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A major step has been taken toward lifting the EU’s ban on snuff with the decision
by the administrative court in Minden, in the German state of North Rhine-West-
phalia, to refer the issue to the European Court of Justice in Luxembourg.
The case is expected to take two years. Swedish Match has always maintained 
that the ban violates fundamental principles of European Community Law,
including the requirements of non-discrimination and proportionality. Page 4–5

EU court to 
give ruling

Research support a 40-year tradition
A year ago, the Board of Directors of
Karolinska Institute decided to stop
accepting research grants from the tobac-
co industry. Professor Håkan Eriksson,
department head at Karolinska Institute 
in Stockholm, views this as a case of
throwing out the baby with the bathwater,
since it was never a question of contract

research. “Far from trying to exert an
influence, Swedish Match has always
given us a free hand.” Since the late 1950s,
Swedish Match has contributed to the
funding of research on the effects of
tobacco use, for example research into the
link between smoking during pregnancy
and sudden infant death syndrome. Page 8

Professor Håkan Eriksson
at Karolinska Institute in 
Stockholm.

Strong 2002 yields 
increase dividend
Operating income rose 12 percent to 2,371 MSEK.
The Snuff and Cigars business areas increased
their operating income by 30 percent and 4 percent
respectively. Earnings per share increased by a full
21 percent and a dividend increase from 1.45 SEK
to 1.60 SEK has been proposed. Page 2

Swedish Match gets a grip
on the Norwegian market
In Norway, Swedish Match is the market leader in
the snus market. But a pioneering spirit still prevails
in the Oslo office of the newly formed sales compa-
ny, Swedish Match Norway Sales. Page 6

More women using snus
The number of Swedish women who use snus is
increasing, having nearly doubled over the past five
years. The average snus-using woman is well-edu-
cated and relatively well-paid. More than half are
former cigarette smokers, who now often insert a
mini-pouch or portion-sized pouch of snus under
their lip instead. Page 6

Pension and mutual funds
dominate ownership
Swedish Match is a prime example of the new trend
toward institutional ownership on the stock
exchange. Its ownership spectrum is dominated by
Swedish and foreign pension and savings funds.
Swedish Match largest shareholder is the US mutu-
al fund company Fidelity, which ranks as the
world’s largest company of its type. Page 7

Grovsnus and General in
new white pouches
Two new portion-packaged snus products –
Grovsnus White Portion and General White Portion
– are scheduled for launch in April. The names
refer to the white pouches containing the snus. The
new products have several advantages: the flavor
lasts longer, they run less, and they can be handled
without getting wet fingers. Page 4–5

SNUFF:

EU court to 
give ruling



FULL-YEAR 2002:

Increased profit 

ast year was a tough one for
many companies, with low
growth in the economy, a
strongly negative stock
market trend and currency

movements that worked against major
international companies like Swedish
Match that have sales in USD and other
currencies,” says Sven Hindrikes, Exec-
utive Vice President and Chief Financial
Officer “But in this hostile environ-
ment, Swedish Match showed its
strengths, with sales that increased by 4
percent in local currencies, a further
increase in earnings and a 21-percent
increase in earnings per share. This
proves that our strategies for creating
shareholder value are working well.”

A major positive development was
that cash flow strengthened so marked-
ly – up from 1,609 MSEK to 2,585
MSEK. This paved the way for the
proposed increase in the dividend to
shareholders, as well as creating a solid
platform for continued share buy-
backs and ensuring the necessary

financial strength for possible future
acquisitions.

“The improvement derives both
from operations and from positive
changes in working capital, which
shows that our efficiency-enhancement
programs are producing results. Cash
flow is one of the most important vari-
ables for shareholder value,” com-
ments Sven Hindrikes.

S N U F F  A G A I N  S H O W E D positive growth,
with sales increasing by 13 percent for
full-year 2002 (up 6 percent in Q4)
despite the negative impact of a weak-
er dollar. Operating income rose 30
percent for the year, while the operat-
ing margin was a full 44.2 percent.

“The main explanation is increased
sales volumes in both the US and
Northern Europe, coupled with the
positive effects of price increases and
changes in the product mix,” notes
Sven Hindrikes. “In the US, for exam-
ple, our volume in terms of cans sold
rose 10 percent, which gives us a mar-

ket share of more than 9 percent in this,
the world’s largest snuff market. This
represents an increase of about one
percentage point during the year.”

Snuff continues to be the Group’s
main growth product. During the year,
Swedish Match intensified its focus on
selling snuff in new markets. Following
a launch in the Indian metropolis of
Mumbai, the sales campaign was
extended to several other regions of the
country. The sales drive in Eastern
Europe continued with a launch in
Moscow. Swedish snus has been avail-
able for some time in both Slovenia and
the Czech Republic.

SWEDISH  MATCH’S  SALES in the cigar area
during 2002 amounted to 3,318
MSEK. This was a decrease of 5 per-
cent, which can be explained by the
lower exchange rate for the dollar when
converted into SEK. In terms of local
currency, sales remained unchanged.

“The fact that sales did no better
than this was due to a decline in sales

Swedish Match two heavyweights in terms of sales
and earnings – the Snuff and Cigars product areas –
provided the Group’s driving force during 2002 and
increased their operating income by 30 percent and
4 percent respectively. The snuff sales offset last
year’s negative currency trend, with the result that
the Group’s net sales remained essentially
unchanged at 13,643 MSEK. Operating income rose
12 percent to 2,371 MSEK, with improved margins.
Shareholders can take pleasure in an increase of a
full 21 percent in earnings per share and a proposal
to increase the dividend from 1.45 SEK to 1.60 SEK.

Sven Hindrikes.

L

Cash flow a focused exercise

ne of Swedish Match main
strengths as an investment
is the capacity of normal
business operations to gen-

erate a positive cash flow. This provides
security for shareholders in a world
where, in general, the risks associated

with owning shares have increased dra-
matically over the past few years. The
basic flow consists of cash flow from
normal operations, which has shown a
highly positive underlying trend since
1998 that has accelerated during the
past two years.

“ M A X I M I Z I N G  C A S H  F L O W is one of the
Group’s most important objectives and
is at the center of many of our operative
and financial improvement programs,”
explains Sven Hindrikes. “It is very
clear that cash flow is prioritized today
to an entirely different degree from a
few years ago. Cash flow drives share-
holder value, gives the company strength
and stability and creates freedom of
movement that permits swift and

Leading 
OTP player
SWED ISH  MATCH ’S  CONT INUED  GROWTH in terms of earn-
ings and earnings per share during 2002, in the face of
difficult economic conditions in many markets, shows
that our choice of strategy was correct and is leading
us toward improved value for our shareholders.

In the immediate future, we plan to proceed along
the path upon which we have embarked, with the aim
of strengthening our position as the leading niche play-
er in the huge global tobacco market, and to be among
the leaders in the Other Tobacco Products (OTP) seg-
ment, which covers tobacco products other than ciga-
rettes. The emphasis will be on smokeless products. In
the foreground is snuff, which is steadily strengthening
its position as an attractive alternative in a world where
the harmful health effects of cigarette smoking are
increasingly in the spotlight and have resulted in various
forms of restrictions on cigarette consumption.

We are one of the world’s largest producers of
snuff, with a dominant position in Europe’s “snus
belt” in the north. In addition, we have built up a solid
position in the world’s largest snuff market, North
America, in the segment where growth is strongest,
namely the so-called “value segment.” During 2002
we advanced our total market share in the US to
more than 9 percent, which represents a doubling
within slightly more than four years.

Last year we also made further progress with the
internationalization of our snuff. After initiating sales in
the Indian metropolis of Mumbai, we extended our
campaign to a number of other regions in the coun-
try. We also continued with sales in Eastern Europe,
in markets such as Slovakia and the Czech Republic,
as well as in Moscow, Russia.

The major EU market is closed to us due to a ban
on snuff, although Sweden has been granted an
exemption. We regard the ban as discriminatory, dis-
proportionate and without legal foundation. However,
we achieved a minor success in November 2002,
when a German administrative court decided to refer
the issue of legality to the European Court.

A pleasing feature in Swedish Match’s year-end report for
full-year 2002 was the strong increase in cash flow. Cash
flow from operations rose by nearly SEK 1 billion – or to
be precise by 976 MSEK – to 2,585 MSEK. “Cash flow is
a focused exercise in our endeavors to create shareholder
value,” notes Sven Hindrikes.

O

Lennart Sundén, CEO
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resolute action in many key business
situations – for example, when making
acquisitions.

“Our high-priority internal Cash
Race program is aimed at improving
cash flow, in common with many other
programs designed to release capital in
purchasing, inventory and fixed
assets,” continues Sven Hindrikes.
“The capital released will be used pri-
marily to safeguard the Group’s long-
term future through profitable invest-
ments. The surplus will be returned to
shareholders via the channels we have
chosen, namely share buy-backs and
dividends.”

Sven Hindrikes notes that the strong
increase in cash flow from operations
during 2002 can mainly be explained

by higher earnings, lower tax payments
and the reduction in the amount of tied-
up working capital.

C O N T I N U I N G  W I T H  T H E  A N A L Y S I S , we find
that cash flow from investments also
improved during 2002, due in particu-

lar to the large expenditure, amounting
to 962 MSEK, on acquisitions during
2001. Financing flows also changed for
the better. Altogether, Group liquidity
had strengthened by 2,016 MSEK by
year-end 2002. ■■

volumes for machine-made cigars in
the US. In response to this decline, we
are currently intensifying our focus on
developing the range and on marketing.
In Europe, by contrast, cigar sales were
stable, and the same applied to premi-
um cigars in the US. As far as we can
judge, we have also strengthened our
market share somewhat in the impor-
tant premium cigar market in the US,
where our market share is around 25-
30 percent,” says Sven Hindrikes.

Chewing-tobacco operations held
their own during the year. Pipe tobac-
co, with substantial business in South
Africa, was adversely affected by the
substantial weakening of the rand, the
South African currency, resulting in a
decline in sales and operating income.
Lighters also had a difficult year, com-
ing under pressure in particular from
increased competition from producers
in low-cost countries, combined with a
strengthening of the EUR which hand-
icapped the competitive potential of
companies exporting from Europe.

M A T C H  O P E R A T I O N S  A G A I N reflected the
success of the restructuring program.
Supported by a favorable trend in cer-
tain non-European markets, operating
income rose 21 percent and the operat-
ing margin reached 13.4 percent, up
from 10.8 percent in 2001.

The Group also continued with its
active program of measures regarding
finance.

“We have reduced our net debt by
918 MSEK through repayments of
loans, thereby strengthening our finan-
cial position,” says Sven Hindrikes.
“Our net interest expense has declined.
During the fourth quarter, it was down
to -37 MSEK, partly thanks to the fact
that we currency-hedged the equity in
respect of the North American market,
thereby achieving a favorable interest
rate margin. It is also worth noting that
our tax rate declined to 30.5 percent,
partly due to the utilization of loss car-

ryforwards, and we anticipate that it
may remain at this low level for some
time to come.”

AS  PART  OF  I TS  EFFORTS to create share-
holder value, the Group continued to
buy back shares during 2002. A total
of 7,995,000 shares were repurchased,
at an average price of 69 SEK. This

means that at year-end the Group
owned shares corresponding to 5.4
percent of the total number of shares.

“In our judgment, continued share
buy-backs will improve the Group’s
key ratios and this will have a positive
impact on the Swedish Match share
price in the long term,” concludes Sven
Hindrikes. ■■

Analysts’ questions

Swedish Match’s year-end report was
published on February 11. Following its
publication, a telephone conference
was held with analysts from brokerage
firms and banks. Here is a selection of
the questions that were answered:

PIETER VORSTER, CREDIT SUISSE FIRST BOSTON:

“I have three questions. How large an impact
has the restructuring within the cigar operations
had on earnings, and will its effects continue?
What is the nature of the currency effects cited
in the earnings for lighters? And what is behind
the proposed dividend increase?”

SVEN HINDRIKES, CFO:

“Investments in machinery at the cigar plant in
Houthalen resulted in a nonrecurring expense for
start-up amounting to about 2 MEUR during the
fourth quarter, and there could be additional
costs during the early part of this year.”

LENNART SUNDÉN, CEO:

“The currency effects for lighters mainly derive
from our plant in the Netherlands, which has
largely dollar-based exports – to Eastern Europe
for example. So the currency effect is the result of
the strengthening of the EUR against the USD.

“The dividend is the result of discussions we
have had within the Board of Directors, based on
which we agreed to propose a 10-percent
increase, to 1.60 SEK per share. This is fully in line
with our revised dividend policy, which stipulates
a level of 30–50 percent of net income. The level
for 2002 is 39 percent. However, the increase is
greater this year in terms of nominal value – up
0.15 SEK, compared with 0.10 SEK for 2001.”

JONATHAN FELL, MORGAN STANLEY:

“How much of the total investment of 751
MSEK in fixed assets relates to the new plant
in Gothenburg, and how long do you expect to
continue with this level of investment?”

SVEN HINDRIKES:

“A relatively large proportion relates to Gothen-
burg. But since the new plant there is expected to
be placed in operation in stages during the
second quarter of this year, it is reasonable to
predict a return to more normal levels in 2004,
meaning around 400–500 MSEK.”

FRANS HOYER, CHEVREUX DE VIRIEU:

“How much have you made from hedging
arrangements in the US, and will the gains
continue for the remainder of this year?”

SVEN HINDRIKES:

“Our hedging program in the US allows us to
borrow in USD at a considerably lower interest
rate than in Europe. The contract is fixed until the
end of 2003 and will produce an interest gain of
about 50-60 MSEK.”

VIRGINIA HÉÉRIBOUT, CDS IXIS SECURITIES:

“Can you clarify the status of cigar operations
in the various segments?”

LENNART SUNDÉN:

“The European market and the premium market in
the US recovered during the year, and sales volu-
mes during the fourth quarter were quite good.
The mass market segment in the US, on the other
hand, continued to decline, and we plan to take a
number of corrective measures during the year.”

raises dividend
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SALES AND OPERATING INCOME, JANUARY–DECEMBER*, MSEK

2000 2001 2002

2,4392,1931,886

13,635

11,533

13,643

   Sales     Operating income

  
  

SALES, MSEK OPERATING INCOME*, MSEK

Jan–Dec Jan–Dec Change Jan–Dec Jan–Dec Change
2002 2001 % 2002 2001 %

Snuff 2,788 2,457 13 1,233 950 30 

Chew. tobacco 1,333 1,377 –3 406 372 9

Cigars 3,318 3,481 –5 522 500 4

Pipe tobacco/
Accessories 843 933 –10 164 236 –31

Matches 1,648 1,690 –2 221 183 21

Lighters 700 809 –13 74 101 –27

Other 3,013 2,888 4 –181 –149 — 

Total 13,643 13,635 0 2,439 2,193 11

*Excluding items affecting comparability

*Excluding items affecting comparability

CONSOLIDATED CASH FLOW STATEMENT IN SUMMARY, MSEK

2002 2001 

Cash flow from operations before changes in Working Capital 2,483 1,954

Cash Flow from changes of Working Capital 102 –345

Cash flow from operations 2,585 1,609

Cash flow from investments –717 –1,520

Cash flow from financing –1,366 –1,453

Liquid funds at the end of the period 2,016 1,606



A novel type of product is 
awaiting launch in April under

the General and Grovsnus brand
names. The two new products
feature white portion pouches

sold in cans with an extra space
in the lid, in which used portion

pouches can be stored.

n 1989, what was then known as
the European Community (EC)
adopted a directive concerning
the regulations for the labeling
of tobacco products. When the
directive was revised in 1992,

the new version banned the sale of tobac-
co products “for oral use” in the EU
market, based, among other factors, on
an assumption that such products are
particularly carcinogenic. The manner
in which the ban is formulated means
that it applies to Swedish snuff (snus).

As far as Sweden was concerned, the
snuff ban understandably became a
contentious issue during membership
negotiations with the EU. Through an
exemption in the treaty of accession,
Sweden is permitted – as the only EU
country to be given this concession – to
allow the sale of snuff.

“ A  N U M B E R  O F  M A J O R epidemiological
studies conducted during the 1990s
show that Swedish snus does not
increase the risk of being affected either
by cancer or by cardiovascular dis-
eases”, says Bo Aulin, Senior Vice Pres-
ident, Secretary and General Counsel.
“In June 2001, the 1989 directive, in its
revised form from 1992,  was rescinded
and replaced by a new directive. As a
result of the Swedish studies, the cancer
warning was removed from snus cans in
Sweden, but the snuff ban in the
remainder of the EU was retained in the
directive of 2001 despite the scientific
reports.”

On the other hand, the directive stip-
ulates that the European Commission is
to submit a report to the European Par-
liament, not later than December 31,
2004, on how the directive has been

applied. In this report, the Commission
is also required to examine any new sci-
entific or technical findings, paying spe-
cial attention to “evaluating tobacco
products that could possibly reduce
harm.”

“However, it could still be years
before such an evaluation could have an
effect in the form of amended legislation,
given the EU’s complex decision-making
procedures. A trial in the Court of Jus-
tice, even though it is expected to take
two years, is therefore the fastest way to
get the snuff ban lifted”, says Bo Aulin.

SWED ISH  MATCH  HAS  IN  FACT always main-
tained that the ban violates fundamental
principles of European Community
Law, including the requirements of non-
discrimination and proportionality.

When a directive has been adopted,

4 | S W E D I S H  M A T C H  I N S I D E | # 1  2 0 0 3

Major step
forward

in snuff issue within EU
In November 2002, the administrative court in Minden, in the

German state of North Rhine-Westphalia, decided to refer the
issue of the EU ban on snuff to the Court of Justice of the

European Communities in Luxembourg. The German court is seek-
ing an answer as to whether the ban on sales of snuff within the EU

is legal according to European Community Law. Swedish Match
believes that this represents a major step toward lifting the ban.

I

he new products are named
General White Portion and
Grovsnus White Portion in
reference to the white portion

pouches. But it is not only the appear-
ance that distinguishes the new portion
pouches from those already used in the
General and Grovsnus brand families.

“The flavor lasts longer and they
run less than the normal portion pou-
ches. They are also more practical to
handle, since the surface is less moist,”

notes Anna-Karin Karlsson, brand
manager in the marketing department.
“The surveys we have done concerning
the new products show that consumers
think that they have a fresh appearance
and are practical.”

Sales of portion-packaged snus have
risen dramatically by 50 percent in five
years. It is thought that the new white
portion pouches will prove most popular
with consumers who already use General
and Grovsnus portion-packaged snus.

Next generation of snus comes in can of the future

T



the member states are required to
implement it in their own legislation.
The idea is that the resulting legislation
should in principle be equivalent in all
the EU member states, with only formal
differences, but despite this aim there
are many discrepancies between the
national regulations. In Germany,
Swedish Match has sold snuff since
1985 under the designation “chewing
tobacco.” Since chewing tobacco is not
covered by the directive, the company
wrote to the German government on
two occasions during the 1990s to seek
a ruling as to whether Swedish snus
could continue to be sold in Germany.
Pending a response to these letters, the
company has continued to sell snus in
Germany. However, no answer has ever
been received.

Instead, a local health authority

banned further sales in Germany last
year. This decision was appealed to the
administrative court in Minden, which
subsequently, with the support of both
the parties involved, decided to refer the
issue of the ban’s compatibility with
European Community law to the Court
of Justice in Luxembourg.

I N  PARALLEL  W ITH  THE  LEGAL examination
of the issue, increasing attention is
being paid to what is commonly
referred to as “the Swedish Experience”
in public health circles throughout the
world. The Swedish Experience can be
summarized as high snus consumption,
low cigarette consumption and low
incidence of tobacco-related illnesses.
“Sweden is the first country in the world
to have achieved the World Health
Organization’s target of reducing the

proportion of smokers in the adult pop-
ulation to under 20 percent, and it is
precisely the widespread consumption
of snus in Sweden that has helped to
bring this about. More than half of all
Swedish snus users are former smokers.
As a consequence of the switch to snus,
smoking-related diseases are consider-
ably less common in Sweden than in
other comparable countries. And the
frequency of oral cancer is lower in
Sweden than in any other country”,
says Bo Aulin.

“Swedish Match takes the view that
snus does more good than harm and
should be regarded as part of the solu-
tion to the tobacco problem rather than
part of the problem. Nor does the com-
pany consider that there is any cogent
public-health-related reason to maintain
the ban”, concludes Bo Aulin. ■■

How the European
Court of Justice works

THE  COURT  OF  JUST ICE of the European Communi-
ties consists of 15 judges and eight advocates
general. The judges and advocates general are
appointed by the governments of the EU mem-
ber states. 

The Court’s function is to ensure that all
treaties, laws and ordinances promulgated by
the institutions of the EU are correctly applied.

THE  COURT  CAN  TAKE up the following types of
cases, among others:
• Actions relating to treaty breaches. The Euro-

pean Commission versus a member state, or
one member state versus another.

• Actions relating to challenges against validity.
May be brought by a member state, the Coun-
cil of Ministers, the European Commission
and in certain cases also the European Parlia-
ment, or by a private individual. Relates to
whether a Community act is lawful.

• Passivity actions can be brought against the
Commission, the Council of Ministers or the
Parliament if they have neglected to make a
decision.

• Preliminary rulings. At the request of a court in
a member state, the Court of Justice can deliv-
er an opinion concerning the validity and inter-
pretation of a Community act. This is the pro-
cedure that applies in the case of the snuff ban.

I N  PRACT ICE ,  MANY  OF  THE EU’s most important
legal principles have been established on the
basis of preliminary rulings whereby the Court of
Justice delivers a legal opinion to a national
court. The latter is subsequently obliged to apply
the interpretation given by the Court of Justice.
Preliminary rulings are also intended to serve as
a guide for courts in other member states.

THE  PROCEDURE  FOR  A preliminary ruling is as fol-
lows:
• The Court of Justice receives an inquiry from

a national court.
• This request is translated into all the EU offi-

cial languages and sent to the member states,
the Commission and sometimes to the Coun-
cil of Ministers. A notice is also published in
the EU’s Official Journal.

• The parties in the case, the member states and
the Commission subsequently have two
months within which to submit written answers.

• When the written proceeding has been com-
pleted, the Court decides whether evidence is
to be heard and whether the case is to be
decided in plenary session or in chambers,
and sets a date for the hearing.

• Cases are argued in open court, in the pres-
ence of the parties involved, judges and an
advocate general.

• A few weeks later, the advocate general pres-
ents his or her opinion in another open court
session.

• The judgment is delivered in a further open
court session.

• The judgment is sent to the national court that
requested the opinion.
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“A trial in the Court of
Justice, even though it 
is expected to take two
years, is the fastest way 
to get the snuff ban lifted.”

B O  A U L I N

However, another key target group in
the longer term is people who quit
smoking and begin using snus.

“This is the next generation of
portion-packaged snus that we are

launching in the can of the future,” says
Anna-Karin Karlsson.

The term “can of the future” refers
to the fact that the cans have an extra
lid over a hollow where used portion
pouches can be stored.

“In this way, we are helping consu-

mers to tidy up the entire process of
using snus and cutting down on litter,”
says Anna-Karin Karlsson.

Anna-Karin Karlsson, brand mana-
ger in the marketing department.



here is nothing new about the com-
bination of women and snus. On
the contrary; in the 18th century the

use of snuff was a widespread practice
among both women and men, particularly
in the finer salons. Ladies-in-waiting at the
court of King Gustav III may well have
indulged.

Today, of the nearly one million Swedes
who use snus, one in five is a woman.
Moreover, the ranks of female snus con-
sumers are swelling rapidly. In 1996 there

were 80,000 women snus users, and by
2001 the number had grown to 150,000 –
nearly doubling over a five-year period.

THE  AVERAGE  SNUS-US ING woman is 36 years
old, well-educated (82 percent have com-
pleted an upper secondary school or uni-
versity-level program, compared with the
Swedish national average of 70 percent),
and is relatively well-paid (SEK 194,000
per year, compared with the average figure
of SEK 163,000 for women in Sweden).

There are several reasons why women
choose snus. One reason, of course, is that
it is becoming increasingly difficult to be a
smoker, now that virtually all public areas
are no-smoking zones. In the workplace,
many smokers are forced to use spartan
smoking rooms, while some employers even
rationalize smoking rooms out of existence.
But this naturally applies to both sexes.

The fact that an increasing number of
women are choosing snus may be due to the
availability of portion-packaged snus and
semi-dry mini-pouches for those who pre-
fer not to have a large wad in their mouth.
The main factor, however, is the awareness
that any health effects attributable to snus
are only a fraction of those caused by ciga-
rettes. Sixty-one percent of women snus
consumers are former smokers, and snus is
an effective means of giving up smoking.
During 2001, the Swedish Cancer Society
and the pharmaceuticals company Pharma-
cia conducted a survey among people who
had given up smoking. It revealed that 33
percent had succeeded in quitting smoking
with the aid of snus and 17 percent by using
nicotine-containing preparations. ■■

Note: Unless stated otherwise, the sources used
were the results from various surveys carried
out by the opinion-survey company Temo.
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his feels like a real entrepreneurial
venture,” says company president
Sven-Erik Steffenrud. Although he

has many years of experience of marketing
and sales from the building supplies and
convenience goods industries, this experi-
ence was gained in positions as president
of established operations, whereas in this
case the task is to build something new
from scratch – from securing office space
to recruiting qualified personnel, formu-
lating a strategic plan and “buying paper
clips,” as he jokingly remarks.

Norway is of course not a new market
for Swedish Match products. The compa-
ny has been a leading player in the Nor-
wegian snus market for some time. To
date, however, distribution and sales have
taken place via other channels. The new
aspect is that Swedish Match is now han-
dling its own affairs in the Norwegian
market. The purpose, naturally, is to boost
sales, particularly of snus.

“The Norwegian snus market is highly
dynamic and it is primarily in this light
that we need to approach this project,”
says Sven-Erik Steffenrud.

NORWEG IANS  HAVE ,  OF  COURSE , used snus for
many years. Their consumption has steadily

increased, amounting last year to around
nine million cans sold in the Norwegian
market. In addition, roughly the same num-
ber of cans of snus reached Norwegian con-
sumers through tax-free sales and cross-bor-
der purchases in Sweden. The largest brand
name is General. Other Swedish Match
brand names in the Norwegian market are
Ettan, Catch and Grovsnus.

Until fairly recently, the general picture
has been that snus appeals mostly to men
with jobs and interests related to the out-
doors. But an attitude shift is now taking
place. Just as in Sweden, new groups – the
well-educated, high income earners and
women – are starting to switch from ciga-
rette smoking to snus. 

Portion-packaged snus has played a
key role in this trend, as has increased
health awareness. As in the rest of the
industrialized world, smoking restrictions
are becoming increasingly widespread. In
Norway, for example, a total ban on
smoking in restaurants is to be introduced
as of January 1, 2004.

THE  FACT  THAT  NORWAY has a relatively large
proportion of smokers, at least compared
with Sweden, also points to a growth poten-
tial for snus as an alternative to smoking.

The number of daily cigarette smokers com-
prises about 30 percent of the population,
while the corresponding proportion in Swe-
den is 19 percent. Moreover, 47 percent of
Swedish users of snus are former smokers.
Cigarette smokers are also the primary tar-
get group for the snus campaign in Norway.

The opportunities for marketing and
brand exposure are, if anything, even more
limited in Norway than in Sweden. Not
even shop signs are allowed to carry brand
names. However, Swedish Match’s focus
on snus has attracted considerable atten-
tion in the Norwegian media.

“Our main strategic goals are to market
fresh snus and achieve increased sales of
portion-packed snus. To guarantee a high
level of freshness, we are currently working
on distributing coolers and optimizing dis-
tribution,” Sven-Erik Steffenrud explains.

“We already have a high level of distri-
bution and good market coverage. The
disadvantage in this regard is that it means
many sales points with low sales at each of
them. However, we have decided to take a
broad-based approach, combined with

selective major campaigns focused on as
complete a range as possible in areas
where we see the greatest sales potential.”

To steer consumption toward portion-
packaged snus, it was decided to introduce
price differentials favoring this product.

During the year, the company plans to
install 500 of its own coolers at Norwegian
sales points. 

HOWEVER ,  THERE  IS  MORE to Swedish Match
Norway than just snus, although snus has
to date accounted for 75 percent of sales
and is the product category that has grown
by far the most.

The range on offer also includes lighters,
matches, cigars and pipe tobacco, and the
trend for these products has been similar to
the trend in many of Swedish Match’s oth-
er markets – that is, a slight decline in sales
volumes in 2002. Swedish Match is still the
market leader in match sales in Norway,
however, with 95 percent of the market.

“Our long-term goal is to also become
the market leader in sales of cigars and
lighters,” says Sven-Erik Steffenrud. ■■
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One in five snus consumers is a woman

T

The opening of Swedish Match’s office in Oslo 
signaled the start of a new focus on the Norwegian
market. From left: Sven-Erik Steffenrud, Stefan
Gelkner, Claes Modess, Bengt Jönsson, Sven
Hindrikes och Lennart Sundén.

New company formed 
to boost sales in Norway
There is still something of a pioneering spirit in the office at Brynsallén
4 on the outskirts of Oslo. Not all the desks have been occupied and
only nine of the projected 14 employees are on the scene at the brand-
new sales company, Swedish Match Norway Sales. Operations were
formally launched on January 1, 2003.

“I regard snus as a good
alternative to cigarettes. It is
less expensive and doesn’t
harm the lungs. It is also con-
venient in situations where it
is not appropriate to smoke.
My favorite is CatchDry
Licorice.”
Eva Pelve

“It was my husband who per-
suaded me to switch from
cigarettes to snus. I am parti-
al to Tre Ankare mini. I don’t
like the flavor to be too
strong, so I squeeze out each
dose in a paper towel before
putting it in my mouth.”
Kicki Johansson

“I only use snus when I’m
dancing, because it doesn’t
smell bad and I can avoid
going outside for a smoke.
I alternate between Catch
and Tre Ankare mini.”
Marie Lindström

“I use snus because I like it.
My favorite is CatchDry
Eucalyptus because it comes
in small pouches that are not
conspicuous under your lip.”
Sandra Forsmark

The number of Swedish
women who use snus is
increasing, having doubled 
over the past five years.
More than 60 percent are 
former smokers.



wedish Match is one of the Swedish
listed companies that have a major-
ity of foreign shareholders. At year-

end 2002, the foreign-owned portion of
shares outstanding amounted to 67 per-
cent, which was a slight decrease com-
pared with the preceding year. Among the
most actively traded companies, only a
small number have such a high proportion
of foreign shareholders as Swedish Match.

On average, Swedish listed companies are
34-percent foreign-owned (2001), and the
trend has been for the proportion to
diminish in parallel with the market
declines of the past few years.

Thirty-five percent of Swedish Match
shares are owned by American sharehold-
ers, which means that the US is slightly
ahead of Sweden (33 percent) in owner-
ship statistics calculated by country. In
third place is the UK (14 percent).

Logically enough, Swedish Match’s
largest shareholder is an American institu-
tion, the mutual fund company Fidelity,
which ranks as the world’s largest compa-
ny of this type.

During 2002, Fidelity slightly increased
its holding and now owns 15.4 percent of
the share capital (13.7 percent at year-end
2001). Next on the list are Alecta (formerly
SPP) and Robur Funds, which manage hold-

ings corresponding to approximately 9 per-
cent of the share capital and voting rights.

The ten largest Swedish owners also
include three of the AP Funds and one of
Sweden’s largest banks, SEB. Major for-
eign owners among the ten largest share-
holders include Harbor Funds (US) and
Singapore’s state investment company. 

No major changes in ownership
occurred during 2002; the list of the ten
largest owners is still essentially dominat-
ed by the same shareholders, although the
ranking has changed slightly. The largest
newcomer on the ownership scene is the
investment company from Singapore.

Swedish Match has more than 100,000
shareholders, the majority of whom are a
legacy from the introduction of Swedish
Match on the stock exchange in 1996, when
the company was spun off from the Swedish
“folk share” Volvo. However, in common
with most listed companies, ownership is
relatively concentrated, with the 25 largest
shareholders owning more than 80 percent
of the share capital. Private investors only
account for a modest portion of the share
capital, and the trend is toward increased
concentration of ownership and a decrease
in ownership by private individuals.

Swedish Match lacks a clear principal
shareholder. The company is a prime repre-
sentative of the new trend toward institu-
tional ownership on the stock exchange.
The ownership spectrum is dominated by
Swedish and foreign pension and savings
funds. Judging from the modest changes
among the major owners, however, it seems
as if the majority of them have a long-term
horizon. Nevertheless, major owners do sell
shares from time to time. During 2002,
mutual fund companies Franklin Temple-
ton and Putnam, which were among the ten
largest shareholders in 2001, significantly
reduced their holdings. ■■

S W E D I S H  M A T C H  I N S I D E | # 1  2 0 0 3 | 7

he Swedish Match share was one of
last year’s winners on the stock
exchange. The share price rose 23

percent during 2002  – from SEK 55 to SEK
68. This performance ranks Swedish Match
as the listed company that showed the
strongest share price increase among the
most actively traded companies on Stock-
holmsbörsen (the Stockholm exchange).

Most listed companies recorded falling
share prices during 2002, with the decline
averaging 36 percent on Stockholms-

börsen. The Nasdaq exchange in the US,
where Swedish Match’s American Deposi-
tory Receipt is listed, also showed a corre-
sponding negative price trend.

It was the third consecutive year of
decline for Stockholmsbörsen, in line with
the trend for the world’s major stock
exchanges.

THE  TREND  FOR  SWED ISH  MATCH has gone in
the opposite direction; its share price has
increased in each of the past three years.

The gains were 28 percent in 2000, 51 per-
cent in 2001 and 23 percent in 2002. Since
the beginning of 2000, the share price has
more than doubled, while the value of
shares on Stockholmsbörsen has declined
by more than half.

The Swedish Match share had a brisk
turnover during 2002, with an average of
more than 1 million shares traded per day.
No major permanent changes in owner-
ship occurred, however, as the accompa-
nying article reports. ■■

Large foreign ownership continues

    Swedish Match     Stockholm Exchange, SAX     Average turnover per day, MSEK
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Jan 1–Feb 6, 2003 –11

2002 25

2001 56

2000 32

1999 4

1998 19

TEN LARGEST SHAREHOLDERS*

Share of capital, % (Dec, 2002)

Fidelity Funds, US 15.3

Alecta, Sweden 4.7

Robur Funds, Sweden 4.3

Harbor Funds, US 3.6

Singapore Investment 2.8

Fourth AP Fund, Sweden 2.7

Capital Group Funds, US 2.7

SEB, Sweden 1.8

First AP Fund, Sweden 1.5

Third AP Fund, Sweden 1.4

*Excludes Swedish Match´s own shares

(Source: Swedish Securities Register Center (VPC), 

Swedish Standards Institution (SIS) shareholder service)

TEN LARGEST SHAREHOLDER COUNTRIES

Share of capital, % (Dec, 2002 )

US 35,4

Sweden 33,3

UK 14,2

Singapore 2,5

Luxembourg 2,5

France 1,5

Belgium 1,3

Japan 1,1

Switzerland 1,0

Australia 1,0

(Source: Swedish Securities Register Center (VPC), 

Swedish Standards Institution (SIS) shareholder service)

KEY FIGURES

Earnings per share, SEK

2002 4.10

2001 3.40

Shareholders’ equity per share, SEK

Dec 31, 2002 11.72

Dec 31, 2001 11.73

SHARE PERFORMANCE

Jan 1–Feb 6, 2003, %

Swedish Match  –11

SAX     –8

T
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Few companies listed on
Stockholmsbörsen have such 
a large foreign ownership as
Swedish Match. Pension funds
and mutual funds are the
dominant investors.

CALENDAR 

Financial reports schedule 2003

Annual General Meeting April 25 

Interim report for Jan 1–Mar 31  April 25

Interim report for Jan 1–Jun 30     Juli 23 

Interim report for Jan 1–Sep 30 October 23 

Year-end report on 
operations in 2002 February (2004)

Share price climbs for third consecutive year

You can now subscribe 
to and order electronic
services via Swedish
Match’s website:
www.swedishmatch.com.

CALENDAR REMINDER

This service provides reminders
about activities on the Swedish
Match calendar via SMS and/or 
e-mail. You can choose to be
reminded about financial or other
activities one or several days
before the event.

SHARE PRICE SERVICE 

This service provides real-time
information about Swedish
Match’s share price via SMS
and/or e-mail. 

PRESS RELEASE SERVICE 

This service provides real-time
information about Swedish
Match press releases via SMS
and/or e-mail.



TOBACCO RESEARCH

Since the end of the 1950s, Swedish Match has been contributing financially to research on the effects
of tobacco use. The money, which is distributed by the Swedish Medical Advisory Council, has support-
ed a number of high-quality projects. An example is research into the link between smoking during
pregnancy and sudden infant death syndrome – an area in which Swedish research is world-leading.

lthough the number of smokers
has declined in Sweden,
approximately 20 percent of
women and 17 percent of
men continue to smoke. “We

know that they risk being affected by a
number of well-known and well docu-
mented harmful effects, while other harm-
ful effects and links are still not fully docu-
mented. More research therefore needs to
be conducted in this area to extend our
knowledge and do more to prevent people
from becoming dependent on smoking.”

These are the words of Professor Håkan
Eriksson, department head at Karolinska
Institute in Stockholm. He is a specialist in
female sexual hormones and chairman of
the Medical Advisory Council, of which he
has been a member since 1990. Since the
1970s, Håkan Eriksson has been involved
in the work of ten or more foundations that
are engaged in the funding of research, so
he has many years of experience of assess-
ing projects from a scientific viewpoint.

The grant awarded by the Council is
announced each year. Last year some SEK
4.8 M was divided among about 30
research projects.

“In view of the relatively small number
of projects that receive funding, the grant
received by each individual researcher can
mean a lot. SEK 300,000 is enough to pay

a laboratory assistant, for example,” notes
Håkan Eriksson.

F I N A L  R E P O R T S  O N  T H E  P R O J E C T S are pub-
lished annually, and reports also appear in
various scientific journals. The research
areas that receive funding include general
research, such as research into various
forms of cancer, cardiovascular diseases
and diseases of the respiratory tract, as well
as projects in areas that the Council wish-
es to prioritize.

“Every application is always discussed
impartially, but what we particularly wish
to encourage now is behavioral research,
since it is important to find methods of
counteracting nicotine dependence,” ex-
plains Håkan Eriksson. “Other areas of
special interest at present are the link
between smoking and hardening of the
arteries, and genetic research in areas such
as cancer caused by tobacco use.”

In February 2002, the Board of Direc-
tors of Karolinska Institute decided to stop
accepting research grants from the tobacco
industry. Grants from the Medical Adviso-
ry Council are also covered by this deci-
sion.

“It’s my impression that the decision
was influenced by a number of factors
relating to particular tobacco companies,”
he says. “But in any case there is no ques-

tion of this being contract research. We
reviewed the 785 project grants registered
by the Council, from 1958 to 2000, and
there is not a single instance where it could
be claimed that a project served the inter-
ests of the tobacco industry.

“SWED ISH  MATCH  HAS  NEVER engaged in any
attempt to exert an influence; on the con-

trary, the company has always given us a
free hand. This being so, the Karolinska
Institute’s decision is regrettable, since
good use has been made of the money dis-
tributed to date. Now we are hoping that
other faculties will adopt a more realistic
view. There are other, better ways of han-
dling the ethical issues relating to external
financing than to forgo it altogether.” ■■

A

5 MSEK per year to
Swedish researchers

First contribution made in 1958
DUR ING  THE  EARLY  1950S , the realization that tobacco smoking could cause serious
health problems gained credence. At that time, the production and sale of tobacco
products in Sweden was handled by the state-run Tobacco Monopoly. Prompted by a
number of disturbing research findings, the Tobacco Monopoly decided to continue
funding independent research aimed at increasing knowledge about the effects of
tobacco use.

After discussions with the then Medical Board, the Medical Expert Council – now
the Medical Advisory Council – was created in autumn 1957. The Council’s main task
since that time has been to support and stimulate Swedish research into the medical,
biological and psychosocial effects of tobacco.

At the beginning of the 1990s, Swedish Match, as the company is now called, left
the state sphere and eventually became a listed company on Stockholmsbörsen (the
Stockholm Exchange) in 1996. During this period, several steps were taken to empha-
size the Research Council’s independence from the company, and the Council now
consists exclusively of independent, active researchers who themselves elect the
Council’s chairman and scientific secretary. A total of more than 800 project grants
have been distributed since the creation of the Council.

More information is available at www.medicaltobaccoresearch.com

Professor Håkan Eriksson, depart-
ment head at Karolinska Institute in
Stockholm, is chairman of the
Swedish Medical Advisory Council.

SWEDISH MATCH IN BRIEF
Swedish Match is a unique company with a complete range of market leading snuff and chewing tobacco,

cigars and pipe tobacco – tobacco’s niche products – as well as matches and lighters. The Group’s global

operations generated sales of 13,635 MSEK in 140 countries in 2001. The Group has 14,795 employees.

Swedish Match’s shares are listed on the Stockholm Exchange (SWMA) and NASDAQ (SWMAY).

KEY FIGURES

MSEK 2002 2001

Net sales 13,643 13,635

Operating income 1) 2,439 2,193

Operating income
before depreciation 3,090 2,863

Net income 2) 1,429 1,228

Income per share 
after tax, SEK 4:10 3:40

Dividend per 
share, SEK 1:60 1:45

Return on share- 
holder’s equity, % 35.2 28.3

Smokeless
Tobacco

Swedish Match has
a broad presence in
the global market for
smokeless tobacco
(snuff and chewing tobacco), with prominent
market positions in the Nordic countries,
North America and South Africa.

MARKET POSITION

Snuff: Market leader in the Nordic countries
and South Africa and the third largest player in
North America.
Chewing Tobacco: Market leader in North
America

Matches 
and Lighters

Swedish Match
manufactures and
markets matches and
lighters globally. 
The products are sold
in more than 140 countries.

MARKET POSITION

Matches: World’s leading manufacturer of
matches and the only company with match
production and sales operations in all parts of
the world.
Lighters: One of the world’s three largest
manufacturers.

Cigars and
Pipe Tobacco

Along with smoke-
less tobacco, cigars
and pipe tobacco
have been identified
as a growth sector for Swedish Match. The
products are sold in large parts of the world,
with particular emphasis on North America,
Europe and South Africa.

MARKET POSITION

Cigars: World’s largest cigar company, with a
product range that covers all price segments.
Pipe tobacco: One of the world’s oldest and
largest producers of pipe tobacco.

1) Excluding items affecting comparability
2) Excluding financial items
3) Proposed dividend

3)


