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Today´s agenda

Verkkokauppa.com shortly

Business review

 Q1 highlights

 Key financials

Strategic development and market outlook

 Strategic cornerstones and development

 Priorities in 2022

 Business outlook for 2022 and financial targets



Verkkokauppa.com - passionate pioneer of ecommerce

1992
Company founded at small garage in 
Espoo. Business was running on a 
bulleting board system with postal 
delivery from day one 

1998
Verkkokauppa.com 
domain registered 
and online shop 
launched

We are online-born – online is at the core of what we do, and what the company has been built around

Our vision is to remain a pioneer of ecommerce through continuous innovation

Startup

2001
Inhouse 
developed ERP 
launched

Becoming a household brand in ecommerce

2007
>100 MEUR
in annual
revenue
exceeded

2011
Flagship store 
opened at 
Jätkäsaari, 
Helsinki

2012
Transparent 
customer 
product reviews 
go live

2014
- Company listed on Nasdaq 
First North 
- Automated online product 
recommendations 
introduced

2014
#1 
Since 2014, the 
largest* ecommerce 
site in Finland

2015
~45 million
annual online visits

2016
Responsive 
online platform 
released for all 
devices

Perfecting customer experience

2019
>500 MEUR
in annual revenue 
exceeded

2019
- New B2B platform 
launched 
- Online front-end 
moved to cloud 
services

2020
Trading in Nasdaq 
Helsinki started in 
June

Road towards a billion

13.6.20223 * Most visited and the largest revenue.

2021
Renewed strategy & 
Autostore investment 
Highest revenue in 
the company’s history
575 MEUR

2022
E-ville acquisition, 
Packaking
automation,
~20 000
shareholders



72%

21%
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Consumer B2B Export

61%

32%

On-line Off-line

29 September 20214

A largest ecommerce player in Finland

80 million visits
in our webstore

Personnel:
825 employees

In 2021, Verkkokauppa.com 
awarded as one of the top-
10 innovative companies in 
Finland, assessment made 
by consumers

At the end of 2021

Assortment:
>80,000 products

The most sustainable 
webstore in Finland*

61% of
our revenue
comes from

on-line

We have a solid track
record of growth

B2B is 21%
of our business

and growing

Revenue, 2016-2021, EUR million

*Sustainable Brand Index™ is Europe’s largest independent brand study on sustainability, conducted in November 2020 to February 2021.

1) Excluding Export sales

Sales channels1) Customer segments

371
432

478 504
554 575

2016 2017 2018 2019 2020 2021



Highest customer 
satisfaction 

Frictionless omnichannel experience

29 September 20215

33%
26%

24%
20%

19%
18%

17%
15%

14%
14%

12%
9%

8%
8%

5%
7%

42%
0%

Verkkokauppa.com
Zalando.fi
Gigantti.fi

Adlibris.com
Karkkainen.com

Hm.com
Cdon.fi

Amazon
Ikea.com
Prisma.fi
Power.fi

K-ruoka.fi
Clasohlson.com

Motonet.fi
Apple.com

I have not bought…
Other

No answer

Highest customer loyalty

>120,000
Avg. monthly active users 
(Dec 2021)

Fast 24/7 automated
customer service

74
NPS at stores
(December 2021)

65%
of all customer contacts are 
handled by automation 

Which of these online shops have you 
bought something from in the past 
12 months?

https://www.statista.com/forecasts/1188026/online-purchases-by-brand-in-finland
Statista Finland, 6 Apr to 14 June 2021, 2 082 correspondents, 16-84 years

Lowest returns on 
the market

1.1%
of purchases are returned

https://www.statista.com/forecasts/1188026/online-purchases-by-brand-in-finland


We used to be more reliant on third-
party logistics efficiency

2017

Our network covers majority of 
households within next day

2021

As customer needs evolve, we are ready 
to utilize stores as logistic hubs
FUTURE

Over the past years we have established superior delivery performance
and have room to push further as customer needs evolve

6

 >2 day delivery Within next day  Same day delivery  Store  Logistics center  Logistics hub & store combination

~70% of 
population 
covered within 
next day

>90% of 
population 
covered within 
next day

and 

>50% of 
population 
covered within 
same day 

13.6.2022



High-quality, safe products and selling products that 
customers actually need are at the heart of our operations

13.6.20227

Sustainability is a key part of 
Verkkokauppa.com’s operations

Through our sustainable
sales concept, we are able to 

keep the low level of 
product returns:

1% 
of the sold products were returned in 

2021



Latest financials
Q1 / 2022
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Challenging market environment 
in the 1st quarter
Sales

• Market continued challenging and consumer sales softer than expected
• Overall revenue declined by -6.9%
• B2B sales continued solid and increased by +12%
• Export business declined -30.5%, as we stopped all sales to Russia
• Online sales declined by -4.8% following lower total sales
• Sales of Evolving product categories grew +10% (share of sales was 12.4%, PY 

10.5%). Good performance in Toys, Baby and Family category, Sports, and Luggage.
• Core categories declined -8%, only positive performance in computers, due to strong 

sales to corporate customers
• The consumer electronics1) market (incl. B2B business) improved slightly by +2.2. The 

consumer market2) on the other hand declined by -1.7% during the quarter. 
(Verkkokauppa.com’s sales declined -1,7%)

Profitability
• Gross profit declined from the high comparison quarter and was EUR 19.3 million 

(21.7). The gross margin was 15.4% of revenue (16.2%).
• Higher costs in inbound/outbound logistics, external warehouse operations and 

personnel main reasons for cost increases
• Operating profit declined by EUR 4.5 million totaling EUR 0.7 million (5.2)

GfK is an independent intelligence platform and consulting service for the consumer products industry (www.gfk.com).
1) GFK Panel market data per January-March 2022
2) GFK Consumer channel data per January-March 2022
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Q1/2022: revenue declining in a challenging quarter 

EUR million 1-3/2022 1-3/2021 Change, % 1-12/2021

Revenue 124.8 134.0 -6.9% 574.5

Gross profit 19.3 21.7 -11.4% 91.2

Gross margin, % 15.4% 16.2% 15.9%

Personnel expenses -10.0 -9.1 10.4% -36.6

Other operating expenses -7.4 -6.4 16.9% -30.3

Operating profit, EBIT 0.7 5.2 -87.3% 20.3

Operating margin, % 0.5% 3.9% 3.5%

Comparable EBIT 0.9 5.2 -83.2% 20.3

Comparable EBIT, % 0.7% 3.9% 3.5%

Net profit 0.2 3.9 -94.9% 15.1

 Q1 revenue declined 
by -6.9%

 Operating expenses 
higher due to 
logistics and 
warehouse costs 

 Tight competition and 
unfavorable sales 
mix impacting the 
profitability 

 Dividend for the 
Q1 of 2022: 
EUR 0.061/ share
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Balance sheet & Cash flow 

At the end of March 2022:

• Inventories were EUR 91.4 (79.9) million

• Cash flow from operating activities was 
EUR -16.8 (-9.1) million

• Investments during Q1 were EUR 1.4 (0.4) million
• Mainly related to warehouse automation investment in Jätkäsaari

• Cash, EUR 16.7 (32.6) million

• Equity ratio 20.2% (20.3%)

• New financing arrangement in March
• EUR 25 million bank loan and EUR 25 million credit facility for three year

• EUR 5 million from a credit facility and EUR 10 million from a bank loan withdrawn



Key takeaways from the 1st quarter

Soft consumer demand throughout 
the quarter, consumer uncertainties 
impacting purchasing behavior

Good performance in
B2B sales, increase of +12.0%

Despite competitive environment 
and a larger share of lower-margin 
sales, gross profit margin remained 
at a good level of 15.4%

The acquisition of e-ville.com 
online store was finalized

The investment on 
automated Jätkäsaari logistics 
hub was finalized

We are determinedly continuing strategy 
execution towards long-term  targets by 
the end of 2025

12
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Update on strategy 
execution
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Our mission is to provide the best possible customer journey within 
Nordic retail for selected categories

The widest and most exciting 
assortment in chosen categories,  
available from single store/platform. 

New (premium) products always 
available among the first in Finland

Assortment Experience

Frictionless omnichannel 
experience built upon inhouse 

technology stack. Customer journeys 
designed around the digital consumer 

from day 1

Speed & 
Flexibility

Delivery experience fuelled by 
highest availability and 

convenience. Always accurate and 
transparent offering across all 

channels and locations

Trust

Most transparent product 
information platform (online & 

offline). Fair pricing that you can trust 
to be “probably always cheaper”

15

Strategy execution –
developing our operations towards our targets



Warehouse automation

• Autostore automation in Jätkäsaari was
finalized during the first quarter

• Automation improves the capacity of the 
warehouse and the availability of products

• First results on efficiency very promising; 
picking speed up to 200 articles per hour (4x to 
previous manual picking)

• Next step of the investment: Packaging 
automation system to be installed during 
Autumn

• Automated picking and packing process is the 
enabler for the strategic goal of faster order 
fulfillment

E-ville.com acquisition

• Acquisition significantly accelerates 
own brand product development, 
efficient sourcing, and fast to market 
with new innovations

• Acquisition was completed on 1 April 
and new business will be consolidated 
into Verkkokaupppa.com figures from 
the second quarter onwards

• The integration of the new business into 
Verkkokauppa.com is well underway

13.6.202216

Next steps taken on the journey towards long term 
targets

Focus on speed
up assortment
in own brands

Extensive
experience

in sourcing in China

Fast time
to market of 

new products

Additional
value creation
opportunities

Investment rationale



In B2B we are following our planned trajectory 
Increased interest from enterprise customer segment due 
to more comprehensive product & service mix 

• Good performance in B2B business
• new services to new customers e.g. ‘Device as 

a Service’ (ICT) concept
• large household appliances to construction 

companies
• eMobility to housing companies 
• overall comprehensive utilization of 

Verkkokauppa.com's wide range for the 
everyday needs of companies.

• Renewed customer care sales model for 
enterprise clients

Our desired 
position & 
growth drivers

Total office 
offering / 

Total 
solutions

Best second supplier

Team of champions united
for best solutions

Enterprise & PublicSMB

Overall sales
growth 

+12%

SMB
customers 

+4%

Enterprise 
customers 

+40% 

Customer 
segment  
development 
in Q1/2022



• Significant changes in consumer spending and 
buying behavior challenges us to agile and rapid 
commercial decisions

• We continue to expand our assortment at a record 
pace, constantly looking into new possibilities, 
utilizing new trends and opportunities

• Today in our assortment is close to 88 000 items
• With low consumer demand our focus has increased

in the B2B sector, developing our corporate offering

• Value-adding services in the future focus to support
and improve the user end-to-end experience

• Examples of growing product categories during Q1 
2022:

• Sports, Toys, Baby and Family, Luggage and 
Travel

13.6.202218

Assortment development continuing despite 
challenging business environment

Assortment



A new payment method for 
our customers launched

Up to 45 days of interest-free
and expense-free payment 
period for each purchase

• The Verkkis-account (”Tili”) is a solution
for easy transactions and payments

• Tili was soft launched in mid-February
and already 1,500 customers opened
an account by the end of March

• Tili is developed and funded ourselves

• Customer can also extend the payment 
period by up to 40 months with an 
interest rate of only 9.9%

13.6.202219

Experience



 In the challenging market environment, focus on 
sustainable business; keeping market share 
with profitable sales 

 Finalization of the investment program to 
automate Jätkäsaari logistics for future scalability 
and growth

 Succesfull e-ville sourcing organization integration
 New products and subcategories to provide a 

wide and exciting assortment. Optimize 
inventory to secure availability

 Projects ongoing to enhance best possible 
customer experience in web and stores

 To execute our renewed strategy and value 
streams to achieve long term targets

Key Operational Priorities 2022 



Business 
outlook



JULKINEN

Consumer confidence continuing low in May

• In May, expectations concerning consumers' own 
and Finland's economy continued very pessimistic. 

• Consumers had very few intentions in May to 
spend money on durable goods within the 12 
months. The time was considered the least 
favorable ever for making purchases.

• Estimates and expectations concerning inflation 
rose ever higher. Expectations concerning inflation 
in 12 months were higher in May than ever before.

• Estimates of the personal threat of unemployment 
or temporary lay-off experienced by employed 
persons remained relatively bright in May.

13.6.202222



The rise in inflation, as well as the 
crisis in Ukraine, have further 

undermined household 
confidence in their economy

13.6.202223

Short-term business and market outlook

The company estimates that 
the shift of customers 
to online is permanent

We will succeed in taking 
advantage of the online consumer 

transition, and increase our 
market share in chosen 

product categories 

There is uncertainty about the 
future outlook in relation to 

geopolitical conflicts in the world, 
the crisis in Ukraine and the 

macroeconomics

The company's growth prospects 
for the current year are 

considered challenging due to 
changes in the operating 

environment

Our strong balance sheet 
enables us to expand in 

accordance with the strategy
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Guidance for 2022
Updated on 23 March

Revenue: EUR 530–590 million        
(2021: EUR 574.5 million)          

Comparable EBIT: 
EUR 12–19 million                              
(2021: EUR 20.3 million)

Dividend policy
We continue to pay out a 
quarterly growing dividend  

Dividend in 2022: 
EUR 0.246 per share in total
(EUR 0.060 per share on 4 April 2022 + Board authorization 
to pay EUR 0.186, divided in three quarters)

Targets by the 
end of 2025 

Revenue: EUR 1 billion
EBIT margin: 5% 

Fixed costs: <10% of 
revenue

Previous guidance: 
Revenue: EUR 590–640 million  
Comparable EBIT: EUR 19–25 million
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Quarterly growing dividend to shareholders

96%
123%

138%

Payout ratio,%

EUR EUR Record date Payment date

Dividend 0.060 28 March 2022 4 April 2022 

Extra dividend -

0.060 1)

Additional Board’s authorization to pay quarterly dividend:

2nd instalment 0.061 2 May 2022 9 May 2022

3rd instalment 0.062 TBA2) 25 July 2022

3th instalment 0.063 TBA2) 7 Nov 2022

In total: 0.246

Dividend from 2021 financial year

1) 2022 AGM’s decision.. 

2) Company will separately publish announcements of Board resolutions and 
dividend record dates. 

Verkkokauppa.com’s dividend policy
Our goal is to continue to pay a quarterly 
growing dividend to shareholders.

73%
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More Information

Financial events in 2022-23
• The Financial Statements for 2021  on 2 March 

2022

 Virtual AGM on 24 March 2022

 Interim report for January – March 2022 on 
Thursday 28 April 2022

 Half-year financial report for January – June 2022 
on Thursday 14 July 2022

 Interim report for January – September 2022 on 
Thursday 27 October 2022

 Financial statements bulletin for the year 2022 on 
Thursday 9 February 2023.

Investor Relations contacts:
Marja Mäkinen
Head of Investor Relations & 
Corporate Communications
marja.makinen@verkkokauppa.com
+358 40 671 2999

Mikko Forsell, CFO
mikko.forsell@verkkokauppa.com

Panu Porkka, CEO
panu.porkka@verkkokauppa.com

investors@verkkokauppa.com

Links
Visit our Investors website:  
www.verkinvest.com

Join mailing list for Company releases:
www.joinverk.com

Watch investor Webcasts:
www.verklive.com

https://twitter.com/verkkokauppacom

https://www.facebook.com/verkkokauppacom/

https://www.instagram.com/verkkokauppacom/

mailto:marja.makinen@verkkokauppa.com
mailto:mikko.forsell@verkkokauppa.com
mailto:panu.porkka@verkkokauppa.com
mailto:investors@verkkokauppa.com
http://www.verkinvest.com/
http://www.joinverk.com/
http://www.verklive.com/
https://twitter.com/verkkokauppacom
https://www.facebook.com/verkkokauppacom/
https://www.instagram.com/verkkokauppacom/


This document is not an invitation to subscribe for or purchase any securities or make any investment decisions in respect
of the Company or its securities.
This document is not for publication or distribution, directly or indirectly, in or into Australia, Canada, the Hong Kong
special administrative region of the People’s Republic of China, Japan, New Zealand, South Africa, Singapore or the
United States, or any other jurisdiction in which the distribution or release would be unlawful.
The inclusion of financial information in this presentation should not be regarded as a representation or warranty by the
Company, or any of its affiliates, advisors or representatives or any other person as to the accuracy or completeness of
such information’s portrayal of the financial condition or results of operations of the Group.
This document includes “forward-looking statements” that involve risks, uncertainties and other factors, many of which are
outside of the Company’s control and could cause actual results to differ materially from the results discussed in the
forward-looking statements. Forward-looking statements include statements concerning the Company’s plans, objectives,
goals, future events, performance and/or other information that is not historical information. The Company undertakes no
obligation to publicly update or revise forward-looking statements to reflect subsequent events or circumstances after the
date made, except as required by law.
The market and industry data and forecasts included in this presentation were obtained from internal surveys, estimates,
experts and studies, where appropriate, as well as external market research, publicly available information and industry
publications. The Company and its affiliates, directors, officers, advisors and employees have not independently verified
the accuracy of any such market and industry data and forecasts and make no representations or warranties in relation
thereto. Such data and forecasts are included herein for information purposes only.
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