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2010 in summary
•	 Sales turnover amounted to SEK 4.243 which is 9% better than last year 

in local currencies and 4% better in SEK (SEK 4.087 million).
•	 Profit after tax improved by SEK 133.7 million and amounted to  

SEK 221.5 million (SEK87.8 million).
•	 Earnings per share amounted to SEK 3.31 (1.29).
•	 Cash flow from operating activities amounted to SEK 343.6 million  

(SEK 806 million).
•	 Net debt to equity ratio amounted to 72.8% (96.3).
•	 The equity ratio amounted to 44.8% (41.0).
•	 The Board of Directors proposes a dividend of SEK 1.00 (0.25) for 2010.

Corporate Promo business area
Sales turnover increased by 1% to SEK 1 819 million  (SEK 1.805 million) and 
EBITDA amounted to SEK 209.6 million (SEK 171.9 million).

Sports & Leisure business area 
Sales turnover increased by 7% to SEK 1.703 million (SEK1.587 million) and 
EBITDA amounted to SEK 220 million (SEK 124.5 million).

Gifts & Home Furnishings business area
Sales turnover increased by 4% to SEK 722 million (SEK 695 million) and 
EBITDA amounted to SEK -43.7 million (SEK -53.4 million).

Events in Brief
•	 9% organic growth in local currencies.
•	 18% increase in the U.S. market in local currencies.
•	 Last year's austerity package has had a positive effect on the cost development.
•	 The efforts to reduce the tie-up of capital have been a continued success, including an 

improved inventory turnover ratio.
•	 The Group has signed a new financing agreement with a credit line of SEK 2.200 million which 

is valid until 15 September, 2013.
•	 Linnéa Art Restaurant established in Göteborg.
•	 Yet another distribution centre established in the U.S.

New Wave Group in short

New Wave Group is a growth company that designs, 

acquires and develops brands and products in the 

corporate promotion, gifts and home furnishings 

sectors. The Group will achieve synergies by coordi-

nating design, purchasing, marketing, warehousing 

and distribution of its product range. To ensure 

good risk diversification, the Group will market its 

products in the corporate promo market and the 

retail market. 

Key figures

Corporate 
Promo

Sports & 
Leisure

Gifts & Home 
Furnishings

2010 2009

Turnover, MSEK 4 243.4 4  087.0

Profit before depreciation, MSEK 386.0 243.0

Profit after depreciation, MSEK 327.6 172.4

Profit after finance net, MSEK 300.3 126.2

Gross profit margin, % 47.1 46.5

Equity, MSEK 1 933.0 1 807.1

Return on equity, % 12.1 4.9

Return on capital employed, % 9.4 4.3

Net debt/equity, % 72.8 96.3

Equity/assets, % 44.8 41.0

Number of employees 2 196 2 203

Profit per share, SEK 3.31 1.29

Equity per share, SEK 29.14 27.24

EBITDA per business area, MSEK

Corporate Promo

1 819 (43%)

Sports & Leisure  

1 703 (40%)

Gifts & Home Furnishings 

722 (17%)
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Craft cooperating with LEOPARD TREK
Craft is cooperating with the world's best cycling 
team LEOPARD TREK, and provides them with a 
complete set of training och racing gear, including 
underwear, compression gear, aero gear, alternative 
racing gear and accessories. To optimise their per-
formance, we have fitted each cyclist’s equipment 
after his specific needs and demands - a time con-
suming effort as each cyclist has 25 different racing 
garments. With cyclists like Olympic Champion 
Fabian Cancellara and brothers Andy and Fränk 
Schleck on the team, LEOPARD TREK has the 
possibility to achieve something really great at the 
Tour de France.

Linnéa Art Restaurant
Linnéa Art Restaurant opened up its doors 
in 2010 with a tasteful Orrefors and Kosta 
Boda glass and art glass concept. A first 
class restaurant and wonderful gallery in 
perfect harmony. The interior was developed 
together with some of the world's best glass 
designers. Everything - from the food to the 
art, the furniture to the sinks - is here to give 
you a world class experience.

New Wave Profile Professionals
Our marketing concept New Wave Profile Profes-
sionals has developed in many areas in 2010. Among 
other things, cooperation with Star for Life was in-
troduced. Star for Life is an organisation working to 
prevent the spread of HIV/AIDS, mainly in southern 
Africa. NWPP has selected a number of products 
where part of the price is earmarked for Star for Life. 
Furthermore, Card for Life has been developed, a 
giftcard which both generates a contribution and 
spreads information about the operation. Working 
with Star for Life has been very motivating for every-
one involved and has generated enough revenue to 
start two school projects instead of just one, which 
was the original plan.

Cutter & Buck
In order to provide promo customers better 
service in the North American market, Cutter & 
Buck has established another distribution centre. 
The new distribution centre is located In Hebron, 
Kentucky and speeds up delivery by 2-3 days to 
more than 80% of the company's promo custom-
ers. The company is expecting to run 40% of its 
daily deliveries to the promo market from this 
destination by March 2011, and to reach 50% by 
the middle of June. The increased delivery speed 
introduces an opportunity for increased sales and 
more market shares.
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Statement by the MD and CEO
Given everything that happened in 2009, I feel quite satisfied with 2010. 
Although I am not entirely pleased with a sales increase of 9% in local 
currencies (4% in SEK), we do know that there were shortages of goods 
in some segments.

The promo market has recovered a bit, but there's still a long way to go 
until we reach the same levels as in 2007 and the first half of 2008.  
I believe and hope that it will continue to recover during 2011 and 2012. 

In 2010, a new management group was appointed at Orrefors Kosta 
Boda AB and I have high hopes for them. If you want to single out a 
problem within the Group, Orrefors Kosta Boda AB is the one still losing 
money, even if some improvements have been made. On the plus side, 
Cutter & Buck experiences a fantastic development which is very pleas-
ing and I believe it will continue during 2011. Craft is also one of the 
great joys and continues its triumph from country to country.

Some major changes were also made in various subsidiaries' executive 
managements during 2009 and 2010, and I now feel that we have a 
strong organisation in most of our companies. We have a strong bal-
ance sheet and we now have both the finance and management for 
expansion. The only negatives, which are also very hard to estimate, are 
how customers will react to our poor customer service in some product 
segments during 2009 and parts of 2010, the price increases on mainly 
cotton products, but also generally in Asia, as well as longer lead times. 

Asia is basically still overheated and product sourcing could also be a 
problem in 2011. 

Despite all of the above, I'm still very positive and believe that 2011 can 
be a good year in many ways.

Finally, I would like to thank our competent employees, our customers 
and our shareholders, all of whom have worked hard, believed in us, 
encouraged us and given us your support in 2009 and 2010.

Now it's time to focus on growth again and continue to build on the 
strong foundation we're standing on. Our brands are stronger than ever 
before, our organisation feels powerful and motivated and we have 
every opportunity to continue to grow. We will continue to focus on 
cash flow and capital tied up. Another important goal and ambition is 
to lower our costs in relation to sales and improve our efficiency.

With hope for a great 2011 and continued good development.

Torsten Jansson 
Managing Director and CEO
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About New Wave Group

Sweden and Norway.

1990

Acquisition of  
Craft of Scandinavia.

1996
Acquisition of Hefa.

1998

France.
Acquisition of Texet.

2000

1994
Acquisitions in Finland 

and Italy.

1997
Establishment in Denmark, 

Spain and German.

1999
Establishment in  

The Netherlands and England.

2001
Acquisition of Sagaform 

and Seger.

Business concept 
New Wave Group is a growth company that 
designs, acquires and develops brands and 
products in the corporate promotion, gifts and 
home furnishings sectors. The Group will achieve 
synergies by coordinating design, purchasing, 
marketing, warehousing and distribution of its 
product range. To ensure good risk diversifi-
cation, the Group will market its products in the 
corporate promo market and the retail market. 

Vision 
The vision for the Corporate Promo business 
area is to become the leading supplier in Europe 
and one of the leading suppliers in the USA of 
promotional products by offering retailers a 
broad product range, strong brands, advanced 
expertise and service, and superior all-inclusive 
concept. 

The vision for the Sports & Leisure business area 
involves establishing the wholly-owned brands 
Crafts and Seger as international, functional 
sportswear brands and making Cutter & Buck 
a world-leading golf apparel brand. Moreover, 
the vision also entails strengthening Umbro 
in the Swedish market and Speedo also in the 
Norwegian and Danish markets. In all, we aim to 
become the leading sports wholesaler in Sweden, 
the rest of the European countries and the USA. 
Our vision is to make Pax the leading children’s 
footwear brand in northern Europe. 

The vision for the Gifts & Home Furnishings 
business area is to make Orrefors and Kosta Boda 
world-leading glass and crystal suppliers. Part of 
the vision also involves utilising innovative and 
playful design to make Sagaform a prominent 
player in northern Europe in both the promo 
and retail markets.  The Group’s ambition is 
to become a prominent supplier in the North 
American promo market through its presence 
in the USA. 

Part of New Wave Group's vision is to become Europe's leading supplier of promotional ware.

Acquisition of DJ Frantextil, 
X-Tend and Toppoint.

2002
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Acquisition of SMAP, DAD 
Sportswear and Jobman.

2004

Large investments in  
Orrefors Kosta Boda.

2006

Introduction of Clique/New Wave in the U.S.
Establishment of New Wave Sports.

2008

2009 
Grand opening of Kosta Boda Art Hotel
Introduction of Cutter & Buck in Europe.

2003
Establishment in China and 

Switzerland.
Establishing of ProJob.

2005
Ireland, Wales and Russia. Acquisition of 

Dahetra, Orrefors Kosta Boda and Intraco.

2007
Acquisition of Cutter & Buck.

Profitability and growth targets
New Wave Group strives for a sustainable, 
profitable sales growth through expansion in its 
three business areas, Corporate Promo, Sports 
& Leisure, and Gifts & Home Furnishings. Over a 
period of one business cycle, the Group’s growth 
target is between 20 and 40% per year, of which 
between 5 and 10% is organic growth and a 15% 
operating margin. New Wave Group aims for a 
30% equity/assets ration over one business cycle. 

Strategy 
To realise its targets, New Wave Group’s strategy 
involves: 

•	 acquiring, launching, and developing the 
brands in the corporate promo, sports, gifts 
and home furnishings sectors 

•	 launching the brands and organisations in 
new geographic markets 

•	 spreading the Group’s values to new and 
acquired companies

 
New Wave Group’s values 
New Wave Group is a decentralised organisation 
and the Group’s values are its guiding principle. 
We are dedicated to upholding and spreading 
New Wave Group’s values within the Group and 
particularly when acquiring new companies. New 
Wave Group does its utmost to find inexpensive, 
simple solutions and adheres to the motto  
“a penny saved is a penny earned”. 

•	 It takes hard work to outperform our com-
petitors. 

•	 Employees must have the conviction to take 
initiative and to learn from their mistakes in a 
decentralised organisation. 

•	 Focus on the customer is a central principle 
for the organisation as a whole and impera-
tive to doing our utmost. 

History 
New Wave Group was founded in 1990 in 
Sweden and Norway and in 1994 in Finland. The 
Group ranks as a market leader in the markets, 
with an estimated promowear market share of 
about 30%. In 1996 Craft was acquired, which 
established the sales in the retail business area. 
With its 2001 acquisition of Sagaform, New Wave 
Group moved into promotional gifts, which 
generated substantial synergies with the Group’s 
other promo activities. In 2003, New Wave Gro-
up developed its own workwear concept under 
the ProJob brand and sealed the venture with 
the acquisition of Jobman. Following its launch 
in workwear, New Wave Group is currently the 
only supplier to cover all three areas (promowear, 
promotional gifts and workwear) in the promo 
sector. The Group has gradually expanded and 
set up organisations in Europe. New Wave Group 
has sales organisations and its own subsidiaries in 
17 countries. 

Via retailers, New Wave Group distributes the 
Craft brand in 26 markets in Asia, Europe and 
North America. The Orrefors Kosta Boda Group 
acquisition at the close of 2005 and the Cutter 
& Buck acquisition in 2007 secured a sound 
foothold in the North American market. Sales 
in non-Swedish markets make up 70% of the 
Group’s total sales and amount to SEK 2 953 
million. Sweden is the Group’s most important 
market since most of the acquisitions the past 
years involved Swedish companies. However, 
the Group’s strongest organic growth is reported 
outside Sweden, with emphasis on the rest of 
Europe.

Growth %

Number of Employees

Operating margin %

Equity ratio %

Equity per share, SEK

Establishment of Linnéa Art Restaurant. 
Cutter & Buck is establishing a new 

distribution center in Kentucky.

2010
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New Wave Group in the world

Sales per area

The Group’s business strategy entails launching 
the brands and developing concepts on new mar-
kets. The company’s tactics for foreign launches 
involves only targeting the corporate promo  
market to start with one or a couple of the 
Group’s brands. Business must be conducted with 
low costs to limit the financial risks. When satis-
factory profitability and good growth have been 
achieved, more promo brands can be launched 
and the retail market targeted. If distributors 
handle the launches, retail launches can be carried 
out without promo launches, such as in the case 

of the Craft launch in the USA.New Wave Group 
regularly invests a share of its operating profits in 
new markets, generating a high growth rate over 
an extended period of time. New Wave Group 
currently has subsidiaries in 17 countries and has 
carried out 194 launches under its existing brands. 
By solely introducing the Group’s existing con-
cepts in countries where the Group already has 
its own organisations, at least 100 new launches 
remain to be carried out.

New Wave Group has evolved from market-leading player in the 
Nordic countries to a prominent player in several other markets.  
In each of its business areas. The Group works with strong international 
brands such as Craft, Cutter & Buck, Orrefors and Kosta Boda.

USA 21%

2010 2009
Part of Part of Change

MSEK
Change

%turnover turnover
Sweden 1 288 30% 1 215 30% 73 6%
USA 893 21% 789 19% 104 13%
Nordic region excl Sweden 651 15% 625 15% 26 4%
Mid-Europe 798 19% 804 20% -6 -1%
Southern Europe 468 11% 502 12% -34 -7%
Other countries 145 4% 152 4% -7 -5%
Total 4 243 100% 4 087 100% 156 4%










































































































































