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Lindab Group

We simplify construction
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ǒ International Group that develops, manufactures, markets and 

distributes products and system solutions primarily in steel for 

simplified construction and improved indoor climate, within the 

Ventilation, Building Components and Building Systems business 

areas

ǒ Established in 31 countries

ǒ Number of employees: approximately 4,500 

ǒ Listed on the Nasdaq OMX Nordic Exchange under the ticker ñLIABò

Lindab in a nutshell
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Key figures

Amounts in SEK m unless otherwise specified

2009 2008

Net sales 7,019 9,840

Operating profit (EBITDA) 479 1,388

Operating profit (EBITA) 265 1,172

Operating margin (EBITA), % 3.8 11.9

Operating profit (EBIT), excluding one-off items¹ 301 1,279

Operating margin (EBIT), % excluding one-off items¹ 4.3 13.0

Profit after financial items (EBT) 119 990

Profit for the year 34 723

Cash flow from operating activities 719 673

Return on capital employed, % 4.3 20

Return on equity, % 1.1 23.4

Net debt 2,422 2,774

Net debt/equity ratio 0.8 0.8

1 ) One-off items for  ï2009, totalling SEK ï47 m, consisting of SEK 45 m in costs relating to the cost reduction programme, a SEK 10 m income from sale 

of Folke Perforeringôsoperations, plus SEK 12 m in costs relating to the closure of Lindab Plåt in Edsvära.  ï2008, totalling SEK ï116 m, consisting of SEK 

117 m for the cost reduction programme, a SEK 18 m write-down in stock, a SEK 14 capital gain on the sale of property as well as a SEK 18 m capital gain 

from the divestment of company holdings and SEK 13 m in costs to replace the CEO.  ï2006, totalling SEK ï39 m consisting of restructuring costs of SEK 

41 m, SEK 25 m in costs in connection with flotation on the stock exchange and a capital gain of SEK 27 m from the sale of property.  ï2005, totalling SEK 

7 m, consisting of SEK 40 m in restructuring costs and a capital gain of SEK 47 m on the sale of property. 

For Lindab, one-off items are considered to exist in the case of events that are not among regular business transactions and when each individual 

amount is of a non-negligible size, and could therefore have an effect on the profit and key ratios.
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Data per share

SEK/share unless otherwise specified

2009 2008

Undiluted earnings per share 0.45 9.32

Diluted earnings per share (EPS) 4.45 9.32

Earnings per share1 0.45 9.67

Cash flow from operating activities 9.62 8.68

Undiluted equity per share 40.16 44.75

Diluted equity per share 40.16 44.75

Dividend -2 2.75

Diluted no. of shares 74,772,000 74,772,000

1) Based on the current no. of shares, at the end of the year.

2) Proposed dividend
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Lindab market presence

ǒ More than 125 locations in 31 countries

ǒ Local production units in 19 countries

ǒ 2009: The Nordic countries represented 42% of sales, Central & 

Eastern Europe 21% and Western Europe 32% and the rest of the 

World 5%.

Central production Ventilation

Central production Profile

Local production Profile

Production Ventilation

Local air duct production Ventilation
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History

Net Sales 1959-2009, MSEK

ǒ 1959 - Lindab founded 

ï Early focus on quality in products and services

ǒ 1975 - The first double-lipped gasket duct system

ǒ 1984 - Introduction to the Swedish stock exchange

ï From Scandinavian base successive international market expansion

ǒ 1992 - Quoted at the Danish stock exchange

ǒ 2001 - Ratos, Sjätte AP fonden and Skandia Liv acquisition

ï Steady focus on core business ïVentilation and Profile

ǒ 2005 - The largest acquisition to date ïAstron Buildings S.A.

ǒ 2006 - Return to the Stockholm Stock Exchange

ǒ 2009 ï50 Years anniversary
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ǒ To be "the preferred partner for building professionals in Lindab's 

core products Europewide". 

Vision ïWe simplify construction
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Business concept

ǒ Lindab develops, manufactures, markets and distributes products and 

system solutions in steel for simplified construction and improved indoor 

climate.

ǒ The business is carried out within three business areas, Ventilation, 

Building Components and Building Systems, and the products are 

characterised by their high quality, ease of assembly, energy efficiency 

and environmentally-friendly design and are delivered with high levels of 

service. Altogether, this increase customer value.
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Our Business Strategy

Lindab shall focus its efforts and investments in the most profitable segments and within the segments 

with the largest growth potential. The approach shall be differentiated market by market based on 

strengths.

KEY FOCUS AREAS:

Ventilation business area: The business area will have a clearer organisational distinction between supply 

and distribution. The leading product group, fittings for duct systems, will be afforded the highest priority, 

along with developing distribution efficiency and leadership. Within the Comfort division, various options 

are being considered to grow the business and improve profitability.

Building Components business area: The market efforts will be concentrated on two distinct segments: 

residential and non-residential construction. Particular efforts will be devoted to the flagship product, roof 

drainage, as well as the accompanying product group of roof cladding. Growth is primarily expected from 

the residential segment whereas initiatives for the non-residential segment will be within existing core 

markets.

Building Systems business area: The focus will be on large industrial buildings, both in terms of 

production efficiency and marketing. This will particularly apply in Eastern Europe and Russia, where 

demand for this type of buildings is considered to be stronger than in other regions in the coming years. 

Initiatives will include developing direct sales with a particular emphasis on Russia to complement the 

builder-dealer network.

Common for the business area strategies is that growth will be supplemented by acquisitions to further 

reinforce competitiveness.
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Lindab success factors

ǒ Innovative system solutions  ñsimplifying constructionò

ǒ Production & logistics synergies

ǒ Early establishment in the CEE/CIS

ǒ Successful acquisitions

ǒ Strong corporate culture
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Lindabôs net sales 2009 (SEK million)
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Lindab ïten year overview

Net Sales (SEK m)
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Financial targets

Annual organic sales growth, % 8

Operating margin (EBIT), % 14

Net debt/equity ratio, times 0.8 ï1.2
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Dividend policy

ǒ The dividend policy, approved by the Board of Directors, states that 

the dividend should represent 40-50 % of net profit.

ǒ The proposed dividend shall take into consideration Lindabôs financial 

targets, acquisition opportunities, future results, financial position, 

cash flow, credit terms and other factors.
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Sales by market

SEK m
2009 2008

Nordic region 2,986 3,799

Western Europe 2,220 2,739

Central and Eastern Europe 1,487 2,953

Rest of the World 326 349

Total 7,019 9,840
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X Portion of Group sales 2009 %

(X) Portion of Group sales 2008 %

Sales per region
Nordic countries

42 (39)

Western Europe 

32 (28)

Central and 

Eastern Europe 

incl CIS 

21(30)

Rest of the world 

3 (4)

Other markets

5 (3)


