welcome to the
world of Atlas Copco
Atlas Copco is an international industrial Group
of companies with its head office in Stockholm, Sweden. 
In 2001 the Group reached revenues of MSEK 51,139
(MEUR 5,458), and the operating margin was 12.0%.

Atlas Copco, which has close to 26,000 employees
in some 70 countries, produces and markets com-
pressed air equipment and generators, construction and
mining equipment, electric and pneumatic tools, assembly
systems, and offers related service and equipment rental. 

The Group owns famous brands such as Atlas
Copco, RSC, Milwaukee, Chicago Pneumatic, and AEG
Power Tools. 

This magazine gives you an insight to the Group 
and its values. If you are curious to learn more, up-to-
date information about the Group is available on:
www.atlascopco-group.com.



CEO’S REVIEW OF THE STRATEGY
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Group achievements
It is a pleasure for me to report to you on the develop-

ment and progress of the Atlas Copco Group. My goal
is to describe how we create value for our shareholders

by serving customers in the best possible way.
As you may have noticed, we have divided our annual

report into three documents this year, to better provide rel-
evant and focused information to owners, customers, and
other interested parties. In the Operational Report, which
you are reading now, we highlight strategic action. A com-
plete review of our financial performance is given in the
Annual Report. And this year we are publishing our first
Sustainability Report, covering environmental and social
issues.

Review of 2001 performance 
As the world economy slowed in 2001, customer demand for
our products and services weakened overall. In North
America, growth in demand slowed, then turned negative in
the second half of the year, par-
ticularly in the building industry.
Europe maintained a relatively
stable and healthy level of
demand. In Asia, demand held
firm in the first half but weak-
ened in the second half. Still, the
Chinese market is expanding. Demand in South America
weakened, in line with the global economy.

In this setting, Atlas Copco grew revenues to 

51,139,  5,458 , a slight decrease in volume from 2000.
Operating profit totaled  6,130 (6,392),  654

(682), which gave a
margin of 12.0%.
Profit after financial
items stayed at 

4,700,  502. The
return on capital
employed was 12.6%
(14.5), compared to a
weighted average cost
of capital of 11.7%.
The Group generated
operating cash flow of
 5,744,  613.

In 2001, Atlas
Copco managed to
maintain solid prof-
itability and good cash
flow considering busi-
ness conditions.

The Group had
25,529 people at year-

end, working in a total of 67 countries. This suggests the
wide diversity of nationalities and cultures we represent.
North America is still our largest market, accounting for
51% of revenues, followed by Europe (30%) and Asia (9%).

Customer focused
The Atlas Copco Group has as its vision to be first-in-mind,
first-in-choice. And what does that really mean, “first-in-
mind”? It’s simple. We want our customers to think of Atlas
Copco brands first when they are considering investing in a
product or in renting it. But that is not enough. We have not
achieved our objective until we are also their first choice
and they choose us.

To achieve our vision, we need strong business concepts,
strong brands, and innovative products. Most important of
all, though, is to have great people working with us who
share our values and drive the business in line with the strat-
egy. I am happy to say that we have all of this.

Growth opportunities
Atlas Copco aims to grow by combining organic growth
and complementary acquisitions, expansion in Asia, and
focus on a “use of products” strategy. The objective is to
increase revenues 8% annually on average over the business
cycle. However, we only allow operations to grow if they are
already profitable and stable. Stability; profitability; then
growth: That’s the tried and true course that all operational
units in the Group follow.

In 2001, revenues grew 10% at stable exchange rates. Since
1997, we have grown 15.3% on average each year—surpass-
ing our target.

Growing existing businesses
2001 was yet another year in which we launched many prod-
ucts, to meet customers’needs for increased productivity,
reduced costs, and less environmental impact during the life
of each product. Compressor Technique launched a new line
of small oil-injected screw compressors for the manufacturing
and service industries and introduced additional compressors
with energy-saving variable speed drives (VSDs). Construc-
tion and Mining Technique brought to market a “drifter”sys-
tem, for more efficient drilling and straighter holes. Industrial
Technique beat their own record set last year for the number
of new tools launched.

Innovation is particularly important for a market leader

Operating cash surplus after tax

Net profit—depreciation, capital gains 
& losses and deferred taxes added back

Change in working capital

Accounts receivables, inventories and
accounts payable

Net investment

Investments and sales of tangible 
fixed assets

“Healthy cash flow is crucial for investments
in innovations and efficiency improvements,
and to expand the business.”

Operating cash flow

2000 2001

+6,310
+6,771

–4,632

–1,412–402

+385
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like Atlas Copco, as it is the way to improve market posi-
tions without cutting prices.

A few small companies were acquired to strengthen the
Group’s position in niche markets. One of these was the
British generator manufacturer Masons, with special exper-
tise in the needs of telecommunications customers. In line
with the strategy to become a world leader in the exploration
drilling business, Atlas Copco bought U.S.-based Chris-
tensen Products, a supplier of diamond core-drilling equip-
ment. Yet another acquisition was Grassair, a Dutch manu-
facturer of small and medium-sized screw compressors with
a high-profile service offering.

Asia
We aim to have the same presence in Asia as we have in
Europe and North America, in sales, service, and assembly.
After the Asian crises of 1998–99, business conditions in
the region recovered strongly, especially in China. Today
Asia accounts for 9% of Group revenues, and our revenues
are the highest ever.

Last May, I took my management team to China to visit
cities in the central and western parts of the country that
show outstanding potential. Every team member was con-
vinced that it was the right time to enhance our position in
the market and to establish a presence in more major cities.
As a result, we have set up additional sales and service offices
to support customers that are expanding west in China. We
now have our own representation in 15 cities in the country.

A second extension of the compressor assembly plant in
Wuxi was inaugurated to support growth in that region. I am
happy to say that this plant received ISO 14001 certification for
its environmental management system in late autumn 2001.

Value-added services
Since the “use of products” strategy was defined in 1997, we
have steadily expanded the proportion of revenues generated
after a product goes into service. Currently about 55% of
revenues comes from activities related to service and main-
tenance, spare parts, accessories, consumables, and rentals,
compared to 40% five years ago.

The focus on “use of products”makes us less vulnerable
to swings in demand, as these activities are based largely on

products sold during the past 10 years. Even more important,
the “use of products”strategy has resulted in more frequent
contact with customers, as well as closer relationships.

A number of our customers in the motor vehicle indus-
try have Atlas Copco workshops located on their own sites
to handle maintenance and calibration of all tools, includ-
ing competitors’. Customers in mining benefit from agree-
ments by which Atlas Copco people ensure that each mine’s
supply of rock tools is adequate and that inventory levels
are adjusted to actual demand.

Compressor Technique has a long tradition of service
contracts with customers. New technology is making it pos-
sible to take this service a step further. As communication
functions are integrated into certain compressors, service
mechanics can access and diagnose those compressors, to
evaluate the need for maintenance, from any computer.

Concentration on core competencies is driving an out-
sourcing trend, and today an increasing number of people in
North America, where the Rental Service business area is a
large player, rent their equipment instead of buying it.

At the beginning of 2001, we merged the two rental divi-
sions in North America, Prime Service and Rental Service
Corporation, into one company. Shortly after the merger,
management launched an extended plan to consolidate stores
in areas where there was low potential or overlap in market
coverage. At the same time the number of management levels
was reduced to enhance operational efficiency. However, we
misjudged the complexity of this process and did not fully
succeed. The consequence was that we lost market share. The
business area’s main focus is now to develop revenues to

“We want to be close to our cus-
tomers, to understand their needs
and add value to their businesses.”

“Use of products” 1997 as
a percentage of revenues

“Use of products” 2001 as
a percentage of revenues

40%

55%
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regain lost market share and on penetrating new territories.
Meanwhile, internal efficiency-enhancing activities continue.

Development
Development is achieved through innovation and continu-
ous improvements.

As a market leader, we take advantage
of economies of scale to launch more
innovative products at a faster rate. Dur-
ing the past years, we have stepped up the
pace of our research and development
such that 35% of the products we sell now
are less than three years old, compared to
20% in 1994. We are striving to raise this
ratio even more.

To increase testing capacity and consolidate our leading
position in the compressor market, in 2001 we invested

more than  100,  10,
to extend and modernize our
laboratory infrastructure in
Antwerp, Belgium. As a result,
more development projects can
run simultaneously.

Two critical goals of Atlas
Copco’s product development
process are better ergonomics for
the benefit of the operator, and
less environmental impact. It is a
fact that the environmental
impact of a product during its life
cycle is greater than the impact
from production. That is why we
have the objective of each new
generation of products having
less of a negative impact than the
products they are replacing.

Continuous improvement is part of the daily routine for all
business units, which guarantees that we always try to find a
better way of doing things.

Information technology and the Internet in particular
have enabled new ways of working and improved our effi-
ciency. Over the years, Atlas Copco has established several

internal service providers serving the Group on a global
basis or in a particular region. These service providers have
developed expertise in specific areas such as administration,
financial reporting, banking, and insurance, which are non-
core activities. In 2001, our “ASAP” teams—the Group’s
internal providers of administrative services—provided the
companies that they serve with better and faster services at
a lower cost than before.

Multibrand strategy
Atlas Copco has a multibrand strategy in which each brand
plays a defined role and has its own differentiating values. Each
brand must justify its existence by contributing to the business.

In 2001, Grassair was added as a brand. It has an out-
standing reputation for its wide range of services, and we aim
to further develop the profile. The Construction and Mining
Technique business area trimmed their brand structure and
decided to fully capitalize on the strong Atlas Copco brand.
However, they will keep Secoroc, Hobic, and others as names
on individual products.

We need strong recognition for our brand, and this can
only be achieved through exposure to customers. The Internet

“Nothing drives growth and profitability more
efficiently than breakthrough innovations.
That is why we strive to foster a stimulating
working environment for everyone.”

Atlas Copco’s 

strategy book.

Product renewal 

Proportion of revenues
coming from products
introduced within the
preceding two years.

40

30

20

10

0

%
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has developed into one of the most important media for com-
municating what a brand stands for and what type of prod-
ucts and services are offered. In 2001, our “Get-onboard”
project for the Atlas Copco brand was completed and handed
over to the sales companies as a key territory-management
tool. The objective of this project was to create local Internet
sites in all countries where we are represented.
Today we have local teams of people in about 50
countries, communicating with their customers
in more than 20 languages. They provide up-to-
date information about what is going on in their
markets.

Living the values
One thing is common to all people in the Group and keeps
us together: our values. Interaction, commitment, and inno-
vation—these values are lived by everyone in Atlas Copco.
They serve as a solid foundation and guide us in how we act
towards customers and colleagues around the world.

To ensure that everyone truly understands these values,
as well as our structure and strategies, we have a training
program called Atlas Copco Circles. The program is
mandatory for all new recruits, and all employees world-
wide undergo this training when conditions make it neces-
sary. Last August, we invited 300 managers from all opera-
tional units around the world to a summit in Stockholm,
Sweden. The Group has changed its structure quite dra-
matically over the past several years, and the purpose of
the summit was to enhance managers’ understanding of
who we are. That meeting served as a kick-off for the 2001

Circles training program, now spreading to involve all
employees.

Attracting and retaining great people are key tasks for
all managers in the Group. We must be successful to keep
our upward circle going and always to offer a dynamic and
creative environment. What is important in this process is to

be able to communicate what we stand for as an employer.
What we do and how we act is not always easy to put in
writing, but we recently completed a project with the objec-
tive of establishing our employer brand.

Atlas Copco has a leadership model that states that every
employee should have a clear mission, given by his/her boss.
Progress is followed up at yearly appraisal meetings, which
we follow up on a continuous basis, and we are satisfied only
when we have achieved 100%.

We also guarantee that training is provided on a regular
basis to safeguard competencies. Our target is 40 hours of
training on average per year. In 2001, we reached 35 hours,
which was not up to our expectations. Travel restrictions
caused by the September 11 terrorist attack were partly to
blame. This situation should improve as we begin to use 
e-learning programs on a wider basis, as a complement to
traditional training.

“To me, personally, one of the most
important roles of the corporate brand is
to attract great people to work with us.”

In August 2001, more than 

300 managers from around the

world gathered in Stockholm

with the purpose to further

enhance Group culture.
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Committed to change
In last year’s Annual Report, I wrote how important it is for
a Group like Atlas Copco to be prepared for and to adjust
quickly to changes in the market. I never imagined how crit-
ical this ability would prove to be in 2001. Our people have
coped with a downturn in demand, introduced many inno-
vative products to the market, and at the same time have
handled the transition into the digital world.

Change is important for the development of the Group,
and management is no exception to this rule. I believe I
have fulfilled my mission and that the time has come for me
to move on. On July 1, 2002, Gunnar Brock will succeed
me as President and CEO of this fine Group. Gunnar is an
international manager who was born in Sweden. He has
lived and worked in many countries and successfully led
two large global corporations prior to joining Atlas Copco.

I am convinced that Atlas Copco has found the right per-
son to keep it developing: enhancing product develop-
ment, expanding market shares, and applying the “use of
products” strategy, where rental is an important part. I
am also convinced that, in these tasks, he will be fully
supported by the Group’s close to 26,000 talented
employees.

Thank you for your trust in Atlas Copco,

Giulio Mazzalupi

President and Chief Executive Office
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COMPETENCE DEVELOPMENT

The virtue 
of Circles

What if you are a Group with 26,000 employees, spread over almost 70 countries,
using more than 25 languages, and everyone needs to be trained on the same
subject? In Atlas Copco, Circles training is the solution to this challenge. 

The Atlas Copco Group has almost doubled in size
over the past five years, and the structure has changed.
The North American market has increased in impor-

tance. A large percentage of revenues comes from providing
value-added services to customers, such as rental. Still, the
company has long-term ambitions to have the same presence

in Asia as in other parts of the world. With a lot of newcom-
ers, the call for explanations about the new business environ-
ment is enormous.

Communications is key to increasing understanding
and achieving alignment. In this respect, nothing is more
efficient than face-to-face meetings in smaller teams, a fact
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that was acknowledged in the early stages of the Group.
The Circles training always begins from the top. Group

management sits together and makes the first Circle. After-
wards, each member conducts Circles with their manage-
ment team. In this way, Circles continues until it has
reached all employees in every corner of the world.

In August 2001, Atlas Copco held its summit in Stock-
holm, Sweden, the city that has always been the core of the
company. More than 300 top managers from around the
world gathered to share experiences and learn more about
the Group, to ensure and strengthen the understanding of
the corporate brand and its values: interaction, commit-
ment, and innovation. The Circles training played a key role
in reaching this objective and kicked off training for 2001.
Many of the participants have been with the Group for less
than three years and enhanced their understanding by lis-
tening to executives and discussing issues with colleagues
from other parts of the world.

A solid understanding
“The purpose of Circles is to give all employees a solid
understanding of the Group as well as to make them aware
of their own role in it. It also introduces newcomers to the
Group,” says Marianne Hamilton, Senior Vice President,
Organizational Development and Management Resources.

What is “Circles”?
Circles is a training concept where people sit
together in small teams to discuss and learn
about the Atlas Copco Group, its structure, val-
ues, and vision. There is no teacher, but a team
leader whose job is to keep the discussion going.
The team leader has a number of facts about the
Group as his/her support. 

To overcome the language barrier, the training
material includes illustrations to stimulate dis-
cussion and improve the understanding of the
business. 

The Circles concept is not new to Atlas Copco
people. It was first introduced in 1996 after the
Group had undergone a number of changes,
including a new organizational structure. The train-
ing material—first produced as a printed leaflet,
today on electronic media—has since been updated
yearly and is a mandatory introductory course for
all newly employed people.

At Atlas Copco’s 2001 summit

in Stockholm, Sweden, 300

top managers participated in

Circles training. The training

kicked off the 2001 program

that will embrace the Group’s

26,000 employees.



“The Net will affect each portion of our operations. It will

strengthen our valued relationships with customers, employ-

ees and suppliers,” says Ellen Steck, Vice President e-business

for the Rental Service business area.

E-BUSINESS
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Business processes
in transformation

The philosophy behind Atlas Copco’s e-business
strategy is simple. In the same way as Atlas Copco
strives to be first-in-mind for its customers, the cus-

tomers are first-in-mind for all companies in the Group.
“This means that wherever we meet, in the
digital or in the real world, we will dedi-
cate resources to provide all the informa-
tion and services needed in the languages
spoken by our customers,” says Ellen
Steck, who represents Rental Service in the
Group’s e-business coordination team, the
NET, which is responsible for promoting
the Group’s Internet policy.

Customer self-service tools
The first generation of e-commerce applications was rolled out
to customers more than a year ago. While traditional methods
and electronic data interchange (EDI) solutions prevail, sales

of products and accessories over the Net took off in 2001.
Some markets, notably the United States, Italy, Spain, Ger-
many, Sweden and the United Kingdom, show a clear accep-
tance of digital business.

Selection guides are available to customers over the Net for
spare parts, standard products, and consumables. These guides
are not only published to support customers and prospects but
are also useful for people in the Group to learn more about the
offering and to increase efficiency in their daily work.

The use of the Net is transforming the way Atlas Copco works with customers
and prospects, business partners, and other people. It has already broadened and
deepened the sales reach, services to customers have been improved on a global
basis, and the Group has good solid projects underway to enhance efficiency.

“We have gained great experience from
cooperation between the different entities
in the Group and are sharing key function-
ality to the benefit of the customer.”
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E-BUSINESS

Currently available to selected users, a product configura-
tion program for compressors and ancillary products gives
online support to sales engineers and distributors and
ensures they select the right product for the specific cus-
tomer need. The “configurator” is a tool for sharing exper-
tise and safeguarding customer satisfaction.

Building lasting relationships
Customer relations clubs are definitely not gimmicks. The
experience from Atlas Copco’s “Frequent Drillers’ Club”

and Milwaukee’s “Heavy Duty Club” is that they increase
brand loyalty for the benefit of both the manufacturer and
the customer.

Today more than 140,000 members have access to Mil-
waukee’s club, where they are encouraged to share their
thoughts on new product features and to participate in an
online discussion forum. As a result, the company receives
invaluable information that goes directly to the people
responsible for the next tool generation.

Digital footprints
All brands hosted by Atlas
Copco are seamlessly inte-
grated through the Group’s
Internet site www.atlascopco-
group.com. Each brand in the
Group has its own Internet site
and offers information and ser-
vices relevant to its specific tar-
get group and market.

Atlas Copco customers are
supported through local country sites in more than 
50 countries. These “gateways” are improved and
updated with useful information locally, and they are
published in the language spoken in the country. Cur-
rently, 20 languages are used to communicate with
customers and prospects. 

Rental Service Corporation has completed the first
phase of the online rental process for select key cus-
tomers in the US. The application includes selection
and booking requests for products and transportation
of the equipment to and from work sites. Customers
can also shop for used equipment online.

The field sales force at Milwaukee Electric Tool is

equipped with laptop computers, with network access
to e-mail and a fully implemented business-to-busi-
ness e-commerce application including price quota-
tions, inventory check, and delivery status.

Chicago Pneumatic uses the Net to build its inte-
grated brand strategy for products from Chicago
Pneumatic, CP Desoutter, and CP Georges Renault.

Sharing competence and technology is a necessity
for a widespread decentralized Group like Atlas Copco
to maintain development speed and reduce payback
time for investments. The key task of the Group’s NET

team, with representatives from all business areas, is
to lead, coordinate, and promote the Group’s Internet
policy. Depending on the scope of their business, dif-
ferent types of services and functionality are offered
to customers. This does not mean that applications
are unique to a brand. To increase efficiency and at the
same time reduce costs, the NET has as its task to
establish standardized platforms and functionality to
be used by all business units. As an example, the sec-
ond-generation e-commerce engine will be shared,
and the project is run in cooperation with the business
areas. The same is valid to net-security, where a joint
solution offering single sign-on for customers will be
developed.
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A Net revolution

Interaction with 
core products

Atlas Copco has introduced commu-
nication with core products over the
Net. This interaction opens up new

ways of working, for both the customer and
the supplier.

Remote service 
A compressor that needs to communicate with
the outside world can do so, 24 hours a day,
seven days a week. When a compressor needs
attention, it will contact the central Atlas
Copco server via a local call to the Internet.
The compressor sends all of its current operat-
ing parameters to the central data warehouse
and the system will look up which service per-
son is responsible for this particular customer.
Automatically an SMS with a description of
the event will be sent to the mechanic, and a
copy by e-mail to the customer.

Having received the message, the mechan-
ic logs onto the Internet where he gets access
to complete information about the specific compressor unit
and can decide if it needs immediate attention or if it is less
urgent. If need be, he can order spare parts online.

“Interaction with our products over the Net is clearly a
revolution and it will completely change the way we can
support our customers,” says Luc Hendrickx, president of
the Oil-free Air division. “From anywhere in the world, our
service mechanics will be able to interact with the compres-
sors as if they were standing beside the control panels.”

Automotive industry benefits
Collecting production data in an assembly plant has tradi-
tionally been a time-consuming, manual task. In a modern
automobile plant, however, internal data communication
uses the same technology as the Net. Atlas Copco can offer
a solution based on the Power Focus 3000 control system,
a control system for electric nutrunners. It can easily be

integrated with the customer’s own production system on
an existing network. The fact that the local network in the
plant uses web technology means that integration between
production units all over the world requires no more than
a normal Internet connection.

An important function of the control system is that
details of a tightening procedure can now be documented
easily using the web server program ToolsNet. It is this func-
tion that has prompted Lear Corporation in Gothenburg,
Sweden, to test the system at the Volvo Torslanda plant. Lear
is one of the biggest suppliers of seats to the motor vehicle
industry, with manufacturing plants all over the world.

“Volvo requires that it must be possible to link every seat,
identified by a serial number, to the station where critical parts
are tightened, such as air bag assemblies or anchorages,”says
Pär Gärdebäck, maintenance manager for Lear Corporation
at the Torslanda plant.

@

A service mechanic receives an SMS message from a compressor in need of service.
The motor vehicle industry can remotely check the torque to which a wheel-nut has
been tightened. Vision or reality? And to what benefit?

Compressor

Distribution center

Central Atlas Copco server
Customer

Atlas Copco
Service engineer

1. Internet 2. e-mail

3. Log on to any computer
4. Internet 

control, adjust

6. Deliver spare parts 5. Order spare parts

2. SMS

New information flow for compressor service.
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COMPRESSOR TECHNIQUE

South Africa

World-class 
service offering
with local flavor

For many years South Africa suffered from  political and economic difficulties, and
it was hard to keep up with the latest developments. In this environment, Com-
pressor Technique South Africa established their vision: Provide first-class prod-
ucts and services with top world-class standards as the benchmark.
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“To offer service was nothing new, but business had
stopped growing and it needed to be revitalized,” says
Gunnar Hindrum, General Manager at Atlas Copco
South Africa Compressor Technique. In 1997, they started
to analyze the situation. “Quality is the key to success,
and if you do it right the first time, the customer will be
satisfied.” Thus, the company started to work in a more
structured way, applying a quality-driven approach to all
aspects of the service operation. New service products
were introduced at the same time.

The compressor company in South Africa employed

some dedicated service sales technicians, focusing on sales
of service products. They also began training personnel in
customer care and how to act and appear when on call
with a customer. By involving everybody in laying the
foundations for stability, the signs of success soon started
to appear. “If we offered and delivered service with high
quality, and communicated it, we would become first in
mind and first in choice with our customers,” Hindrum
continues.

Image was improved with clearly marked service vehi-
cles and upgraded uniforms. Personnel began to feel greater

Lolo Lefoka and Johan Ras servicing a compressor at Lever

Ponds in Boksburg, Johannesburg.
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COMPRESSOR TECHNIQUE

trust in the company and in themselves. They became
proactive, and the communication established put Atlas
Copco closer to the customer. Business started to grow.

“Our Volkswagen plant runs 24 hours a day, and Atlas
Copco offers service on weekends so production is not
interrupted,” says Nick Chapman, Maintenance Superin-
tendent at Volkswagen S.A. “That is very accommodating.
After their last visit, they actually brought up some prob-
lems with the drying system and the receivers as well, and
we think that is excellent service.”

Hindrum adds, “We not only send spares, but we go there
to take care of the installation before any problem arises.
This way we can add to the value. We not only change filters
but look at the whole compressor room. We are 100% com-
mitted to the customer.”

This change in attitude makes a great difference. Old cus-
tomers are coming back, and many long-term service con-
tracts have been gained. The focus creates strong growth for
the after-market business.

Belgium

New test labs speed up
compressor development

Atlas Copco is investing around MSEK 100 (MEUR 10) in new laboratories and test
facilities in its compressor production site in Antwerp, Belgium. This will speed
up the development and reduce time-to-market for new products, and improve
Atlas Copco’s competitive position and opportunities for growth. 

This significant investment proves Atlas Copco’s
commitment to technical development and increas-
ingly good customer service. At the inauguration

ceremony in October 2001, Bengt Kvarnbäck, Business
Area Executive for Compressor Technique, said, “This
inauguration today is an important step, signifying our
commitment to the future of the compressed air business.”

Minister Dirk Van
Mechelen, Belgium’s
Flemish Secretary of
Finance, Budget, Innova-
tion, the Media, Town
and Country Planning,
noted, “With almost
2,300 employees and in its
status as world leader in
the compressor sector,

Atlas Copco is currently one of the most important com-
panies in Antwerp’s economic trade pool.”

Soundproofed cells
The new 2,400 m2 building houses a preparation and assem-
bly area and state-of-the-art test cells where compressors
can be thoroughly tested at every stage of their develop-
ment. Each cell is equipped with ventilation and an air- or
water-cooling system and is soundproofed. The majority of
cells can test machines up to 500 kW; some are capable of
testing up to 2,000 kW machines. They can also accommo-
date high-pressure units and variable speed drives. Techni-
cians can check parameters such as air delivery, pressure,
and temperature by remote control via the Internet. Proto-
types are tested to ensure that they comply with the master
specification, and then pilot batch units are produced and
exposed to long-term endurance trials.

In 1997, the Group decided to focus more on ser-
vice to customers when the product was in use.
The “use of products” strategy comprises service
and maintenance, spare parts, accessories, con-
sumables, and rental. This extended offer is world-
wide: Atlas Copco customers can expect the same
high-quality service wherever they are. 
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It has always been Atlas Copco’s procedure to expose the
compressors to a comprehensive test program before mar-
ket launch, to ensure that customers receive a product of
the highest quality. The new facilities speed up and enable
better control of the test process, bringing products to mar-
ket in a shorter time.

One of the guests at the inauguration, Anders Oljelund,
Swedish Ambassador to Belgium, commented, “I like to see
Swedish companies invest in Belgium and I am impressed
with the test cells. It seems that Atlas Copco has an advan-

tage over other companies in its field. It is well ahead in
research, and I hope it can keep that position.”

Atlas Copco leads the field in the compressed air busi-
ness worldwide, and the factory in Belgium is the backbone
of its compressor operations. The new test laboratories are
the latest in a line of innovation-based investments over
recent years, including research and development capabili-
ties, high-performance machine tools, and state-of-the-art
logistics systems.

Vary the speed 
and save energy
In the new lab, the energy efficient VSD compressors,
today a success in sales, are tested. A conventional
compressor cannot adjust the air supply to a specific
need, something which a VSD compressor can. By
varying the speed of the drive motor, the energy con-
sumption is reduced to a minimum, thus cutting the
cost of compressed air energy by up to 35% compared
to conventional types of compressors.

An oil-free air compressor undergoing tests in the new test laboratory.

Conventional installation

Average cost distribution*

Energy consumption 77%

Investment 13% 

Maintenance 8%

Installation 2%

VSD installation 

Average cost distribution*

Energy consumption 50%

Savings 22% on LCC*

Investment 17% 

Maintenance 9%

Installation 2%

*Life-cycle cost comparison over a five-year period.
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Switzerland

New tunnels allow
freight to travel
twice as fast

A study published by the European Union Commission predicted a 75%
increase in freight traffic through Europe’s alpine region between 1992
and 2010. In an effort to reduce the negative impact on the environment,
Switzerland resolved to build huge base tunnels that will channel freight
traffic through the country on shorter, faster routes. ▲
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Several tunnels are under construction, among them
three from Zurich to the Gotthard tunnel and then
to Lugano, and one in the western part of Switzer-

land. Expanding Switzerland’s communications network
through the Alps involves surface drilling as well as under-
ground excavation. The construction of these tunnels is
divided into several phases, and Atlas Copco is represented
in most of them.

In 1870, the first railway tunnel was built in the Gotthard
pass, 17 kilometers long. This tunnel reached its maximum
capacity many years ago. In 1982, a 17-kilometer road tun-
nel was built in the same area, to avoid the 2,100 meters high
climb through the pass. Now, a new Gotthard railway tunnel
is under construction. When completed, it will be the longest
underground railway tunnel in the world, 57 kilometers
long. The new tunnel is 600 meters below the old one, allow-
ing much longer and heavier freight trains (4,000 metric tons
compared to today’s 2,000 tons) to undertake the journey.
The fastest freight trains will travel up to 160 kilometers per
hour, twice as fast as today. Such trains cannot be used on
the existing alpine lines, due to the steep grades and narrow
curves. Fewer locomotives, personnel, and power will be
required for the same traffic volume once the new tunnel is
commissioned. Passenger trains will be able to travel 250

kilometers per hour. When completed, the entire Alp Transit
project will decrease travel times between Zurich and Milan
by an hour, to two hours and 40 minutes. Optimal connec-
tions are the result when the Gotthard tunnel is ready for
traffic in 2012.

Increased safety
When building a tunnel, safety is of course a major con-
cern, both during construction and after the project is com-
pleted. Two parallel single track tunnels, security exits,
access tunnels, underground emergency stations etc., reveal
that security is taken seriously in this project. Security is

also a major concern at the construction site during drilling
and blasting.

For geological reasons, only one-third of the Lötschberg
tunnel will be bored. The other two-thirds, as well as the access

tunnels, service
stations, and tun-
nels used for
switching tracks,
will be excavated

using Atlas Copco drill rigs and the drill-and-blast method.
Limestone is prevalent, and methane gas is sometimes present.
To avoid accidents, a methane warning system has been
installed on all Atlas Copco drill rigs. One rig is also equipped
with a system to simplify the drilling of up to 40-meters-long
probe holes for gas detection. The tunnels are reinforced with
long Atlas Copco Swellex® rock-reinforcement bolts, and the
roof and walls are being sprayed with concrete for safety.

With the new railway tunnels ready for traffic, the number
of heavy trucks on the roads will be substantially reduced, a
step forward for the safety on Swiss roads and for the beauti-
ful environment of the Alpine region.
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The Gotthard base tunnel will be the longest under-
ground railway tunnel in the world, 57 kilometers long.

The new Gotthard base tunnel is 600 meters

below the old one, allowing freight trains to

travel twice as fast as today.

Several tunnels are being built in Switzerland to

carry freight trains through the country on shorter,

faster routes. 
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The Atlas Copco Group believes that the main driver for growth is to continuously
introduce innovative products that increase the customer’s productivity while improv-
ing the working environment. For surface drill rigs, that means aiming at the lowest
drilling cost per ton of rock produced and the highest level of operator comfort.

This fits well with the philosophy of Maine Drilling
& Blasting (MD&B), a family-owned U.S. con-
tracting company founded in 1966. MD&B set out

to simply provide the best service to their customers. The
growth of the company is the result of having successfully
achieved a high level of customer satisfaction. Naturally,
quality and high standards are a prerequisite to this
achievement. “That is where Atlas Copco comes in,” says
Bill Purington, president of the company. MD&B uses 42
Atlas Copco drill rigs, making it the biggest single user of
Atlas Copco surface drilling equipment in the United
States.

MD&B is a full-service drill and blast contractor, and
75% of its work comes from “site preparation,” which is the
removal of rock to prepare a site for building a shopping
center, road, or airport. The other 25% comes from drilling
and blasting in quarries that produce rock products. Each
job starts with a thorough survey and cost analysis and a
comparison of current practice to available techniques.

MD&B’s resources enable it to combine the best hole size,
drill patterns, and equipment mix to get the lowest cost per
ton.

Fragmentation important
Nowhere is fragmentation more important than in quarries
where the broken rock should contain a minimum of boul-
ders to enable free flow through the crushers. MD&B has a
new surface drill rig operating in a quarry in Dracut, Massa-
chusetts. The quarry is located on the site of an old nickel
mine and has some of the hardest rock in the United States.
Atlas Copco machines provide powerful  rock drills, engines,
and compressors for optimum performance even in these
conditions. A professionally operated high performance rock
drill also is essential to achieve the straight holes required for
prime rock fragmentation with each blast.

MD&B and Atlas Copco work closely in a progressive
relationship where current equipment needs and future per-
formance requirements are discussed and agreed to.

To Maine Drilling & Blasting, mini-

mizing the cost per ton produced is

important. Just as important are

good working conditions.

Atlas Copco’s biggest U.S. drill-rig customer

Shared values
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The range of tools manufactured here includes pneu-
matic and electric nutrunners. These tools are used
primarily by the motor vehicle industry. In fact,

every third car on the road in the Western world today has
been assembled with nutrunners produced here.

A car contains roughly 2,000 screws and bolts, so it is
extremely important to know that these have been tightened
correctly. Each screw must have the correct torque applied,
because too much or too little torque could result in com-

ponent failures on the road. The correct torque is therefore
absolutely critical, which is why Tensor® electric nutrunners
are used on modern car assembly lines. Tensor nutrunners
are intelligent and can be programmed to control exactly
what torque is applied to a fastener, and with extremely
high accuracy.

“Tierp works has produced Tensors for almost 10 years
now,”explains Markku Pärssinen, manager of the Tierp plant.
“Volumes were low at the beginning, but as quality concerns

Sweden

Tierp—helps to
build cars through-
out the world

Two hours’ drive north of Stockholm, lies Tierp, a community with almost 5,000
inhabitants. Situated on the edge of a spruce forest is Tierp works, an industrial
manufacturing plant with 440 employees. Here in the heart of the Swedish coun-
tryside, industrial power tools are produced. 
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1987 First generation of Tensor electric tool, Tensor A/G.

1993 Second generation of Tensor S/PowerFocus 2000.
Patented, with a very light and fast motor.

1998 Tensor DS launched. The same motor as in 
Tensor S. Intended for quality joints but not the safety-
critical joints, which demand traceability. It is now
interesting for customers to install Tensor in the whole
plant.

2000 Power Focus 3000 introduced. The system can be con-
nected to the customer’s network and to the Internet.
Production data can be read from off site.

Tensor®—light but strong
Development is accomplished by continuous
improvements and by innovations, and the motor
in the Tensor® electric nutrunner is an example of
a tremendous breakthrough innovation.

Tensor has a unique motor, developed espe-
cially for electric tools. It delivers performance five

times that of conventional motors of the
same size because of its light

weight.

have grown within the motor vehicle industry, the demand for
Tensor has grown correspondingly. Compared to 1997, we
now produce about three times as many Tensor tools.”

Reduce recalls
There are two kinds of Tensor electric tools: Tensor S and
Tensor DS. Both types are light, fast, and offer high accu-

racy. They can both be connected to a computerized on-line
control system called Power Focus. This control unit can be
programmed to count how many screws have been tight-
ened, so no bolts on the vehicle are left unfastened.

Power Focus 3000 is the latest version of tightening con-
troller from Atlas Copco. This control unit can now tell the
line operator exactly which screw should be tightened next

and, after each screw has been tightened, store the applied
torque in memory. This information provides a complete
vehicle history and serves as a permanent record of the
vehicle assembly process. The availability of such records
should also reduce the risk of having to recall cars after the
car has left the plant. Recalls cost the motor vehicle indus-
try several billions of dollars every year.

One can replace 
several tools
Tensor S electric tools are typically
used when there are extremely high
safety requirements to fulfill, on
applications such as safety belts,
axle assemblies, and airbags. The

recent development of the more cost effective electric
nutrunning system, Tensor DS, has broadened the applica-
tion of electric tools on vehicle production lines. As each
new car model is produced and new vehicle assembly lines
are set up, the quantity of electric nutrunners required
increases, compared to conventional pneumatic tools. One
reason is that a single Tensor tool can be programmed to
tighten different types of screw to different torque levels, so
an electric tool can replace several pneumatic tools. Other
reasons are the increased accuracy that electric tools offer
and the improved working environment for line operators
due to lower noise levels.

Today, when car producers are designing a new plant, they
work in close cooperation with Atlas Copco to maximize the
application of the Group’s products on the production line.

“Our customers draw on our knowledge of the assembly
process and are eager to learn how modern tightening con-
trol systems can be integrated into the production line to
enhance productivity and quality,” Pärssinen says. “These
are the reasons for our success in the motor vehicle indus-
try: customer focus and close cooperation combined with
innovative, leading edge products.”

*Source: Automotive News

Almost 60 million cars and light trucks were
produced during 2001*. Every third car on the
roads in the Western world today has been
assembled with nutrunners produced in Tierp.
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Over 75 years ago, Milwaukee Electric Tool Corpo-
ration began creating some of the world’s most
durable and powerful tools under one basic vision:

produce the best line of heavy-duty electric power tools
available for professional users.

That vision holds true today. According to a research
study conducted in November 2001*, Milwaukee tools are
the leading brand owned and used by professional trades-
men in the United States. Professionals rank Milwaukee
highly for usage, product quality and value, best warranty,
technical or application support, and availability.

Milwaukee knows tools. Its brand positioning state-
ment, “Nothing But Heavy Duty®,” demonstrates that Mil-
waukee not only understands professional tool users but
also their work applications. Milwaukee develops heavy-
duty professional products based on a number of critical

factors. The company’s high ranking among trade profes-
sionals has appreciated over the years as development of
new tools continues to match their needs. Milwaukee also
pays rigorous attention to benchmarking, so tool proto-
types offer the “best in class” product ranking. A demand-
ing laboratory and in-field user testing round out the devel-
opment requirements, ensuring the perfect product/job
match.

Milwaukee’s commitment to quality, performance,
and value remains steadfast as organizations continue to
bestow awards, including “Best New Tool” and “Top
Rated” on numerous products. Milwaukee Electric Tool
engineers do not just design tools; they design each tool to
do the job better.

*Brand study by MRO Today, U.S. trade publication.

50 years with Sawzall®
In 2001, Milwaukee celebrated the 50th anniversary of
the company’s most popular product, the
Sawzall®.

Milwaukee, which joined
the Atlas Copco Group in
1995, introduced the Sawzall in 1951 as
the first portable hacksaw designed as a reciprocating
mechanism with only three moving parts.  The tool
quickly became popular and has since earned the title
of “best seller” of all of Milwaukee’s products, with
millions sold. 

Over the years, the Sawzall has developed into a
fast-cutting tool that cuts through everything, from
stainless steel to wood of all types. The ongoing evo-
lution of the Sawzall falls in line with Atlas Copco’s
business strategy: to develop through continuous

improvement of existing operations and products as
well as innovative business concepts and new tech-
nologies.

In 1961, a two-speed model was introduced,
followed by versions that included variable

speeds, double insulation, and a Quik-Lok®

cord. The Super Sawzall was developed in
1991 with an exclusive counterbalance
mechanism. The cordless Sawzall, the
world’s first full-sized, battery-operated
reciprocating saw, hit the market in 1996.

Other developments include a virtually
vibration-free mechanism (1998) and the
11-amp Orbital Action Super Sawzall

(1999). In 2001, Milwaukee introduced Sawzall—The
Hatchet, a compact cordless reciprocating saw with a
unique six-position pivoting handle which allows
users to get into tight spaces.

Until recently, Milwaukee only targeted the

North American market. Now it is heading

towards becoming a global brand. It was

launched in Australia during 2001 and will

be launched in Europe in spring 2002.

Quality-focused, performance-driven

“Heavy Duty” tools
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RENTAL SERVICE

North America 

Let the equipment be 
handled by professionals

Whatever the reason, availability is crucial to any-
one interested in renting equipment. Rental
customers require safe, high-quality equipment

at a specified time and place and they want the equipment
to operate at optimal levels throughout the rental period.

Art Droege, President and Chief Operating Officer of
Rental Service Corporation, states, “Our ambition is not to
be the biggest but to be the best. You are the best when you

offer your customers the best value for their money, that is,
quality, delivery, and price.”

January 1, 2001, marked the birth of the new Rental Ser-
vice Corporation, the division that makes up the Rental
Service business area. The two U.S.-based companies,
Prime Service and Rental Service Corporation, which were
acquired in 1997 and 1999, respectively, teamed up to form
one rental division. The merger formed one company, one

Many customers have made the decision to rent instead of buy their own equipment
to outsource  activities outside their core business. Others need equipment for tem-
porary use or to fill a need in a peak production period. 

Wes Andujar, outside salesperson, calls on one of his

300 customers. Wes helps the superintendent strate-

gically plan his equipment rental needs, and provides

equipment on an ad hoc basis. When a customer

requests equipment not on hand, locations contact

their sister stores to transfer equipment.

02:00

06:00The day 

starts 

early for 

an equip-

ment 

rental oper-

ation. Deliv-

ery drivers, like Nick Goonis at RSC, perform

their pre-trip inspections, load equipment,

gather contract paperwork, and head out to

their first delivery, while most other people

are still asleep. 
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rental fleet, and one management. Only three levels of man-
agement exist: region, district, and store. The result is a flat-
ter and more efficient organization that benefits both cus-
tomers and operations.

Three brands with different focus
While the concept of equipment rental is relatively simple,
plans and processes involved can prove complex. The equip-
ment rental business creates revenues mainly through rentals,
but also through sales of new equipment, parts, accessories,
and merchandise and sales of used equipment. Working
together, the teams at each of its 530 branches ensure they
meet customer expectations every time.

To overcome this complexity and  meet the needs of

customers, Rental Service Corporation’s three brands are
clearly focused on their respective customer segments and
each brand has dedicated customer service teams. RSC
serves the construction market, comprised of the heavy
equipment and commercial construction rental markets.
Prime Industrial focuses on the manufacturing and petro-
chemical rental segments, while Prime Energy promotes its
oil-free air and generator business.

With the new setup, the business area has one rental fleet
that can be accessed and utilized by all rental locations
across North America through a common computer sys-
tem. With nationwide footprint, the dedicated customer
service teams and increased availability of supply are giving
the business a better platform to work from in the future.

The Rental Service business

area is organized in six geo-

graphic regions, serving 

primarily the construction

market under the brand

RSC, and one industrial 

entity, serving industrial

customers under the brand

names Prime Industrial and

Prime Energy.

RSC’s equipment maintenance programs ensure customers

receive equipment in good working condition. Each piece of

equipment is cleaned on specially designed wash rack sys-

tems. Wastewater is hauled away to be cleaned and properly

disposed of, eliminating soil contaminants.

08:00 10:30

The inside sales

position is a key part

of RSC’s commit-

ment to customer service. Adam Garcia, inside

salesperson, explains to his customer that his

equipment is on its way off the wash rack and up

front for him. Inside salespeople interact with

sales staff, maintenance, service, and dispatch,

and assist customers who visit the store.
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The success of an equipment rental company depends largely
on logistics; in other words, how efficiently it utilizes and
manages its rental fleet and how well it can generate revenue
from spare parts, accessories, and consumables. To maximize
the utilization and revenue generation of the rental fleet, it is
managed efficiently by actively using information on revenue
generated by each product and product category in each
rental location. Managing a fleet consists of many activities:
• Investing in new equipment that is in demand 
• Managing the rental fleet mix 

• Transferring equipment between locations to fulfill
demand and maximize revenue generation

• Actively managing rental rates through pricing policies 
• Performing maintenance and service 
• Selling used equipment to invest in newer equipment 
• Selling used equipment that is under-utilized

Equipment rental companies vary widely in terms of utili-
zation, rental rates, and product mix. Also, the differences
are great between locations and seasons.

Utilization and management
of the rental fleet

In addition to

transporting

equipment, a

major part of the

driver’s job is cus-

tomer support.

The driver makes

sure customers know how to operate

equipment correctly and safely. On-

time deliveries and pickups are also

key to the customer, because they have

a schedule to keep. 

Customers depend on equipment to be properly main-

tained and in good working condition, but even under

the best circumstances, events occur that could cause

delays. An assurance plan affords customers tire protec-

tion, theft protection, and the flexibility to return equip-

ment to any location convenient for them. When prob-

lems do occur, RSC is on the job site to repair a piece of

equipment—or replace it with a new one—within four

hours of notification. 

15:30

13:00
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RENTAL SERVICE

In the rental industry

A high rate of growth in cus-
tomer demand for rental equip-
ment will trigger higher invest-
ment in rental equipment. This
will have a negative impact on
the rental company’s operating
cash flow. 

When the growth rate is moder-
ate, the need for investment in
new equipment is less. This will
have a positive effect on the
rental company’s cash flow.

In the manufacturing industry

A high rate of growth in cus-
tomer demand for machinery
and equipment can trigger
investments in a manufacturing
company’s long-term expan-
sion of capacity. 

*However, as long as capacity
can be expanded without major
investments, such as by building
a new factory, the effect on the
operating cash flow is limited.

Growth rates in the equipment rental industry closely
correlate with capital expenditure in the business by
which in turn affects cash flow. An equipment rental
operation normally can finance a large part of organic
growth with the cash it generates. However, to finance
high double-digit organic growth rates requires exten-
sive investment in the rental fleet. On the other hand,
when growth rates are moderate, flat, or negative, less

capital is spent to grow or maintain the rental fleet and
cash flow is strong. Depreciation is a key difference.
While depreciation accounts for a large part of the total
costs of a rental operation, it usually plays a minor role
in the total costs of a manufacturing operation. This
fact is important to consider when analyzing the cash
flow of a rental operation compared to a manufacturing
operation.

Financial characteristics of the rental business 

Operating cash flow

Net. capital expenditure

MSEK

Low

Positive 
cash flow

Positive cash flow*
Negative 
cash flow

High

Growth, %

Operating cash flow

Net. capital expenditure

MSEK

Low High

Growth, %

The effect of growth on cash flow (simplified charts) 

RSC integrates 

several modes

of communi-

cation—including

print, multimedia, and site visits—

to reach its 5,800 employees. Here, a team gathers for a presentation by

Safety Officer Marie Barker on workplace safety. Because personnel are

needed during the day to serve customers, meetings typically occur after

business hours.

As the work-

day ends,

Branch 

Manager Ron

Bunning makes

a last quick

phone call to a

customer offering

thanks, and a hope

that his team can be

of service in the

future.

20:0018:00
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Atlas Copco office

Atlas Copco factory

Atlas Copco mainland China offices

One of Atlas Copco’s main directions for long-term growth is to have the
same presence in terms of sales, service, and production in each of its
major regions: Europe, North America, and Asia. Still with steps to take,
that strategy is now becoming a reality, and much of the rapid growth of
Asia in the Atlas Copco family has resulted from success in China. Some
80 years on, Atlas Copco feels at home in China. China has experienced
tremendous development during the past few years, and Atlas Copco has
taken important strategic steps to position itself in this key market.

One of Atlas Copco’s main directions for long-term growth is to have the
same presence in terms of sales, service, and production in each of its
major regions: Europe, North America, and Asia. Still with steps to take,
that strategy is now becoming a reality, and much of the rapid growth of
Asia in the Atlas Copco family has resulted from success in China. Some
80 years on, Atlas Copco feels at home in China. China has experienced
tremendous development during the past few years, and Atlas Copco has
taken important strategic steps to position itself in this key market.
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CHINA

Until the 1980s, sales to China were managed from
Sweden. The company’s brand was well known in
the mining industry after several decades of sales.

In 1983, though, Atlas Copco began licensing certain other
products to Chinese manufacturers. A few years later,
Group companies started joint ventures with several of the
Chinese licensees.

This transition, from foreign sales to owned production

capacity, culminated in the registration of a wholly owned
holding company for China in 1997: Atlas Copco (China)
Investment Co. Ltd. Building a factory is only one step,
though, because to be seen as “local” in any market, a com-
pany must provide sales and service and have local sources
of supply. Thus, during the 1990s, Atlas Copco nurtured a
widening circle of suppliers that could meet ISO quality
standards and grow with the Group.

18 years after going native
Atlas Copco began exporting to China in the 1920s, but it was not until 1983 that
the Group decided to “go native.” Going native—immersing yourself in the life of
the country and its business culture so you feel it is your second home—can help
you think like your customer.

Atlas Copco first established its presence on the east coast.
Today the Group has numerous sales and service offices,

including locations in the more central and
western parts of China. In the 1920s, Atlas
Copco participated in an exhibition in Beijing.
Sales were managed from Sweden through

negotiations with central government authorities in Beijing.
There was limited contact with end-customers.

80 years in China 

One important market niche

in China is compressors for

production of PET bottles.
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The many employees that Atlas Copco has recruited
in China require continuing education—technical,
clerical, and managerial. The Group has its own

internal training and cooperates with local training organi-
zations and universities.

In 1998, Atlas Copco’s Holding Company in Shanghai
launched “ACademy”as an internal training concept. ACad-
emy offers one- to five-day courses, long-term continuing

education, and even evening degree programs as well
as English language training. Since the start, there
have been more than 500 course participants in
ACademy. A key task is to integrate local recruits
into the worldwide Atlas Copco family.

Recruitment is made easier by spreading the
word on Atlas Copco and its industrial methods
among local students. One tool for this has
been Atlas Copco’s book on compressors. It is
used at Shanghai Jiao Tong University, one

of the oldest universi-
ties of science and
engineering in China.
Atlas Copco China
collaborates with the
university on tertiary
education in com-
pressor technology.
Hiring new graduates,

schooling them in Atlas Copco processes and culture, then
helping them grow as experts or managers is a demanding
but necessary process. Until recently, employees in the
Group with experience in Asia were far outnumbered by
employees with experience from Europe and the Americas.
Increasing the number of managers with experience from
Asia is essential to maintaining the current rate of growth
and establishing Asia on an equal footing with the other
two regions.

A broader perspective
To speed up management development, Atlas Copco sends
selected employees to programs conducted by China Europe
International Business School (CEIBS). Founded in 1995,
CEIBS collaborates with business schools in Europe and
Asia as well as with multinational organizations.

In 2001, Atlas Copco sponsored three employees for an
advanced program. The employees joined the Group in the
mid-1990s, so it was time for them to acquire a broader man-
agement perspective. The program is 18 months long, during
which they will attend lectures on campus for one half week
every other month. Each year, talented employees will have
the chance to be selected for this program.

Learning is a high priority for the Chinese government,
so by enhancing the skills of its own employees, Atlas
Copco is being a good corporate citizen in its communities.

Learning
for the future

Jin Wei, Vice Dean of Jiao Tong University, and Magnus

Gyllö, Vice President of Atlas Copco (China) Investment

Co. Ltd., have close ties regarding training courses.

Atlas Copco’s book on com-

pressors, which was first

translated into Chinese in the

1990s, is still a definitive text-

book for vocational schools

and technical colleges.

A basic belief of Atlas Copco is that its people carry the
Group forward. In China, education and training of our
people are helping Atlas Copco to expand.

Group Management formulates a new
strategy that puts priority on establishing a
sustainable presence in China. Atlas Copco

(China) Ltd. is set up in Hong Kong as a vehicle to get closer
to the market through representative offices which open in
Beijing, Shanghai, and Guangzhou. 

Six license agree-
ments with Chinese
companies are

signed for production of a limited range of oil-injected and
piston compressors, drill rigs, and hydraulic drills.

 -
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CHINA

First joint venture, primarily for drill rigs,
is established. Local partner is the former
licensee in Nanjing (Nanjing Atlas Copco
Construction Machinery Co. Ltd.).

The joint venture Wuxi-Atlas Copco Com-
pressor Co. Ltd. is established, also with a
former licensee as the local partner.

 

Atlas Copco makes
home in Wuxi

In September 2001, Atlas Copco expanded its compressor assembly plant in
Wuxi. “We can now produce twice as many compressors with a rather modest
increase in people, just because of better organization and more space,” says
George Guiaux, General Manager, Wuxi-Atlas Copco Compressor Co. Ltd. 

The extension increased the shop floor, from 2,500 m2

to 5,000 m2, boosted the number of assembly lines
to seven, and added 1,500 m2 of warehouse space.

Now, instead of different models being produced on each
line, each model has its dedicated line.

“The original factory, commissioned in 1995, had the
most modern equipment, and this extension does, too,” says

Guiaux. “As before, the extension conforms to
ISO 14001, the environmental manage-

ment standard, and we have just been
certified by Lloyds.”

The factory has waste-water
treatment, noise pollution con-
trol, and separate waste collection
for recycling and conservation.
About a two-hour drive from
Shanghai, Wuxi has much green
space. Companies must reserve

30% of all land for this
purpose, and a tree
planting campaign in
the autumn of 2001
beautified the city even
more.

“Local residents are
proud of how clean and
prosperous their com-

munity is. Local officials are always asking if we are satis-
fied here or have suggestions for improvements.” Success is
not only a result of a good environment that fosters produc-
tivity but also of good relations with local authorities, resi-
dents, suppliers, and employees of other Atlas Copco com-
panies.

“The extension also lets us have more sales and service
engineers here to learn about the products. And that helps
us learn more about what
customers are thinking and
doing,” George Guiaux
explains.

“Friendship between
people in different com-
panies also helps internal
communication, we’ve
found. So although orders
have increased significantly
in the past two years, pro-
duction has kept pace. We were able to keep up with demand
thanks to good planning, which resulted from close cooper-
ation with sales.”

Daily deliveries
Good planning means that quality does not suffer, either. A
focus on quality, at the plant and by local suppliers, is key to
the plant’s success. The local content by number of compo-
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CHINA

Assembly of large oil-injected compressors
begins in Wuxi, after a short start-up period.
Joint venture founded in Changchun to manu-

facture a range of electric power tools. Partner is former licensee
in Changchun to AEG prior to the acquisition by Atlas Copco. 

Atlas Copco (China) Investment Co. Ltd. is
established to serve as investment and hold-
ing company for China, 100% owned by the

Group. Atlas Copco ACademy is founded in Shanghai to train
current and future managers and specialists. 

 

nents is high, while some core compressor components are
imported from Atlas Copco in Belgium. The Wuxi factory
was certified for ISO 9001 in 1996, and the quality of com-
ponent suppliers has increased dramatically.

“We use the kanban system, with daily deliveries, so sup-
plies have to be zero-defect when they arrive at the plant.
Some subcontractors are ISO 9001 certified themselves. But

we have always worked with all of our suppliers on quality,
making regular visits to help them with their processes.”

The Compressor Technique operations in China support
customers and the Wuxi-Atlas Copco Compressor Com-
pany with a widespread network of sales and service offices
across China.

“Environmental issues have become very significant in
China. As a leading company in our industry, Wuxi-Atlas
Copco Compressor Co. has proven its commitment to
put in place procedures and working practices that will
allow it to further control and monitor the effects of our
activities on the environment,” says Sun Dajian, Quality
Assurance Engineer.

One objective of the ISO 14001 standard is to drive

continuous improvement in a wide sense
and to provide quality products while
respecting the environment. Wuxi-Atlas
Copco has committed itself to support
the development of the quality stan-
dards of the products and to make this
environment cleaner, healthier, and safer. 

ISO 14001 to Wuxi-Atlas Copco Compressor Company 
An ISO 14001 certificate has been granted to Atlas Copco’s product company in Wuxi. The company

manufactures screw compressors from 5 kW to 250 kW.
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Polishing diamonds 
One of Atlas Copco’s oldest plants in China is a joint venture factory managed by
Hobic Bit Industries. The factory produces diamond drill bits for exploration drilling. 

Though it has been operating
since 1994, it has only been in
the Group since 2000, as a

part of the Construction and Mining
Technique business area. In contrast to
Compressor Technique’s operation in
Wuxi, whose output is mainly for the

domestic market, Hobic’s joint venture in Wuxi also aims at
export markets. About two-thirds of all output goes outside
China, mainly to other Asian countries and to Canada.

“Production is hard to automate, so instead we have tried to
improve the environment at the factory. One of the first
things we did was to paint the factory itself,” says Johan van
der Heyde, head of Construction and Mining Technique in
China when Hobic joined the Group. Another early move
by Atlas Copco was to work with factory workers and sup-
pliers to ensure that Group quality standards were met.

Hobic was brought into the Group by the Atlas Copco
Craelius division to strengthen already existing production
of diamond bits.

Atlas Copco (Shanghai) Trading Co. Ltd.
in Waigaoqiao Free Trade Zone is estab-
lished, including a liaison office in

Shanghai, 100% owned by the Group. Wuxi-Atlas Copco
Compressor factory is expanded for the first time.

The structure of representative offices
of Atlas Copco China/Hong Kong Ltd. is
dismantled, except for the Shanghai

office. They are replaced by branches of Atlas Copco (China)
Investment Co. Ltd. in Beijing and Shenzhen and liaison
offices in Changchun, Shenyang, Xi’an, Qingdao, Wuhan,

 

Two-thirds of Hobic’s

production aims at

export markets.
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Chongqing, Guangzhou, Kunming, Chengdu, Xiamen, Harbin,
and Zhengzhou.

Wuxi-Atlas Copco Compressor factory is expanded for the
second time, doubling its production capacity.

Within Atlas Copco (China) Investment Co. Ltd. in Shanghai
there is an “Internal Bank Asia” to serve as regional treasury hub. 

The Investment Company is now also Atlas Copco’s develop-
ment center in Asia for advanced administrative services
(ASAP). 

Compressor Technique opens e-commerce service to Chinese
customers on a trial basis.

Quality makes friends
Well into her fourth year with Atlas Copco Tools, Amy Shi serves an expanding
network of clients in the motor vehicle industry. “Some of my customers are
good friends. One of them referred us to another company, and now they are an
Atlas Copco customer.”

Amy Shi is a Sales Engineer based in Wuhan. About
half of the companies in the motor vehicle indus-
try are joint ventures between foreign and Chinese

companies, and about half are government-owned. They
are scattered across four provinces: Hubei, Sichuan,
Shaanxi, and Henan.

“I’m in the office some days, but mostly I visit factories,
demonstrate products, and try to help my customers with
problems,” Shi explains. With her technical degree, she can
often solve the problem on the spot.

Good to win
One of the best things to happen to Amy Shi in 2001 was
winning the contract for a new Citroën factory. When Citroën
first came to China, the people starting the joint venture
wanted only Atlas Copco tools. A few years later, Citroën

built a second factory,
but the people who
started that one chose 
a competitor. “We kept
working hard to serve
Citroën, so when they
started planning their
latest factory, we were
asked to submit a ten-
der like the other tool-
makers. And we won! It
felt good to win Citroën again.”

Now that she has tried sales, Amy Shi would like to learn
more about marketing. “In five years, I would like to be
working in marketing. But I’m still young, so all the travel-
ing and helping customers is fun for now.”

As a Sales Engi-

neer for Atlas

Copco Tools and

Assembly Systems

in China, Amy Shi

spends most of her

time in customer’s

factories.
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ATLAS COPCO IN BRIEF

Atlas Copco and the
business environment 

Atlas Copco’s vision is to be a leader in each of its businesses. The Group should
be first in mind of its customers and also their first choice. 

North America

Distribution of revenues by business area and region

■ Compressor Technique 
■ Construction and Mining Technique 
■ Industrial Technique  
■ Rental Service

South America
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To secure long-term profitability, growth, whether
internal or through acquisitions, will be achieved in
three main strategic directions. First, the Group

should achieve growth in the existing business by offering
new products developed from core technologies, by finding
new applications in new market niches, by increasing its
presence in the marketplace, and/or by acquiring businesses
that offer similar or complementary products and/or ser-
vices. Second, the Group will strengthen its presence in
Asian markets. Third, the Group should expand revenues
related to “use of products,” such as service and mainten-

ance, spare parts and accessories, consumables, and equip-
ment rental, which will ensure even greater participation in
our customers’ business activities.

Development of the Group’s core competence is achieved
by continuous improvements in existing operations and by
innovation. Continuous improvements in manufacturing,
products, marketing, organization, and business flows are
intended to provide customers with better service and to
ensure short-term profitability. Breakthrough innovations
are a means of staying ahead of the competition and maxi-
mizing performance in the long run. The Group strongly

Africa/Middle east

Asia/Australia

Europe
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ATLAS COPCO IN BRIEF

supports specific projects to foster innovation in technology,
concepts, and methods.

The Atlas Copco Group hosts a number of brands, and
its multibrand strategy plays a significant role. To better
satisfy specific customer needs, products and services are
differentiated and marketed under various brands through
different distribution channels. Each brand has a clear role
and is justified when it adds to revenues and profit for each
specific business.

Targets
Atlas Copco uses trends, targets, and long-term goals to
manage their businesses. The overall objective is to achieve a
return on capital employed that always exceeds the Group’s
total cost of capital while growing the size of the business.

Financial targets for the next business cycle:
• to have annual average revenue growth of 8%,
• to have an average operating margin of 15%, and 
• to continuously challenge the operating capital efficiency
in terms of stock, receivables, and rental fleet utilization.

This will ensure that shareholder value is created and contin-
uously increased. The strategy used to achieve these objec-
tives will follow the proven development process for all oper-
ational units in the Group: stability first, then profitability,
and finally growth.

In the past five years, compound annual growth aver-
aged 15.3%, mainly due to acquisitions. The Group’s oper-
ating margin averaged 12.7% for the past five years.

Among qualitative targets and goals, Atlas Copco
expects all products and services to boost customers’ pro-

ductivity and competitiveness, thus making the Group the
preferred partner and supplier. Surveys are continuously
conducted to measure the success of Atlas Copco com-
panies in this regard. Another target is for all divisions to be
leaders in the area of environmental protection, which
strengthens their businesses.

Market presence in close to 150 countries
The Atlas Copco Group has a strong market presence
and strives to maintain close and long-term relationships
with its customers. Products are marketed through the
Group’s own sales operations in around 70 countries and
through distributors and a service network in another 80
countries.

Atlas Copco manufactures and assembles products in
13 countries. Manufacturing is concentrated to Belgium, the
United States, Sweden, Germany, France, China, and India.

The North American market accounts for slightly more
than half of the Group’s revenues, 51%, while the European
market totals 30%. Atlas Copco is determined to increase its
presence in emerging markets, especially Asia, which repre-
sents about 9% of revenues. In 2001 Atlas Copco expanded
its production capacity in Wuxi, China, and increased the
number of sales and service offices on mainland China.

Increased importance of consumables,
rentals, and services
The Group’s growth strategy to expand revenues related to
“use of products” such as service and maintenance, spare
parts and accessories, consumables, and equipment rental,
has shown good development thanks to strategic directives
and important acquisitions. This strategy does not only

Compressor 
Technique 33%

Construction and 
Mining Technique 14%

Industrial Technique 23%

Rental Service 30%

Revenues by business area

North America 51%

South America 4%

Europe 30%

Africa/Middle East 4%

Asia/Australia 11%

Geographic distribution of revenues

Mining industry 8%

Construction industry 42%

Manufacturing industry 24%

Process industry 12%

Service industry 6%

Other 8%

Revenues by customer category

Organization
Board of Directors

President and Chief Executive Officer

Executive Group Management and Corporate Functions

Compressor Construction and Industrial Rental
Technique Mining Technique Technique Service

Atlas Copco Rock
Drilling Equipment

Atlas Copco Craelius

Atlas Copco Secoroc

Atlas Copco 
Construction Tools

Atlas Copco Wagner

Milwaukee 
Electric Tool

Atlas Copco 
Electric Tools

Atlas Copco Tools
and Assembly 
Systems

Chicago Pneumatic

Rental Service 
Corporation

Industrial 
compressors 

Portable 
compressors

Gas and process
compressors

Generators

Airtec

Portable Air

Industrial Air

Oil-free Air

Atlas Copco Applied
Compressor and
Expander Technique

Drilling rigs

Rock drilling tools

Construction tools
equipment

Load-Haul-Dump
vehicles (LHDs)

Industrial tools

Assembly systems

Professional electric
tools

Equipment rental 

Sales of merchan-
disers and parts

Divisions

Business Areas

Product Areas
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provide additional growth opportunities, but also limits the
Group’s cyclicality. The strategy contains the basic concept
of increasing service during the lifetime of the products to
secure competitive advantages. For example, the close inter-
action with customers in the equipment rental business of-
fers a unique opportunity to make the most of end users’
contributions to product and business development. The
“use of products” concept has developed favourably for all
business areas, and impacts all customer segments.

Despite this development, the Group remains sensitive
to the cyclical changes surrounding equipment in various
public and private sectors such as manufacturing, infra-
structure and mining.

The important customer groups in the manufacturing
and process industry demand and invest in compressors,
industrial tools and assembly systems. Also, customers in
the construction and mining industries invest in equip-
ment, like drilling rigs, loaders, rock drilling tools, breakers
and portable compressors. Investments in large construc-
tion projects, like railways, highways, and power plants,

often depend on political decisions. In the private sector,
however, underlying construction activities, interest rates,
metal prices and stocks of metals can influence invest-
ments from the construction and mining industries.

Finally, when sales of capital goods increase, demand
for consumables and services is likely to rise. Customers
need tools, spare parts, consumables, and accessories on
an ongoing basis. Demand for these products and services
is relatively stable compared to the equipment sales. The
gradual shift to more consumables and services, thus has 
a stabilizing effect on Atlas Copco’s total performance.

“Use of products” account for approximately 35% of
revenues in the Compressor Technique’s business area,
more than 55% in Construction and Mining Technique,
20% in Industrial Technique, and 85% in Rental Service.

Primary drivers of Atlas Copco Group revenues

Rental, consumables and 
Equipment 45% other after-market 55%

Industrial machinery investment

Metal and ore productionMining machinery investmentMining

Construction Construction activity/
outsourcing

Investment in infrastructure

Industrial productionIndustry 
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% Important acquisi-
tions, joint ventures
and divestments
1997–2001  

1997 Acquisitions:
Thomé-Crépelle,
France (CT); Prime 
Service, U.S. (CT).

1998 Acquisitions: 
Ceccato’s compressor
operations, Italy (CT);
JKS Boyles, Canada
(CMT). 
Divestment: Robbins,
U.S. (CMT).

1999 Acquisitions:
Rand-Air, South Africa
(CT); ABIRD BV, the
Netherlands (CT);
Rental Service Corpo-
ration, U.S. (RS); Tool
Technics NV, Belgium
(IT). 
Divestment: Atlas
Copco Controls, Swe-
den (IT).

2000 Acquisitions: 
Various small rental
companies, U.S. (RS),
Hobic Bit Industries,
Canada (CMT).
Divestment: Atlas
Copco Rotoflow, U.S.
(CT).

2001 Acquisitions:
Christensen Products,
U.S. (CMT), Masons,
U.K. (CT), Grassair, the
Netherlands (CT), vari-
ous small rental com-
panies, U.S. (RS).
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Compressor Technique develops, manufactures,
markets and distributes oil-free and oil-injected air
compressors, portable air compressors, gas and
process-compressors, turbo expanders, electrical
power generators, air treatment equipment (e.g.
compressed air dryers, coolers and filters), and air
management systems. Compressor Technique has
resources for basic development in its core technol-
ogy areas as well as the manufacturing capabilities
for production of the compressor elements and
other core components. Further, the business area
offers specialty rental services based on compres-
sors and generators.

% of revenues Business concept Brands*
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Construction and Mining Technique develops,
manufactures, and markets rock drills, rock drilling
tools, tunneling and mining equipment, surface
drilling equipment, construction tools, loading
equipment, and geo-technical drilling equipment. 
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Industrial Technique develops, manufactures, and
markets industrial power tools and assembly sys-
tems, as well as professional electric power tools.
It serves the needs of advanced industrial manu-
facturing like the automotive and the aerospace
industry, industrial maintenance, light construc-
tion, and building installations. 
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Rental Service satisfies customer’s needs for
rentals, maintenance, service, and sales of new
and used equipment through its North American
network of 530 stores in the United States, Canada
and Mexico. The ambition is to offer a comprehen-
sive range of high quality products and services
mainly to the construction and manufacturing
industries. Availability, quality, and price are three
important success factors of Rental Service Cor-
poration, the second largest equipment rental
company in North America. R

en
ta

l S
er
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ce

Atlas Copco is a global industrial group headquartered in Stockholm, Sweden. Revenues for 2001
totaled MSEK 51,139, MEUR 5,458. The Group employs close to 26,000 people and manufactures
products in 13 countries on five continents. The products are sold and rented under different

*Registered trademarks.

33%

14%

23%

30%
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The products are intended for a wide spectrum of
applications where compressed air is used as a
source of power, or as air in which it plays an
active role in industrial processes. Clean, dry, oil-
free quality air is the preferred solution for applica-
tions where compressed air comes into direct con-
tact with the end product. Air treatment equipment
is fully integrated in the compressor package, or
can be installed separately. Portable compressors
and generators are a reliable power source for
machines and tools in the construction sector but
also in numerous other industrial applications.Gas
and process compressors and expanders are sup-
plied to various process industries.

The continued success of Compressor Technique
and its position as the global industry leader is
based on Atlas Copco’s philosophy to be and
remain first in mind and first in choice through
product innovation and customer interaction and
commitment. This is a solid position maintained
and driven by continuous research and develop-
ment in compressor technology and in fields
related to energy savings and environmental
care. All major operations are according to certi-
fied ISO 9001 for Quality Management and to ISO
14001 for Environmental Management.

• Profitable growth

• Investments in China

• Launch of new products

• New laboratory for shorter time-to-market

Customers/Applications Characteristics Key events in 2001

The products are sold, rented and serviced for
building and construction companies, large infra-
structure projects, quarries, and mining com-
panies around the world. The business area has
its principal manufacturing plants in Sweden,
South Africa and the United States.

Construction and Mining Technique builds its
business on its well-established reputation as a
global supplier of state-of-the-art products. The
business area aims to safeguard its position as a
leader in terms of quality, reliability, productivity,
service, the environment and ergonomics. 

• Ongoing strong results from “use of products”

• Improved profitability

• Key drilling rig order for low-seam applications

• Many new products launched

Industrial Technique is the world leader in indus-
trial tools and assembly systems for safety critical
joints. Industrial tools are used for manufacturing
applications like assembling, tightening, drilling,
grinding and riveting. Assembly systems are sup-
plied primarily to the motor vehicle industry for
multiple and synchronized nut tightening. Profes-
sional electric tools are used for light construction
and building installations in the industrial, com-
mercial and residential construction markets. 

Industrial Technique’s success is based on inten-
sive research and development, performance
products with outstanding ergonomic features,
ability to serve customers on a global basis, a
unique distribution system and products carrying
world famous brands. Industrial Technique is the
second largest manufacturer in North America for
professional electric tools and among the top five
manufacturers worldwide. 

• Increased market shares in industrial power
tools

• Record year for product launches

• Significant R&D investments

Rental Service serves a well-balanced and diversi-
fied customer base of contractors, industrial com-
panies, and homeowners with different needs and
activities. Larger multi-regional industrial cus-
tomers, for example in the petrochemical sector,
form an important customer segment. In total,
Rental Service has more than 330,000 active cus-
tomers in the United States, Canada, and Mexico.

Rental Service operates in the equipment rental
business, which is growing faster than the under-
lying industry. The industry is undergoing consol-
idation. Rental Service has developed its strong
market position by applying superior service con-
cepts, efficient information systems, and
economies of scale to logistics and purchasing. 

• Merger of Prime Service and Rental Service
Corporation

• Profit deterioration due to low rental revenues
and restructuring measures

• Strong cash flow

brands through a worldwide sales and service net-
work reaching some 150 countries, half of which are
served by wholly or partly owned sales companies.

Financial targets 
over a business cycle Target Last 5-year

Revenue growth (%) 8 15.3

Operating margin (%) 15 12.7
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Giulio Mazzalupi

President and Chief Executive Officer. Employed since 1971.
Born 1940. 
Nationality: Italian
Education: Graduated from Rome University, Faculty Mining
Engineer in 1965.
Career: Mazzalupi joined Atlas Copco in 1971 after a few years
as COO Underground Mining at Cogne S.p.A., an Italian mine.
He has held various positions within the Group, and has man-
aged companies in four countries (Italy, Germany, Belgium
and Sweden). Prior to his present position he was Senior Exec-
utive Vice President for the Compressor Technique Business
Area. 
External directorships: Member of the Boards of Directors of
Electrolux-Zanussi and Parker Hannifin Corporation.
Holdings: 6,571 A, 8,529 options.

Bengt Kvarnbäck 

Senior Executive Vice President Business Area Compressor
Technique. Employed since 1992. Born 1945. 
Nationality: Swedish
Education: Graduated from the Royal Institute of Technology
in Stockholm, Metallurgical Engineering in 1970.
Career: Between 1970 and 1982 Kvarnbäck held various posi-
tions within Sandvik AB, Sweden. Kvarnbäck was then Presi-
dent for Secoroc AB, Sweden, and later for Invik & Co. AB,
Sweden. He held the position as Executive Vice President for
Industriförvaltnings AB Kinnevik, Sweden, prior to joining
Atlas Copco in 1992 as Senior Executive Vice President, Busi-
ness Area Industrial Technique.
External directorships: Member of the Board of Directors of
Volvo Penta AB, Sweden.
Holdings: 11,371 A, 57 B, 9,014 options.

Freek Nijdam 

Senior Executive Vice President, Business Area Construction
and Mining Technique. Employed since 1970. Born 1940. 
Nationality: Dutch
Education: Graduated from high school, UTS Mechanical
Engineering, 1959.
Career: Nijdam began at Atlas Copco in 1970 after seven years
as a representative for compressed air at Dekker Verpacking
in the Netherlands. He has held various positions in many
countries (Netherlands, Belgium, Mexico, Germany and Swe-
den). Prior to his current position he was President for Atlas
Copco’s Applied Compressor and Expander Technique divi-
sion. 
External directorships: Board member for Canadian Swedish
Business Association, Sweden and Putzmeister AG, Germany.
Holdings: 1,317 A, 2,784 options.

Göran Gezelius

Senior Executive Vice President Business Area Industrial
Technique. Employed since 2000. Born 1950. 
Nationality: Swedish
Education: MBA, Stockholm School of Economics in 1973.
M.Sc. in Chemical Engineering, Royal Institute of Technology
in 1977.
Career: Gezelius joined the Sandvik Group in 1982 after a few
years as Sales Engineer at Dow Chemical AB, Sweden, and
working with energy-related projects and investigations at the
Association of Swedish Heating and Ventilation Engineers,
Sweden. Prior to joining Atlas Copco in 2000, he was President,
Business Area Sandvik Saws and Tools. (Renamed Bahco
Group AB in October 1999, when the company changed owner-
ship from Sandvik AB to Snap-on Inc.) 
Holdings: 0

Group management
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Thomas Bennett 

Senior Executive Vice President Business Area Rental Service.
Employed since 1997. Born 1943. 
Nationality: U.S. citizen
Education: After high school Bennett has participated in
industry, management and computer courses. 
Career: Bennett began his career in 1964 as General Manager
for Tool Crib, Pasadena California. In 1975 he joined Prime
Service, a company to which he has played an active part to
the growth. When Atlas Copco in 1997 acquired Prime Ser-
vice, Bennett was appointed President of the division. In Jan-
uary 1999, when Rental Service became a business area of its
own, Bennett was appointed Business Area Executive.
External Directorships: Director of Associated Equipment Dis-
tributors Foundation (AEDF), Chicago, IL; Executive Advisory
Board Director of MapleWood Partners LLP, Coral Gables, FL.
Holdings: 7,724 options.

Arthur J. Droege

Deputy Senior Executive Vice President Business Area Rental
Service. Employed since 1976. Born 1948. 
Nationality: U.S. citizen
Education: Bachelor of Science Mechanical Engineering from
Northwestern University in Evanston, Illinois, 1972.
Career: Droege worked with sales and service in several com-
panies before he began his career in Atlas Copco in 1976. He
has served the Group in managerial positions in three coun-
tries (United States, Belgium, and Singapore). Prior to his pre-
sent position he was President for the Oil-free Air division, and
most recently, Regional Executive Asia Pacific.
Holdings: 9,014 options.

Hans Ola Meyer

Senior Vice President Controlling and Finance. Employed
since 1991. Born 1955. 
Nationality: Swedish
Education: MBA, Stockholm School of Economics, Sweden in
1977.
Career: Meyer was employed by Atlas Copco in 1978 to work
with Group accounting and controlling. Later he moved to
Ecuador as Financial Manager. He left Atlas Copco in 1984 to
among other things lead the asset management at Penning-
marknadsmäklarna—later JP Bank, Sweden. In 1991 Meyer
re-joined Atlas Copco as Financial Manager in Spain, a posi-
tion he held until 1993 when he became SvP Finance and
member of Group Management. Meyer has held his current
position since 1999.
External directorship: Member of the Board of SEB Fonder AB.
Holdings: 571 A, 300 B, 5,384 options.

Marianne Hamilton 

Senior Vice President, Organizational Development and Man-
agement Resources. Employed since 1990. Born 1947. 
Nationality: Swedish
Education: Bachelor of Arts at the Stockholm University in 1972.
Career: Hamilton began her employment working with recruit-
ment at Astra in 1973. Between 1974 and 1990 she was a con-
sultant for Mercuri Urval, a recruitment company in Sweden. In
1990 Hamilton joined Atlas Copco as Vice President Organiza-
tional Development for the Atlas Copco Industrial Technique
division, and a year later she began in her present position.
External directorship: Stockholm School of Economics, Exec-
utive Education AB, Sweden
Holdings: 3,085 A, 5,384 options.

Hans Sandberg 

Senior Vice President Legal. Employed since 1975. Born 1946. 
Nationality: Swedish
Education: Master of law, Uppsala University, Sweden, 1970.
Master of Comparative Jurisprudence (MCJ) New York Uni-
versity, United States, 1972.
Career: In 1972 Sandberg began as an Assistant Judge at
Södra Roslagen District Court, thereafter he was an associate
at the Lagerlöf Lawfirm in Sweden. He joined Atlas Copco in
1975 as Corporate Counsel. As a legal expert, he has also
served the Group in North America. In 1989 Sandberg was
promoted to his current position. Sandberg is Secretary of
the Board of Directors, Atlas Copco AB.
External directorship: The Export Association of Sweden.
Holdings: 200 A, 3,902 options.

Annika Berglund

Senior Vice President Group Communications. Employed
since 1979. Born 1954. 
Nationality: Swedish
Education: MBA, Stockholm School of Economics, Sweden,
in 1980. MBA, University of Antwerp, Belgium, 1995.
Career: Berglund began her career with marketing analysis
in Atlas Copco in 1979. Since then she has had a number of
different positions in the Group related to marketing, sales
and business controlling. During an assignment in Great
Britain she worked as a Sales Engineer. Prior to her present
position, Berglund was Marketing Manager for Atlas Copco
Controls, a company that was divested in 1999.
Holdings: 1,300 A, 165 B, 3,006 options.

Hans W. Brodbeck

Regional Executive Latin America. Employed since 1969.
Born 1940. 
Nationality: Swiss
Education: Diploma as Civil Engineer from State College of
Engineering in Berne/Switzerland in 1963.
Career: Brodbeck begun his employment as a civil engineer
of hydropower projects in Switzerland in 1965. He joined
Atlas Copco in 1969 as a Sales Engineer for tunnel boring
equipment. Brodbeck has served the Group in seven coun-
tries (Switzerland, Venezuela, Mexico, Ecuador, Portugal,
Belgium and Brazil) and was General Manager in three of
those. Prior to his current position he was President for 
Atlas Copco’s Portable Air division.
Holdings: 9,014 options.

Known Management changes 
(until February 14, 2002)

Effective July 1, 2002, Gunnar Brock will
replace Giulio Mazzalupi as President and
CEO for the Atlas Copco Group. Giulio 
Mazzalupi will retire at the age of 62 after 
31 years with the Group. 

Thomas Bennett retired on December 31, 2001.

Freek Nijdam will from February 28, 2002 take the position as
Senior Executive Vice President Business Area Rental Service.
He will be the business area's only representative in the Group
Management. Thus, Art Droege will no longer be a member.

Björn Rosengren has been appointed Senior Executive Vice
President for the Construction and Mining Technique Busi-
ness Area as of March 1, 2002. 

Hans W. Brodbeck will retire at the end of March 2002.
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Three key publications
Atlas Copco will for 2001 release three separate publications to
better serve its main stakeholders with information. 

The Annual Report fulfills all the legal requirements on informa-
tion. It also includes information of specific interest to the investor
community.

The Operational Report, called Achieve, presents how Atlas
Copco works to reach its vision and highlights strategic moves
in a more detailed way. In this publication, the Group communi-

cates what Atlas Copco stands for and what it is focusing on.
The President and CEO, Giulio Mazzalupi, will here describe the
Group in-depth in his own words.

The Sustainability Report is brand new and will be published
for the first time in May 2002. The report is Atlas Copco’s first
official report on environmental and social issues.

All reports are available in pdf format on the Group's Web site
at www.atlascopco-group.com. There you can also order printed
copies of the reports.

The Operational Report, Achieve, and the Sustainability Report
are not part of the Annual Report and are not audited.

Atlas Copco AB and its subsidiaries are sometimes referred to
as the Atlas Copco Group, the Group or Atlas Copco. Atlas Copco
AB is also sometimes referred to as Atlas Copco. Any mention of
the Board of Directors or the Directors refers to the Board of Direc-
tors of Atlas Copco AB.
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Atlas Copco AB
SE-105 23 Stockholm, Sweden 

Phone: +46 8 743 8000
www.atlascopco-group.com
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Addresses

Atlas Copco Group Center

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

Atlas Copco Compressor Technique

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

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

Atlas Copco Portable Air
P O Box 102
BE-2610 Wilrijk, Belgium
Phone: +32-3-450 6011
Fax: +32-3-870 2443

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

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

Atlas Copco Applied 
Compressor and 
Expander Technique
46 School Road 
Voorheesville, NY 12186, USA
Phone: +1-518-765 3344
Fax: +1-518-765 3357

Atlas Copco Construction 

and Mining Technique

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

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

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

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

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

Atlas Copco Wagner
P O Box 20307
Portland, OR 97294-0307, USA
Phone: +1-503-255 2863
Fax: +1-503-251 3014

Atlas Copco Industrial Technique

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

Milwaukee Electric Tool 
13135 West Lisbon Road
Brookfield, WI 53005, USA
Phone: +1-262-781 3600 
Fax: +1-262-781 3117

Atlas Copco Electric Tools
Postfach 320
D-71361 Winnenden, Germany
Phone: +49-7195-120
Fax: +49-7195-126 66

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

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

Atlas Copco Rental Service

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

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


