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RETAIL IS GOING ONLINE. COME ALONG.

Verkkokauppa.com Oyj AGM 
15.3.2016, CEO Samuli Seppälä



Verkkokauppa.com 2015 - thank you!

2015 revenue +25% 
and EBITDA* +45%

*) EBITDA excluding 
non-recurring items



Record year and best ever quarter at 
Verkkokauppa.com, in a tough retail market

Verkkokauppa.com 2015

Dividend proposal 
15 cents/share

*) EBITDA excluding 
non-recurring items

2015 revenue 344m€ 
and EBITDA* 12m€



While traditional retail 
sector is increasing gross 
margin and fixed costs ...

Retail in Finland
(w/o cars) 2014 

(total €38b)
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Retail in Finland
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(total €39b)
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Verk.com 
2014  

(sales +16%)

15.4%

12.4%

EBITDA 
3.1%

Verk.com 
2013  

(sales +6%)

15.7%

12.6%

EBITDA 
3.2%

Sources: Statistics Finland, Soliditet and D&B. Gross margin includes changes in the 
inventory and outside services. EBITDA and fixed costs excluding non-recurring items.  

Verk.com 
2015  

(sales +25%)

15.1%

11.5%

EBITDA 
3.6%

... we aim for strong 
sales growth with 

lower prices and costs!



”Sales and profit growth and market share gains driven by 
Verkkokauppa.com’s strong, trusted and focused online concept”

Verkkokauppa.com concept

LOWER PRICES
“Probably always cheaper”
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Verkkokauppa.com concept

WIDER
SELECTION

BEST 24 H
AVAILABILITY

TRANSPARENT AND 
TRUSTED  

PRIVATE - MODULAR 
IT AND ERP SYSTEM

Capital efficiency 
enabled by the leanest 

operating model

Price according with  
slogan - regardless 

of sales channel

Finland’s best and trusted 
source for products and 

information, >200K reviews

Customer lifetime and
product cycle value 

maximisation 

LOWER PRICES
“Probably always cheaper”

FIRST 
SITE

CUSTOMER
JOURNEY

Wide range of 
interesting old and new 
products and vendors



Verkkokauppa.com’s gross 
margin and fixed costs

Retail in Finland
(w/o cars) 2014 

(total €38b)
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Stockmann
2015/Q4 

(sales -12%) 

51.0%

45.3%

Qliro Group (SWE),
etailer, 2015/Q4 

(sales +2%)

11.9%

14.6%

19.7%

17.0%

Gigantti 
2014/2015
(sales +0%) 

       Gross margin%         
 Fixed costs% of sales

Sources: Statistics Finland, Soliditet and D&B. Gross margin includes changes 
in the inventory and outside services. EBITDA excluding non-recurring items.  

”The company expects to improve its EBITDA margin in the medium term by 
increasing the share of higher margin categories and private labels in the sales mix 

and the increasing the share of the Apuraha consumer financing services. ”

Amazon (USA)  
2015/Q4

(sales +22%)

31.9%

28.8%

Verk.com 
2015/Q4  

(sales +24%)

15.2%

10.4%

EBITDA 
4.8%
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(sales +6%)

16.7%

12.9%

Verk.com 
2014/Q2  

(sales +24%)
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13.6%

EBITDA 
2.0%

EBITDA 
3.9%

Verk.com 
2014/Q3  

(sales +19%)

14.6%

11.8%

EBITDA 
2.8%

Verk.com 
2014/Q4  

(sales +15%)

15.2%

11.8%

EBITDA 
3.4%

Verk.com 
2014  

(sales +16%)

15.4%

12.4%

EBITDA 
3.1%

Sources: Statistics Finland, Soliditet and D&B. Gross margin includes changes in the inventory and outside services. EBITDA and fixed costs excluding non-recurring items.  
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Verkkokauppa.com’s gross 
margin and fixed costs

Verk.com 
2015/Q2  

(sales +32%)
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Verk.com 
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11.0%

EBITDA 
3.9%

Retail in Finland
(w/o cars) 2014 

(total €38b)
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EBITDA 
3.6%



Verkkokauppa.com’s Category Strategy

Strictly private and confidential 

Verkkokauppa.com’s multichannel platform enables it to offer an ever widening assortment 
in a cost and working capital efficient manner… 

…over time leading to market share 
gain 

Finnish market size and share 
2013 (EURm) 

77 

229 

69 

702 

195 

423 

~45 

560 
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Verkkokauppa.com has continuously expanded into new categories – consistent track record 
of approx. 1pp market share gain per category per year 

Key takeaways 

 Verkkokauppa.com’s potent business model has enabled it to attain sizeable market shares in some of the most competitive 
categories in retail e.g. computers, telecom, TV/video, cameras, etc. 

−Success in the toughest categories is being replicated in other categories 
 Verkkokauppa.com has been able to reach an approx. 1pp. market share gain each year that the current categories have existed  

− ~5% market share in 5 years, ~10% in 10 years 

 
1) MDA = Major domestic appliances 
2) SDA = Small domestic appliances 
Note: market size includes sales tax (according to Kotek), Components market size is management estimate 
Source: Company information, Kotek, management estimates 

Components 

Computers 

Cameras 

TV/Video 

HIfI & Audio 

Telecom 

SDA2) 

MDA1) 

Verkkokauppa.com’s largest selected categories in assortment 

1992 2004 2006 2011 

Market share (%) 

4 

Attractive category maturity profile with higher margin categories set to increase market share 

Verkkokauppa.com has continuously expanded into new categories 

• Track record of appr. one% market share gain per category per year.
• Target to be in Finland’s top-3 etailers in each category.
• Always probably cheaper price in each category.

• Change in sales mix has an effect in gross margin%.
• Consumer financing can increase margin% by 3-6%.
• Vendors support largest (brick and mortar, including us) retailers 
      w/up to 10% kickback compared to online retailers.



Industry average category margins Fixed costs% of sales 

Gross margin%

• Mobile Phones    <5%
• Computers or Tablets  10-15%
• Televisions     20%
• Domestic Appliances 25%   
• Musical Instruments  25%
• Tools (DIY)    25%
• Sporting Equipment  30-40% 
• Watches      25%
• Baby strollers/seats   30%
• Toys       35-40%
• Private Label Cables  >50%   

• Lights and lighting  40%
• Kitchen furniture   50%
• Indoor decoration  50%
• Pet-food and products  50%   
• Cosmetics and beauty 25-30%
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2015 (344M€) 
(sales +25%)

Retail in Finland
(w/o cars) 2014 

(total €38b)
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Sources: Statistics Finland, 
Soliditet and D&B. Gross 
margin includes changes in 
the inventory and outside 
services. EBITDA and fixed 
costs excluding non-recur-
ring items.  
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Forrester’s or GfK’s category forecasts

• Mobile Phones    <5%   852 M€     32.5%
• Computers or Tablets  10-15%  585 M€ (271+314*)  54.8%
• Televisions     20%   188 M€     32.5%
• Domestic Appliances 25%   438 M€     14.4%
• Musical Instruments  25%   70 M€ ** (45+25*)   32%**

• Tools (DIY)    25%   200 M€     4.1%
• Sporting Equipment  30-40%   772 M€     9.8%
• Watches      25%   55 M€      5.3%
• Baby strollers/seats   30%   78 M€      29.6%
• Toys       35-40%  180 M€     25.6%
• Private Label Cables  >50%   50-100 M€ **    30-40%**

  
• Lights and lighting  40%   300 M€ **     5%**

• Kitchen furniture   50%   300 M€ **     5%**

• Indoor decoration  50%   1000 M€**     4.4%
• Pet-food and products  50%   400 M€     5-10%**

• Cosmetics and beauty 25-30%  1 401 M€     5.8%

Margin avg.     Market-size (2014/15)     Online% 2015

*) B2C/B2B-split
**) Management 
estimate



• Apuraha (Eng:”Grant”) consumer financing
 service launched in September and we will
 now start using our own balance sheet 
 offering improved profitability.

• Company will continue offering Klarna 
 as well - two great payment methods.

• Apuraha provides customers a new flexible
 payment alternative, and company with 
 better profitability than other payment 
 methods. 

• The company will continue using its resources
  to achieve the goal of some one-fifth of all 
 customers using the installment payment 
 methods. 

Apuraha - financing
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C2C Market Place ”Part of being the first site and 
customer journey”



C2C Market Place
• Besides developing Apuraha, the 
 company continues its efforts with C2C
 Market Place by soon introducing new
 features like linking new and old items
 and new ”price barometer” tool.
 
• C2C marketplace is about attracting
 more traffic, increasing add-on sales
 and sales of new products and improving
 customer loyalty and experience.



Thank you!


