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WE HELP EVERYONE ENJOY AMAZING TECHNOLOGY
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Easy to find
• Strong omnichannel offering

• Live shopping online

• Touch & Feel shopping

• Right products 

• Great advice

• Sustainability info on products

Easy to buy
• Right price & price match

• Buy & Try 

• Flexibility

• Customer protection

Easy to enjoy
• Support & service, in store, online or 

at home 

• Maintain, spare-parts & repair 

• Trade-in

• Help to recycle

Easy to get
• Instantly in store 

• Click & Collect

• Home delivery 

• Flexibility

• Installation & set-up
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No one is better positioned than Elkjøp to help the customer all the way
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A range 
of drivers dictates 
why we have an 

ambitious 
sustainability 

strategy
Investors set high requirements and standards
• Cost of capital will depend on sustainability performance
• Investors are already evaluating risks and credible plans going forward

EU keep making regulations ever stricter
• Requirements on collection and recycling getting stricter continuously
• Eco-design requirements force producers to design to circularity
• Right to repair will force producers to focus on spare parts and repairs

Customers deselect unsustainable brands
• 2/3 of Nordic consumers say sustainability impacts buying decisions*
• 1/3 of Nordics willing to pay a premium for sustainable products*
• No one has taken the position as the sustainability leader in the Nordics

Current supply chain is unsustainable
• Electrical waste is the fastest growing waste stream in the world
• Vital commodities used in electronics are being depleted, risk for volatile prices

Circularity – good for business and planet
• Margins on re-used products and circular services are in many cases higher
• Suppliers expected to look for partners in repairs and product-as-a-service

*) Source: Kantar



4

80% 
of our colleagues say 

sustainability is of high 
importance to them

62% 
believe it is 

important to 
our customers

70% 
have gotten 

questions related 
to sustainability 
from customers

Source: Internal Elkjøp survey February 2020
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Make it easier for 
customers to make 
more sustainable 

choices

Challenge our suppliers to 
focus on more sustainable 

products and 
Help them to tell their 
‘sustainability stories’ 

As a retailer, we know that the biggest impact 
we can have is leveraging our role as retailer to 

bring out the best in suppliers and customers 
when it comes to sustainability. 

What is the role of retail? 



WE HELP EVERYONE ENJOY AMAZING TECHNOLOGY
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HAPPY OR NOT

5 0 
BRAND LIKING

5
ANNUAL G ROWTH%

14
COST%

74
ENG AG EMENT

Services 
& insurance

B2B Kitchen

4
EBIT%

S trategic GROWTH AREAS

Seamless shopping 
experience

Strive to surpass customer expectations 
and build long term customer relationships

Deliver continued profitable growth over timeCapable & committed 
colleagues

Market leader in green 
consumption

Right products 
right price

Fast & flexible 
deliveries

Easy to shop

The only one I need within electronics Key to delivery on vision and/or financial targets

Help all the 
way

Online 

Our mindset & values

TARGETS

ENGAGED • RESPONSIBLE • EFFICIENT 

Monthly payment & 
subscriptions

Customers 
for life

TRUSTED 
ADVISORS

0/1/100/100
Elkjøp g reen deal



1970 Today 2050

What is the problem? 
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Good for the Customer 
Good for the Planet

Good for Elkjøp



THANK YOU!
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