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Fors MW at a Glance

This is Fors MW
Founded in 1992 with head quarters in saue, estonia. The aftermarket division is 

placed in norrköping, sweden. The Fors MW Group holds the whole of its 

swedish subsidiary Farma norden ab and its chinese subsidiary Fors 

MW/china. The group has in average 120 employees and operations 

in some 30 countries. Fors MW is a leading european manufac-

turer of its fi eld whose leading positions are based upon 

market-leading brands such as biGab hook lift system, 

FarMa lumber trailers and niab tractor processor.  

read more at page 9  

business idea
The business idea of as Fors MW is to market, 

develop, manufacture and sell small and me-

dium scaled customer oriented high quality 

products to a competitive price level in areas 

such as agriculture, forestry and entrepreneur-

ship. 

The spirit of the company is founded on the 

beliefs that it is better to earn less per sold prod-

uct and sell volumes then to do the opposite. it 

is not in the minds of Fors MW to turn to price in-

crease as an easy solution for solving profi tability. 

in order to continue to keep pace with the business 

idea, at the same time as increasing turnover and prof-

itability, we need to keep focus on best price, in all areas. 



4

Fors MW at a Glance

Percentage of the 
Fors MW group`s sales

2009

2008

2007

2006

2005

Sweden 

49

56

56

54

63

cusToMers
Fors MW creates value by fulfi lling the needs of our customers in the spirit of 

innovation. The customers of Fors MW are active in more than 50 countries 

spread worldwide. our customers are located on all continents. our 

customers include both large and small businesses, they operate 

under diverse conditions. We create value through knowledge of 

customers, regional presence and effi  cient production.  

We see dynamic sales activities in some 25 countries con-

centrated geographically in europe. The Group´s sales 

of products are conducted through independent deal-

ers and in some cases through agents. Group sales of 

aftermarket services are conducted through a wholly 

owned establishment. 

sTraTeGy

The Fors MW group´s strategy is based upon the 

needs and requirements of our customers and is fo-

cused on profi table growth, product renewal and in-

ternal effi  ciency. 

Fors MW create growth through knowledge and under-

standing of our markets, capturing market shares in ex-

isting markets by outperforming our competitors, penetra-

tion of new markets and customer segments through organic 

growth and keeping focus on segments with favorable structural 

growth. read more at page 13  
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England,
Ireland 

4

3

3

4

3

Netherlands

2

1

1

1

1

France

3

1

1

1

1

Poland

2

1

–

–

–

Others

1

2

7

4

5

Austria 

2

2

3

3

3

Finland 

5

6

5

5

4

Estonia 

2

2

1

1

1

Norway 

9

10

8

11

8

Belgium 

2

3

2

2

2

Germany 

17

11

11

8

2

Czhec
Republic 

1

–

–

–

–

Denmark,
Island 

1

2

2

6
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The Fors MW Group 2009

The Fors MW Group 2009
A year of dramatic fall in demand and internal adaption to lower demand with weak markets all 

over the European continent in regards to all three of our brands. The most dramatic decline in 

demand occurred in the first six months of the year. During the later part of the year, a sequential 

improvement occurred. 

The sharp downturn in demand in all of the Group´s segments resulted in significant lower sales 

than in 2008. The net sales decreased by 46 % to 158 875 thousand EEK (2008: 295 175). 

Profitability is the second key component for value creation. Fors MW has enjoyed a sustaina-

ble and profitable growth for the past nine years. The sharp downturn in demand and the re-

structuring in regards to it, has temporarily decreased the profit. Operating profit reached  

3 230 thousand EEK (2008: 13 213) and net profit 765 thousand EEK (2008: 9349). 

The Group’s aftermarket business is not exposed to the same fluctuations as sales of new prod-

ucts. While the Group´s sales of new products declined by almost 46 %, the aftermarket business, 

with sales of spare parts, only declined 21 % during the year, which is positive from a profitability 

point. 
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The Fors MW Group 2009

Key developments

6

invesTMenTs
2009 was a year of investments for 

the Fors MW Group. among sev-

eral investments, were the shoot 

blasting machine, the facility for it, 

as well as for the container manu-

facturing, a welding robot and the 

purchase of the next door prop-

erty. a purchase in which Fors MW 

tie the plant in saue together, in 

a long-awaited structural whole. 

The new facility is now the center 

of design and development. 

at our subsidiary, Fors MW/china, 

a new management was installed 

headed by the manager Mr. norris 

Xiao. The sourcing in china is con-

sidered to be an important part of 

the purchasing and under perpet-

ual development. 

FarMa GeneraTion 2
at elMia Wood the largest for-

estry show in the world, Fors MW 

launched the fi rst step in the Far-

Ma Generation 2 series. FarMa 

Generation 2 means an upgrade 

both in product design but also 

development of the brand into 

new areas and activities. at the 

show three new cranes were pre-

sented as well as a new grapple 

series. The FarMa G 2 series has 

since launched, sold over the set 

expectations. 

neW brochures 
aT MarkeT
a new biGab as well as a new 

FarMa brochure saw the light of 

day during 2009. brochures highly 

appreciated amongst our custom-

ers and dealers. The brochures are 

created to serve as sales tools for 

our dealers. 

neW hoMepaGe
in May Fors MW launched its 

new homepage www.forsmw.

com in swedish and english. The 

homepage is built to serve our 

customers and dealers with in-

formation in an easy presented 

and maneuverable way. The 

homepage has been highly appre-

ciated and the number of visitors 

exceeds the old page with more 

than 70 %.  The numbers of clicks 

that visitors attend to press are in 

the rank of 7 – 9 clicks, which in 

the world of internet is considered 

a high click rate. The translating of 

the page into German and French 

took place at the end of 2009 and 

was launched along with the Finn-

ish one in early 2010. 

evenTs
The exhibitions elMia Wood, 

sweden and siMa, France were 

two signifi cant marketing events. 

in the summer of 2009 Fors MW 

presented a competition in scan-

dinavia. The price was a cT 3,8 – 6. 

lots of people participated and 

by the end of the summer, Maria 

sporre from sweden stood as a 

winner. in october Fors MW intro-

duced club biGab on the scan-

dinavian market to add value to 

biGab owners through vip events 

and their own e – mail address, 

running straight to the heart of 

the company, in case of need. 

neW MarkeTs 
and old ones
during 2009 several new markets 

have come onboard with the Fors 

MW team such as poland, bul-

garia and romania. new dealers 

have joined from countries such 

as France, Germany, norway and 

the czech republic to mention 

some. sales have increased in mar-

kets such as the czech republic, 

France, holland and norway. sales 

have been retained in markets 

such as Germany and belgium.

BIGAB® COLLECTION

The original.



Success is not a Coincidence

Strong brands/  
market positions
The Fors MW brands, which have 

been built up over time, are some 

of Europe´s best known and re-

spected brands within construc-

tion, agricultural and forestry 

businesses. The Fors MW group 

has leading positions in Europe 

in each of our business segments 

and is one of Europe´s largest 

manufacturers of machinery with-

in our field of business. 

BIGAB hook lift system has been 

on the market for more than 30 

years and is considered to be the 

original product of the hook lift 

system. For decades BIGAB has 

been number one in Northern Eu-

rope and today, after considerable 

marketing, BIGAB stands as the 

market leader in Europe. FARMA 

is one of the most well known 

lumber trailer brands in Northern 

Europe with 20 years of develop-

ment behind it. NIAB is considered 

a trustworthy and efficient tractor 

processor which has been on the 

market for more than 25 years. The 

Fors MW portfolio is strong, built 

on decades of hard work and trust. 

Strengthened  
presence in sever-
al markets
In recent years, the Fors MW 

Group has strengthened its posi-

tion in important growth markets 

in Eastern Europe and countries 

such as France and Germany, all 

through organic growth. The work 

proceeds with intense marketing 

and structuring of a stable and 

reliable dealer network. New con-

tinents are of interest and in 2009 

we received our first Latin Ameri-

can dealer in Brazil. Discussions 

are also taking place with Central 

America as well as Canada. We 

see a change of interest since the 

launch of the new web site.

Continuous  
product renewal
In order to strengthen the Groups 

position, products and services 

must continuously be developed 

and improved, which in turn de-

mands considerable investments 

in design and production. By tak-

ing customers needs into account 

early in the design process and uti-

lizing the Company´s competenc-

es, the product program has been 

renewed and strengthened in 

recent years and more will come. 

Fors MW categorize our innova-

tions in three categories;

•	 Upgrade

•	 Next Generation

•	 Breakthrough

Fors MW consistently strives to im-

prove existing products and servic-

es, and these efforts are mainly re-

ferred to as upgrades. An upgrade 

in design is a modification of an 

existing offering. Upgrade is the 

most common form of design and 

is constantly taking part within the 

Company. What Fors MW refers to 

as Next Generation designs occur 

when a completely new offering is 

launched for existing customers. 

A good example of this is the new 

crane series C 5,3, C 6,3 and   
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Success is not a Coincidence
– Strength factors and their foundation for success
Based on our strength factors, the Fors MW Group´s ambition is to further increase our competi-

tiveness and improve our profitability. The strength of the Company is based upon our strength 

factors which are the foundation for our success along with hard work.



Success is not a Coincidence

c 8,5 along with our new grapple 

series. breakthrough innovations – 

which emerge seldom in our busi-

ness – are new growth platforms 

or designs that provide an entirely 

new off ering to existing custom-

ers. 

a cusToMer 
oFFerinG aT The 
ForeFronT
it is not enough to manufacture 

and sell high quality products for 

the Group to realize its vision to 

become a global leading actor in 

its fi eld of industry. We off er cus-

tomer effi  cient solutions. prod-

ucts with reliability, durability, 

good drivability are off ered along 

with our professional aftermar-

ket service. The Fors MW Group´s 

continues strengthening of our af-

termarket provides for stable and 

more satisfi ed customers. valuable 

in terms of competitiveness and 

important in our will to satisfy cus-

tomer demand and requirements 

throughout the entire lifecycle 

of the products and thus create 

a closer, long-term relationship 

with them. by strengthening the 

aftermarket off ering, profi tability 

and revenue sustainability can im-

prove for the Group throughout 

the entire economic cycle. 
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To ulrica Fors sTenMarck
MarkeT/inForMaTion ManaGer, chairMan oF as Fors MW

.	Your	slogan	is	“success	is	not	a	coincidence”	–	What	do	you	mean	by	that?

Well, success is never sprung from itself. There is always a lot of hard work behind 
success, therefore success is not a coincidence. Fors MW´s success is due to dec-
ades of the same hard work from all our employees. To build a company such as 
Fors MW is teamwork in every sense of the word. 

2.	Where	do	you	see	Fors	MW	a	few	years	from	now?

Fors MW has a strong portfolio with European market-leading brands. In recent years we have divid-
ed a lot of resources into product renewal. Some has been presented to the market but so much more 
is to come in 2010 – 2011. I see this along with our marketing as foundations for continued success. The 
homepage is for example active in � ve languages as of today. In two years from now I see at least four 
more languages added, due to market interest. 

.	looking	back	over	the	last	two	decades	–	what	are	your	thoughts	on	that?

It has been a fantastic ride and one that still is very much on the way. To have been able to follow this 
company´s growth from the � rst planted seed to today’s fully grown and highly competent company 
has been a gift, I cherish. There have been stumbles along the ride, several of them, large as well, but 
through it all Fors MW have hung in there and by the end of the challenges we have always come out 
on top, stronger then before – as we say “Success is never a coincidence”!

QUESTIONS3 



Leading Products

leadinG producTs
– developed WiTh The cusToMer in Focus
The Fors MW Group has products with strong brand names that have been built up over a long 

time. The Company has strong European presence, with increasing share of its sales in Germany 

and France. Fors MW´s products are off ered worldwide with approximately 250 dealers in some 

30 countries. The global presence is growing steadily and accordingly to plan. 
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Product presentation

biGab is the original hook lift trailer 
with 30 years of product develop-
ment. biGab stands today as the lead-
ing supplier of hook lifts systems in 
europe and positioned as a full range 
supplier of the same. 

niab with more than 25 years at mar-
ket is considered to be scandinavia’s 
best sold processor and the sales are 
increasing yearly. 

FarMa provides a full range of lumber 
trailers. FarMa has been at market 
for more than 15 years, stands today, 
as the leading lumber trailer brand in 
northern europe. 

Sales by brand segment:  

39% (44% – 2008)

Best selling model: BIGAB 10–14

Sales by brand segment:  

4% (6% – 2008)

Best selling model: NIAB 5–15 B

Sales by brand segment:  

57% (50% – 2008)

Best selling model: FARMA CT 6,0–9



Leading Products
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sTraTeGy For The 
brands
The Fors MW strategy for our brand 

portfolio is focused on continuing 

to develop our already leading po-

sitions and to constantly work on 

improving their profi tability.  This 

is done through an aggressive fo-

cus on product development and 

renewal with continued focus on 

the customer insight. 

•	 in 2010, Fors MW will continue 

to launch upgrades in regards 

to both biGab and FarMa, new 

generation products under 

the name “FarMa Generation 

2” as well as the launch of pro 

biGab and there might even be 

a breakthrough product along 

the way. 

•	 optimize excellence in the 

production process, the sup-

ply chain, including enhanced 

utilization of synergies across 

the models of each brand as 

well as between brands. by do-

ing so improve the overall cost 

structure through effi  ciency en-

hancements. 

•	 continued active portfolio man-

agement, with focus on further 

strengthening our presence on 

emerging markets, as well as 

to increase the growth rate in 

fast growing markets in eastern 

europe and France and to keep 

the number one position in our 

mature markets. Marketing, 

product renewal and after sales 

are all playing an important role 

here. 

key evenTs 2009
•	 The brands took part in several 

important shows such as elmia 

Wood, Forst live, siMa, Maskin-

expo to mention some. 

•	 under the name “FarMa Gener-

ation 2” three new cranes were 

launched along with a new 

grapple series. several upgrades 

in regards of both FarMa and 

biGab have taken place. 

•	 The year presented us with new 

markets and dealers both in es-

tablished as well as emerging 

markets. 

•	 The new website www.forsmw.

com was introduced to the mar-

ket. 

•	 biGab launched a new brochure 

to the market with great suc-

cess. The new FarMa brochure 

were under production 2009. 

•	 The new shoot blaster came 

into place which results in a fan-

tastic fi nish on the products. 

•	 The container manufacturing is 

on its way through the install-

ment of manufacturing tools. 

The manufacturing process will 

be up and running in 2010. 

Elmia Wood 2009



Business Concept

vision
AS FORS MWs vision is to be recognized as a global leading actor in its fi eld of industry.

sTraTeGy
Profi table growth • Product renewal • Internal effi  ciency

business idea
The business idea of AS FORS MW is to market, develop, manufacture and sell small and medium 

scaled customer – oriented high quality  products to a competitive price level in areas such as ag-

riculture, forestry and entrepreneurship. 
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Vision, Mission and Values

Our values
The company values are greatly 

connected with the group’s busi-

ness idea. In their daily efforts, 

the employees are guided by the 

culture and values developed over 

the years. With common values, 

continuity is established, neces-

sary in building and maintaining 

operations that are successful and 

that can be maintained over the 

long term. The group bases its 

values out of customer, employee 

and shareholder satisfaction. 

We create value through good 

awareness of the needs of our 

customers and their regional pres-

ence. The awareness of the needs 

of customers is the group’s main 

factor for success. We have a high 

level of customer satisfaction but 

there is always a need for improve-

ment in strive for the highest rated 

customer satisfaction within the 

business. 

Quality and safety are values that 

form our common base and are 

important components of our cor-

porate culture. 

•	 Quality is an expression of our 

goal to offer reliable products 

and services. In all aspects of 

our operations, from product 

development, production to 

delivery and customer support, 

the focus shall be on our cus-

tomers’ needs and expectations. 

Our goal is to meet or exceed 

their expectations. With a cus-

tomer focus based upon every-

one’s commitment and partici-

pation, our aim is to be one of 

the best in terms of customer 

satisfaction. To achieve this goal 

we need to embrace a culture in 

which all employees are respon-

sive and aware of what needs to 

be accomplished to be one of 

the best business partners. 

•	 Safety concerns how our 

products are used in society. 

We have to lead the progress 

within the branch in the field 

of safety. A focus on safety is 

an integral part of our product 

development work.   Our goal 

is to reduce the risk of possible 

accidents and mitigate the con-

sequences of any accidents that 

may occur.

We strive to be a well respected 

and attractive workplace where 

the employees are skilled and 

highly motivated. Activities within 

the company should be character-

ized by the desire to continuously 

develop personal skills as well as 

company. 

 To provide shareholders with solid 

growth in value and a rising divi-

dend, Fors MW must achieve its fi-

nancial targets. Continued growth 

and profitability of Fors MW trans-

lates into a valuable ownership for 

its owners and a stable nourishing 

work environment for the employ-

ees. 

The Fors MW vision
AS FORS MWs vision is to be recognized as a global leading actor in its field of industry.

The Fors MW mission
Our mission is to become a business as great as our products. 
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•	 knowledge and understanding 

of our markets. Focus on organ-

ic growth in existing markets 

and the penetration of new ge-

ographic markets and customer 

segments. 

•	 Focus on products with favora-

ble structural growth which ac-

quires allocation of resources to 

our areas of priority. 

•	 Focus on sales of service and af-

termarket products. 

This iMplies:

Strategy of AS FORS MW

•	 keep our strong brand portfolio 

and continue to strengthen it 

through upgrading our existing 

product line as well as launch-

ing new generation products 

along with one or two break-

throughs. 

•	 create growth through knowl-

edge and understanding of 

our markets, capturing market 

shares in existing markets and 

outperforming our competi-

tors, penetration of new geo-

graphic markets and customer 

segments and keeping focus on 

segments with favorable struc-

tural growth. 

sTraTeGy oF as Fors MW

PROFITABLE GROWTH
The Fors MW Group´s aim is to continue to grow while focusing on profi tability. Growth is to occur 

globally and will mainly be organic but can also be through acquisitions. One of the overall chal-

lenges is to continue to grow and at the same time increase profi tability in all parts of the organization. 

High profi tability is engendered by greater effi  ciency. 

Profi table growth is a necessary condition for the Fors MW Group´s continued strengthening of its competi-

tiveness and development as a partner to our customers. Profi tability is essential to assure investments in 

development of new products, upgrades in already established products and services as well as a favorable 

return to the share holders. 

To Gain proFiTable GroWTh We Will sTrive To:

1
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•	 To achieve an innovative cul-

ture. We need to work on trig-

gering people´s curiosity, their 

questioning approach and their 

willingness to change. 

•	 a focus on solving our custom-

ers existing and future require-

ments and in doing so working 

on reducing the product costs. 

•	 a culture and attitude that is dy-

namic and open to change. 

•	 launch the second part of Far-

Ma Generation 2.

•	 Take the fi rst steps in the de-

veloping process named pro 

biGab. 

This iMplies:

Strategy of AS FORS MW

•	 have innovative thinking as 

part of the process. innovative 

thinking is not only associated 

with products and solutions, 

but is equally important in all 

processes. We need to stimulate 

curiosity because through curi-

osity greatness thrives. 

sTraTeGy oF as Fors MW

PRODUCT RENEWAL
We create customer value by applying proactive and innovative thinking in everything we do. 

Product developments have to be based on requirements from the customers. Fors MWs accumu-

lated knowledge is built on interaction with customers and markets. The ongoing upgrading of the Group´s 

product range and the development of brands into new segments is a challenge, as is renewing and up-

grading our aftermarket service, but it is also a matter of survival. Intense competition, new directives, 

safety and quality requirements involve signifi cant demands on the entire product development process. 

The development of new, innovative products is key to the success of future product generations and to 

maintaining the market-leading positions. Eff orts are constantly under way within the Group to refi ne and

improve the performance of products – this strengthens current competiveness. 

To achieve producT reneWal We Will sTrive To:

2
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•	 That we constantly work to im-

prove our internal processes 

such as production and the 

work per produced unit or costs 

per employee, our logistics on 

reliability, customer promises 

and on time deliveries, in and 

out fl ow of components as well 

as sales and marketing. 

•	 That the Group´s various proc-

esses such as production, pur-

chasing, pricing and logistics, 

shall create strength and syner-

gies, and be standardized when 

possible. 

•	 That we increase our fl exibility 

to be able to rapidly adapt the 

cost structure to changes in de-

mand. 

•	 That we focus on well – perform-

ing suppliers and take further 

advantage of large purchasing 

volumes. 

•	 That we utilize the Group´s pres-

ence in asia to reduce purchas-

ing costs for material and com-

ponents.

This iMplies:

Strategy of AS FORS MW

•	 optimize cost-effi  ciency and 

productivity in all sectors of 

our operations to achieve an 

effi  cient and fl exible structure. 

Therefore we work hard on re-

ducing costs and increasing the 

productivity in order to improve 

our profi tability. effi  ciency and 

excellence lead to better po-

sitioning and competiveness, 

thereby driving growth. 

sTraTeGy oF as Fors MW

INTERNAL EFFICIENCY
The internal cost- effi  ciency work involves reducing production costs as well as administrative 

costs. Our material steering system named Monitor is an important tool that contains information 

to make operations more effi  cient and reduce productivity losses. In need to spread Monitor throughout 

the organization, competence developments play a key part. 

A key competitive advantage in the sector is the capacity to be effi  cient and suited to purpose. Providing 

our customers with products and solutions of the highest quality, while off ering competitive pricing, re-

quires that we continuously develop our cost effi  ciency. 

To Gain inTernal eFFiciency We Will sTrive To:

3
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Risks and Uncertainties

2009 was a  
dramatic year
After the substantial drop in de-

mand during the second half of 

2008, weak conditions continued 

to characterize most of the Fors 

MW Group´s markets in 2009. 

Though exceptions were at place 

in Norway and Germany, where 

sales kept the pace, as well as in 

emerging markets like Poland and 

the Czech Republic, but in general 

the Fors MW markets have been 

weak in 2009. 

The downturn has led to cautious-

ness among customers when 

it comes to deciding on invest-

ments, which has caused a de-

crease in demand for Fors MW 

products. Accordingly to the In-

ternational Monetary Fund the 

GDP was down 4,0 % in Europe 

2009. Demand for our hook lift 

system BIGAB is through its need 

in the contracting business closely 

linked to the development in GDP. 

The market for contracting ma-

chinery was down more than 50 % 

in Europe 2009. 

Risk and risk  
management
Fors MW is exposed to a number 

of risks that could exert a greater 

or lesser material impact on the 

Group. All business operations 

involve risk. Many of the risks de-

scribed could have a positive or 

negative impact on the Group. 

This implies that if risk develops in 

a favorable manner or if risk man-

agement is successful in counter-

acting the risk, target fulfillment 

could exceed expectations. From 

this perspective, risk could also 

entail opportunities for Fors MW. 

Risks may be due to events in the 

world and can affect a given in-

dustry or market. Risks can be spe-

cific to a single company. Market 

risks and operational risks include 

the economy´s effect on demand 

and competition, and supply and 

price variations on raw material 

and components.  Risks also en-

compass technology and market 

developments, supplier depend-

ence, customer trends, production 

disruptions as well as the ability to 

attract and retain key personnel. 

The purpose of the Fors MW´s risk 

management is to identify access, 

manage control, report and moni-

tor significant risks. This is done by 

strategic planning out of analysis 

and recommendations but also 

by accepting the risks. We take 

protective measures in regards to 

property, personal and liability. 

The risks to which the Fors MW 

Group are exposed are classified 

into three main categorizes;

External – related risks – such as 

the cyclical nature of the farming, 

forestry or the contracting busi-

nesses and intense competition.  

Financial risks – such as currency 

fluctuations, interest rate or liquid-

ity risk. 

Operation risks – such as market 

reception of new products, reli-

ance of suppliers and risks related 

to human capital.

External 	
– related risks
The cyclical nature 	
of the business

The Fors MW Group´s markets 

have undergone significant 

changes in demand as the general 

economic environment has fluctu-

ated. Investments in infrastructure 

took a hard turn during the first 

six months of 2009 and it impacts 

the Group´s operations as part of 

its product line are central to the 

sector. The cyclical demand for the 

products make the financial result 

of the operations dependable on 

the Groups ability to adapt    

Risks and Uncertainties
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production levels as well as pro-

duction and operating expenses.     

In a more of a normal cycle the 

brands under Fors MW´s portfo-

lio coexist well. FARMA and NIAB, 

the main forestry brands, stable 

in sales and mainly focused on 

sales in the months of early spring, 

autumn and winter. BIGAB hook 

lift system, being able to adapt 

into several businesses therefore 

spreading the cyclical risks, usually 

picks up in sales around spring, 

summer and early autumn making 

sure that the production is spread 

over the business cycle. 

Intense competition

Continued consolidation in the in-

dustry is expected to create fewer 

but stronger competitors. In re-

cent years, new competitors have 

emerged in Asia, particularly from 

China. These new competitors are 

mainly active in their domestic 

markets, but in the last year we 

have seen several of them taking 

active and extended part of the 

European market.

Financial risks
Currency – related risk

In our operations, the Fors MW 

Group is exposed to various types 

of financial risks. The Fors MW 

group has its action spread glo-

bally. We sell and handle our after-

market services mainly in Europe 

in Euro, SEK and NOK, we source 

in China mainly in Dollar and Euro 

along with the production and as-

sembly that takes place in Estonia 

in EEK. Changes in the exchange 

rates have a direct impact on the 

Fors MW´s operating income, bal-

ance sheet as well as indirect im-

pact on Fors MW´s competitive-

ness, which over time affects the 

Group´s earnings. 

Interest-related risk

Interest-related risk include risks 

that changes in interest rates will 

impact on the Group´s income 

and cash flow or the fair value of 

financial assets and liabilities. 

Liquidity risk

Fors MW ensures its financial pre-

paredness by always maintaining 

a certain portion of revenues in 

liquid assets. 

Operational risks
Profitability depends on 
successful new products

The Fors MW Group´s long-term 

profitability depends on the 

Company´s ability to successfully 

launch and market its new prod-

ucts. Product life cycles continue 

to shorten, putting increased fo-

cus on the success of the Group´s  

product development. 

Reliance of suppliers

Fors MW is dependent on a large 

number of suppliers. Fors MW 

purchases raw materials and com-

ponents from numerous external 

suppliers. The loss of key suppliers 

could result in costs and problems 

in manufacturing. The Fors MW 

Group´s costs for raw materials 

and components can vary sig-

nificantly over a business cycle. 

Cost variations may be caused by 

changes in the world market pric-

es for raw materials or by an inabil-

ity of our suppliers to deliver. The 

reliance of suppliers and the price 

of material influence the Fors MW 

earnings. 

Expansions into 	
new markets 

In recent years Fors MW has ex-

panded our operations into for us 

emerging markets such as France, 

Eastern Europe but also Central 

and Latin America. If the condi-

tions differ from those in already 

established markets, this expan-

sion could involve risks for Fors 

MW. 

Risk related to 	
human capital

A decisive factor for the realiza-

tion of the Fors MW Group’s vi-

sion is our employees and their 

knowledge and competence. Fu-

ture development depends on the 

company´s ability to be an attrac-

tive employer.
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To peTer kasTberG
vice presidenT

.	What	were	you	most	pleased	with	in	2009?

The � rst thing that comes into mind is the e� ort from everybody to 
keep the cost side of the company under control when we faced a 
signi� cant loss in volume during 2009. I would also like to highlight 
the vast number of projects both in the technical and design � eld 
that were initiated during 2009 and that will materialize during the 
coming years. We also introduced a number of new members in our 
team that I’m very pleased to include in our organization during the 
year.

2.	What	are	the	principal	opportunities	and	risks	you	currently	
see	for	Fors	MW?

I would start with the risks and that is the general price level for some of our important material that 
we purchase on the market. With a quick bounce up in the market demand there could be high vola-
tility on the price level and even shortages as market demands surprises not only us but also our sub 
suppliers worldwide. The opportunities are to grow more than the market on average and with some 
new introductions for the market the coming years I see a great potential for a better than average 
growth. Also new markets that are under consideration give great hopes but also a lot of challenges 
ahead

.	What	are	the	most	important	strategic	priorities	for	Fors	MW	in	the	next	few	years?

Growth in new markets and new segments, no doubt! That is the key to reach our goals and targets 
for the coming years and to con� rm our position as an interesting employer for existing and new 
members of our team. This will require a lot of all people around us, in our team as well our partners. 
Product development goes without saying and investments in e�  ciency, not only in production but 
also in administrative levels. These things are all easy to print down but when it comes to bring them 
into life is where the real work begins and that means getting everybody to think outside the box.

QUESTIONS

coming years. We also introduced a number of new members in our 
team that I’m very pleased to include in our organization during the 
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Comments from the President

The year 2009 was exception-

al and challenging. The world 

was hit by a dramatic decline in 

demand in most of the world´s 

industries and for us there was 

no difference. Low volumes and 

adjustment of cost structure 

weighed on profitability as well as 

the currency exchange rate of the 

SEK. Toward the end of the year, an 

improvement could be discerned 

in most parts of the world, al-

though the upturn occurred from 

low levels in most cases. 

To combat the recession we fo-

cused on three areas: cost and 

cash flow, capital efficiency and 

innovation. Today, I can see that 

we have improved in all three ar-

eas, thanks to a good mix in our 

product portfolio, rapid and flex-

ible adaption of the operation and 

most of all thanks to the fantastic 

efforts of all our employees. 

It has been difficult times but 

through hard times creative ideas 

usually are sprung. In fact look-

ing back on 2009, sale was down, 

but the growth in the number of 

markets and the spread in the 

geographical balance have been 

strengthened adding new mar-

kets and continents to the Fors 

MW sales map. 2010 has continued 

along the same path. New mar-

kets have been contracted and 

new dealers are added. All good 

things combined are resulting in 

the order book filling up nicely. Yet 

again, quicker than we thought 

we are back to taking measures to 

speed up production and the in-

flow of parts. The year ahead will 

be a challenging one to battle and 

perhaps as tough as the previous 

but tough or not our overall strat-

egy stands firm. We will further im-

prove our geographic balance and 

focus will therefore be on product 

renewal, marketing of the same 

and on restoring the Group´s prof-

itability. 

From one thing to another. Being 

a farmer myself, with both agri-

cultural land as well as forestry, I 

take great pleasure and joy in the 

product renewal taking place, 

the designs presented and the 

ones to come. As a user myself I 

let my knowledge into use in this 

process.  I also greet the focus on 

safety measures that have been 

taken. The work within farming is 

one of the most dangerous jobs in 

the world. It is our responsibility 

and duty to do our best to secure 

our products and even though no 

one can take away all the risks, we 

need to try. 

Looking back on the two decades 

of Fors MW history a lot has trans-

formed, from market focus on 

large expansive forestry trailers to 

small and medium scaled trailers, 

to mention one and one in which 

Fors MW has played a significant 

role. Another is in which role inter-

net has become so essential to our 

day to day work and in meeting 

our customers and equally impor-

tant, vice versa. Exhibitions have 

taken a step back and dealer days 

and homepages one step forward. 

The launch of our new homepage 

in 2009 is probably one of the most 

significant steps, for our future.   

During the same period, many of 

our competitors have been forced 

to leave just to see new ones en-

ter. The competitors of today, we 

are in need to respect, or at least 

the ones who have ideas of their 

own and not a pocket full of oth-

ers. To maintain our strong market 

position we have to be one step 

ahead, meeting the needs of our 

customers, adding value to their 

purchase and by so outperform-

ing the competition. It is our duty 

to always strive for perfection and 

to exceed the expectations from 

our customer´s, dealers, suppliers 

and our shareholders. 

Time for a homerun!
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Comments from the President

last but not least: under this in 

many respect diffi  cult year we have 

managed to make large invest-

ments in personnel areas, bought 

and installed the new shoot blast-

ing machine, built a facility for it 

as well as for the container manu-

facturing that will start up in 2010, 

and fi nally after all these years we 

have been able to purchase the 

next door property that will create 

the whole of the production that 

we have strived for since those 

fi rst days of Fors MW. personally i 

see this as a sign of great strength, 

to be able to, in a year like the one 

that has passed, 

fi nance all of 

these projects 

basically under 

our own roof. it 

makes me proud, 

it makes us strong 

and it hands us 

the ball to play, 

now it is up to 

us to see to it, that we use it for a 

homerun!

TiMe For a hoMerun!
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president and founder of 
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