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Continuous strong growth and profit at 
Verkkokauppa.com, in a tough retail market

Verkkokauppa.com Q3/2015

Revenue +22% 
and EBITDA +70%



Retail continues going online

Digitalization is fundamentally changing the retail industry

Finland Total Retail Sales Finland Online Retail Sales

5

€B

50
+3%

€B

42 7
0%

+3%

es
er

ve
d.

4

3

+11%

+15%

+20%

3.5

30

40 38.438.838.737.235.434.134.7

42.7

ng
 G

ro
up

, I
nc

. A
ll 

rig
ht

s 
r

2

1

20%
2.0

1.8
1.5

1.3
1.1

0.90.7

20

10

5 
by

 T
he

 B
os

to
n 

C
on

su
lti

n

0

2018
(F)

2014201320122011201020092008
0

2014201320122011201020092008 2018
(F)

O li h

Survey results_ecom_long.pptx 1

C
op

yr
ig

ht
 ©

 2
01

5

Source: Statistics Finland; Forrester research

2% 3% 3% 4% 4% 5% 5% 8%Online share
of total (%)

”The Boston Consulting Group’s recent study estimated 
that the share of online sales in Finland was 5% in 2014, 

but is expected to increase to some 8% by 2018”



Retail continues going online
E-commerce is the natural development and
evolution of retail business. 

Why are consumers buying online?

•	 E-commerce	offers	consumers	lower prices 
	 enabled	by	lower	fixed	operating	costs.

• Wider selection, no need to keep everything 
 in stock, and less need for capital.

• Quicker and easier way of purchasing 
 and finding information.

• But to be truly succesful, online retailers 
 must be as trustworthy as traditional 
 retailers - this will take time and money.



Verkkokauppa.com concept

LOWER PRICES
“Probably always cheaper”

WIDER
SELECTION

BEST 24 H
AVAILABILITY

TRANSPARENT AND 
CUSTOMER CENTRIC  

PRIVATE - MODULAR 
IT AND ERP SYSTEM

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



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

Verkkokauppa.com concept

LOWER PRICES
“Probably always cheaper”

WIDER
SELECTION

BEST 24 H
AVAILABILITY

TRANSPARENT AND 
CUSTOMER CENTRIC  

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, >150K reviews

Customer lifetime value 
maximisation - a happy 

customer will return



Respondents valued trust and easy shopping highest
Broad assortment and prices placed behind top 3, service and content elements in the bottom

1 69 19Trust in the webstore

Rate the importance of following factors for you when shopping online
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Source: BCG eCommerce survey 2015 in Finland, N=650

Verkkokauppa.com concept



         7-9/2015 7-9/2014 Change%  4-6/2015
Revenue, € million    83.2  68.0  +22%   80.0
Gross	profit	 	 	 	 	 	 12.3	 	 9.9		 	 +24%	 	 	 11.4
Gross margin      14.8%  14.6%      14.3%

Personnel expenses    5.2   4.3   +21%   5.6
Other	opex	 	 	 	 	 	 3.9		 	 3.8		 	 +4%	 	 	 4.1

EBITDA	 	 	 	 	 	 	 3.2		 	 1.9		 	 +70%	 	 	 1.7
EBITDA	margin	 	 	 	 	 3.9%	 	 2.8%	 	 	 	 	 	 2.2%
Depreciation and amortiz.   0.3   0.2   +25%   0.3

Operating	profit		 	 	 	 2.9		 	 1.6		 	 +76%	 	 	 1.5
Net	profit			 	 	 	 	 	 2.3		 	 1.4		 	 +72%	 	 	 1.2

Verkkokauppa.com Q3/2015 Income Statement

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



Verkkokauppa.com Q3/2015
main sales growth drivers

• Verkkokauppa.com’s trusted concept
• Retail continues going online
• Good wholesale trade and B2B sales

• Bolder, growth-oriented pricing
• Easy and convenient experience
• Changes in department stores

”Good sales in the third quarter were boosted by market 
share gains in almost all categories, both old and new. 

In the current tough retail market environment, 
Verkkokauppa.com sees new growth opportunities in 
leasing additional low-cost retail and logistics premises.”

Q3 +22%
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Verkkokauppa.com Q3/2015 fixed 
costs and gross margin development
•	 Long-term	low	prices	enabled	by	low	fixed	costs	is	one	of	the	key		
 growth drivers for any e-commerce, including Verkkokauppa.com.

• New product categories typically have higher gross margin compared 
	 to	older	categories.	Sales	by	consumer	financing	increases	gross	margin.
 Both factoring driving up gross margin without product price increases.  

• The company has invested in several growth initiatives in 2014/Q3, 
 which required hiring new key personnel, carrying out more 
 marketing activities, and launching a number of new projects. 
	 This	resulted	lower	fixed	costs	%	for	2015/Q3,	since	no	new	major
 projects or product groups were started. 
 
• When launching new categories or growth projects, 
 the company retains its medium-term target of 
 improving EBITDA% from 2013 level (3.2%).



Verkkokauppa.com Q3/2015 balance sheet
•	 Inventory	36.0	(34.4)	million	euros	on	30.9.2015,	change	+5%.
•	 Cash	flow	from	operat.	activities	1-9/2015	was	-4.1	(-13.0)	million	euros.
•	 Investments	on	fixed	assets	1-9/2015	were	0.8	(0.4)	million	euros	.

•	 Cash	23.2	(28.5)	million	euros	on	30.9.2015.
•	 Interest	bearing	debt	1.3	(2.2)	million	euros	on	30.9.2015.

• The company has signed a three year revolving credit facility agreement 
 amounting to 15 million euros, agreement will replace earlier unutilized 
 bank overdraft arrangements of 5.5 million euros.

• The company currently utilizes almost all suppliers’ cash discounts.



Verkkokauppa.com’s gross 
margin and fixed costs

Retail in Finland
(w/o cars) 2014 

(total €38b)

30.0%

27.3%

30

25

20

15

10

5

0%

EBITDA 
3.1%

Stockmann
2015/Q2 

(sales -11%) 

51.2%
47.0%

Qliro Group (SWE),
etailer, 2015/Q3 

(sales +0%)

13.2%

16.8%

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 is without Teosto one-time-cost. 

”Additional growth opportunities remain not just in new (higher margin) categories, 
but also in consumer electronics as Finnish department stores and now also hyper-

markets are discontinuing sales of consumer electronics and other categories.”
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margin and fixed costs

”Q2-Q3/2015 vs Q2-Q3/2014 - 
IPO, four new categories 

and also Apuraha consumer 
financing	services	

developed or launched”
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While traditional retail 
sector is increasing gross 

margin% and fixed costs% ...

Retail in Finland
(w/o cars) 2014 

(total €38b)
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Industry average product margins Fixed costs% of sales 

Gross margin%
• Mobile Phones <5%
• Computers or Tablets 10-15%
• Televisions 20%
• Washing Machines 25%
• Hammers and Drills 25%
• Sporting Equipment / Watches 25%
• Baby Strollers and Safety Seats 30%
• Pet-food and products 50%
• Cosmetics 50%
• Private Label Cables >50%
• Clothing >50%

->	Change	in	sales	mix	has	an	effect	in	gross	margin%.

->	Consumer	financing	can	increase	margin%	by	3-6%.

-> Vendors support largest (brick and mortar) retailers 
     w/up to 10% kickback compared to online retailers.
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New product categories

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 
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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 top-3 (r)etailers for each category.
• At probably always cheaper prices.



Apuraha consumer financing
launched - better profitability



•	 Apuraha	(Eng:”Grant”)	consumer	financing
 service launched in September. 

• Almost immediately, Apuraha became the
 most popular installment payment method. 

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

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

•	 Consumer	financing	has	developed	
 positively during and after the summer. 



Largest projects
• The company continues developing and exploration of its
 consumer-to-consumer market place (C2C), which is about attracting
	 more	traffic,	increasing		add-on	sales	and	sales	of	new	products	and	
 improving customer loyalty and experience.
 
	 Boston	Consulting	Group	has	identified	top-3	most	potential	Finnish	
	 online	shopping	growth	companies	to	be	Verkkokauppa.com,	Tori.fi	and	
 Ebay, which highlights the importance of C2C-business in total market.

• Besides developing Apuraha and C2C market place, the company is 
 currently focusing on critically important last quarter’s sales, as well as 
 on improvements in logistics, the mobile website, and introducing a
 new competitor price tracking tool to ensure probably always lower
 prices to customers.



Medium-term targets
The company retains its existing targets:

• The company strives to grow faster than its operating market and targets an 
annual revenue growth of over 10 per cent in the medium term. 

• The company’s objective is to improve its EBITDA margin in the medium term 
when compared to the level of 2013.  

•	The	company	strives	to	secure	a	sufficient	equity	ratio	to	finance	the	growth	
of its business and aims to maintain an equity ratio of over 25 per cent taking 
into consideration the nature and seasonality of the company’s business.

Business outlook
The	company	expects	net	sales	and	operating	profit,	excluding	one-off	
expenses, to grow in 2015 when compared to the previous year.



Largest owners on 30.9.2015
              Shares  %
1	 Seppälä	Sipi	Samuli	 	 	 	 	 	 	 	 22	487	496	 49,900
2	 Rite	Ventures	Finland	Ab	 	 	 	 	 	 4	617	576		 10,246
3	 Keskinäinen	Eläkevakuutusyhtiö	Ilmarinen	 2	308	728		 5,123
4	 Keskinäinen	Työeläkevakuutusyhtiö	Varma	 2	065	932		 4,584
5 Keva            1 488 000  3,302
6	 Op-Delta	-Sijoitusrahasto	 	 	 	 	 	 1	291	668		 2,866
7	 Sijoitusrahasto	Evli	Suomi	Pienyhtiöt	 	 	 718	974	 	 1,595
8	 Skogberg	Ville	Johannes	 	 	 	 	 	 634	266	 	 1,407
9	 Sijoitusrahasto	Danske	Invest	Suomen	Pien.	492	000	 	 1,092
10	Op-Suomi	Pienyhtiöt	 	 	 	 	 	 	 456	247	 	 1,012
11	Hartwall	Capital	Oy	Ab	 	 	 	 	 	 	 424	260	 	 0,941
12	 Sr	Danske	Invest	Suomi	Yhteisöosake		 	 360	000	 	 0,799
13	 Thominvest	Oy	 	 	 	 	 	 	 	 	 234	000	 	 0,519
14 Fondita Equity Spice Placeringsfond   210 000  0,466
15	 Seb	Finland	Small	Cap	 	 	 	 	 	 	 132	000	 	 0,293	

Source:	www.verkkokauppa.com/fi/investors/osakkeenomistajat



Share development (21.10.2015)



Web visits comparison

• Verk.com vs Gigantti 
 Sep -15, +80%
• Verk.com vs Gigantti 
 Sep -14 +50%

• Verk.com vs Expert 
	 Sep	-15,	+571%
• Verk.com vs Expert 
 Sep -14 +510%

Verkkokauppa.com



Shopping expected to increase in most popular webstores 
Over 5% of consumers net2 to shop more at Tori.fi, Ebay and Verkkokauppa.com
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Verkkokauppa.com



Verkkokauppa.com
• Verkkokauppa.com is the best known, most visited
 and largest online retailer in Finland.

•	 Verkkokauppa.com	is	profitable	and	operates	with	much	
	 lower	fixed	costs	compared	to	other	e-tailers	and	especially
 traditional retailers - thanks to its strong concept.

• The company aims to grow its market share in its existing 26 
 categories, as well as to launch new main categories and add new 
	 profit	streams	such	as	consumer	financing	and	a	C2C	marketplace.

• Verkkokauppa.com is capable of competiting against all other 
	 e-tailers	and	retailers	using	its	lower	fixed	costs	percentage	and	
 excellent trust amongst Finnish consumers.

•	 Samuli	Seppälä	(CEO)	owns	49.9%	of	the	company.



Upcoming events:
• Q4/2015, Friday 12 February 2016
• AGM, Tuesday 15 March 2016
• Q1/2016, Friday 22 April 2016
• Q2/2016, Friday 5 August 2016

Quick links:
• Investors English Summary - www.verkinvest.com
• Company Releases mailing list in English - www.joinverk.com
• Company Investor Webcasts - www.verklive.com

Contacts:
•  Samuli Seppälä, CEO, samuli.seppala@verkkokauppa.com
•  Jussi Tallgren, CFO, jussi.tallgren@verkkokauppa.com
•   investors@verkkokauppa.com

Q&A



Product highlight - Advent Calendars!
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