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INFORMATION TO SHAREHOLDERS

Annual General Meeting of shareholders
The Annual General Meeting of shareholders of
Fiskars Oy Ab will be held at Palace Hotel, Etela-
ranta 10, Helsinki, on Wednesday, March 31,
1993 at 4.30 p.m.

Shareholders wishing to attend the meeting
should inform Fiskars Corporate Center by letter
to P.O.Box 235, SF-00101 Helsinki, Finland, or
by phone +358-0-61 886 230 (Jantunen) not later
than 4.30 p.m. on Monday, March 29.

Shareholders are kindly requested to inform
the Corporate Center of any change of address.

Dividend
The Board of Directors proposes to the Annual
General Meeting of shareholders that a dividend
of FIM 2.40 be paid on shares of series A and FIM
1.90 for shares of series K. If accepted by the
meeting, the dividend will be available at the
Union Bank of Finland Ltd from April 5. Due to the
transfer to the book-entry securities system the
following dividend payment procedure will apply:
On surrendering Fiskars Oy Ab’s share certifi-
cate(s) to such book-entry register the share-
holder has chosen for transferring the shares into
book-entry securities the shareholder will receive
dividend certificate(s) against which the Union
Bank of Finland Ltd will pay the dividend.

Trend of Fiskars share price
compared to the HEX index (1987 = 1000)

2000

Financial information

In addition to the Annual Report, the Fiskars Cor-
poration publishes an interim report covering the
period January 1 through June 30, 1993; it will be
published during week 35.

Book-entry system

The company’s shares will be transferred to the
book-entry securities system on May 7, 1993
(registration date). The registration period begins
on April 5, 1993. The lead manager for the trans-
fer operation will be Union Bank of Finland.

Summary of operations,

FIM, million* 1992 1991
Net sales 1729 1558
Operating margin 144 113
Operating profit 64 36
Earnings after financial items -15 -39
Pre-tax earnings - 23 -35
Earnings per share, FIM neg. neg.
Balance sheet total 2314 2197
Equity ratio % 38 44
Personnel at year-end 3169 3174

* Complete summary is presented on page 38.

Exchange rates as per December 31

11992 1991
1USD = 525FIM 412 FIM
1 DEM = 325FIM 2,71 FIM
1GBP = 7,96 FIM 7,71 FIM
1 ECU = 6,34 FIM 5,62 FIM
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PRESIDENT’S REVIEW

In an environment characterized by major
dramatic events and changes, Fiskars'’
operations continued largely according to
adopted plans. This is by no means an in-
dication that Fiskars was not affected by the
surrounding world, but the changes within
the corporation were relatively modest.

Most of ourinternal changes were design-
edtofacilitate adaptationto the external con-
ditions, and to our regret we were forced to
introduce significant reductions in several of
our companies. Most severely affected by
these cutbacks were the companies operat-
ing in the European markets, above all the
Nordic countries.

Demand for investment commodities
declined in pace with the weakening eco-
nomy, while at the same time our consumer
goods performed relatively well, particularly
in the American market.

A major part of our successes, both in
Europe and in North America, were the result
of a determined commitment to product
development and good contacts with our
various distribution channels. | firmly believe
that these two factors will further grow in
importance in our increasingly integrated
markets characterized by an ever keener
competition.

Fiskars has for along time been known for
its innovative high-quality products. We
must in the future pay even more attention to
this tradition where also product designis an
important element.

Not least in the United States, we have
been able to see the results of a determined
and concentrated effort focused on well de-
fined markets and distribution channels. It is
now our intention to apply these concepts in
an equally determined manner to such
marketsin Europe where our profile has up to
date been relatively low-key.

We have good possibilities to increase our
presence in most European regions, includ-
ing the new interesting markets which slowly
but surely are emerging in Eastern Europe.

This commitment to new markets - or to
already familiar markets with new products -

must, however, be managed with discretion,
step by step, not to imperil the profitability of
this kind of investments. We must naturally
also ensure that the standard of our service,
be it technical or after sales, is at least as
good as our competition.

Quality is a concept which will certainly
increase in importance. | do not here mean
product quality alone but the quality of all
operations. Today this provides a critical
competitive tool which we in Fiskars strive to
consistently improve. Commitment to the
ISO9000standardisanexcellentandimport-
antstepinthatdirection. This processis going
on in most of our companies, and Fiskars
Power Systems has already qualified.

What was said above may serve as an
indication that we shall also this year direct a
lotof our energy to build onwhat wasiinitiated
during 1992. The world around us gives little
cause to expect any significant recovery in
the economic climate. Consequently, it is
even more important that we should
dedicate time and attention to improving our
own internal routines, grasping at the same
time the opportunities which, after all, are
constantly emerging around us.

The measures implemented to adapt our
operations and capacities to the present
economic situation have been significant,
especially in Bronto Skylift and at the Inha
Works. The results started taking effect
already towards the end of last year, and

support me in my faith that these two com- .

panies as well as Deltec, Fiskars Power
Systems and the Consumer Products group
are well prepared to meet the challenges
which are awaiting ahead.

With these words | wish to thank all my
colleagues for good contributions and our
shareholders for the confidence you have
shown us.

Helsinki, March 1993.




BOARD OF DIRECTORS, AUDITORS AND CORPORATE MANAGEMENT
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Board of Directors of Fiskars Oy Ab

Géran J. Ehrnrooth (1934), Chairman M
Elected to the Board in 1974 1994
Matti Pekkanen (1925), Deputy Chairman, M.Sc. (Eng.)
Elected to the Board in 1987 1993
Robert G. Ehrmrooth (1939), President, EffJohn Oy Ab
Elected to the Board in 1966 1993
Thomas Tallberg (1934), M.D., Helsinki University Central Hospital
Elected to the Board in 1966 1994
Jarl Engberg (1938), Attorney-at-Law, Hannes Snellman Attorneys
Elected to the Board in 1980 1995
Gustaf Gripenberg (1952), D.Eng., Helsinki University
Elected to the Board in 1986 1995
Olof Bruncrona (1927), M.Sc. (Eng.) Director Emeritus, Fiskars Oy Ab
Elected to the Board in 1987 1993
From the left: Gustaf Gripenberg, Jarl Engberg, Matti Pekkanen, Géran J. Ehrnrooth, Thomas Tallberg, Auditors
Robert G. Ehrnrooth, Olof Bruncrona.
Ordinary Deputy
Eric Haglund, CPA Sixten Nyman, CPA
Juhani Kolehmainen Brita Hisinger-Jagerskiold
Albertina ,&berg Peter Hartwall
Corporate Management fa'::leom
Stig Stendahl (1939) President and CEO 1992
Juha Toivola (1947) Deputy to the President, CFO 1971
Wayne G. Fethke (1944) Corporate Vice President, Consumer Products 1977
Ingmar Lindberg (1945) Corporate Vice President, administration and real estate 1985

Business areas

Wayne G. Fethke (1944) Consumer Products Group 1977

Roy Prestage (1940) North America 1983

Gareth Davies (1960) Great-Britain, Scandinavia 1986

Stig Matar (1945) Finland, Continental Europe 1987

Juha Toivola (1947) UPS group 1971

Raymond Meyer (1940) Deltec 1984

From the left: Wayne G. Fethke, Juha Toivola, Stig Stendahl, Ingmar Lindberg. Pekka Lehmuskoski (1948) Fiskars Power Systems 1984
Lars- Petter Godenhielm (1940) Bronto Skylift 1989

Pauli Lantonen (1939) Inha Works 1968

Ingmar Lindberg (1945) Real Estate Group 1985
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Wayne G. Fethke

CONSUMER PRODUCTS GROUP
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The Consumer Products Group (CPG) is the
largest of Fiskars’ industrial and commercial
operations, accounting for nearly two thirds of the
corporation’s net sales. In the past decade, the
CPG companies have been building strong rela-
tionships with key retailers in North America and
Europe. The focus has been on modern distrib-
utors, although traditional accounts remain an
important customer base, particularly in Europe.
Innovative product development and marketing
skills give the CPG a unique competitive advant-
age when meeting customers’ rapidly changing
needs and expectations. The CPG has also dem-
onstrated the ability to bring electronic data inter-
change (EDI) skills and solid customer service
capabilities to the international marketplace.

Modern U.S. distribution channels

Since the early 1980s, modern distribution has
been growing dramatically in North America. The
CPG North American units have cooperated with
their customers utilizing EDI for order entering,
developing joint promotional and merchandising
programs and new products. CPG's North
American customer base consists of virtually

every major modern distributor on the continent.

Focus on product innovation

Profitable growth in North America continues.
Particularly the market penetration of the garden
office supply products continued. Based on the
explosive growth of the ’'Fiskars for Kids' hobby
scissors line, an all-plastic version, 'My First
Fiskars’, was developed for pre-school aged
children. These scissors will cut paper but will not
accidentally cut hair or clothing.

The award-winning Softouch scissors appeal
primarily to the elderly and disabled customers.
Softouch was featured in an article in The Wall
Street Journal, and received an award from the
American Society on Aging for outstanding new
product design. Other product innovations for the
American market were a line of rotary wheel
cutters and cutting mats, and a pinking shear that
received the highest rating from the leading U.S.
consumer products magazine.

The Wallace brand line of lawn and garden
products continued its strong growth through a
combination of innovative products, such as new
molded-head tree pruner that improves product
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appearance and performance while reducing
cost. Also effective production and cost manage-
ment programs improved customer service ability
and contributed to sales growth.

The Gerber brand Multiplier multiple-function
hand tool, being in its first year of production, was
named the 'Overall Knife of the Year’. The award
was voted on by cutlery companies from around
the world. Development of the Multiplier con-
tinues, and a series of follow-on products are
being developed. The Gator knife, introduced last
year and named 'The most Innovative Knife
Design of the Year’ for 1991, was followed this
year by a smaller version, Gator Mate.

European regional markets

The European customer base is made up of mod-
ern distributors and traditional accounts. Advant-
age is taken of the similarities in the different
markets where possible, yet being sensitive to the
specific market needs within each country. The
retail phenomenon of modern distribution, experi-
enced in North America, is rapidly emerging in

Europe, and Fiskars is well poised to react to this
shifting situation.

Demand in the European marketplace was
adversely affected by currency swings and the
deepening recession in many countries. In this
aggravated market situation, Fiskars’' perform-
ance remained unchanged. The Consumer Prod-
ucts Group rearranged its European organisation
at the beginning of 1993, to develop a stronger
partnership between production and distribution.

In the Nordic countries, great emphasis was
placed on consolidation of activities, improving
market penetration and stronger customer rela-
tionships. The program for restructuring lawn and
garden tool production was finalized during the
year. As with the other business units, new prod-
uct introduction continues to receive major
attention. The plastic-shafted Handy Axe line was
an overwhelming test winner in its class. Other
innovations were the Ergo spade and garden fork
line, electrical lawn trimmers and watering sys-
tems. Marketing of scissors based on a multilevel
price strategy was developed further. Exports of

Paul Ekqvist has been in Fiskars’ service for more than
50 years. “Axes, too, have changed a lot along these

years”, Paul assures.

scissors and kitchen cutlery from Finland to the
Eastern European region was growing along with
new distribution channels.

Stronger market penetration was achieved in
Germany and the German speaking European
regions through new customer relationships. An
aggressive program was initiated to develop a
closer partnership with current customers and to
implement modern distribution methods. Market
penetration with new products, above all in the
lawn and garden product line, began in Italy and
France.

In the U.K., investment in the marketing of the
highly popular Finnish made Power Digger garden
tool line continued. Strong exports of hand
pruners resulted in record setting manufacturing
output. All the top accounts increased their busi-
ness with Fiskars during the year, and Fiskars’
market position was strengthened.

Joint ventures in India and Poland continued
their operation according to plan. A recent law
reform in India allowed Fiskars and Finnfund to
obtain together a majority interest in the scissors
plant established in 1988.

Arecord
number of
pruners

were
manufactured

in the U.K.



































































