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MARKET
A strong local presence built on 
collaborations, partnerships, longevity 
and responsible business strengthens 
our market position and growth.

page  32
PERFORMANCE

Our focus is on making functional 
processes more ef�cient, creating a more 

business-oriented culture and 
developing leaders and employees.

As of 2016 Saab publishes an integrated annual 
and sustainability report. The formal annual 
report comprises pages 56�139. Certain �gures 
have been rounded off, due to which tables and 
calculations do not always add up. A printed 
copy of the annual report can be ordered from 
servicecenter@servistik.se. 

Some of the images are enhanced with
Augmented Reality (AR) technology.
Download the �Saab AR� app, and hold
your mobile device over images with the
icon for a three-dimensional experience. 

Cover: Ellen Molin, 
Head of Business Unit Gripen Support, 
Support and Services. 

Right: GlobalEye � Saab�s new airborne early  
warning & control (AEW&C) system. See page 45.
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CONTENTS

page42
INNOVATION
We concentrate our product portfolio  
on innovations in systems integration and in 
�ve core areas. We strongly believe that 
diversity and engaged employees drive 
innovation.
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VISION
It is a human right to feel safe.

MISSION
To make people safe by pushing intellectual 
and technological boundaries. 

It is a basic human need and a human right  
to feel safe. Safety is subjected to many  
different types of threats, however. This 
includes military threats, terrorism, accidents  
or natural disasters. 
	 Saab develops innovative, cost-ef�cient 
high-tech systems to increase security for 
societies and individuals. At the same time, 
there is a realisation throughout the business 
that some of the systems and solutions that 
contribute to greater security are not only 
used in a state of peace, but can also be used 
in con�ict. This entails a large responsibility.  
By acting responsibly in everything we do, we 
build the con�dence of customers, employees 
and society and contribute to a safer world.
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Saab supplies the global market with world-leading products,  
services and solutions for military defence and civil security.  
Saab has operations and customers on every continent. 

Share of Saab’s  
total sales 2016.  

The organisational  
structure applies as  
of 1 January 2017.

9%
INDUSTRIAL  

PRODUCTS AND  
SERVICES

8%
KOCKUMS

17%
SUPPORT AND  

SERVICES

26%
SURVEILLANCE

17%
DYNAMICS

23%
AERONAUTICS

Saab�s operations are divided 
into business areas based on 
products and technologies. 

SIX BUSINESS AREAS

Share of Saab’s total sales 2016.
The organisational structure applies as of 1 January 2017.

To ensure a presence in key local markets, 
Saab has �ve market areas: Europe, 
Middle East & Africa, North America,  
Latin America and Asia Paci�c

FIVE MARKET AREAS

SAAB IN BRIEF

Cobra for Gripen C/D with a helmet-
mounted display (HMD) is integrated 

with other systems on Gripen. The pilot 
is better able to effectively combat  

targets on the ground and in the air.

MIDDLE  
EAST & AFRICA

9%

EUROPE

61%

NORTH AMERICA

10%

LATIN AMERICA

7% ASIA PACIFIC

13%
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Saab further strengthened its market position in 2016. It is clear 
that demand is growing for cost-efficient systems and solutions 
that quickly increase operational capabilities.

LAUNCH OF GLOBALEYE
In February, Saab introduced the GlobalEye system, which 
combines Saab�s Erieye ER radar system with Bombardier’s 
Global 6000 jet aircraft. GlobalEye is a world-leading  
system that further improves Saab�s offering.

ENHANCED CAPABILITIES FOR GRIPEN
A major enhancement of the operational capabilities of 
the Gripen C/D was implemented during the spring. 
Gripen is now the world�s �rst and only �ghter aircraft 
equipped with the Meteor. The next step in Gripen�s 
development was taken in May with the rollout of the next 
generation Gripen. Gripen E is a totally new platform with 
more sophisticated capabilities and has been ordered by 
Sweden and Brazil. Deliveries begin in 2019.

ORDER FOR AEW&C RADAR SYSTEM
In the spring, Saab received an order for the airborne early 
warning and control system AEW&C, which provides 
detailed situational awareness and can be used for border 
surveillance and rescue operations at sea and on land. 
Deliveries will be made during the period 2016�2018. 

AWARD-WINNING GENDER EQUALITY WORK
Saab was awarded the Industry Equality Prize for 2016 
for strategic work with gender equality and the progress 
we have made in a traditionally male-dominated industry.

SAAB AND LFV ESTABLISH COMPANY 
In June, Saab and LFV signed an agreement to establish 
a new company � Saab Digital Air Traf�c Solutions AB  
� which will market, sell, develop and operate products  
and services for remote air traf�c control.

BOEING AND SAAB PRESENT T-X
In early autumn, Boeing and Saab revealed the T-X, an  
all-new aircraft and training system designed speci�cally 
for the U.S. Air Force�s training mission for the pilots of  
the future. The �rst �ight was completed in December. 
The U.S. Air Force is expected to select a contractual 
partner at the end of 2017 or in early 2018.

SAAB A POPULAR EMPLOYER
Saab climbed to sixth place in Universum’s ranking  
of Sweden’s most popular places to work among  
engineering students. Interest in Saab has especially 
increased among female students. 

DIVIDEND
For 2016, the Board of Directors is proposing that  
the Annual General Meeting approve a dividend to  
shareholders of SEK 5.25 (5.00) per share, corre
sponding to 49 per cent (39) of net income.

Share  
of sales

83% 	defence-related products and services
17% civil products and services

SAAB 2016

Financial highlights (MSEK)
2016 2015 2014

Order backlog at year-end 107,606 113,834 60,128

Sales 28,631 27,186 23,527

Operating income (EBIT) 1,797 1,900 1,659

Operating margin (EBIT), % 6.3 7.0 7.1

Net income 1,175 1,402 1,168

Earnings per share after dilution, SEK 10.60 12.79 10.78

Free cash �ow 2,359 -726 -1,094

Dividend per share, SEK 5.25* 5.00  4.75 

Equity/assets ratio, % 32.3 36.8 38.5

Internally funded R&D, share of sales, % 7.2 6.5 5.7

Number of employees at year-end 15,465 14,685 14,716

* Board of Directors’ proposal 2016.

Order bookings  
and sales 
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MSEK

Sales 
Order bookings

5%
Organic sales growth 
Goal: 5 per cent per year 
over a business cycle

6.3%
Operating margin 
Goal: At least 10 per cent per 
year over a business cycle

#6
During the year, Saab climbed 
from eighth to sixth place in 
Universum's ranking of the 
most popular employers among 
engineering students in Swe-
den. The goal is to be among 
the top �ve.
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INNOVATIVE SOLUTIONS FOR A SAFER FUTURE

�e past year has been one of con�icts, political  
turmoil and, for many people, an increased sense of 
insecurity. Defending basic human freedoms and 
rights is most important at times like these. 

For Saab, global relationships and partnerships 
are a way to bring people, technology and businesses 
together, but also to contribute to national and inter-
national security. Building long-term industrial 
partnerships better enables us to develop technolo-
gies and �nished products. Relationships and  
partnerships also give Saab new knowledge and 
experience that are invaluable to future business. 
Saab is a strong proponent of openness and 
results-oriented partnerships, and working closely 
with customers and local businesses � whether in 
Brazil, Poland or India � is a key element in our 
long-term business strategy. 

While partnerships are a common theme 
throughout our business, essentially what drives 
Saab is its cutting-edge technological expertise and 
business strategy. It is thanks to Saab�s technological 
strength and innovation that we in a year like 2016 
were able to unveil the new Gripen E, a completely 
new jet trainer together with Boeing, and a new  
generation of airborne radar in GlobalEye. 

Value-creating relationships are built on lasting 
trust, which in turn is built on long-term rules and 
regulations. International trade is a pillar of develop-
ment and growth around the world. For the defence 
market, the international harmonisation of export 
laws is extremely important. Saab is therefore 
strongly engaged in the discussion of global trade 
rules for defence materiel. 

Sustainable business, in accordance with interna-
tional and national law, is a non-negotiable demand 
when Saab competes in the challenging market for 
defence and security products around the world. 
Saab has zero tolerance for any form of business that 
fails to live up to ethical standards. 

Taking responsibility for people and the environ-
ment is a strategic choice for modern companies.  
We are borrowing the world from future genera-
tions, and our promise to them is to manage and 
develop it in the very best way. �erein lies a strong 
incentive for Saab: to stay on the forefront of innova-
tive solutions. 

Technological development is accelerating and 
competition is growing. �is in turn requires an 
organisation that can help us meet future challenges. 
�e company continues to develop and improve  

My fellow shareholders and others with an interest in Saab, for  
80 years Saab�s products and solutions have helped to maintain 
security and to make people safe, promote democracy and  
encourage development in the world. This is a role that is  
becoming increasingly important in a turbulent environment. 
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e�ciencies, and to deliver on an order backlog four 
times higher than sales. Saab�s sales growth was 5 per 
cent in 2016, in line with the long-term goal. �is is  
a result of conscious choices over several years, with 
strategic investments in the development of new 
technologies and products and a new strategy to 
closely partner with customers through the market-
ing organisation we launched just over four years 
ago. Taken together, this has laid a stable foundation 
for pro�table growth, which is also a prerequisite to 
creating long-term value for shareholders, custom-
ers, employees and the communities that we serve. 

On behalf of the Board of Directors, I would like 
to express my heartfelt thanks to Saab�s CEO, Group 
Management and all of our employees. For 80 years, 
thousands of fantastic employees have found new 
technological ways forward. Technological develop-
ment is and has been the core of the company�s  
operations and success. Our mission has been to 
contribute to a safer society through modern 
defence and civil security. �at was the case in  
1937, and it remains so in 2017. �is is what we  
contribute to Sweden and to many other countries 
around the world. 

Stockholm, February 2017

Marcus Wallenberg
Chairman

Taking responsibility for 
people and the environment 
is a strategic choice for 
modern companies.
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OUR JOURNEY OF GROWTH CONTINUES

Many of our biggest programmes made signi�cant 
progress in 2016. In February, we launched the  
airborne surveillance system GlobalEye, in May we 
rolled out the Gripen E, and in September the two 
prototype jet trainers developed together with  
Boeing were unveiled. �e �rst T-X trainer also �ew 
in December in St. Louis, in the US. We signed the 
�rst contracts for the new generation of Carl-Gustaf, 
the M4 version, and the Swedish Defence Materiel 
Administration (FMV) ordered the development 
and production of the New Lightweight Torpedo 
system, an important order to develop our capa
bilities in this area. 

At year-end, Saab�s order backlog wa SEK�108�bil-
lion. With a backlog nearly four times higher than 
sales, we are positioned for further growth in 2017 
and beyond. Sales increased to SEK 28.6 billion. 

Operating income amounted to MSEK 1,797 
with an operating margin of 6.3 per cent. Opera-
tional cash �ow amounted to MSEK 2,603, which is 
a result of a conscious focus on cash �ow in recent 
years. We saw important payments relating to our 
major projects and a high level of activity, including 
in Business Area Dynamics. 

A safer world enriched by differences 
Many places in the world are unsafe. War, con�icts, 
migration and unpredictable terrorism are discon-
certing and horrifying. Terrorism in particular is 
intended to spread fear in people. �is is why we 
remain steadfast in defending equal rights and the 
right of people to feel safe. With our products and 
services, we contribute to a more secure world. 

As CEO of Saab, I know how important and posi-
tive diversity is in a team, in a management group or 
in a workplace. We don not get stronger in spite of 
our di�erences, but because of them. Our work with 
gender equality was awarded the Swedish Industry 
Equality Prize in autumn 2016, and in the same 
spirit, we will continue to work with diversity in a 
broader sense in 2017. 

FROM IDEA TO CAPABILITY

In recent years, we have focused on developing our 
product portfolio and investing to strengthen our 
position in the market. �is has made Saab one of 
the most competitive companies in the industry. 
Investments in research and development will con-
tinue, since they are a key to remaining competitive. 

To stay a step ahead and meet our customers� 
needs in the best way, we have a strategy built on 
three areas: marketing, performance and innovation. 

Being close to our customers, constantly looking for 
ways we can work more e�ciently, and innovation 
are the guiding principles in all our businesses. At 
the same time, sustainability is part of everything  
we do, and engaged employees are the key to our 
continued journey of growth. 

In 2017 and the years beyond, our focus will still 
be to develop, produce and deliver more e�ciently 
and in a shorter time. Our customers, whether mili-
tary or civilian, are aware that they have to improve 
their capabilities in a fairly short time, and Saab is 
well equipped to help them. 

STRONGER THROUGH COLLABORATION

With the Swedish tradition of openness and our 
knowledge of how to collaborate on technological 
development, Saab is a sought-a�er partner. Today 
customers o�en require collaborative models as part 

Saab continued to develop in the right direction in 2016. We have a strong order 
backlog, we have more tenders being evaluated by customers than ever before, 
and our product portfolio and the way we collaborate are seeing growing  
interest in global markets. Our position for continued profitable growth is strong 
and our way forward to create value for our owners and customers is clear. 

POSITIONED FOR CONTINUED GROWTH 
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of any deal, so that they can develop their domestic 
defence capabilities and industrial competence. 

�roughout our history, our strategy has been to 
work closely with Swedish industry and academia. 
�is has served us well and contributed to techno-
logical development and new business. As we have 
grown into a global company, our research and 
development collaborations have also grown inter-
nationally, in line with our strategy to have a strong 
anchor in every country where we do business. �e 
sale of Gripen to Brazil, our largest export order 
ever, entails an extensive development cooperation 
and technological transfers. �is applies not only to 
Saab, but also to many Swedish and Brazilian com-
panies and institutions in various sectors. It is one of 
many examples of how we, with the so-called �triple 
helix� model, create collaborative value together 
with industry, academia and authorities. 

SUSTAINABLE CHOICES
Sustainable business in a broad sense drives innova-
tion and pro�tability. Our commitment to sound 
business is one of our competitive advantages. It also 
helps us when young people today and in the future 
choose where they want to work. To stay viable in 
the long term, we have to choose sustainably. 

We act responsibly according to the company�s 
values, code of conduct, regulations and processes. 
�e UN Global Compact is an important base. Two 
areas of great importance are the rules and internal 
processes on anti-corruption as well as on defence 
exports. Saab has absolutely zero tolerance for any 
form of business that deviates from ethical standards. 

Saab has identi�ed four main focus areas for our  
sustainability work, which are integrated into our 
business strategy. We are continuously getting better 
at integrating sustainability in all our operations, 
and it was natural therefore that this year we publish 
an integrated annual and sustainability report.

�rough Saab�s products, innovation collabora-
tions and social engagement, we are already contrib-
uting to several of the 17 global development goals 
that the UN adopted in 2015. Based on our estab-
lished focus areas for sustainability and the oppor
tunity we have to make a di�erence, we set �ve goals 
during the year. One concrete example is in educa-
tion, where we in Sweden began working with 
schools in disadvantaged areas, with our employees 
serving as role models for young people there. 

Our most important resources are our employees. 
We have just over 15,000 driven and highly skilled 
people, and together we are curious, want to learn 
and create. We know what customers need and how 
to deliver the highest quality and cost e�ciency with 
the shortest lead times. Together with others, we are 
building national and international security. �at is 
what we have done for 80 years. Saab�s journey of 
growth will continue in 2017. 

Stockholm, February 2017

Håkan Buskhe
President & CEO

Our customers, whether 
military or civilian, are 
aware that they have to 
improve their capabilities 
in a fairly short time, and 
Saab is well equipped to 
help them. 
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VALUE CREATION 
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To create value in line with our vision to keep 
society and people safe, we have to be �nancially 
stable and on the forefront of technology. Always 
staying on the forefront and combining that with 
cost ef�ciency is part of Saab�s DNA. After a period 
of investment in research and development and  
of improving our organisation and processes, we  
are now continuing to create growth by further 
strengthening our local positions and meeting  
the demands of new customers with innovative 
ideas and sustainable solutions. 

10 12 14 16 18 20

EXTERNAL  
FACTORS

SAAB CREATES 
VALUE

STRATEGY CONTINUED 
GROWTH

GOALS AND  
RESULTS

SAAB�S  
SHARE

SAAB ANNUAL AND SUSTAINABIL IT Y REPORT 2016  �  9



EXTERNAL FACTORS

Saab sells products and services in around 100 countries. The 
geopolitical landscape is turbulent and unpredictable, and the 
need to defend borders and maintain functionality and security in 
society is growing. The most important drivers in the market are 
tied to these changing threat scenarios and security needs, as 
well as the increased demand for cost efficiency and flexibility. 

GEOPOLITICAL PREREQUISITES  
AND MACRO FACTORS

�e geopolitical landscape in 2016 forced 
many countries around the world to reassess 
their defence capabilities, both nationally and 
in multinational alliances. �e European 
defence market has been impacted by, among 
other things, Russia’s military build-up. �is 
perceived threat, coupled with the challenges 
facing European society due to terrorism, has 
led to increased defence budgets. At the same 
time that budgets are growing, more resources 
are being allocated to protecting important 
infrastructure and resource �ows of various 
kinds. In 2016, Europe saw a continued high 
stream of refugees. 

INTEROPERABILITY  
AND COLLABORATION

Although we are seeing a tendency to focus 
more on defending domestic borders and  
territory, it is still important today to have a 
military that can take part in international 
missions. Demand is increasing for defence 
systems that are designed to easily work 
together with others’. When the militaries of 
more than one country operate together, it  
has to be easy to coordinate and integrate  
their systems. It is becoming increasingly 
common that large defence materiel and  
systems are developed collaboratively between 
companies and countries, in part to share 
development costs. 

COST-EFFICIENT PRODUCTS  
AND SOLUTIONS

Demand for modern defence materiel is  
growing at the same time that defence  
spending is limited. �is is driving demand 
for advanced products with a lower initial 
price and that are cost-e�cient to operate  
and maintain. At the same time, there is  
growing need for shorter lead times for 
advanced systems. 

IMPACT AND OUR POSITION:

When new economic and geopolitical con-
ditions arise, sources of con�ict and security 
needs change. Customers want integrated 
solutions from suppliers that understand 
the global context as well as speci�c situa-
tions in local markets. Saab has expanded
its marketing organisation in recent years  
and created a stronger local presence and 
relationships with customers in selected 
markets. �is is a prerequisite in many 
countries to be considered as a supplier. 

IMPACT AND OUR POSITION:

�e trend toward international cooperation 
requires Saab to develop open, cost-e�cient 
and intelligent systems that can be coordi-
nated and integrated with other systems. 
Close collaborations and development 
together with various customers has helped to 
shape us from the beginning. Saab�s systems 
and solutions are designed today for interop-
erability and systems integration, which are 
Saab�s core competence. 

IMPACT AND OUR POSITION:

Saab has always had to integrate cost e�ciency 
as a parameter when designing products or 
solutions. As a result, Saab has for many years 
been o�ering multifunctional products that 
�ll several needs. Traditional defence prod-
ucts, on the other hand, suit only one speci�c 
task or protect against a speci�c threat. We are 
working continuously to shorten lead times 
and increase e�ciency in production. �is  
has resulted in lower costs for Saab and for  
our customers. 
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TECHNOLOGICAL DEVELOPMENT

Advanced information and communication 
technology, ICT, is permeating every dimen-
sion of society. More and more digital tools 
aid us on a daily basis, and processes at  
various levels of society are becoming largely 
 digital. �is at the same time is increasing 
vulnerability. Advanced ICT is critical to 
weapons and security systems. Ensuring 
robustness and security in every system is 
absolutely essential. Rapid technological 
developments are changing how capabilities 
are developed as well as planning and 
procurement processes. Shorter decision-
making and development cycles and increased 
predictability require timely deliveries.

SUSTAINABLE BUSINESS

In a global world with limited energy 
resources and climate threats, companies are 
increasingly expected to address social and 
environmental sustainability. Reporting and 
transparency demands are growing as well.  
In 2015, the UN introduced new sustainable 
development goals and challenged the busi-
ness community to do its share.

Forecasts point to a future shortage of 
technology workers, both engineers and  
skilled workers.

BUILD UP DOMESTIC CAPABILITIES

More and more countries are demanding 
industrial cooperations in connection with 
the purchase of defence materiel. Cooperation 
can mean transfers of technology or know
ledge, research partnerships or assistance in 
building up the local industry. �e aim is to 
develop a domestic capability to maintain  
and grow defence systems.

IMPACT AND OUR POSITION:

Saab�s core competence is systems integration. 
�is largely means integrating ICT for appli-
cations with multiple functions and creating 
security and robustness in systems. Saab rein-
vests a large part of its sales in research and 
development. A continuous, close dialog with 
customers, partners and academia ensures 
that we drive technological development for-
ward in line with our priority areas. With the 
help of new technology, Saab is working 
actively to be more e�cient in its deliveries.

IMPACT AND OUR POSITION:

For Saab, responsibility for people, communi-
ties and the environment comes naturally as a 
way to create sustainable, pro�table growth. 
We help to develop solutions with better 
energy performance that reduce costs and the 
impact on the environment. In those markets 
where we are active, we want to contribute to 
social development with a focus on promoting 
education and an interest in technology. 

IMPACT AND OUR POSITION:

Saab�s systems and solutions are distinguished 
by interoperability and systems integration. 
�is enables us to meet demands for coopera-
tion and technology transfers. In recent years, 
Saab has strengthened its local presence in 
selected markets. With employees on-site in 
the local market, Saab�s gains a better under-
standing of how the market and local procure-
ment processes work.
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SAAB CREATES VALUE

We develop innovative and cost-ef�cient high-tech systems to increase  
the safety for society and people. This means a great responsibility.  
By acting sustainably in working to create long-term profitable growth,  
we build trust among shareholders, customers, employees and society, 
and contribute to a more secure world.

EXTERNAL FACTORS MISSION ORGANISATION

Saab�s operations are divided into six operating  
segments for control and reporting purposes:  
the business areas Aeronautics, Dynamics,  
Surveillance, Support and Services, Industrial 
Products and Services, and Kockums. In addition, 
Corporate, comprises Group sta�, Group depart-
ments and secondary operations. 

GEOPOLITICAL  
PREREQUISITES 

AND MACRO FACTORS

 

INTEROPERABILITY AND  
COLLABORATION

COST-EFFICIENT PRODUCTS  
AND SOLUTIONS

TECHNOLOGICAL  
DEVELOPMENT

SUSTAINABLE SOLUTIONS AND  
SUSTAINABLE BUSINESS

BUILD UP DOMESTIC  
CAPABILITIES

VISION
It is a human right to feel safe.

MISSION
To make people safe by pushing 
intellectual and technological  
boundaries.

BUSINESS IDEA 
Saab continuously develops, adapts 
and improves new technology to 
meet its customers� changing needs. 
Saab supplies governments, authori-
ties and companies around the 
world with products, services and 
solutions for defence, aeronautics 
and civil security.

VALUES
Expertise:  
We combine a strong tradition  
of knowledge with continuous  
learning. 

Trust 
We are honest and reliable citizens 
of the world and keep our promises. 
 
Drive  
We have a passion for new ideas, we 
are open to change and take pride in 
being responsive and �exible.

To ensure a presence in key  
local markets, Saab also has �ve 
market areas: Europe, Middle East 
& Africa, North America, Latin 
America and Asia Paci�c.ASSETS AND  

RESOURCES    

EMPLOYEE 
ENGAGEMENT

SYSTEMS INTEGRATIONCOOPERATIONSFINANCIAL 
CAPITAL 

BRAND 

17%
DYNAMICS

23%
AERONAUTICS9%

INDUSTRIAL  
PRODUCTS AND  

SERVICES

17%
SUPPORT AND  

SERVICES 8%
KOCKUMS

26%
SURVEILLANCE
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ECONOMIC VALUESTRATEGY

To stay a step ahead in an optimal way and meet 
our customers� needs, we have based our strategy 
on three priorities. Sustainability issues a�ect our 
entire business, and engaged employees are the  
key to success.

7.4
Research and development, 
SEK billion

9.3 
Employee salaries,  
SEK billion

2.5
Taxes paid to society,  
SEK billion

535 
Dividend to shareholders, 
SEK million

111
Interest payments to  
lenders, SEK million

14.2 
Supplier costs, SEK billion

CREATED VALUE

CUSTOMERS
�	Increased security and 

defence capabilities 
�	Technology transfers 
�	Compliance with export 

regulations
�	Zero tolerance for  

corruption 

EMPLOYEES 
�	Skills development
�	Salaries and bene�ts 
�	Programmes to increase 

diversity and gender 
equality 

SOCIETY
�	Increased security and 

defence capabilities 
�	Innovation and spreading 

knowledge
�	Job opportunities 
�	Products that help to 

reduce climate impacts

OWNERS
�	Stable return 
�	Sustainability integrated 

into operations

SUPPLIERS AND PARTNERS
�	Commitment to sustain

ability in the supply chain
�	Long-term relationships

MARKET 
We focus on areas where we have a strong market 
position and on strengthening our position in areas with 
good growth opportunities. We do so in part through 
partnerships and local collaborations. We have zero 
tolerance for corruption and work actively to create  
a thoroughly transparent defence market.

PERFORMANCE 
The focus is on making functional processes  
more efficient, implementing an even more 
business-oriented culture and developing leaders 
and employees.

INNOVATION
We concentrate our product portfolio on innovations 
in �ve core areas and feel that diversity and engaged 
employees drive innovation.
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FIVE CORE AREAS:
1. AERONAUTICS 
2. �ADVANCED WEAPON 

SYSTEMS 

3. COMMAND AND 		
	 CONTROL SYSTEMS 
4. SENSORS 
5. �UNDERWATER SYSTEMS
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STRATEGY – SAAB IN A GROWTH PHASE

To achieve its strategic and financial goals, the Group continued in 2016 to strengthen 
its presence in key markets, develop innovative solutions and acquire companies in 
priority areas. Efforts to further improve efficiency continued. The focus is also on  
continuously developing leaders and employees and create a culture that does even 
more to promote performance, innovation and motivation. The prioritised sustainability 
issues affect everything Saab does.

SAAB’S STRATEGY IS BASED ON THREE PRIORITY AREAS

MARKET 
We focus on areas where we 
have a strong market position 
and on strengthening our  
position in areas with good 
growth opportunities. We do 
so in part through partnerships 
and local collaborations.  
We have zero tolerance for  
corruption and work actively  
to create a thoroughly trans
parent defence market.

INNOVATION
We concentrate our product 

portfolio on innovations in 
systemintegration and on 

�ve core areas. We strongly 
believe that diversity and  

engaged employees 
drive innovation.

PERFORMANCE
The focus is on making functional  

processes more ef�cient, implementing an 
even more business-oriented culture and 

developing leaders and employees.

VISION

It is a human right to feel safe.

MISSION

To make people safe by pushing intellectual and  
technological boundaries.
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SUSTAINABILITY PRIORITIES

Saab has divided its sustainability work into four focus areas and identi-
�ed priority issues for each area. In total, we have identi�ed 16 priority 
issues based on an internal and external dialog with stakeholders and 

with inspiration from the Global Reporting Initiative (GRI). These issues  
serve as the basis for our sustainability work and are integrated into  
the business strategy.

REDUCE ENVIRONMENTAL 
IMPACT 

� Reduce climate impact
� Phase out hazardous  

chemical substances
� Environmentally sustainable 

innovations

RESPONSIBLE BUSINESS 

� Zero tolerance for corruption
� Export compliance
� Responsible supplier  

relationships
� Information security
� Product safety

CONTRIBUTE TO SOCIETY 

� Innovation and spreading 
knowledge

� Increased security and  
defence capabilities

� Social engagement with  
a focus on promoting  
education and an interest  
in technology 

EMPLOYER OF CHOICE 

� Develop leaders  
and employees

� Employee engagement
� Performance-driven culture
� Health and safety
� Gender equality and diversity
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CONTINUED GROWTH

Saab achieved sales growth of 5 per cent in 2016. This period of growth began  
in 2015. Prior to that, Saab chose for many years to invest in developing the product 
portfolio and a strengthened marketing organisation to create a platform for  
pro�table growth. To ensure pro�table, long-term growth, development of Saab�s 
portfolio and market position will continue in 2017. 

PRODUCT 
RENEWAL

MARKET
FOCUS

ORDER 
INTAKE 

INCREASED 
SALES

During the end of the �rst decade in the 21st century, 
the defence and security market started changing at 
an accelerating rate. Technological and geopolitical 
developments were strong drivers of change. Saab 
made a number of strategic decisions at the time  
to secure a strong, sustainable market position. We 
decided to invest in our core technologies. At the 
same time, we needed to reduce risks in the balance 

R&D investments

Trend toward increased growth

Order backlog Sales

sheet relating to technologies we had already 
launched. We therefore set tighter guidelines for 
how to capitalise development costs, which resulted 
in signi�cantly lower development costs being  
capitalised and existing development was written 
down at a faster rate than before. Beginning in 2009,  
Saab started investing heavily in development, while 
increasing amortisation of research and develop-
ment costs. In 2014, total development costs  
represented 28 per cent of sales. At that point, we 
had secured and started development on the new 
generation of Gripen. In the same year, we expanded 
the product portfolio in surveillance radar and 
launched �ve totally new radar systems for land  
and sea. �e new generation of Carl Gustaf, M4,  
was also launched in 2014. 

In 2015, Sweden ordered the new version of the 
A26 submarine and Brazil ordered the new generation 
of Gripen. In 2016, Saab launched a new generation of 
the airborne surveillance system, GlobalEye. 

Saab created a new marketing organisation in 
2011 to strengthen its position locally, and in recent 
years the organisation has been steadily adapted to 
local needs. Today Saab has a strong local presence 
in the markets where we have chosen to be active. 
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1. 	 Technical consultancy. 

2. 	 Research collaborations with universities. 

3. 	 Dispatch system for security companies. 

4. 	 Protection against Chemical (C), Biological (B), 
Radioactive (R) or Nuclear (N) weapons (CBRN). 

5. 	 The Gripen combat aircraft system. 

6. 	 The Erieye airborne radar system. 

7. 	 Systems for weather stations. 

8. 	 Security systems for prisons. 

9. 	 Subcontractor to manufacturers of commercial 
aircraft. 

10. 	Runway lighting for airports.

11. 	Air traf�c control towers, e.g. Remote Tower. 

12. 	Airborne surveillance systems. 

13. 	Naval vessels, e.g. Visby class corvette. 

14. 	Remotely operated underwater vehicles, e.g. 
Double Eagle for mine disposal. 

15. 	Development of next generation submarine, A26. 

16. 	Ground-based surveillance radar, e.g. Giraffe. 

17. 	Field hangars. 

18. 	Military training systems. 

19. 	Anti-aircraft missile systems, e.g. RBS 70. 

20. 	Camou�age equipment, e.g. Special Operations 
Tactical Suits (SOTACS).
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A SELECTION OF SAAB�S BROAD RANGE OF PRODUCTS AND SERVICES FOR CIVILIAN AND MILITARY USE

REVENUE MODEL 
Saab�s sales mainly is generated by long-term contracts, product sales  
and service contracts. �e business model is adapted to the product area, 
system complexity, customer group and geographical market. 

COMPLEX DEFENCE ORDERS 

In complex defence orders, the solutions are comprehensive and often 
include training, maintenance, support and service over the product�s entire 
lifecycle. Deliveries can continue for several years after development. These 
systems are con�gured and designed based on each customer�s speci�c 
needs and often have a large share of customer-�nanced development.  
In addition, complex defence orders usually entail some form of industrial 
co-operation, e.g., technology transfers. 

SUBCONTRACTOR

Saab can also serve as a subcontractor to a partner with primary contact 
with the end customer, e.g., when supplying subsystems. Several of Saab�s 
systems, such as command and control systems, are platform independent 
and can be integrated with other companies� products and systems. Another 
reason to be a subcontractor could be the cost or that the customer country 
wants a domestic company as the principal supplier. 

VOLUME ORDERS 

Maintenance, support and training can also be sold separately. Consumables 
fall into the category volume orders as well. These products and solutions 
are often sold directly to the customer. Some products and services are 
delivered the same day an order is placed, while others have a lead time  
of over a year. These orders involve less customer-�nanced development 
than complex systems. 

SUBCONTRACTORS

Subcontractor of civilian and military  
command and control systems, e.g.,  
Remote Tower and 9LV, a naval command  
and control system. 

VOLUME ORDERS 

Repeat orders for maintenance,  
repairs and consumables, e.g.,  
ammunition and technical consulting 
services.

Repetition

C
om

pl
ex

ity

COMPLEX DEFENCE ORDERS 

Complex systems with long delivery  
times, e.g., Gripen and Erieye.
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SAAB’S GOALS AND RESULTS

The purpose of Saab�s goals is to 
ensure the company�s success and 
sustainability. The financial goals  
apply as of 2011. 

10%

SALES

Average organic sales growth of 5 per cent per year over a  
business cycle. In 2016 organic sales growth was 5 per cent (11).

RESULT
Sales growth mainly relates to the new version of Gripen to Sweden and 
Brazil, the development of the A26 submarines, orders for GlobalEye in 
2015 and strong order bookings for Business Area Dynamics. 

DIVIDEND

�e long-term dividend goal is to distribute 20�40 per  
cent of net income to the shareholders over a business cycle.

RESULT

For 2016, the Board of Directors proposes a dividend  
of SEK�5.25 per share (5.00), corresponding to 49 per  
cent (39) of net income.

5.25

OPERATING MARGIN

Average operating margin (EBIT) of at least 10 per cent per 
year over a business cycle. In 2016, the operating margin 
(EBIT) was 6.3 procent (7.0). Adjusted for non-recurring 
items, operating margin was 6.6 per cent in 2015.

RESULT

2016, operating margin was in line with 2015, as  
several major projects was in an early stage and Saab,  
at the same time, invested in developing a new trainer  
aircra� together with Boeing.

EQUITY/ASSETS RATIO

�e equity/assets ratio will exceed 30 per cent.  
At year-end 2016, the equity/assets ratio was
32.3 per cent (36.8).

RESULT

�e equity/assets ratio is stable at a level above the 
Group goal. During 2016, total assets increased 
due to large payments inbetalningar relaterade to 
major projects. 

SALES

OPERATING  
MARGIN

EQUITY/ASSETS 
RATIO

DIVIDEND

MARKET 

PERFORMANCE 

INNOVATION

30%

32.3%

Focus on 
education and 

technology

6.3%

+5%
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ZERO TOLERANCE FOR CORRUPTION  
Saab will have clear and widely available rules and
processes to prevent corruption and manage con�icts
of interest. All employees will receive anti-corruption
training on a regular basis. 

RESULT
10,000 of Saab�s employees have completed the
web-based anti-corruption training. Since 2011,
more than 1,000 employees have completed
extended anti-corruption training. 

RESPONSIBLE SUPPLIER RELATIONS
Saab will continuously co-operate with suppliers
on social and environmental responsibilities. 

RESULT
During the year, a number of new agreements were 
signed whit suppliers accepting Saab�s supplier code of 
conduct. Above that, educational e�orts was made to 
raise competence internally in the area of responsible 
supplier relations.

REDUCE CLIMATE IMPACTS
Reduce greenhouse gas emissions by  
at least 20 per cent from 2007 to 2020  
as related to sales.

RESULT
Saab has reduced greenhouse gas  
emissions by 11 per cent from 2007.

PHASE OUT HAZARDOUS CHEMICALS
Phase out hazardous chemicals with
unacceptable risks and chemicals
that could be subject to regulation by
authorities and customers. 

RESULT
Focus to replace hexavalent chromium.  
All use of trichloroethylene was phased  
out and the project to phase in lead free 
soldering was �nalised. 

GENDER EQUALITY DIVERSITY
In Sweden, Saab should have at least 35 per 
cent female managers and at least 30 per 
cent female employees in 2025. Globally, 
Saab should have at least 30 per cent  
female employees and 25 per cent female 
employees 2025 

RESULT
Globally Saab had 24.5 per cent female  
managers and 22.6 per cent female employees.  
In Sweden Saab had 27.1 per cent female man-
agers and 22.6 per cent female employees.

EMPLOYER OF CHOICE
At least 85 per cent of employees will
be very satis�ed to work at Saab. Saab will 
rank among the top �ve in Universum�s  
ranking of future employers among  
Swedish engineering students.

RESULT
82 per cent of Saab�s employees were very  
satis�ed to work at Saab. Saab ranked sixth  
in Universum�s survey of the most popular 
employers among Swedish engineering students.

SOCIAL ENGAGEMENT
Saab will contribute to social develop-
ment in markets where Saab is active, 
mainly with the help of Saab�s employees 
and technologies and with a special
emphasis on promoting education and  
an interest in technology.

RESULT
Saab continued during the year its activities 
to support education and interest in tech-
nology. Among other things, a cooperation 
with the organisation Mentor was initiated. 
For more examples, se page 48.

RESPONSIBLE  
BUSINESS

REDUCE  
ENVIRONMENTAL 

IMPACTS

EMPLOYER  
OF CHOICE

CONTRIBUTE 
TO SOCIETY

Focus on 
education and 

technology

11% reduced greenhouse gas emissions

10,000 employees have completed the anti-corruption training

IT IS A HUMAN 

RIGHT TO FEEL 

SAFE 24.5% female managers in total
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SAAB’S SHARE

SHARE CAPITAL AND NUMBER OF SHARES

Saab�s share capital amounted to SEK 1,746,405,504 on 31 December 
2016, comprised of 1,907,123 unlisted Series A shares and 107,243,221 
listed Series B shares. Series A shares have ten votes each, while Series B 
shares have one vote each. �e quota value per share is SEK 16. �e 
Series B share is listed on Nasdaq Stockholm�s Large Cap list. All Series 
A shares are owned by Investor AB. 

Shares and votes, 31 December 2016

Share class
Number  

of shares % of shares
Number  
of votes % of votes

Series A 1,907,123 1.7 19,071,230 15.4

Series B 107,243,221 98.3 104,498,4001) 84.6

Total 109,150,344 100 123,569,630 100

1)	 Number of votes excludes 2,744,821 Series B-shares repurchased to secure the Group�s 
Share Matching Plan and Performance Share Plan. The repurchased shares are held as treasury 
shares.

							       Source: Modular Finance

OWNERSHIP STRUCTURE

Saab had 36,137 shareholders (33,339) at year-end 2016. Swedish inves-
tors accounted for 73.7 per cent (82.9) of the capital stock and 77.2 per 
cent (85.2) of the votes. 

Saab�s largest shareholders, 31 December 2016

Owner
Number  

of shares
% of share 

capital
% of 

votes1)

Investor AB 32,778,098 30.0 40.4

Knut and Alice Wallenberg foundation 9,468,700 8.7 7.7

Swedbank Robur funds 5,209,480 4.8 4.2

Fidelity 3,193,012 2.9 2.6

AFA Insurance 2,901,657 2.7 2.3

Unionen 2,900,828 2.7 2.3

Handelsbanken funds 1,695,295 1.6 1.4

Dimensional Fund Advisors 1,487,815 1.4 1.2

Lannebo funds 1,408,000 1.3 1.1

Norges Bank 1,124,207 1.0 0.9

Storebrand 1,041,485 1.0 0.8

Gladiator 1,025,000 0.9 0.8

Alliance Bernstein 983,603 0.9 0.8

FAM AB 926,853 0.8 0.8

Vanguard 913,037 0.8 0.7

Subtotal 15 largest shareholders 67,057,070 61.5 68.1
Other Swedish shareholders 22,078,877 20.2 17.9

Other international shareholders 3,927,823 3.6 3.2

Anonymous shareholders 13,341,753 12.2 10.8

Repurchased shares 2,744,821 2.5 -

Total 109,150,344 100 100

1)	 % of votes is calculated based on the number of shares, excluding treasury shares,  
at year-end. 						    
					     Source: Modular Finance	

Distribution of shareholders, 31 December 2016

Number of shares
Number of 

shareholders
% of  

shareholders
Number  

of shares
% of share 

capital 

1� 500 31,749 87.9 3,392,146 3.1

501� 1,000 2,365 6.5 1,873,337 1.7

1,001� 5,000 1,718 4.8 3,342,792 3.1

5,001� 10,000 114 0.3 841,275 0.8

10,001� 20,000 68 0.2 973,979 0.9

20,001� 50,000 48 0.1 1,501,670 1.4

50,001� 75 0.2 83,883,392 76.9

Anonymous share-
holders 13,341,753 12.2

Total1) 36,137 100 109,150,344 100

1) 	Including 2,744,821 repurchased Series B shares.				  
					     Source: Modular Finance

Saab B, Share price development 2016

TRADING VOLUME AND STATISTICS

A total of 53,789,976 of Saab’s Series B shares (52,601,224) were traded 
on Nasdaq Stockholm in 2016, or about 46.1 per cent of Saab�s traded 
Series B shares. In 2016, about 37.9 per cent of Saab�s Series B shares 
were traded on BATS and about 4.9 per cent on Turquoise. Remainig 
shares was traded in less quantities distributed on several platforms. 
�e share price reached a high of SEK 345.8 on 16 December 2016 and  
a low of SEK�227.5 on 9 February 2016 in Nasdaq Stockholm trading.

Saab B, Share price development during the past �ve years 

B share, SEK SIX General Index Thousands of shares
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SAAB�S LONG-TERM INCENTIVE PROGRAMME

Since 2007, Saab o�ers permanent employees the 
opportunity to participate in a voluntary Share 
Matching Plan. Purchases are made through salary 
deductions of 1�5 per cent of the employee�s 
monthly salary, a�er which Series B shares in Saab 
are purchased on Nasdaq Stockholm. If the 
employee retains the purchased shares for three 
years a�er the investment date and is still employed 
by the Saab Group, the employee will be allotted a 
corresponding number of Series B shares free of 
charge. Since 2008, senior executives and other key 
persons have had the opportunity to participate in a 
Performance Share Plan. 

�e Annual General Meeting held 2016 resolved 
in accordance with the Board�s proposal to adopt a 
long-term incentive programme 2016 (LTI�2016), 
consisting of a Share Matching Plan 2016 and a Per-
formance Share Plan 2016. �e proposed terms for 
LTI 2016 correspond to the terms introduced through 
LTI 2015 and which are considered appropriate.

LTI 2016 makes it easier for current and future 
employees to become shareholders in Saab and 
includes a requirement that they make a personal 
investment in Saab shares. �e aim of the programme 
is to encourage employees� long-term commitment 
and performance as well as to increase the Group�s 
attractiveness as an employer.

For more information on the incentive  
programme, see pages 81�82 and note 10.

AUTHORISATION
�e Annual General Meeting 2016 also resolved to 
authorise the Board of Directors to decide to acquire 
not more than 1,340,000 Saab Series B shares to 
secure delivery of shares to participants in Saab�s 

long-term Share Matching Plan and Performance 
Share Plan and for subsequent transfers to cover  
certain expenses associated with LTI 2016, mainly 
social security costs. Repurchases may be e�ected  
on Nasdaq Stockholm. 

Furthermore, the Annual General Meeting 2016 
resolved to authorise the Board of Directors to 
decide to repurchase Saab Series B shares up to a 
maximum of 10 per cent of all the shares in the com-
pany. �e purpose of the authorisation is to be able 
to adapt the company�s capital structure and thereby 
contribute to increased shareholder value as well as 
to enable continuous use of repurchased shares in 
connection with potential company acquisitions and 
for the company�s share-based incentive programmes. 
Repurchases may be e�ected on Nasdaq Stockholm. 
During 2016, the Board of Directors did not make 
any decisions to exercise this repurchase mandate.

Both repurchase mandates apply until the 
Annual General Meeting 2017.

DIVIDEND AND DIVIDEND POLICY
Saab�s long-term dividend policy is to distribute 
20�40 per cent of net income over a business cycle. 
For the �nancial year 2016, the Board of Directors 
proposes a dividend of SEK 5.25 per share (5.00), 
corresponding to 49 per cent (39) of net income.

FIVE-YEAR SUMMARY
For information on data per share, see  
www.saabgroup.com.

ANALYSTS WHO COVER SAAB

For information on analysts who cover Saab,  
see www.saabgroup.com.

Dividend per share

5,554
of Saab�s employees joined the  
Saab Share Matching Plan 2016. 

Earnings per share  
after dilution
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INVESTOR RELATIONS

Ann-So� Jönsson, Head of Investor Relations
E-mail: ann-so�.jonsson@saabgroup.com
Phone: +46 8 463 02 14

*Board of Directors’proposal

*

*Calculated on a SEK 5.25 dividend

*
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MARKE T

MARKET
The market we are active in, both nationally 
and internationally, is changing rapidly, and  
we have to act faster to stay a step ahead. 
Our focus is on areas where we have a 
strong market position and on further 
strengthening our position in areas with 
good growth opportunities. Our global  
presence and diversity are further developed 
through partnerships and local cooperations, 
and we work actively to promote a 
thoroughly open and transparent market.
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