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Information to Shareholders

Annual General Meeting of Shareholders The Annual General Meeting of
the shareholders of Fiskars Oy Ab will be held at Restaurant Marski, Manner-
heimintie 10, Helsinki, Finland, on Thursday, March 20, 1997 at 4.30 p.m.

In order to take part in the Annual General Meeting, shareholders must
be registered in the shareholder register maintained by the Finnish Central
Securities Depository (Suomen Arvopaperikeskus Oy) not later than Monday,
March 10, 1997.

Shareholders wishing to attend the meeting should inform Fiskars Corpo-
rate Center by letter to P.0. Box 235, FIN-00101 Helsinki, Finland, or by
phone +358 9 61 886 230 (Lisbeth Jantunen) not later than 4.30 p.m. on
Tuesday, March 18, 1997.

Dividend The Board of Directors proposes that the dividend be increased by
a bonus of FIM 3.00 per share. The dividend would be FIM 10.50 (FIM 7.50)
per share of series A and FIM 9.70 (FIM 6.70) per share of series K. The
dividend decided by the shareholders” meeting will be paid to shareholders
registered in the owner register to the record date. According to the deci-
sion of the Board of Directors, the record date is March 25, 1997. The Board
of Directors proposes to the shareholders” meeting that the dividend be paid
on April 1, 1997.

Financial information Fiskars’ financial information is published in
Finnish, Swedish and English.

In addition to the Annual Report, Fiskars Corporation publishes three
interim reports in 1997, covering the periods January 1 to March 31,
January 1 to June 30, and January 1 to September 30.

Trend of Fiskars share price compared to HEX (1992 = 100)

1992 1993 1994 1995 1996

Summary of operations, FIM million *)

1996
Net sales 2,097
Operating profit 225
Earnings after
financial items 218
Extraordinary income 479
Taxes on operations 74
Profit for the year 623
Earnings per share, FIM 19.50
Balance sheet total 2,769
Equity ratio % 59

Personnel at year-end 3,434

*) Complete summary is presented on page 38.

Exchange rates
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President’s Review

A glance at the year 1996 reveals that things as a whole progressed as
planned and that real surprises were conspicuously absent. The first part of
the year was largely dominated by the sale of our UPS operations to Exide
Electronics while efforts in the latter half were increasingly dedicated to the
continued development of the Consumer Products Group.

The external operating environment remained stable providing a good
basis for our operations. Finland’s accession to the ERM played a positive
influence on the European currency market, and as this happened in pace
with the slowly strengthening exchange rate for the US dollar so important
for our business, it impacted our result trend positively.

Consumer Products Group Our stated objective to focus on the con-
sumer products sector was clearly manifested in the past year. We achieved
a good organic growth both through direct volume increases and thanks to
new successful products, while at the same time closing two acquisitions
during the year and finalising negotiations for another major acquisition at
the year-end.

Like in 1995, growth was strongest in the United States, although the
trend was uneven in the various product groups. Our goal is to generate one fourth of sales from new products which
have been in the market for less than three years, and this was achieved in nearly all of our markets.

Our new market areas in Eastern Europe, Southeast Asia, Australia and Latin America still remain small in volume
even if we can point to some examples of considerable growth. We are convinced that our efforts in these interesting
markets are well justified and will boost our results in a slightly longer perspective.

I mentioned earlier that volume growth was clearly best in the United States with an increase of 35% over 1995.
A closer scrutiny of our American business units reveals that the growth rate was strongest in Wausau, Wallace and
Power Sentry, while Gerber's development was somewhat slower. The newcomers Portable Products and Newpoint
redeemed more than well the expectations placed on them. Also our Canadian subsidiary achieved a good sales
growth. Our first Latin American subsidiary was established in Mexico.

Growth pace in Europe was relatively homogenous in all our companies, remaining, however, behind that of the US
market. Subsidiaries in Poland, Russia and Hungary were started during the year. The factory in Slupsk, Poland, was
extended, and the spade manufacturing plant in St. Petersburg, Russia, is approaching the trial running phase.

New products and designs Fiskars has recently gained a lot of positive publicity thanks to its innovative product
development and design. This work is being successfully carried out both at Billnds, Finland, and in all our manufac-
turing units. In the USA product development is, however, mainly concentrated to our Development Center in Middle-
ton in the vicinity of Madison, Wisconsin, where the headquarters of the Consumer Products Group is located.

Middleton employs a dozen full-time personnel to create new products and new production methods. This is done
in cooperation with the American units and the corresponding development teams at Billnds and Bridgend, Wales, as
well as with other units.

Intensive development of new products continued throughout the year and contributed strongly towards increased sales,
which is an absolute must if we wish to maintain our credibility within the distribution. Consequently, several innovations
were introduced in the category ‘school, office and craft’; the already very successful Softouch technology was applied to a
number of products in Wallace’s garden product range. Often these innovations were new variations of existing products.

In the category of ‘entirely new’ products worth mentioning is the unique saw blade developed in Middleton in
cooperation with the Wausau unit. This blade will from now on be utilized in some of Gerber's and Wallace’s products.
Similarly, the revolutionary, ergonomically designed Billnds power pruners with a gear mechanism belong to the
category of entirely new products.

Together with previously launched power loppers and the new big power loppers, these power pruners form a new
product family which i.a. won the highly prestigious European Design Prize 1997 awarded by the EU, as well as the

Pro Finnish Design 1997 prize. These distinctions are prime examples which illustrate the esteem enjoyed by the
achievements of our product development experts both among professionals and ordinary consumers.

Organization The steadily increasing number of business units and product groups imposes high demands on the
resources of the Consumer Products Group. Systematic management training in the different companies is an impor-
tant tool for dealing with these challenges, and training programs will therefore be continued and developed further.

The ongoing training of our personnel enables us to continuously develop the organization of the Consumer
Products Group. During the year, a new business group including the operations of Wallace and Portable Products was
created in the United States, and the two companies of the newly acquired Alterra Holdings Corporation, i.e. Royal
Floor Mats and Aquapore also transferred to the new business group.

Certain changes in the division of responsibilities were introduced also in other business groups. They can be seen
more or less as a continuous process supporting the optimal utilization of the existing management resources while
taking into consideration the pace of growth in the different market areas.

Inha Works’ sales and profitability continued to improve in 1996, thus strengthening its position within the
corporation. Like in previous years, Inha was once again able to launch a new boat model, Buster M, which will replace
the highly popular version Buster RS, of which altogether more than 20,000 units were sold in its twenty years of
existence. Several new models were introduced in the hinge production. An agreement was signed with our British
licensor Pandrol Ltd., enabling us to exploit their latest rail fitting product, Fastclip.

Real Estate Group Like in the previous years, the operations of the Real Estate Group consisted of preserving the
cultural values and the unique historical buildings in the Fiskars industrial area, and to continue the development of
a plan for the Hankoniemi Peninsula. Hangon Sahko Oy was able to move into new convenient premises, which was
reflected in more efficient operations and improved profitability.

Acquisitions The previously mentioned acquisition of Alterra, closed in January 1997, represents two new product
areas for Fiskars. These two companies meet our acquisition criteria well with regard to market potential, profitability
and product differentiation.

Royal Floor Mats is an old and especially in the United States well established company specializing in door mats
both for indoor and outdoor purposes. The primary raw material is ground recycled rubber from discarded tyres, made
into colourful mats with different patterns and coatings. The distribution channels are largely the same as our home-
wares products, and the company is a clear market leader in its industry. Export potential to Europe and Southeast
Asia opens interesting possibilities for a further expansion, while the American market is growing rapidly.

Aquapore also uses rubber rawmaterial to produce rubber hoses for lawn and garden irrigation systems. The two
principal products are water-saving hoses; one of them can be connected to the irrigation system to enable accurate
irrigation, and the special water saving characteristics of the other is permeability along its entire length. This is an
important feature for many of the southwestern states where water supply can often be a major concern. In its market
niche, Aquapore is the clear market leader in America.

Although we are still prepared to make completing new acquisitions and are on the lookout for targets both in
the United States and Europe, the corporation as a whole seems to be heading for a period of slightly less dramatic
changes. Our growth will continue, however, thanks to our efficient product development, emerging new markets,
as well as already completed and future acquisitions.

It is my firm belief that we all have both potential and a strong ambition to increase the value of the capital
entrusted under our management. Our financial base is solid, we have experienced and knowledgeable leaders, compe-
tent and committed personnel, and - perhaps the most important of all -
a continuous flow of new and innovative products.

I wish to express my thanks for the trust shown to me and the other
members of management in the past year by Fiskars’ shareholders and
Board of Directors. At the same time I thank all my colleagues and fellow
employees, our customers and other constituent groups for a good and

successful cooperation during an intensive and eventful year. Stig Stendahl ‘/\

Helsinki, February 1997




Board of Directors and Auditors

Left to right:

Goran J. Ehrnrooth
Thomas Tallberg
Gustaf Gripenberg
Jarl Engberg

Erik Stadigh

Robert G. Ehrnrooth

Board of Directors of Fiskars Oy Ab Auditors

Goran J. Ehrnrooth (1934) . Ordinary
Chairman since 1984, elected to the Board in 1974. President of the Eric Haglund, CPA
company (1969-1983). Member of the Board of Directors, Metra Oy Ab.
Term expires in 1997. Shareholding: 55,163 shares. Deputy

KPMG Wideri Oy Ab
Corporation of Auditors

Erik Stadigh (1928)
Vice Chairman, elected to the Board in 1993. Former Deputy Managing
Director at the Union Bank of Finland. Term expires in 1999.
No Fiskars’ shares.

Robert G. Ehrnrooth (1939)
Elected to the Board in 1966. Chairman of the Board of Directors,
Metra Oy Ab. Former President of EffJohn Oy Ab. Term expires in 1999.
Shareholding: 133,502 shares.

Thomas Tallberg (1934)
Elected to the Board in 1966. M.D., Helsinki University Central Hospital.

Chairman of the Board of Directors, Tallberg Group. Term expires in 1997.
Shareholding: 67 shares.

Jarl Engberg (1938)
Elected to the Board in 1980. Attorney-at-Law, Hannes Snellman Attorneys-

at-Law Ltd. Term expires in 1998. Shareholding: 4,000 shares.

Gustaf Gripenberg (1952)
Elected to the Board in 1986. D. Eng., Helsinki University. Term expires

in 1998. Shareholding: 18,350 shares.

Corporate Management

Corporate Management

Employed since

Stig Stendahl (1939) President and CEO 1992
Olli Rysa (1945) Vice President, Corporate Control 1990
Juha Rauhala (1954) Vice President, Corporate Finance 1989
Erkki Hokkinen (1947) Vice President, Corporate Development 1988
Kurt-Erik Forsstedt (1942) Vice President, Legal Counsel 1980

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
Jim Woodside (1956) North America 1993
Stig Matar (1945) Finland, Germany, Italy, Eastern Europe 1987
Gareth Davies (1960) Great Britain, France, Sweden, Norway, Denmark 1986
Mike Vierzba (1948) Canada, Asia, Pacific, Latin America 1984

Pauli Lantonen (1939) Inha Works 1968

Ingmar Lindberg (1945) Real Estate Group 1985

Organization

Board of Directors . Industrial Operations  Consumer Products Garden Tools and Accessories

School, Office and Craft Products
Homewares
President Outdoor Recreation Products
Home and Office Electrical Accessories
Soft-Sided Organizers
Inha Works Aluminum boats
Hinges
Rail Fittings

Group Functions Real Estate Holdings  Fiskars Real Estate
Corporate Control Ferraria
Finance
Corporate Development
Legal Counsel = Industrial Holdings Metra, Exide Electronics

Administration and Information Others




Consumer Products Group

Wayne G. Fethke

Key indicators 1996 1995
Net sales, FIM million 1,867 1,485
- of which

outside Finland % 96 95

Share of total net sales % 89 64
Operating profit, FIM million 239 199
Personnel 3,184 2,952

Net sales by market area

North Others Finland Scandinavia
America 2% ’ 4% 13%

Ny
e

Net sales by product categories

Outdoor Home and Soft- Lawn and
Recre- Office Sided Garden
ational  Electrical Organi- Accesso-
Products Accessories zers ries
14% 8% 4% ‘ 31%

/_ Other
Europe
19%

.'/ School,
Homewares | Office and
16% Craft Products 27%

The Consumer Products Group is the largest of Fiskars’ industrial and
commercial operations. It operates in six key categories in the consumer
products market: Lawn and Garden Accessories; School, Office and Craft
Products, Homewares, Outdoor Recreational Products, Home and Office
Electrical Accessories, as well as Soft-Sided Organizers. The principal
markets are in the United States and Europe.

During 1996, strong performance in many of the business units helped
Fiskars to offset the impact of increasing global competitiveness from
suppliers in geographies with low or subsidized labor and raw material costs.
This performance serves to reinforce our strategy of building broad-base,
flexible businesses, able to rapidly take advantage of market conditions as
they continue to evolve.

Lawn and Garden Accessories Lawn and Garden Accessories is the largest
but also the most seasonal product category. Huge volumes are shipped to
customers during just a few weeks of the spring each year. As a result, inventory
must be built in advance of the forecasted need. Thanks to initiatives introduced
two years ago, the product group was again able to significantly improve its
performance. In 1996 year the weather was more cooperative than the year
before. Major initiatives such as the continuing developments in one-step
manufacturing in Finland, inventory reduction programs in the US, improve-
ments in the manufacturing processes in Wales, and organizational stream-
lining in Denmark allowed the group to improve profitability in these units.
Offerings in the Lawn and Garden Accessories range were further added by
the acquisition of the American Aquapore Moisture Systems in January 1997.
Aquapore is one of the leading US manufacturers of water-saving sprinklers
and other lawn and garden irrigation products.

School, Office and Craft Products The development of this product category,
increasingly important for Fiskars, continues to be driven by the strength

and breadth of the product lines, and the ability to take advantage of changes
in the distribution and retail patterns for this market. Fiskars has long empha-
sized product development in office and craft products, for instance expanding
on its successful range of scissors. New stationery and craft products such as
rolling cutters, individual paper cutters and drawing aids are especially directed
to children. Also other product offerings for the home and office markets were
expanded. The continuous development of specialty store chains to supply
these markets was a significant growth factor, with more of the office chain
stores expanding into Europe, Asia and South America. It is anticipated that
the trend of specialization in the distribution will continue, and Fiskars will
focus on its existing strengths and business relationships to meet this oppor-
tunity and take its share of the growth.

Homewares Homewares is another of the historical strength areas of Fiskars,
and it continues to have significant stable positions in the markets in knives,
kitchen tools, and other kitchen-type products. Growth in this market seq

The smallest
Handy weighs
less than 0.5 kg.

ment is sought by defining the segment and the customers in even greater
detail to include additional products for use in other areas of the home. Also
new products are developed internally for these markets.

In January 1997, Fiskars acquired Royal Door Mats which is the market
leader in its sector in the United States. The company manufactures outdoor
and indoor floor mats and complements Fiskars’ homewares sector, potentially
adding to exports from the United States to other countries.

Outdoor Recreational Products The Consumer Products Group’s outdoor
recreational products are primarily coming from Fiskars Gerber in the US.

The efforts at Gerber included significant changes in manufacturing processes
in response to tightening competition. The focus of recent years has been on
new product launches. This has allowed an optimal utilization of Fiskars’
special strengths and its good relations with the distribution. Also sales of
Billnds-made axes, highly popular among outdoor enthusiasts, continued to
grow. The seventh model in the Handy series, a very compact axe convenient
to carry in a backpack or a belt, was introduced last year.

Home and Office Electrical Accessories This category represents our fastest
growing markets. During the second quarter of 1996, Fiskars acquired the
assets of American Newpoint Corporation, a leading manufacturer and provider
or electrical surge protection devices primarily directed to electrical, tele-
phone and home satellite markets. Newpoint together with Power Sentry,
acquired in 1995, will allow Fiskars to continue to consolidate its position in
this fragmented, emerging market. The offerings and distribution channels of
these two companies complement each other very well and provide good possi-
bilities of further expansion for Fiskars in the US power surge protection market.
Fiskars’ strength is based on competitive products and a solid market position.

Ergonomically
designed power
loppers and pruners
are the gardener’s
new help for
demanding jobs.

Children’s craft
products are
great fun.

Aquapore’s irrigation
products are designed to

save water.




Newpoint’s power
management solution
protects the impeccable
function of the computer.

Tools can be organized
neatly thanks to
Portable Products.

Gerber’s range includes a
knife for all recreational

and craft uses.

Soft-Sided Organizers This area represents the newest product category, and
results from the acquisition of US based Portable Products during the first
quarter of 1996. Portable Products is the premier provider of canvas tool
belts, bags and other portable tool organizers and carryalls. Portable Products
represents a very synergistic blend of culture of innovativeness with Fiskars’
other consumer products and with the distribution which is one of Fiskars’
special strengths. The expectations for the increased success of these prod-
ucts, targeted particularly to the do-it-yourself market, are high.

Three main factors continue to fuel the growth of the Consumer Products
Group, as they have for the last several years: development of new products,
development of new marketplaces and acquisition of carefully selected
products and companies.

Development of new products A major portion of the growth of the Consumer
Products Group comes from the introduction of products innovative both in
how they serve customers’ needs and in their manufacturing techniques.

Perhaps the best example of this was the introduction in 1996 of a new
line of geared lawn and garden products, including an ergonomically designed
small pruner which conforms to the physical movement of the hand when it
squeezes, and two versions of a power gear lopper whose unique gear design
offers significantly improved cutting power with less effort.

The line of scissors and office products was added with new children’s
scissors, a personal paper trimmer, paper crimpers and several other products.
Over 75 new products were introduced during 1996 to the School, Office and
Craft category.

The development of new manufacturing processes is a constant challenge.
The Wausau business unit for instance developed a new method for grinding
saw teeth, cooperating with the Product Development Center in Middleton;
the resulting products will be used in products for both the garden tool
market and outdoor market. The successful Softouch technology was applied
also to the new series of garden pruners.

Market development The Consumer Products Group began the process of
expansion of its business into new geographical markets during the second
half of 1994. Implementation of this strategy continued in 1996.

The business unit that is focused on Eastern Europe continued to experi-
ence significant growth during the year. The plans for a manufacturing unit
located near St. Petersburg in Russia were delayed due to the economic and
other uncertainties in the country. Key staff has been recruited and construc-
tion on the site is now nearing completion. The objective is to start operation
during spring 1997. The performance of the units in Poland, Hungary and the
Czech Republic was good, althoug the level of operations remained modest.

The energetic groundwork of the business group established for operations
in Asia and the Pacific region is beginning to result in a growing customer
base for Fiskars’ products in Japan, China, Australia and other countries of
this increasingly important market area.

The loops of the
Softgrip office
scissors are

gentle and soft.

As a result of increasing stabilization in the area, development activities
in Latin America accelerated with the establishment of a sales and distribu-
tion unit in Mexico City. The business unit will continue to concentrate on
building distributor relationships in specific countries of this market area, and
building customer demand through participation in selected consumer trade
shows.

Acquisitions Two significant acquisitions were made in 1996, and a third
acquisition was closed in early 1997.

Both Portable Products and Newpoint Corporation made immediate
positive impact on the overall strength of the Consumer Products Group by
contributing their expertise in these new areas. The organizational cultures
of these two companies and their drive for excellence in their markets are
very similar to the other business units of the Consumer Product Group. The
incorporation of the companies into the Fiskars family has proven to be very
comfortable.

Alterra Holdings Corporation, acquired in January 1997, is comprised of
two companies which operate in the consumer products sector: Aquapore
Moisture Systems specializes in garden irrigation systems and Royal Floor
Mats manufactures door mats. Aquapore Moisture Systems is one of the leading
US manufacturers of water saving sprinklers and other lawn and garden
irrigation products. Established in 1924, Royal Floor Mats is the leader in the
US outdoor and indoor mats market. The primary rawmaterial also in these
products is recycled rubber. The companies further strengthen Fiskars’ position
in the US consumer products market, and create new opportunities for exports
from the USA to other countries.

Fiskars intends to continue to actively look for other companies of similar
strength in the market and congruence of values to add to the organization.

Awards For several years running, Fiskars has won distinctions for outstand-
ing product development and design. One of the most esteemed awards in
the USA is the “Gold Industrial Design Award” which was granted by Business
Week to the Consumer Products Group in 1993 and 1994. Also in Europe,
Fiskars has won awards in several consecutive years, i.a. at the Hannover Fair
and the French Garden Fair in Paris.

The success continues. The power pruner/lopper range designed and
manufactured in Finland won the highly prestigious European Design Prize
1997 awarded by the EU, as well as the Pro Finnish Design 1997 prize and
several other disctinctions.

New awards to the Wausau unit in the USA in 1996 included: The Learning
Magazine granted the Teacher’s Choice Award to Fiskars for Kids Softgrip
scissors. The American Society on Aging awarded its Silver Award to Fiskars
Softouch Craft Snip in its new products design competition.

Montana’s knives are

of top quality.

Royal Floor Mats
makes door mats
from recycled tyres.

New pruner design from

Fiskars, Wales.


































































