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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 restaurant Marski, Mannerheimintie
10,Helsinki,onWednesday, March22,1995 at4.30p.m.

In order to take part in the Annual General Meeting,
shareholders must be registered in the shareholders'
register maintained by the Central Share Register of
Finland Co-operative (Suomen Osakekeskusrekisteri
Osuuskunta OKR) not later than March 10, 1995.
Shareholders who have placed their shares in trust
must temporarily re-register the shares in their own
names, by March 10, 1995, to allow them to participate
in the meeting.

Shareholders wishing to attend the meeting should
inform Fiskars Corporation by letter to P.O.Box 235,
FIN-00101 Helsinki, Finland, or by phone +358-0-

618 86230 (Lisbeth Jantunen) not later than 4.30 p.m.
on Monday, March 20.

Dividend

The Board of Directors proposes to the Annual General
Meeting of shareholders that a dividend of FIM 6.00 be
paid on shares of series A and FIM 5.20 on shares of
series K. The dividend decided by the shareholders'
meeting will be paid to shareholders registered in the
shareholders' register on the record date. According to

the decision by the Board of Directors, therecord date

is March 28,1995. The Board of Directors proposes that
the dividend be paid on March 31, 1995, i.e. after the
expiration of the settlement.

Financial Information

In addition to the Annual Report, Fiskars Corporation
publishesthree InterimReports covering the periods
January 1 through March 31, January 1 through June
30 and January 1 through September 30 in 1995.

Summary of operations, FIM mill.” 1994 1993

Net sales 2324 2041
Operating profit 290 197
Earnings after financial items 245 124
Pre-tax earnings 245 124
Earnings per share, FIM 28,10 17,40
Balance sheet total 2426 2249
Equity ratio % 41 40
Personnel at year-end 3811 31831
* Complete summary is presented on page 44.

(ncome statoment)  (Balangs aheat)
Exchange rates 1994 1993 1994 1993
1 USD 5.23 569 4.74 5.78
1 DEM 3.22 3.45 3.06 3.34
1 GBP 7.99 8.54 7.41 8.55
1 ECU 6.18 6.66 5.82 6.46

Trend of Fiskars share price compared to the HEX index (1987=1000)
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PRESIDENT'’'S REVIEW

A look back to the past year of operations
shows quite clearly that the Fiskars
Corporation today stands strong. Many of
the actions implemented in 1992 and 1993
are yielding results, manifested as marked
profitability improvements in all our units.
The overall corporate profitability develop-
ment was stable throughout the year, and the same
encouraging trend was also visible in all of our prin-
cipal units.

As in previous years, the Consumer Products
Group stood out as our most important profit genera-
tor, even if this year, Inha Works showed the best
profitability. In the Consumer Products Group we had
reason to be proud of the great number of successful
new products; particularly worth mentioning are the
versatile Gerber multipurpose tool ‘Multi-Plier' and the
Billnas 'Handy' axe family. These and many other new
products received several international and national
awards for good design, high level of innovation, good
user value, etc. These awards are very important to
us, since we constantly strive to improve on our exis-
ting product lines while at the same time ambitiously
designing 'true innovations' to enhance our image as
a company committed to creative thinking. At the
same time, they are well-deserved recognitions to our
competent product development people who have
shown that they are intimately familiar with needs and
developments of the market.

Our business continued to develop very positively
in North America, both with regard to sales and
results. Even the weakening rates of the US dollar in
relation to the Finnish markka could not deprive North
America of its prominent role in the vanguard of the
Consumer Products Group. In Europe, our Nordic
units were a source of great satisfaction. This was
especially true of Finland and Sweden which achieved

excellent results in spite of the poor overall market

situation. Nearly all of the other European
units also showed improved results, al-

. though for the time being the units in
continental Europe still lag a step behind
the others.

Our Business Group IV started opera-
tions at the beginning of 1994, to cover
those of the markets in Southeast Asia, Australia and
New Zealand most significant for our business. Our
intention is to gradually build up an efficient distribu-
tion network in these potentially important markets
thereby enabling us to participate in their economic
growth, while satisfying their interest in quality pro-
ducts from the US and EU. Also Latin America is now
a target of our intensive efforts coordinated by our
American colleagues. This concerns above all Mexico
which has become more easily accessible following
the ratification of the NAFTA. Other countries will be
added to our operations in pace with our developing
contacts and resources.

We have strengthened our presence in Eastern
Europe by increasing the number of our cooperation
partners and distributors. Our aim is to grow with the
markets, while avoiding unnecessary risk-taking. The
East European operations are managed from Finland.

Another milestone in improving efficiency was
achieved last summer, when the management and
administration of the entire Consumer Products Group
moved to new functional facilities in Madison,
Wisconsin. The property is located within the Science
Park of the University and also houses the R&D and
market development units, the personnel of Business
Group IV, as well as the direct marketing of our busi-
ness and PR gifts.

The two acquisitions carried out in 1994, Raadvad
A/S in Denmark and Rolcut Ltd in the UK further con-
solidate our position in the Danish kitchen tools and

British garden product markets. The assets of

Creative Works L.P. were acquired in the US in
January this year. The acquired company specializes
in innovative colorful school stationery and hobby pro-
ducts designed primarily for children aged 5 to 10
years. The product lines are closely related to Fiskars'
product concepts in the same market segment and
support our operations in these distribution channels.

In the UPS markets, the shift towards downsized
equipment continued, already previously defined as
our key priority. Thanks to a significant growth both in
sales and result, we were able to increase our R&D
and marketing activities. Our efforts in Southeast Asia
and Latin America proved very fruitful. At the begin-
ning of the year, Deltec acquired the assets of
Network Security Systems Inc. and can now satisfy
customers' demand for advanced power protection
software products complementing its hardware lines.
Our plant in Tijuana, Mexico was granted the ISO 9000
quality certification in recognition of the high standard
of its operations.

Bronto turned out to be a source of special satis-
faction during the year, proving that hard, determined
work yields results. Sales clearly exceeded expecta-
tions and at the same time provided the foundation for
future good profitability. A new assembly hall was
inaugurated in Lempaéla, Finland, to accommodate
higher volumes.

| mentioned already before that Inha has regained
good profitabilty, primarily attributable to the marked
growth in the sales of rail fittings and hinges. The
weak market for our Buster boats prevailed, although
there were some indications of recovery.

Our Real Estate operations continued according to
plan on the Hanko peninsula and in the Fiskars area
where an extensive renovation program for the princi-
pal buildings progresses.

For the Fiskars Corporation, 1994 was a positive

year as a whole. We reached a number of milestones,

although no dramatic changes happened neither in
our organization nor in our operating environment. The
challenge we continue to face is to be able to maintain
the level achieved by many of our business units while
at the same time prevail in our efforts to improve profi-
tability in those of our units which have not yet
reached our internal targets. Our stronger financial
position will permit us to direct new resources to our
principal business areas which we are determined to
carry out carefully on the basis of detailed analyses.
Our market research shows that we have managed to
penetrate market segments which offer many new
interesting possibilities. There is definitely no lack of
ideas and new projects in our R&D units, the problem
is rather whether we can make the right choices.

| hope and trust that we have learned from our past
experiences and that we have the insight not be
dazzled by our relative successes. Nevertheless, every
member of our organization can with full reason be
proud of our achievements, and everyone is certainly
more than willing to continue on the same course.

Finally, | wish to thank our shareholders and the
Board of Directors for their good and inspiring coope-
ration, expressing at the same time my warm and
heartfelt thanks to all my colleagues for a fine year.
I also thank our various constituent groups for their
valuable support. This year has started well, which
gives me all the reason to look confidently upon the
future.

Helsinki, March 1995

Gy P2
STIG STENDAHL




BOARD OF DIRECTORS AND AUDITORS CORPORATE MANAGEMENT

‘ Sitting, from the left Corporate management mwnﬁil
'\ Erik Stadigh, Géran J. Stig Stendahl (1939), President and CEO 1992
{ Ehrnrooth, Thomas Tallberg, Juha Toivola (1947), Deputy to the President, CFO 1971
standing, from the left Wayne G. Fethke (1944), Corporate Vice President, Consumer Products 1977
Robert G. Ehrnrooth, Gustaf Ingmar Lindberg (1945), Corporate Vice President, administration and real estate 1985
Gripenberg, Jarl Engberg Business areas
Wayne G. Fethke (1944), Consumer Products Group 1977
Roy Prestage (1940), North America, Latin America 1983
Stig Matar (1945), Finland, Germany, France, Italy, Eastern Europe 1987
Gareth Davies (1960), Great-Britain, Sweden, Norway, Denmark 1986
Mike Vierzba (1948) Asia and Australia 1984
Juha Toivola (1947), UPS Group 1971
Raymond Meyer (1940), Deltec 1984
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

Ingmar Lindberg

Board of Directors of Fiskars Oy Ab g sl Organization
SGEaR . Eteoih (1834, e Board of Directors Consumer BG1 Wausau
Chairman, elected to the Board in 1974. Braiets Wallace
Shareholding: A total of 40.829 A and K shares 1997 ol T
Erik Stadigh (1928), President Canada
Vice chairman, bank director, elected to the Board in 1993. No Fiskars' shares. 1996 Special Markets
Robert G. Ehrnrooth (1939), Latin America
President, EffJohn Oy Ab, elected to the Board in 1966. BG2 Finland
Shareholding: A total of 99.583 A and K shares 1996 Germany
Thomas Tallberg (1934), France
M.D., Helsinki University Central Hospital, elected to the Board in 1966. [taly
Shareholding: A total of 50 A and K shares 1997 AR Eastern Europe
Jarl Engberg (1938), e BG3 Great Britain
Attorney-at-Law, Hannes Snellman Attorneys, elected to the Board in 1980. } Sweden
. 0 g ) 1995 Finance Norway
Shareholding: A total of 3.612 A and K shares o) !

. Legal Affairs Denmark
Gustaf Gripenberg (1952), ) ; ‘

Information BG4 Asia and Australia

D. Eng., Helsinki University, elected to the Board in 1986.
Shareholding: A total of 13.750 A and K shares 1995 UPS Group Deltec
Fiskars Power Systems

AVHitens —— Bronto Skylift
Ordinary Eric Haglund, CPA Deputy Sixten Nyman, CPA
Juhani Kolehmainen Brita Hisinger-Jagerskiold — Inha Works
Albertina Aberg Peter Hartwall L Real Estate Group




CONSUMER PRODUCTS

WAYNE G EE T HIKE

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. A large range of scissors and
other houseware products, knives, lawn
and garden tools are manufactured and
marketed in the Group’s principal mar-

kets United States and Europe.

The performance of the Consumer Products Group
(CPG) remained strong. The following four areas
provided a special focus for the CPG during 1994:
business expansion, new product development, concept

development and management development.

Key indicators 1994 1993
Net sales, FIM million 1477 13714
- of which outside Finland % 95 96
Share of total net sales % 64 64
Personnel 2635 2101
Net sales by market areas %
MW Finland 5

W Scandinavia 14

Other Europe 21

North America 58

W Others 2

GROUP

Business Expansion

During 1994, the CPG achieved significant growth of its
business by increasing penetration of our existing mar-
kets and by expanding into new markets in order to
become truly global.

Over the last several years, we have developed a sig-
nificant customer base in the Asian Pacific region, from
India to Japan to Australia. To further expand our busi-
ness in this region, we formed a new Asian Pacific Busi-
ness Unit. The focus of this unit will be to develop and
then implement business and marketing plans for this
important market to achieve significant future growth.

Recent agreements have made trade with Mexico and
the countries in Central and South America easier and
more attractive. A new business development manager
was appointed within our North American Business Unit
to develop and implement programs to further expand
our activities in these growing markets.

In the emerging markets of Eastern Europe, we have
been developing relationships with strong local partners.
The potential for success in these countries remains
high, and we will proceed cautiously to participate in
growth opportunities.

In addition to expanding our business through greater
penetration of our existing and new geographic markets,
the CPG made acquisitions during 1994 which, consis-
tent with our strategic business plan, expanded our pro-
duct lines and customer base. In Denmark, we
purchased Raadvad, the major Danish houseware distri-
butor. In the UK, we purchased the assets of Rolcut, a
strong name in a niche segment of the garden business.
In the United States, we recently purchased the assets of
Creative Works, which added a number of important pro-
duct lines for office and crafts and hobby markets. Our
strategic plan calls for continued growth through future
acquisitions of companies which will strengthen our posi-
tion in our various product and geographic markets.
New Products Development
While a significant portion of our future growth will come
from acquisitions and expansion into new markets, much

of our growth has come, and will continue to come, from

Creative Works brings the color

to children's "office"...

Children's. scissors to

create bold new patterns.

.. and Fiskars brightens

the day in an adult office.

These scissors are

collapsible.




CONSUMER PRODUCTS GROUP

the development of new and innovative products to
answer the needs of our customers. New product deve-
lopment is a high priority of the CPG and it is the con-
tinuing goal to generate a significant portion
of our sales from product lines which have
been on the markets for less than three
years.

During 1994, the CPG expanded on the
success of our rotary cutters by introducing
a safer paper cutter which uses the rotary
cutter technology. For the garden markets,
we introduced a line of cultivating tools
designed and manufactured in Finland
which have been very well received. Our
highly successful ergonomic line of garden
tools was modified in Denmark for our UK markets, to
provide a handle that is raindropshaped in cross section,
for stronger, more comfortable grip. In garden cutting
tools we also developed a one-step process for manu-
facturing pruners in Finland that represent an excellent
cost/value relationship. In North America we followed the
success of our Softouch scissors with a line of garden
tools using similar handles. Similarly we introduced a line
extension of our highly successful Multi-Plier products. In
a further expansion into the children’s scissors market,
we introduced a line of 12 scissors that cut in various
decorative shapes rather than just in straight lines. In
addition, we introduced a line of stationery products for
children which has been very well received by the trade.

These and other new products have received a num-
ber of awards during the past year and have been featu-
red in several national and international publications.
During the year we received three awards from Industrie
Forum Design Hannover. For the second
year a row, we have been fortunate to win a
Gold Industrial Design Excellence Award
presented by Business Week magazine.
Concept Development
The third component of our growth plan is
to achieve greater product penetration in
existing markets. The CPG Concepts
Program is designed to introduce to the
market families of products in coordinated

merchandizing schemes which will appeal to §%

and be recognized by consumers. This program has
proved very successful in those of European business
units where it has been introduced and will expand in the
future to other business units. For example
in France we have introduced the Concepts
program and achieved significant growth in
our garden business as well as new oppor-
tunities in the sewing, office products and
stationery markets. The Concepts program
is an intense process of working in partners-
hip with all levels of trade customers to

N mutually generate an expanding business

: base and has resulted in deeper and broa-
der trade customer relationships.

i Management development

The key to our ability to integrate these three areas of
expansion into our current businesses is the effort the
CPG continues to place on management developments
and building shared value system within the Group.
Management development programs include skill buil-
ding activities through formal education processes, as
well as the involvement of managers at all levels in pro-
jects and task forces that both meet immediate company
needs and build skills and confidence for future assign-
ments. This process coupled with appropriate recruit-
ment from outside, will allow us to continue manage our
future growth and expansion.

In addition, during the past year we strengthened the
CPG Support Team, which assists all of our units in ope-
rational matters and strategic development. During the
past year, we added an individual to focus on the critical
logistics aspects of our operations and an individual to
lead our acquisition team.

In the middle of the year, we moved into a
larger CPG headquarters facility, consoli-
dating operations previously conducted at
several locations. Operating the critical CPG
support and US based R&D functions in one
location will result in greater efficiency, impro-
ve communications, shorten decision times
and provide a better team approach for add-
ressing the future challenges and opportuni-
ties of CPG.
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Carpenter's knife — appealing

style for competitive price.

Right quality for right

price — Fiskars pruners.

The new Gerber outdoors knife
is operated with one swift

movement of the hand.












































































