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Active Life, Simplified.
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We are today a branded consumer goods lifestyle Company with global reach
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Sales: SEK 5,872m (+10.7% vs. 2016)

EBIT: SEK 1,067m (+14.3% vs. 2016)

EBIT-marginal: 18.2% (+0.6% vs. 2016)

Sales in 140 countries



Our investment case remains strong
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Attractive CompanyAttractive Market

Á Strong user-influenced Innovation and Product Development

Á Differentiated Premium Brand

Á Global Route-to-Market Strategy and Implementation

Á Strong Position in the Value Chain

Á Sustainable business approach

Á Favorable mega-trends

driving market growth



Share price development since IPO has been strong
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Sustainable Approach



Sustainability ïFocus in all aspects of what we do
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Products that inspire a 

healthy and active lifestyle
Climate smart logistics Genuine social engagement

Sustainable and reliable manufacturing Responsible business practices



Environmental Focus is moving us closer to our ambitious 2020 targets
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GWh Share

Share of electricity usage from renewable sources (%)

Energy consumption electricity from renewable sources(GWh)

- 55%
Reduction CO2 emissions 

at Thule Group sites

(as compared with Base Year 2014)
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Health&Safety and equal opportunities are high on our agenda

April 25, 2018 Thule Group AB ïAGM 2018Slide 9
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CSR activities together with our Thule Crew members
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Innovation Driven



ñProduct is Kingò mindset is our biggest strength
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Sport&Cargo Carriers: Thule EasyFold XT and Thule Motion XT
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RV Products: Van concept for the modern younger RV buyer
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Active with Kids: New Thule Chariot collection a hit in the market
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Packs, Bags & Luggage: Thule Subterra collection puts us on the map
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Premium Brand



The Thule brand stands for 79% of sales
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79%
Share of sales

Thule brand

89%
Share of Sales

Thule Group brands



Brand building in all channels
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Our Investment Case
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Strong Position in the Value Chain



In 2017 we opened our new assembly plant in Pila, Poland
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ÁA top-modern assembly plant

ÁFlexible set-up for future assembly lines

Á In line with Thule Group environmental focus

ÁHealth&Safety focused concept

ÁFocus at plant will be

ÁSelected bike carrier models

ÁChild Bike Seats

ÁThule Sleek stroller

ÁThule Revolve hard-sided luggage

ÁCurrently employing 120 people at plant



Focus on cost efficient Supply Chain that meets increased customer demands
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ÁRetail customers expecting more from brands

Á Less and less inventory in retail

Á Later cut-off times for orders

ÁSimplified ordering processes

ÁMore flexible pick&pack approach

ÁEconomies of scale as majority of product 

portfolio has become global

ÁFlexible own plants and supplier structure

ÁEfficiency gains via improved and modernized 

structure in Distribution Centres



Global Go-To-Market Approach


