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Important events 2007

w 2007 was a year of integration. In connection with the acquisition of WAECO, we 

have identified savings in the range of SEK 100 million through synergies, improved

sourcing, market consolidations and technical coordination.

w Although much integration work still remains, the Group has reported continued

growth and profitability. Net sales rose by 20.2 percent to SEK 8,992 million.

w A new sourcing organization in China has significantly improved opportunities for 

competitive sourcing.

w At the end of the year, Dometic acquired the Italian company SMEV, strengthening its

position as a global supplier of products for recreation vehicles and pleasure boats.

w Dometic’s sales of RV products in Europe remained good, with a sales increase of

26.5 percent. A jittery financial market contributed to slightly weaker sales in the US. In

total, Dometic’s sales in the RV area increased by 5.8 percent. 

w The European market for marine products developed well, with growth of 39.7 percent

from the previous year. Despite tough conditions in the North American market, the

year as a whole was satisfactory and included a number of successful product 

launches. The new Turbo air conditioning system for boats won the Innovation Award

2007 at the International Boating Expo in the US.

w The hotel market was favourable during the year. Many new hotels were built in new

markets, at the same time that existing properties in many locations were renovated.

Sales for Medical Systems also developed well in all product areas.

Key figures  2007 2007 2006 2005

Net sales (SEK million)  8,992 7,483 7,322

Average number of employees  6,161 4,068 4,201

Production facilities 27 22 22

Dometic is a customer-driven, world-leading provider of
innovative leisure products for the caravan, motorhome and marine
markets. We offer a complete range of air conditioners, refrigerators,
awnings, cookers, sanitation systems, lighting, windows, doors and
other equipment that makes the mobile outdoors more comfortable.
Dometic also manufactures specially designed refrigerators for hotel
rooms and offices, for transport and storage of medical products and
for storing wine. Our products are sold in almost 100 countries and
are produced mainly at our production facilities around the world.

RV and Marine Systems

Special Refrigeration Systems

Net sales by
business area 2007,
SEK million

810
(11%)

6 673
(89%)

America

Europe, Middle East and Africa

Rest of the world

Net sales by
region 2007,
SEK million

1 278
(14,2%)

3 753
(50%)

3 110
(42%)

1,915

7,077

1,278
(14.2%)

3,070
(34.1%)

4,644
(51.7%)

All figures for 2007 include WAECO as of March 1, 2007 and SMEV as of November 1, 2007.

 



acquisition of WAECO, which added a
number of important product areas. In
Europe, market growth exceeded expec-
tations, especially for superyachts. Boat
owners generally have more money and
place higher demands on onboard com-
fort. Demand for air conditioning on large
boats has increased significantly, and in
total the European marine market grew
by 18 percent for Dometic. 

A new generation of marine sanitation
products launched during the year has
been well received, especially thanks to
new European legislation that prohibits
dumping at sea. Turbo, an air conditio-
ning system launched in the US, won the
Innovation Award 2007 at the Internatio-

nal Boating Expo. The process to adapt
our RV products for marine use continued
during the year.  

New construction in hotel industry
A growing number of hotels are being
built, as the same time that older ones
are being renovated. This contributed to
a good year for sales of minibars. HiPro-
matic, an automatic minibar system with
sensing technology, was launched.
During the year, we started production of
minibars in China, primarily to serve an
expansive domestic market. And we
launched a new wine cellar for the hotel
and restaurant industry. Hotel products
generally have performed very well, dri-
ven by global economic growth. 
Dometic Medical Systems had a very

successful year, with large deliveries of
cold-chain vaccine transport systems to
developing countries. A number of pro-
ducts have been launched in Medical
Systems as well, including TCW2000, a
transport box for vaccines, among other
things. 

Our commitment to sustainable develop-
ment continued during the year. This was
evident in a reduction in emissions, as
well as in research and development. We
devote significant resources to creating
energy-efficient products with minimal
impact on the communities we work in.
Development is often done together with
universities and institutes of technology.
The aim is not only to create sustainable
products, but also to develop environ-
mentally friendly manufacturing proces-
ses and next-generation energy techno-
logy. 

Dometic Group - a sign of quality
During the year, we continued to reas-
sess how to manage our brands and the
acquisitions we have made. We have
also begun a review of our current pro-
duct design in order to produce a group-
wide updated design handbook in 2008. 

Outlook for 2008
2008 will offer a number of exciting chal-
lenges. Since acquiring WAECO, the
aftermarket has become increasingly
important to us, and we anticipate future
growth in this area. As an innovation
company, we have to rely on our ability
to challenge ourselves to think innovati-
vely in design, technology, manufactu-
ring and marketing. Our strong market
position and technological expertise are
driving us to find new areas of applica-
tion and new markets. 

2008 is not without its concerns, of cour-
se. We face an uncertain dollar, rising
raw material prices and higher fuel costs,
which makes our continued integration
work and efficiency improvements even

more important. Regardless of what the
market has to offer, I am convinced we
can handle any fluctuations, as we
always have – with humility and a pas-
sion for the mobile lifestyle.

After several years of steady growth,
we began to see signs in the mid 2007 of
a market slowdown, this made us cautio-
us in our full-year forecasts. Oil, copper,
zinc and aluminum prices rose substanti-
ally, because of which we expected hig-
her material costs. Another uncertainty
affecting our projections was how the RV
market would react to higher fuel prices.
In other words, we prepared for a tough
year. 

Looking back now, our misgivings were
largely justified, but we underestimated
the strength of the market for the mobile
outdoor life. Despite that the US market
for RVs declined by nearly 11 percent in
2007, Dometic’s global sales for the full

year exceeded expectations. The Euro-
pean market as a whole outperformed
what we had expected. We had a record
year in Australia, with growth of 93 per-
cent including the effects of the acquisi-
tion of WAECO. During the second half
year, raw material prices slowed
somewhat.

The acquisition of WAECO, with its
extensive production in China and the
large part of its sales in Europe, helped
to reduce the impact of a declining dollar.
High fuel prices, which we thought would
greatly impact the RV and marine mar-
ket, had considerably less effect than
anticipated. This demonstrates the
strong attraction of the mobile outdoors.
The acquisition and integration of
WAECO was our highest priority in 2007.

Overnight, Dometic’s sales increased by
nearly SEK 2 billion, at the same time
that we added over 1,800 new colleagu-

es. Industry experts have called the
acquisition a perfect fit, and after just
about a year together we couldn’t help
but agree. WAECO gave us a well-oiled
aftermarket organization and efficient
logistics. Since the acquisition, we have
devoted great energy to improving effici-
ency and coordinating the Group in order
to maximize our resources. In ten
months, we were able to improve effici-
ency in logistics, inventory, sales and
marketing, and material handling, with
identified savings in the range of SEK
100 million. 

The acquisition of SMEV strengthens
Dometic’s position as a leading supplier
of cookers, ovens and sinks. Production
of these products will now be coordina-
ted between manufacturing units in 

Bassano del Grappa in Italy and Filakovo
in Slovakia.

We’re becoming more mobile
A mobile outdoor life appears to be att-
racting more people. As they raise their
standard of living, people tend to spend
more on recreation and leisure. This is
evident in the way we travel and our
search for new experiences. The RV and
marine life is attracting a growing num-
ber of baby boomers who are nearing
the end of their working careers but still
have strong purchasing power and lead
an active lifestyle. Another observation is
that customers generally are prepared to
pay more for comfort and convenience.
The RV and marine lifestyle seems to be

on the upswing in all developed coun-
tries.

We are also happy to see a growing inte-
rest in a mobile outdoor life among the
younger age groups. One example can
be seen in North America, where RV
manufacturers have introduced a new
generation of vehicles called Sport Utility
Trailers. These RVs are designed for
“weekend cruisers” or ”daycruisers,” a
target group that likes to take the com-
forts of home with them when they go
cycling, diving, mountain climbing or
even tailgating at sporting events. 

Larger boats, greater comfort
Despite a slower market in the US,
Dometic’s marine operations have deve-
loped well, thanks in no small part to the
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By streamlining our shared production 

resources and sales offices and improving

logistics, we managed to save around 

SEK 100 million in 2007.

Interest in an active, mobile lifestyle is growing
around the world. We are especially pleased that
recreational vehicles and boating are attracting
younger age groups.

Dometic develops products that make the outdoors
more comfortable. Examples include new skyview
roofs for caravans and motorhomes. They are always
developed in cooperation with vehicle manufacturers.

Stockholm, April 2008

Lars Johansson
President and CEO
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If you have been lucky enough to spend
a vacation in an RV or a good-sized
boat, you have probably come into con-
tact with one of Dometic’s products.
Recreation Vehicles (RV) and Marine
Systems is the Dometic Group’s largest
business area, with sales of SEK 7,077
million, or 78.7 percent of total sales. The
products offered here create comfort in
motorhomes, caravans and pleasure
boats. 

The product lines in this business area
provide practically everything you need
to make your outdoor experience com-
fortable, such as refrigerators, stove
tops, ovens, microwaves and other kit-
chen equipment, air conditioning, sanita-
tion systems, electrical equipment, vacu-
um cleaners, windows, roof lights, blinds,
doors, lighting and ventilation systems.
For the marine market, Dometic mainly
offers air conditioning and sanitation sys-
tems, as well as galley equipment. 

2007 in brief

• Dometic’s largest business area, RV and
Marine Systems, developed well during
the year, reporting sales of SEK 7,077
million. With sales of SEK 6,034 million,
RV Systems accounted for the majority,
with Marine Systems contributing the
remaining SEK 1,043 million.

• In 2007, RV sales in the US decreased by
a total of 9.5 percent, partly due to higher
gasoline prices and the economic con-
cerns of American consumers. In Europe,
motorhome registrations increased by 0.7
percent, while caravan registrations drop-
ped 2.6 percent. As a whole, European
RV registrations decreased by 1.2 
percent in 2007.

• Dometic’s sales of RV products increased
by 26.5 percent in Europe. Other markets
that developed well included Australia,
where sales rose by 93 percent. This is
largely an effect of the acquisitions of
WAECO and SMEV.

• Sales of marine products developed well
in Europe. In the US, Dometic’s sales in
the marine market rose by 9.8 percent in
2007. 

• During the year, RV and Marine Systems
launched a number of products, including
a new sanitation system for caravans and
new air conditioning for boats.

In today’s society, where time is a precious
commodity, a magnificent view, fresh air or a
beautiful sunset can provide a welcome respite
from everyday stress. Dometic develops 
products that let you take the comforts of
home out into nature.
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We are becoming  
more mobile
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Mobile phones, laptop computers, MP3 players and GPS. Just a few years ago, they were four different
products, sometimes big and clumsy. Today they are one and the same, light and compact. Product
development has been strongly driven by the mobile consumer. The mobile trend is having an impact
everywhere, especially for those of us who create comfort for the mobile outdoors. For us, it means a
constant focus on developing and produce leisure products that are lighter, more energy efficient and
convenient in an increasingly mobile world.



Smart technology  - 
essential to comfort
The key to Dometic’s success in the
mobile outdoor market is its ability to
develop light, compact and technically
advanced products for mobile environ-
ments. A refrigerator in a motorhome
must be able to withstand bumps, fluc-
tuations in temperature and infrequent
use without breaking down. Based on
many years of experience, Dometic’s
product development team has become
a reference of sorts for RV and boat
manufacturers when they create new
generations of recreational vehicles and
pleasure boats.

In 2007, Dometic launched a number of
RV and marine products that were very

positively received by the market. Seve-
ral new sanitation products were shown
at the Caravan Salon in Düsseldorf in
August, including a toilet with a ceramic
shell designed for the RV market. Cera-
mic parts make the systems much easier
to clean, and they have received a very
positive response from RV manufactu-
rers. Deliveries have already begun, so
these products will be available in RV
models. Turbo, a compact air conditio-
ning system introduced for pleasure
boats, won the Innovation Award of the
Year at the International Boating Expo in
the US.

Expansive market
Traditionally, Dometic’s sales have targe-
ted RV and boat manufacturers. The
acquisition of WAECO, however, has
broadened the offering for consumers.
The Dometic Group now offers a
broad line of products over the coun-
ter. As a result, sales are better balan-
ced, with approximately 75 percent in
the B2B market and the remaining 25
percent from aftermarket products,
whereas RV and boat manufacturers
previously accounted for 85 percent.
Expanding the product range has
also increased the number of Dome-
tic products in each vehicle.

Since its products are strongly tied to lei-
sure activities, Dometic’s global sales are
something of a gauge of the global eco-
nomy. In Europe, this can be seen in the
growing number of people who upgrade
their motorhomes and boats to new, bet-
ter equipped models. At the same time,
travel and experiences remain popular,
particularly among younger target
groups. The number of new RV registra-
tions in Europe in 2007 decreased by 1.2
percent from the previous year. 

The mobile outdoor life is still very attrac-
tive in North America, Europe and
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Australia. A wealthier, growing middle
class will make new markets in former
Eastern Europe and Asia to exciting
challenges for the Dometic Group in the
future. 

Despite good RV sales, the economy is
slowing down, especially in the US. We
can therefore expect RV and boat
owners to keep their vehicles longer and
instead upgrade their current equipment.
Aftermarket sales of freezers and coolers
and small, portable refrigerators have
increased which can be seen in 

WAECO’s strong sales figures in 2007. In
2008, however, the Dometic Group
expects demand in the RV and marine
market to slow temporarily. 

Increase in travel
Traditionally, RV and boat owners are
financially stable middle-aged house-
holds with free time on their hands.
Thanks to the baby boomer generation
born after World War II, this target group
is growing around the world. Because
they live longer, are more financially
stable and stay healthier, this target

group has become one of the wealthiest
in the world. They want memorable
experiences, but refuse to give up on
luxury or convenience. In the US, anot-
her million baby boomers began winding
down their careers last year to spend
more time on leisure activities. They are
healthier, travel more, are less afraid of
technology and place higher demands
on comfort.

In general, RV owners are traveling more.
New owners no longer have a camp-
ground as the ultimate destination of
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The right temperature improves
the taste of fine wine. WAECO’s
wine coolers keep wine at
exactly the right temperature,
which it digitally displays. Can
easily be installed at home or on
a boat or RV. It offers variable
temperature settings and can
operate up to three hours on  
rechargeable batteries.

A new, compact generation of air
conditioning for leisure boats was
launched during the year. Quiet
and compact, Turbo Vector AC
was developed in cooperation
with boat manufacturers. Suitable
for small or large boats.
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Simpler cleaning and greater comfort are
two of the features of the CT3000, Dometic’s
new sanitation system for caravans and
motorhomes. The toilet has a ceramic shell,
which is more hygienic and comfortable than
conventional plastic models.

Dometic’s marine operations developed well
during the year. In Europe, sales of large boats
rose, creating good demand for Dometic’s air
conditioning and sanitation systems.
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What is unique about RVs and boating is that
they allow you to explore nature without having to

sacrifice comfort and convenience.



their vacation. They travel to cities, histo-
rical sites and even concerts. Motorho-
mes and caravans have become a tool
to make a trip as comfortable as pos-
sible. Without access to an RV park’s
facilities such as showers, toilets and
electricity, more comfort is expected
onboard. Larger refrigerators, better sho-
wers, nicer toilets, better electric sys-
tems and a suitable eating area have all
become more important considerations
as the vehicles become more self-
sufficient.

Another exciting leisure trend is that the
RV and boating life is attracting more
young people. Surveys in Germany show
that around 20 percent of all young
people dream of an RV vacation. This is
reflected in the daycruiser and weekend
cruiser segment, where RVs are used, for
example, for mountain climbing, off-roa-
ding or sport fishing trips. It is also reflec-
ted in a new type of vehicle, Sport Utility
Trailers, which RV manufacturers in the
US have designed with extra cargo
space for bicycles, ATVs or motorcycles. 

These consumer trends are driving
Dometic’s research and development
team to adapt products for the future
mobile outdoors.
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Boat interiors have started looking a lot
more like the inside of our houses. We
expect the same comfort on the water as
we do at home. Wine coolers, air conditio-
ning and a pantry with the right kitchen
equipment have practically become 
standard on most large boats.

A growing number of features on boats and RVs
are now remotely controlled, including sunroofs,
air conditioning and lighting.

During the year, Dometic introduced a new genera-
tion of RV refrigerators whose freezer compartment
can be removed to increase refrigeration space. The
new 8-series is also 10 percent lighter and consu-
mes less energy than older models.

Network Elite is a control unit for air conditioning on
large boats. Network Elite is compatible with other
onboard control systems.

Dometic’s RV generators give you power
anywhere in the great outdoors. This makes
your RV more self-sufficient and frees you up
to camp far from electrical hook-ups.

Dometic offers a line of roof-mounted air conditio-
ning systems for all sizes of caravans and motor-
homes. The advantage of roof-mounted equip-
ment is it more efficiently distributes cool air.
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The Dometic Group’s Special Refrigera-
tion Systems business area offers a
range of specialty refrigeration equip-
ment that utilizes absorption technology.
This includes minibars for hotels and
cruise ships, compact refrigerators for
tight living spaces and rooms outside the
kitchen, wine cellars, large dual energy
refrigerators for areas with uneven
electricity, and portable and stationary
refrigeration systems for medical appli-

cations. The products meet demanding
refrigeration needs in varying environ-
ments. Dometic also offers other hotel
products such as small safes, which are
increasingly becoming standard equip-
ment in most hotel rooms.

These products primarily target customer
groups such as hotels, healthcare provi-
ders and the pharmaceutical industry. In
recent years, however, comfort products
for consumers have grown significantly.

Dometic’s success in this business area
is due in no small part to its unique
absorption technology, which is noise-
less, vibration-free and flexible in terms
of energy supply. This technology is well-
suited to the hotel industry, for example,
where a refrigerator can disturb a guest’s
sleep, or wine storage at home, because
of its lack of vibration

New hotels built
In late 2006 and throughout 2007, we
saw an increase in new construction and
renovation among customers in the hotel
industry following a number of years of
underinvestment. At the same time, a
consolidation is under way in the hotel
market, which is creating fewer but larger
chains. For the Dometic Group, this

Refreshing cooling for a   
range of environments

Only a century ago, practically all refrigeration was done naturally with ice and snow. Today we
expect artificial refrigeration in even the most extreme locations. Our society and lifestyle demand
it. Whether a small refrigerator in a teenager’s bedroom to keep sodas cold or a transport box for
blood plasma, we take it for granted that a source of refrigeration will be there. Dometic’s job is to
make refrigeration more accessible and reliable for everyone, in any application.

2007 in brief

• Sales for the business area amounted to
SEK 1,917 million.

• New construction and renovation in the
hotel industry led to good sales in the US
and Europe during the year. Better mar-
ket conditions and construction for the
Olympic Games has made China a very
important market.

• Sales in Medical Refrigeration Systems
exceeded expectations. In 2007, a new
refrigerated transport box for healthcare
providers was launched with good
results.

• As a result of the consolidation of pro-
duction resources following the acquisi-
tion of WAECO, minibars are now being
produced in China, as well as Hungary
and Germany.

Cruise ships are an important market for Dometic’s
hotel products. Cabins aboard these floating hotels
are increasingly being equipped with safes and mini-
bars. This is a typical niche market where Dometic’s
products fit well and have raised the standard of
comfort.

Special Refrigeration Systems 13
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meant a good year for our minibar line
and other hotel products. 

The acquisition of WAECO significantly
strengthened our position in China,
where we have now started manufactu-
ring minibars in one of our factories. This
gives us better access to the highly att-
ractive Chinese hotel market, while redu-
cing production costs. New construction
in connection with the Olympic Games in
Beijing has substantially increased
demand. The hotel markets in the US
and a number of European countries also
contributed to a positive sales trend.

Reliable refrigeration for  
life-saving transports
The successful launch of TCW2000, a
portable transport box for vaccines, con-
tributed to the very good results for
Medical Refrigeration Systems. In this
area, Dometic offers portable boxes and
stationary refrigerators and freezers to
store vaccines, blood, medicines and

samples. This is an area where absorp-
tion technology really stands out for its
reliability and flexibility in terms of energy
sources, which is especially important in
developing countries, where access to
electricity can be uncertain or nonex-

istent. In addition to products to trans-
port vaccines and blood, Dometic offers
an extensive range of refrigerators and
freezers for the pharmaceutical industry,
laboratories and blood centers. 

An exciting trend in the market for speci-
alty refrigeration is the growing interest in
comfort cooling. From teenagers’
bedrooms to confined living spaces in 
a student dorm or senior living facility,
more places are being equipped with
compact refrigerators to keep drinks or
food cold. Absorption technology opera-
tes noiselessly and without vibration,

which is especially appreciated by this
target group. The technology is also
used in a line of exclusive wine cellars,
which require a vibration-free storage
environment.

An important product area for Dometic is Medi-
cal Systems, which specializes in products to
transport and store vaccines and blood. In addi-
tion, Dometic Medical Systems offers refrigera-
tors, freezers and deep freezers for hospitals,
the pharmaceutical industry and laboratories.

Dometic’s line of wine cellars is well known for
reliability. These products are based on absorp-
tion technology, which provides vibration-free
storage for fine wines – as close as you can get
to a natural wine cellar.
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After a long refreshing day by the pool there is nothing like a cold drink in your room. Dometic’s world-
leading minibars are equipped with lighting, adjustable shelves and fully automatic defrosting. Refrige-
ration is provided by quiet and reliable absorption technology.
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WAECO’s products are sold through an
extensive catalog business and a large
network of retailers. Thanks to a well-
oiled marketing organization and efficient
logistics, WAECO has built a strong posi-
tion in the expanding aftermarket for
automotive and marine comfort products.
WAECO also develops and sells speciali-
zed refrigeration equipment for car, truck
and boat manufacturers. For them,
WAECO is a competent partner for cus-
tomized design and production.

Stronger presence
When announced in March 2007, the
acquisition of WAECO was described by
industry analysts as a perfect fit. The lar-
gest in Dometic’s history, it will have a
major impact on the company’s growth
opportunities. Through the acquisition,
Dometic’s range of comfort products for
the global leisure market became more
complete. Nearly 85 percent of WAECO’s
sales have been in the important after-
market segment, considerably strengthe-
ning Dometic’s position in the global mar-
ket for the mobile outdoors.

In addition to a broader product range
and stronger grip on the aftermarket,
Dometic now has a better opportunity to
improve efficiencies in distribution and
logistics, particularly in Europe. Further-
more, WAECO was quick to begin pro-
duction in China, which provides the
group with excellent production resour-
ces.

The large part of WAECO’s sales is in
Europe (83 percent in 2007). This reduces
Dometic’s dependence on the US mar-
ket, which had previously represented
more than half of its total sales. Following

Tactical acquisition creates   
new opportunities

On December 28, 2006, Dometic signed an agreement to acquire all the shares in WAECO Group.
After the deal was finalized in March 2007, Dometic’s annual sales had increased by nearly SEK 2
billion, at the same time that the number of employees rose by around 1,800. This is the largest
acquisition in Dometic’s history. Integration between the two companies has already produced 
positive efficiency gains.

WAECO - History

WAECO was founded in 1974 by two brot-
hers, Theodor and Peter Wähning, based
in Emsdetten, Germany.

Back in the early seventies, it was virtually
impossible for boat owners to keep food
and beverages fresh for any length of
time. The brothers therefore decided to
develop the first battery powered refrige-
rator – and so WAECO was born.

Following the success of the refrigerator,
the product range has gradually grown.
Today WAECO sells portable refrigeration
equipment, built-in refrigerators for a
variety of vehicles, refrigerators for pleasure
boats, RV air conditioning and a wide
range of electronic accessories.

In 2006, a year before the merger with
Dometic, WAECO had its largest produc-
tion facilities in China, in addition to plants
in Germany, Italy and Poland. Sales
amounted to nearly SEK 2 billion with
1,800 employees.

the acquisition, the US accounts for 34.1
percent of Dometic’s global sales, against
50.1 percent earlier. The impact of the
weaker dollar has been offset by higher
sales in Europe and Australia.

Dometic has a long history of successful
acquisitions. Until WAECO, they had
always added a new business or product
area. This was the first time Dometic
acquired a company that in many ways
had a similar structure. Both had efficient
but overlapping functions for administra-
tion, marketing and sales. Following the
acquisition, Dometic’s management has
devoted great effort to efficiencies and

coordinating the group in order to max-
imize its shared strengths. In ten months,
efficiency gains in logistics, inventory
management, sales and marketing, and
materials handling have saved about SEK
100 million on an annual basis.

Two profitable and successful companies
with distinct corporate cultures and busi-
ness processes have now become one.
Though we have quickly realized syner-
gies, the integration work has been
demanding for the organization. In 2007
we consolidated eight sales companies,
shifted production between factories and
eliminated redundancies. The new sales

companies that have been organized in
Europe and Australia have been staffed
for both the business-to-business and
aftermarket sectors. 

Through WAECO’s well-established cata-
logue distribution, we will be able to offer
our customers catalogues displaying the
entire group’s products.

By late 2007 we had completed a large
part of the overall integration. After a
number of major changes, the organiza-
tion has renewed its optimism, and we
feel we are well prepared to build on 
further efficiency gains.



de på typ av produkt, utreds om pro-
duktionen i den inköpta verksamheten
kan integreras med någon befintlig
anläggning för produktion eller distribu-
tion. Koncernens storlek och globala
räckvidd skapar stora möjligheter att
hitta synergier mellan olika delar. 

Inom koncernen finns ett mål att överföra
en del produktion till så kallade lågkost-
nadsländer. Denna överföring är inte
snabbare än att kvaliteten hela tiden
kan säkras. I exempelvis södra Kina har
utvecklingen kommit långt och kvalitets-
medvetenheten är stor. Inköpen av
komponenter från lågkostnadsländer
har ökat kontinuerligt sedan 2001, en
utveckling som kommer att fortsätta.

Dometic söker hela tiden sätt att effekti-
visera produktionen. Tillverkningen av
Blast Freezers, som skett i tyska Heide-
nau, flyttades exempelvis under 2005 
till fabriken i Luxemburg där all övrig
produktion av medicinska produkter
samlats i en storskalig produktions-
anläggning. 

Vi kunde också ersätta större delen av
distributionscentralen för spisar och disk-
hoar i tyska Menden med direktleveran-
ser från fabriken i Filakovo, Slovakien. I
slutet av året rationaliserades logistiken
i Skandinavien genom att en extern
aktör fick ansvaret för den samlade dis-
tributionen av Dometics produkter.
Detta skedde inom ramen för en större
översyn av all logistik och distribution i
Europa, en översyn ska fortsätta under
2006. Alla åtgärder är exempel på
Dometics strävan att öka konkurrens-
kraften genom att strömlinjeforma pro-
duktion och distribution och maximalt
utnyttja de egna resurserna.

Service som konkurrensmedel
Service av redan sålda produkter är ett
avgörande konkurrensmedel. Användar-
na blir, på goda grunder, mycket miss-
nöjda om de inte kan använda sina

bekvämlighetsprodukter på de tider då
de planerat sin ledighet. Användarnas
behov ställer stora krav på att produk-
terna från första början håller hög kvalitet,
men även att Dometic mycket snabbt
kan åtgärda eventuella fel. 
Dometic har den i särklass bäst utbygg-
da service- och reservdelsorganisationen
av alla företag i branschen. För Dome-
tics kunder – tillverkarna av RV:s och fri-
tidsbåtar - är det en ovärderlig trygghet
att Dometic kan ställa upp med service i
princip var som helst när som helst.
Detta gör att återförsäljarna kan lova
sina kunder service som har täckning i
verkligheten. 

Service kommer att bli allt viktigare,
både för att produkterna blir mer avan-
cerade och mer integrerade i system,
men också för att användarna kommer
att ställa ännu hårdare krav på sina
leverantörer. Dometic lovar bekvämlig-
het utöver vad användarna är vana vid
hemifrån, ett löfte som kräver enorm
ansträngning för att leva upp till. Dometic
är utan tvivel bäst positionerat i branschen
för att uppfylla morgondagens kvalitets-
och servicekrav. 
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2007 was an intensive year for Dometic’s
development team. In addition to around
30 product launches, it included a
restructuring of the development organi-
zation as part of the merger with
WAECO. We have also developed a
model for Group-wide product develop-
ment that incorporates the best from
Dometic’s and WAECO’s previous deve-
lopment processes. 

Because of a diverse product range,
Dometic’s development work is generally
handled by small units at individual fac-
tories. The exception is technical deve-
lopment, which is done centrally in
Solna, Sweden. No finished products are
developed there; the development team
instead develops and tests new techno-
logies and processes, which can be
incorporated into commercial product
ideas. 

Alone is not strong
With over 80 years of experience in pro-
duct development, we know that many
product ideas can be found outside our
company. To avoid becoming insular in
our thinking, we frequently develop ideas

together with customers. These collabo-
rations have helped to build long-term
relationships. Many times these product
development cooperations begin at the
design level. 

In technical research and development,
we cooperate with institutes of technolo-
gy and colleges. Long-term development
projects are also carried out with various
technical alliances and individual inven-
tors. More efficient energy supplies, new
cooling technologies and alternative
energy sources are among the areas that
have been a focus in recent years. 

In 2007, investment costs for the Group’s
research and development correspon-
ded to approximately 2 percent of total

sales. Following is a sampling of Dome-
tic’s innovations in 2007: 
• A new toilet with a ceramic shell was

developed for the RV market in 2007.
The product, which was shown at the
Caravan Salon in Düsseldorf in August
2007. Deliveries have already begun
and several RV customers will have
this product in their vehicles in 2008.

• In 2007, we introduced a number of
new doors for motorhomes and cara-
vans that are the result of a develop-
ment project from a major RV custo-
mer. These agreements have made
Dometic a market leader in RV doors
in Europe. 

• By designing an in-door ice maker for
an absorption refrigerator, we consoli-
dated our world-leading position in
absorption refrigeration. Technically, it
is very difficult to deliver this function
in this type of refrigerator.

• A new generation of minibars was
launched during the year. HiPromatic
offers unique, sensor-controlled surve-
illance to automatically track purcha-
ses.

• CK2000 is a compact, new kitchen fan
designed for RV and marine markets.

Innovation is our 

guiding philosophy

Our success is based in large part on an ability to develop the right products at the right time 
adapted to the current and future needs of our customers. Attractive design and technological 
breakthroughs, combined with efficient production, have been and will remain one of Dometic’s
defining qualities.
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• TCW2000, a new storage box for vac-
cines, was launched during the year.
The box has a unique refrigeration sys-
tem that keeps the temperature at the
right level even during extended
electrical outages.

• In 2007, Turbo, a compact air conditio-
ning system for small pleasure boats,
was launched. It won the Innovation
Award of the Year at the International
Boating Expo in the US.

Smarter production and sourcing
Dometic’s goal is to increase purchases
and production in low-cost countries.
Through the acquisition of WAECO, the
Group added a well-established produc-
tion and sourcing organization in China.
This sourcing organization buys finished

products and components for Dometic’s
global sales and production. Logistics
have also been improved significantly
through this reorganization. Technical
coordination and better sourcing proces-
ses directly reduced costs by SEK 10-20
million in 2007 and are expected to have
further positive effects in 2008. 

Service is our competitive 
advantage
To assist customers, Dometic has an
extensive service organization that can
quickly resolve any problems with our
products. As end-users place higher
demands on suppliers, our customers
are also placing higher demands on the
availability of product information and
spare parts. To meet this demand,

Dometic has three parts warehouses in
Europe to serve customers. We have
also developed a support system, Pro-
Corner, that service technicians can use
to directly order parts and obtain techni-
cal information online. Dometic also
works actively with product training for
customers’ service organizations.
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In many respects, Dometic lives in symbiosis with
its customers. They often expect us to adapt to
their needs, and our development work is done in
close cooperation with them. Dometic is charac-
terized by its innovative strength and each year
launches a number of new products and product
modifications.

RV and Special Refrigeration
Country Location Main products Marine Systems Systems and Automotive

Sweden Motala Large absorption refrigerators • •
Tidaholm Window components •

China Pinghu Thermoelectric or compressor-driven refrigerated 
boxes and cabinets • •

Zhongshan Air conditioning systems for recreational vehicles •
Zhuhai (2 factories) Compressor refrigerators and thermoelectrics • •

Germany Emsdetten Air conditioning systems for trucks and recreational vehicles • •
Compressor refrigerators • •

Siegen Medium-sized absorption refrigerators  • •
Krautheim Windows •

Roof lights •
Blinds/insect screens •
Doors •

Dillenburg Lighting systems •
Rudersdorf Specialty products •

Hungary Jászberény Small absorption refrigerators and portable boxes • •
Italy Bassano del Grappa Stoves, ovens and kitchen counters •

Forli Air conditioning/generators for recreational vehicles •
Milan Air conditioning systems for pleasure boats •
Novafeltria Compressor refrigerators • •

Luxembourg Hosingen Medical refrigeration systems •
Mexico Ciudad Juárez Compressor refrigerators •

Awning components •
Air conditioning systems for recreational vehicles •

Poland Ostroda Glass fiber components •
Slovakia Filakovo Stoves, ovens and kitchen counters •
South Africa Bronkhorstspruit Multi Energy refrigerators • •
Spain Girona Safes • •
USA Pompano Beach, Florida Air conditioning systems for pleasure boats •

La Grange, Indiana Awnings •
Ontario, California Awnings •
Big Prairie, Ohio Sanitation systems •
Richmond, Virginia Air conditioning systems  •



2007 was a tough but exciting year for
Dometic’s employees. In March 2007,
1,800 new colleagues were added when
the integration of WAECO began. The
integration will reshape the Group, inclu-
ding the corporate culture. Although the
merger has been described as a perfect
fit by industry experts, it is still a question
of melding two very different corporate
cultures and organizations.

To facilitate the integration, a number of
efficiency improvement projects have
been launched. Naturally, employees
were concerned about redundancies
when the work began, but we have
found out just how right these industry
experts were when they said we and
WAECO were a perfect fit. 

After duplicate offices were consolida-
ted, production resources were shifted,
administration reduced and warehousing
coordinated, redundancies were limited
to around 80 employees. Despite that
integration work has just begun, the
results are apparent in the form of positive
sales results and cost savings. We have
also realized that there are more aspects
of our cultures that unite us rather than

set us apart. For this reason,
we are greatly confident in
our future together.

We want all employees to
have the opportunity to reach
higher positions in the Group.
This is critical if we want to
be an attractive employer
regardless of the market. A
good relationship with local
unions is also an important
priority for Dometic’s mana-
gement. In 2005, a coopera-
tion was established with the
unions within the framework
of a European Workers’
Council (EWC). EWC is a
union cooperative across
national borders on a Group
level. In 2007, one EWC 
meeting was held.

The average number of employees at
Dometic during the year was 6,161, of
whom 64 percent were men and 36 per-
cent were women. Geographically, 3,556
employees were located in Europe, the
Middle East & Africa, 1,071 in America
and 1,534 in the rest of the world.
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Two cultures  

become one

Employees 2322 The Dometic brand

2007 was a year of integration for 
Dometic. The acquisition of WAECO has
changed our operations and offering to
the core, and thus our brand as well.
Dometic and WAECO are both strong
brands, but with different target audien-
ces. To take advantage of all the years of
branding work by WAECO, a decision
was made to retain the WAECO name as
a trademark during a transitional period.
In 2007, the Dometic Group was created

to serve as an umbrella name encom-
passing both brands. The long-term stra-
tegy, however, is that Dometic will serve
as the principal brand for the Group. We
have also begun a gradual transition in
which Dometic’s and WAECO’s sales
companies and factories are being integ-
rated and changing their names to
Dometic. 

An awareness survey conducted in Ger-
many and Sweden in 2007 showed that
recognition of the brand had increased
from 6 percent 2003, when we just had
been separated from Electrolux, to 41
percent 2007. This is a fantastic result,
according to many branding experts. Our
focus moving forward will be to more
strongly link the brand to the values
associated with an active lifestyle. 

The identity manual produced in 2006,
which describes the qualities, visual
expressions and values Dometic stands
for, is undergoing a review that will be
completed in 2008. The manual is a tool
that shows correct applications of the
trademark and will guide the Group’s
efforts to make the company better
known to its target audiences. In the long

run, it will serve as a useful resource for
continued growth. Our employees
should feel secure in our values and stra-
tegic direction. 

Dometic is a strong brand with high
penetration in the geographical markets
where we are active. The brand is sup-
ported by a longstanding presence in the
global market, proven innovation and
high product quality. At the same time,
we realize that our technologies have
many other areas of application. We
have therefore begun an analysis to look
at new ways to use Dometic’s products
and innovations. Our ambitious growth
objectives in the years ahead will require
new products as well as new markets.
The mobile lifestyle contains many exci-
ting areas for Dometic.

The goal of our branding work is to coor-
dinate all expressions of our brand – in
advertising, sales, trade shows and
public relations – around the world. We
know that a strong brand is a spring-
board for future growth. Our goal is 
therefore to be recognized around the
world and stand for mobile convenience
and a comfortable outdoor lifestyle.

Dometic - a brand  
facing change

For many years, the Dometic brand has stood for innovation, product quality and an active lifestyle.
Since our customers are mainly manufacturers, our marketing has primarily targeted them, not 
consumers. Even if an RV or boat owner recognizes Dometic’s logo or name, they know little about
what we stand for. Our challenge is to more closely tie Dometic to the positive values associated
with the mobile outdoors.

In March 2007, Dometic began to integrate its largest acquisition ever, WAECO. In a multinational group
with over 6,000 employees and 27 factories in 12 countries, creating a single corporate culture is a big
challenge. We are convinced, however, that strong leadership, a sound work environment and a
workplace where individuals have the opportunity to develop will benefit this work. In essence, we 
realize that the commitment of our employees is the basis of our success in the market

Dometic’s employees make our success pos-
sible. We feel it is an honour to have people from
different cultures and nationalities in our group.
During the year, we adopted a code of conduct
that will apply to the entire group. 

Our presence in China has increased dramatical-
ly following the acquisition of WAECO. To ensure
a good work environment for our employees,
Dometic is one of the few foreign companies to
have decided to certify these factories according
to ISO 14001 and SA8000 standards.
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Open communication
Information on our environmental work
is easily accessible to employees, cus-
tomers and other stakeholders. We put
the environmental policy into practice
through our environmental program,
established objectives and an effective
environmental management system. 

Environmental program 
The basis for the environmental pro-
gram is national and international legis-
lation, future legislation and not least
the Group’s own aims. One example of
legislation is the EU’s new chemicals
regulation, REACH, which entered into
force in 2007. REACH gives companies
clearer responsibility to register and
evaluate the health and environmental
risks of the chemicals they use and to
describe how they can be safely mana-
ged. Other examples include the EU’s
directive on End-of-Life Vehicles (ELV),

the Directive on the Restriction of certa-
in Hazardous Substances (RoHS) and
producer responsibility for Waste Electri-
cal and Electronic Equipment (WEEE). 

Environmental 
Management System 
Local environmental work is based on
the central environmental program and
is carried out within the framework of an
Environmental Management System
(EMS). All production facilities must
have such a system, which initially
requires that they meet internal Minimum
Environmental Requirements (MER).
The goal is for all factories to use the
international EMS standard, ISO 14001. 

Status
The acquisitions in 2007 have impacted
environmental work. In Europe, four facto-
ries were added. At year-end, nine of 16
European factories were certified in accor-

dance with ISO 14001. EMS work at our
factories in North America is progressing,
though at a slightly slower rate largely due
to differences in customer demands and
national traditions. In 2007, one factory
was MER approved and another two are
expected to be approved in 2008.

Key figures for a
better environment
Dometic currently has 27 production
facilities around the world after two
North American facilities were merged
at year-end 2007. The main processes
at these plants are metal working, wel-
ding, molding of plastic, vacuum for-
ming, foaming and painting. The main
environmental aspects of production are
energy and chemical use, waste, noise
and air emissions. Since 2001, Dometic
has been collecting data to measure
energy and water consumption, waste
generation and material input and out-
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Dometic continuously strives to improve
the environmental aspects of its opera-
tions and products, as well as prevent
any adverse impact on the environment.
All operations and products must comply
with the rules and requirements set by
authorities as well as customers. We are
committed in all our business processes
to efficiently consume materials and
energy.

During the year, Dometic adopted a code
of conduct partly based on the code of
the European Committee of Domestic
Equipment Manufacturers (CECED). Initi-
ally, we will communicate the code inter-
nally and ensure that our operations as a
whole live up to the requirements. One of
the long-term goals, in accordance with
the code, is to place the same require-
ments on suppliers and other stakeholders. 

Environmental policy
Dometic’s environmental policy adopted in
2001 was updated in 2006. The new ver-
sion reflects our view of the environment
and fulfils the requirements of the ISO
14001:2004 environmental management
system. Our aim is to work according to
the following principles:

Continuous improvements
Our goal is to continuously improve the
environmental performance of our pro-
ducts and their production. 

Optimal usage and minimal 
release of hazardous substances
All our factories try to optimize the use of
materials in their production. An impor-

tant aspect is to monitor the chemicals
being used in order to manage them effi-
ciently.

Fulfilling legal requirements  
All plants and companies in the Dometic
Group are responsible for complying with
all applicable legal requirements. 

Life cycle approach
Dometic’s environmental policy is based
on an analysis of every phase of a pro-
duct lifecycle. We previously developed
equipment to process end-of-life absorp-
tion refrigerators in an environmentally
safe manner.

Customer-oriented
Our environmental work is guided in
many cases by customer demands,
public awareness and national traditions.
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Major growth requires  
environmental work

Work with environmental issues and the importance of sustainable development are a priority for
Dometic. With environmental work designed to promote sustainability, we try to make it easier for
customers to make the right environmental choice.

Continuous
improvements

Open
communication

Optimal use and
minimize release of

hazardous substances

Customer-
oriented

Fulfil legal
requirements

Life cycle
approach

Continuous
Improvements

Open
communication

Optimal use and 
minimize release of 

hazardous substances

Customer
oriented

Fulfil legal 
requirements

Life cycle
approach

Number ISO 14001 Fulfils internal environ-
Location of factories certified mental system, MER

2007 2006 2007 2006 2007 2006

Europe 16 12 9 8 0 0
North America 8 8 0 0 1 1
China 4 1 1 0 0 0
Rest of the world 1 1 0 0 0 0



put at all production facilities. The infor-
mation is saved in a database and the
findings are presented in an annual fac-
tory report that serves as a platform for
setting environmental targets each year. 

Results 2007 - Environment
• Our environmental policy was com-

municated to the majority of factories
and companies.

• The translation of the environmental
section on Dometic’s website was
completed and a new environmental
brochure was produced and printed. 

• A tenth European factory is working on
ISO14001 certification. In addition, a
number of US and European factories
are introducing the internal MER 
system.

• An environmental handbook was pro-
duced for the development depart-

ments to measure the environmental
aspects of the company’s products
and has been launched to date in the
four largest factories. In 2008, the
environmental handbook will be
integrated in a quality handbook.

European environmental
legislation
• In 2007, greater focus was placed on

energy legislation. 
• A large part of the work has involved

a number of important energy laws,
including the directive on Energy-
Using Products (EUP) and the directive
on energy labelling and energy effici-
ency.

• Within the framework of the EUP
directive, requirements are being defi-
ned for our products in terms of ener-
gy consumption, and the directive for

energy labelling and efficiency is
being updated. These directives
could impact a larger share of our
products than before. 

Environmental goals 2008
The priority in 2008 will be to continue to
introduce Dometic’s internal Environmen-
tal Management System, MER, and to
integrate the new plants into existing 
operations and ensure that they meet the
requirements of the environmental policy.

European environmental legislation
Dometic stays informed on how current
and new legislation could impact the
company and its products. After the
new REACH regulation takes effect, the
revision and update of RoHS and ELV
will continue, as will development of
new energy legislation for products. 
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Dometic’s relative energy consumption per ton of 
finished products, calculated for a selection of 
Dometic’s manufacturing plants, 2003–2006.
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Dometic’s fresh water consumption per ton of finished 
products, calculated for a selection of Dometic’s 
manufacturing plants, 2003–2006.

Total fresh water consumption

0,00

0,02

0,04

0,06

0,08

0,10

2007200620052004

ton/ton

Hazardous waste per ton finished products
Landfill waste per ton finished products
Recycled waste per ton finished products
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Distribution of waste per ton of finished products, 
calculated for a selection of Dometic’s manufacturing 
plants, 2003–2006.    

Distribution of total waste

1922
Baltzar von Platen and Carl Munters invent the
first absorption refrigerator. A patent is granted on
March 8, 1923.
1925
Electrolux acquires the von Platen-Munters patent
and introduces the world’s first absorption refrige-
rator for households. A patent is granted in the
US in 1926.
1927
Servel Inc., an Electrolux company in the US,
begins manufacturing refrigerators on license for
the American market.
1930s
Refrigerators are accepted as a standard item in
modern middle-class households. The “people’s
refrigerator,” in various sizes and models, is a
success and sales volumes set new records every
year.
1936
The one millionth absorption refrigerator is sold.
1950s
Refrigerators are greatly improved and consume
30% less energy. Competition from compressor
refrigeration technology gets tougher. The first 
refrigerator for caravans is introduced.
1960s
Absorption refrigeration sees a renaissance
thanks to strong demand for caravan refrigera-
tors. AB Electrolux establishes a US subsidiary
called Dometic Sales Corporation to market refri-
gerators for caravans and other recreation equip-
ment under the Dometic brand.

1970s
The product line for caravans and boats is expan-
ded. Piezo-electrical ignition is introduced on
most refrigerator models.
1973
The acquisition of Siegen Metallwarenfabrik in
Siegen, Germany adds a complementary model,
primarily for the German market.
1980s
Very strong demand for RV refrigerators following
the first oil crisis. An electronic refrigerator that
automatically selects the optimal method of ope-
ration breaks new ground globally.
1985
Acquisition of Duo-Therm Corporation, which pro-
duces air conditioning and heating equipment for
RVs. Origoverken, which produces cookers and
ovens for pleasure boats, is acquired in 1986.
1988
Acquisition of A&E Systems Inc., the largest US
manufacturer of awnings for recreation vehicles.
1990s
Medical refrigeration is developed from concept
to full-scale business. W.T.A. of Italy, which manu-
factures air conditioning equipment and genera-
tors, is acquired. The first water purification sys-
tem is developed.
2000
Acquisition of Seitz of Germany, which manufac-
tures windows and doors for recreation vehicles.

2001
As of July 31, Electrolux sells most of its Leisure
Products line to the venture capital firm EQT. The
Dometic Group is created.
2002
Dometic acquires Electrolux’s Leisure Product
operations in Germany and Slovakia as of 
January 31. The Dometic Group thereby becomes
a complete legal group. Acquisition of SeaLand,
the leading US manufacturer of sanitation 
systems for the pleasure boat industry.
2003
Dometic’s product range is expanded through the
addition of lighting systems. The acquisition of the
US company Taylor Made Environmental strengt-
hens Dometic’s position as a system supplier to
the marine industry.
2004
Additional acquisition in medical refrigeration.
2005
Per June 3, the Dometic Group is acquired by
funds advised by the European private equity firm
BC Partners. 
2006
The ten millionth refrigerator rolls out of Dometic’s
factory in Motala. Acquisition of Eskimo Ice.
2007
Acquisitions of WAECO and SMEV.
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Lars Johansson
(born 1948)
President and 
Chief Executive Officer.
Employed since 1972.

Anders Almqvist
(born 1949)
Executive Vice President 
of Technology and 
Production (CTO).
Employed since 1979. 

Joachim Kinscher
(born 1957)
Executive Vice President – 
Sales Europe.
Employed since 1978.

Jan Lindstedt
(born 1956)
Chief Financial Officer.
Employed since 2004.

Roger Maurer
(born 1959)
Director,
Group Business Control.
Employed since 2000.

Reimund Spies
(born 1951)
Director, Group Mergers 
& Acquisitions.
Employed since 1978.

Rutger Wachtmeister
(born 1954)
Executive Vice President – 
Marketing and Sales.
Employed since 1991.

John Waters
(born 1946)
Executive Vice President – 
North America.
Employed since 1991.
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