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Komax focuses on automating the wire pro-
cessing business in four market segments, 
and is keen to further consolidate its market 
and technology leadership. To this end, it 
pursues four key strategic priorities. The 
most important of these are above-average 
profitability and further sustainable growth. 
This strategy goes hand in hand with envi-
ronmentally conscious, socially aware and 
responsible conduct towards all stakeholder 
groups.
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e Focus on wire processing business

Ever since the sale of the Medtech business unit to Italy’s IMA Group in April 2016, Komax has 
been focusing on the remaining Wire business unit, i.e. the wire processing business. Komax 
specializes in innovative solutions for all wire processing applications and for the testing of wire 
harnesses. The emphasis is on processes such as measuring, cutting, stripping, fitting contacts 
(crimping), taping cables, fitting connector housings and testing wire harnesses (see pages 26 
and 27). Komax offers its customers both fully and semiautomatic standardized models, as well 
as customer-specific systems. These are supplemented by an extensive range of quality as-
surance modules and networking solutions for the reliable and efficient production of wire har-
nesses. Solutions that increase the availability of installed systems and test their productivity 
also form part of the range, as does intelligent software.

e Four key strategic priorities

Komax has more than 40 years’ experience in the development of customer-oriented solutions 
for wire processing. The company is both the technology and market leader in its field, with a 
market share more than twice that of its nearest competitor. In order to further strengthen its 
global leadership, Komax pursues a growth strategy that involves four key strategic priorities: 
solutions along the value chain, innovative production concepts, an increase in global reach, and 
the development of non-automotive markets.

Solutions along the value chain
Komax offers its customers a comprehensive range of innovative and reliable automation solu-
tions. The offering covers the most capital-intensive and critical processes of customer value 
chains – from measuring and cutting wires to testing the finished wire harnesses. Komax relies 
not only on its proprietary developments, but also on the expertise of established partners. As a 
result, customers receive solutions for the key wire processing applications from a single source. 
This approach is unique in the world.
Komax continuously drives forward development of its business with a view to closing gaps in its 
offering as well as networking and managing the individual processes of the value chain. By ac-
quiring the two global leaders in taping technology in 2016 – Ondal Tape Processing GmbH and 
Kabatec GmbH & Co. KG – Komax has succeeded in closing a gap in its value chain.

Innovative production concepts
For a market leader like Komax, innovations are of maximum strategic importance. For this rea-
son, the Komax Group has for many years been investing in innovations to optimize its existing 
product range, as well as in new developments that aim to increase the efficiency and safety of 
customer processes. All activities are systematically geared to customer needs and expectations. 
That is why Komax typically employs interdisciplinary teams – consisting of marketing experts, 
product managers and development engineers – on innovation projects. For example, skilfully 
combining different processes and technologies reduces interfaces and lead times. At the same 
time, processing reliability is increased.
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In recent years, Komax has invested around 7%–8% of rev-
enues in research and development annually, employing no 
less than 166 staff in this area as at 31 December 2016. In 
addition, some 180 engineers make a substantial contribu-
tion to innovation at Komax by developing customer-specific 
applications. University partnerships and knowledge trans-
fer activities also play their part in keeping the Komax Group 
at the forefront of technological progress.
In order to remain a technology leader, Komax will continue 
to invest strongly in innovation, as well as in distribution and 
marketing activities. Topics such as digital transformation, 
Industry 4.0 and the Internet of things are of great strategic 
importance to Komax in this respect.

Increase in global reach
Komax has 15 production sites located in Europe, North and 
South America, Asia and Africa. The company provides sales 
and service support in around 60 countries through its sub-
sidiaries and independent agents, which gives it a unique 
global presence. It has set itself the goal of being close to its 
customers so that it can provide outstanding service com-
bined with the shortest possible response and supply times.
To remain competitive, Komax customers need to be flexible 
and select the optimal economic locations for their produc-
tion processes – in other words, set up operations wherever 

their end customers are. This is also true for Komax. To ensure it stays close to its customers, 
including when these customers choose to relocate their operations, Komax has to show flexi-
bility, too. For this reason, it is keen to systematically expand its global reach. Its acquisition of 
the Thonauer Group in 2016 has increased Komax’s presence in seven countries in the high-
growth region of Central and Eastern Europe. Moreover, by opening a branch in Thailand and 
constructing a production, distribution, and service center in Mexico, the Komax Group also ex-
panded its presence in Asia and Central America in the reporting year. Komax’s strong global 
presence is also reflected in the net sales generated by the individual regions.

Net sales by region 2016 20151 +/− in %

in TCHF

Switzerland 5 950 4 723 26.0

Europe (incl. Africa) 213 216 182 843 16.6

North/South America 77 851 64 347 21.0

Asia/Pacific 73 457 61 763 18.9

Total 370 474 313 676 18.1

1  As a result of the sale of Komax Medtech, the 2015 figures have been restated in accordance to IFRS 5.

Solutions from a single 
source: the breadth  
of the Komax range is 
unique worldwide.

R&D expenses 

7%–8%
of revenues  
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Development of non-automotive markets
Komax now generates between 85% and 90% of its revenues through customers in the auto-
motive industry. Market estimates indicate that some 60% of globally processed wiring is used 
in automotive manufacturing. This high proportion is explained by the fact that the automotive 
industry is peerless when it comes to standardization and automation. The high volume of wires 
needed for large-batch processing and the stringent requirements in place with regard to finish 
quality are key arguments in favor of automated solutions. In addition to the automotive industry, 
there are countless other markets in which numerous wires are processed. Komax focuses pri-
marily on three additional market segments (see page 41 ff.): aerospace, telecommunications and 
data communication (telecom/datacom) and industrial applications (industrial). These areas cur-
rently account for a relatively minor share of sales. However, Komax is seeking to increase pene-
tration in these markets, as they offer attractive growth opportunities in the longer term. If this 
objective is to be achieved, targeted investment in marketing and sales will be essential over the 
next few years.
The megatrends evident in the automotive sector are influencing these three market segments in 
different ways. However, the potential for synergies with the existing core business in the auto-
motive industry is considerable. The three “new” market segments are already addressing issues 
such as safety, lightweight construction, multimedia, small-batch production, and integrated pro-
duction/Industry 4.0, and in some cases have been doing so for years. Komax will draw on these 
experiences when it develops automation solutions for the automotive industry. Conversely, the 
aerospace, telecom/datacom and industrial market segments will benefit from Komax’s great 
expertise in the core business: in particular, Komax can adapt existing automotive solutions and, 
where necessary, specifically develop new products for particular segments.

e Selective acquisitions

Komax’s main focus is on internal growth. In addition, potential candidates and opportunities for 
acquisitions are carefully examined as part of a clearly defined acquisition strategy that revolves 
around implementation of the four key strategic priorities. Komax intends to strengthen its lead-
ing market position with further acquisitions and participations.
The acquisitions made in recent years have played a significant role in the implementation of the 
strategic priorities. Examples of such acquisitions include the TSK Group (2012; solutions along 
the value chain), SLE quality engineering (2014; innovative production concepts) and Thonauer 
Group (2016; expansion of global reach). Furthermore by acquiring a 20.75% holding in the 
French company Laselec in 2015, Komax also took an important step in the development of non-
automotive markets. Laselec specializes in laser-assisted cable stripping and marking solutions 
as well as intelligent layout boards for wire harness production. These are currently used primarily 
in the aerospace industry.
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e Ambitious targets for 2017–2021

The Komax Group is distinguished by its very robust equity base and strong profitability. This 
solid foundation enables Komax to systematically pursue opportunities to develop the company 
further. As an additional benefit, it offers security in challenging times.
For the strategy period 2017–2021, Komax has set itself ambitious targets for growth, profitability, 
and return on capital. These are designed to cement its leading position and increase the value 
of the company further via profitable growth. Through a business strategy that is geared to long-
term success, Komax is seeking to create sustainable value that will benefit investors, too. It has 
set itself the goal of distributing 50%–60% of Group profit after taxes (EAT) to shareholders 
every year for the next five years.
The targeted revenues figure of CHF 500–600 million by 2021 is to be achieved through both or-
ganic and acquisition-based growth. Here Komax is anticipating that it can deliver, over the next 
five years, an organic growth rate that at least matches the continuous rise in automotive produc-
tion and the increasing number of wires in vehicles (CAGR: 4%–6%).
Komax has positioned itself as a total solution provider. It supports its customers with solutions 
along the entire value chain. Since the profitability of the solutions it supplies can fluctuate, 
Komax's focus is not on the EBIT margin, but on increasing absolute EBIT by 2021 (to CHF  
80–100 million). 

Targets 2021 2016

Revenues (in CHF million) 500–600 373.0

EBIT (in CHF million) 80–100 50.6

2017–2021 2016

RONCE (in %) Avg. 25 24.2

Payout ratio (in % of EAT) 50–60 69.1
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Komax has a successful year behind it, and  
is outstandingly positioned for a promising  
future.

2016 financial year and 2017–2021 strategy

Fully equipped to exploit 
megatrends

Beat Kälin, what were the focus areas of the 2016  
financial year?
Beat Kälin: It was a very intensive year for Komax, involving 
a lot of changes. Not only did we sell the Medtech busi-
ness unit, we also made four acquisitions involving a total 
of seven companies. In addition, we formulated the new 
2017–2021 strategy. But most crucially, all these additional 
challenges did not prevent us from delivering a very good 
result. 
Matijas Meyer, what do you make of the result?
Matijas Meyer: It’s a pleasing one. We managed to sig-
nificantly increase both revenues (+18.4%) and Group 
profit after taxes (EAT, +21.5%) compared to the very 
good prior-year figures. Although CHF 55 million or so of 
revenues was lost as a result of the sale of the Medtech 
business unit, we were able to compensate for these lost 
revenues during 2016.

Beat Kälin, Chairman

“The sale of the Medtech  

business unit has increased our 

 entrepreneurial freedom.”
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Thanks to acquisitions...
Matijas Meyer: Partly, but not exclusively. 8.8% of our 
revenues growth was organic, which is impressive. Al-
though geographically broad-based, this growth was 
most  pronounced in North America, China as well as in 
Central and Eastern Europe.
All of which sounds like a problem-free year...
Matijas Meyer: Competition in our niche market is fierce, 
and is increasingly weighing on profitability. This problem 
actually became more acute in the second half of 2016. It 
is only because we are so innovative that we have been 
able to resist this continuous price pressure to some ex-
tent. The volatile currency situation is also a challenge, as 
this can have both a positive and a negative impact on our 
results.
How are you responding to these challenges?
Matijas Meyer: If we want to maintain our position as 
market and technology leader, we need to constantly op-
timize our processes and continue to systematically devel-
op our business model. That’s why we took the decision 
in 2016 to exit module testing (end-of-line tests for doors, 
seats, etc.) and focus on harness testing (testing wire har-
nesses) instead. This meant we had to restructure and 
reduce headcount at the Porta Westfalica location in Ger-
many, and this pushed our result down CHF 2.4 million. 
Other areas that incurred one-off costs included the es-
tablishment of a new location in Mexico, extraordinary 
expenses in Turkey, and the higher costs of the option 
program (due to expire in 2018) that is the result of the 
strong rise in the share price.
What did the sale of the Medtech business unit in 
April 2016 achieve?
Beat Kälin: The sale was an intensive process because it 
was important for us to find a strategic buyer for Komax 
Medtech who would be able to further develop the busi-
ness. All of this took time, but we finally managed to find 

the right buyer in GIMA, a subsidiary of Italy’s IMA Group. 
The timing of the sale was ideal: because in the months 
leading up to it, Komax Medtech’s order intake reached a 
record high. The divestment and the associated focus on 
the Wire business has increased the Group’s entrepre-
neurial freedom in its core business.
Doesn’t this narrower focus also come with risks 
attached?
Beat Kälin: The key factor is whether the market on which 
you are focusing is basically functioning well, and whether 
the long-term prospects look good. Mobility is a real mega-
trend, and there is no reason to anticipate any slump in 
global vehicle production over the next few years. Quite 
the opposite: The automotive sector is continuing to grow 
in economically strong regions. In Asia, for example, vehicle 

production is rising hand in hand with prosperity. Techno-
logical progress is another growth driver for Komax: the 
number of wires in cars is growing all the time, and many 
of these wires are getting ever smaller. To process these 
efficiently, cost-effectively, and to the very highest quality 
standards, automation solutions like those we offer will 
become ever more important for our customers.
But you have customers outside the automotive in-
dustry, too... 
Matijas Meyer: That’s true. While the automotive industry 
is our core market and accounts for the lion’s share of our 
sales, we are present in other markets, too. Over the next 
few years, we will be looking to develop the aerospace, 
telecom/datacom and industrial market segments in par-
ticular. Among other things, we want to use the experi-
ence we gain in these segments to make further advances 

Automation solutions of the 
type we offer are becoming 
increasingly important to our 
customers.

Matijas Meyer, CEO

“8.8% of our 2016 revenues growth was  

organic, which is impressive.”
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Komax is increasingly trans-
forming itself from a supplier 
of individual machines to a 
total solution provider.

driven by the desire to increase our global reach. Whereas 
with SLE Electronics USA we are focusing on the Mexican 
market, Thonauer Group has access to customers in Cen-
tral and Eastern Europe. Thonauer Group is present in sev-
en countries: Austria, the Czech Republic, Slovenia, Slo-
vakia, Hungary, Romania, and Moldavia.
Will there be more acquisitions?
Matijas Meyer: If the opportunity for an acquisition arises 
and it fits our strategy, we will certainly examine it careful-
ly. However, we are not aiming to make numerous acqui-
sitions every year. Integrating seven new companies, as 
we did in 2016, is a huge task. Nonetheless, I’m pleased 
that we have been able to make these acquisitions. I’m 
certain that the companies we have acquired and their 
workforces represent a very good fit with Komax, and will 
be instrumental in helping us to provide an even more 
comprehensive service to our customers.
You have now embarked on the first year of the 
2017–2021 strategy. How did you arrive at these 
ambitious targets?
Beat Kälin: We always set ourselves targets in the past, 
but were less active in communicating them. It was im-
portant to us to be able to show investors what we are 
seeking to achieve in the medium term as regards growth, 
profitability, and return on capital. This kind of trans- 
parency encourages understanding of our business model 
and obviously provides us with an incentive to deliver.  
If you are the market leader and you set your sights low, 
you are ultimately doing yourself no favors. So the Board 
of Directors defined targets that will challenge senior exec-
utive management.

in the automotive market. We are aware that strength-
ening these segments will entail greater distribution and 
marketing activity, as well as the associated costs, but we 
are convinced that this strategy will pay off in the longer 
term.
Would you describe these market segments as a 
kind of diversification?
Matijas Meyer: No, the individual market segments actually 
complement one another, and have nothing to do with 
diversification. The non-automotive markets are automat-
ing wire processing too. This is why we are keen to adapt 
existing automotive solutions in particular, and where  
necessary develop new products specifically for the indi-
v idual segments.
Where do these “new” segments fit into your 
 strategy?
Beat Kälin: Our 2017–2021 strategy pursues four key 
strategic priorities: solutions along the value chain, inno-
vative production concepts, an increase in global reach, 
and the development of non-automotive markets. So the 
market segments referred to earlier essentially encapsulate 
our fourth strategic priority.
When you say “solutions along the value chain”, do 
you mean new products?
Matijas Meyer: By acquiring Ondal Tape Processing and 
Kabatec in 2016, we closed a key gap in our customers’ 
value chain because taping accounts for about 25% of 
the time it takes to manufacture a wire harness. Going 
forward, we will continue to seek to close existing gaps 
and further develop solutions with the aim of driving for-
ward automation. This will see Komax increasingly make 
the transformation from a supplier of individual machines 
to a total solution provider that brings together the indi - 
v idual stages of the value chain. 
Where is this transformation leading?
Matijas Meyer: The transformation is manifesting itself in 
many different ways, and the market segments discussed 
earlier are contributing to it. The Komax mindset used to 
be product-oriented, whereas now it is market-segment-
oriented. Or to give another example: we used to position 
ourselves as a provider of capital goods. Nowadays we 
are increasingly a supplier of services with a service net-
work that is unique in the world. Among these services are 
the Komax Academy and the Komax MES (Manufacturing 
Execution System) developed in partnership with iTAC 
Software.
What is the strategic significance of the other 
 acquisitions you made in 2016?
Beat Kälin: Our acquisitions are always directly related to 
our strategic priorities. Both the asset deal with SLE Elec-
tronics USA and the acquisition of Thonauer Group were 
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Matijas Meyer, how will you set about fulfilling 
 these high expectations?
Matijas Meyer: Well, we’re in a promising starting posi-
tion. But if we are to achieve these targets, we will have  
to improve continuously, optimize our processes, and dem-
onstrate our technology leadership every year by bring-
ing out different innovations. To achieve sales of CHF   
500–600 million by 2021, we will have to increase the cur-
rent figure by more than 34%. The current global mega-
trends will assist in this regard, and small acquisitions 
should also help us achieve our targets. To achieve our 
EBIT target (CHF 80–100 million), we will have to deliver 
an increase of more than 58%. And if we want an average 
RONCE of 25%, we will have to stick to our existing strat-
egy and continue to employ our capital efficiently.
How confident are you of achieving these targets?
Matijas Meyer: Komax has outstanding employees, whom 
I would like to sincerely thank at this point for the great 
dedication they have shown down the years. Without them, 
ambitious targets of this nature would be inconceiv able. 
But if we all keep doing our very best for our cus tomers 
every day, just like we’ve always done, I’m confident that 

we will be successful and achieve our five-year targets. 
That’s always assuming nothing occurs to do lasting da-
mage to the global economy and slow down economic 
growth in a major way.
Komax has communicated a dividend policy for the 
first time...
Beat Kälin: The purpose of our strategy is to consolidate 
our leading position. That means continuing to be very in-
novative and responding to our customers’ needs in the 
best possible way. If we do this successfully, Komax will 
create sustainable value, and our shareholders should 
participate in this development. That’s why we have intro-
duced an attractive dividend policy with a payout ratio of 

50% to 60% of group profit after taxes (EAT). As we are 
keen to be both transparent and reliable in this respect, 
we are communicating this policy actively.  
How important are topics such as digitalization 
and Industry 4.0 at Komax?
Matijas Meyer: Digital transformation is underway at  
Komax. For example, this can be seen in the fact that we 
are introducing a global ERP system in 2017, which will 
be implemented at all our companies over the next few 
years. But digitalization is also a key factor when it comes 
to developing new products. Topics such as Industry 4.0 
and the Internet of Things form part of our strategy, and 
will feed through into future market services.
What themes will preoccupy you in 2017?
Matijas Meyer: There’s quite a wide spectrum, but I would 
like to mention three in particular: first, the integration of 
new companies with new staff and new products. You 
cannot complete a task like that in just a couple of months, 
so this process will make demands of us in 2017, too. 
Second, the theme of innovation, which will receive plenty 
of attention in 2017. We intend to underscore this by launch-
ing various new products. The third theme relates to our 
headquarters in Dierikon: work will begin in 2017 on our 
new building, which is set to increase our capacity and 
ultimately house all our Swiss operations. The idea is that 
all Swiss jobs will be based in Dierikon by the end of 2019. 
All these themes will contribute to the successful imple-
mentation of our strategy.

Topics such as Industry 4.0 
and the Internet of Things 
form part of our strategy, and 
will feed through into future 
market services.
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Measuring/cutting
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Connector insertion

Taping

Harness sub-assembly

Stripping

The way to make 
the best connection

Komax systems
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e Wires, contact parts 
and housings (connectors) 
are vendor parts for wire 
harness manufacturers. 
The latter are specialized 
companies (typically sup-
pliers) that serially process 
individual wires to create 
wire harnesses for vehicle 
electrical systems, elec-
tronic devices and applica-
tions for a host of different 
industries, sectors and 
endusers. Komax supplies 
these companies with sys-
tems for automated and 
 efficient wire processing, 
as well as with systems for 
testing wire harnesses. 
 Komax solutions are used 
in customers’ value chains 
for preprocessing, final  
assembly and testing. The 
wire harness manufacturer 
then supplies the OEM  
(original equipment manu-
facturer), which integrates 
the wire harness into the 
final product.

Machinery description
Low order volumes and just-in-time  
production are hallmarks of today’s wire 
manu facturing industry. Fully automated 
solutions therefore have to deliver – and 
will have to continue to deliver – high pro-
ductivity and flexibility combined with max-
imum precision. The latest generation of 
Komax’s Alpha 530/550 – fully automatic 
machines for single-sided and double- 
sided seal insertion – sets a new bench-
mark: maximum unit cost efficiency and 
flexible production output paired with out-
standing quality. 

Quality
Komax possesses a wide range of innova-
tive monitoring solutions that test the qual-
ity of crimp connections during production 
and document the corresponding test re-
sults. In addition, TSK brand testing sys-
tems test the reliability of wire har nesses.

t

Harness test systems

e e e
  

Testing Warehouse
Shipping

Integration of wire harness 
Assembly

e
Original Equipment Manufacturer (OEM)
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