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Siden tredje kvartal 2010  ha r  

andelen net t sa lg i USA steget fra 

4 ,2 t i l 11,2 prosen t , og t r enden  

ventes å for tset te i det neste t iå ret . 

Markedslederen Amazon er alle-

rede verdt over 8.000 m illiarder  

kroner, nesten t re ganger så m ye 

som  den  globa le kjøpesentergi-

ga nt en  Wa lm a r t . T il sa m m en-

lign ing har Statens pensjonsfond 

– u t land r undt 10.000 m illiarder  

kroner på bok.

Overgangen fra fysiske t il digi-

ta le but ikker har gjor t J eff Bezos, 

Am a zon s gr ü n der, t i l ver den s 

r ikes t e per son . Sa m t id ig er  en  

rekke fordum s vin nere i handels-

sekt oren  blit t  t il t apere. I 2019 

m åt te blant andre Barneys New 

York, Payless ShoeSource, Diesel 

og Forever 21 kaste inn håndkleet . 

Konkur ransen fra net tbut ikkene 

var blit t for hard, og det gikk ikke 

len ger an  å  dr ive løn nsomt . Sel-

skapen e ble n ødt  t i l å  søke om  

kon kursbeskyt telse. En kelte har  

nedska ler t og restrukturer t , m ens 

andre helt har lagt ned virksom-

heten.

I alt gikk 23 a m er ika n ske bu-

t ikkjeder kon kur s i 2019, m en s 

ta llene for 2018 og 2017 var hen-

holdsvis 17 og 20. Sysselset t ingen  

i USAs handelssektor har beveget  

seg i m otsat t  retn in g. E t ter å h a 

s t eget  jevnt og t r ut t  i 70 å r, be-

gynte bem an n ingen å fa lle t idlig 

på 2000 -ta llet . Siden januar 2017 

har anta llet but ikkjobber sun ket  

fra 15,94 til 15,80 millioner.

USA har imidlertid ba re r undt  

4 prosent av verden s befolkn ing. 

Hvordan stå r det t il med de øvr i-

ge 96 prosentene? Styrer også de 

un na but ikkene? Ikke a llt id. For  

eksempel har Walm ar ts interna-

sjona le inntekter steget fra 116,1 

m illiarder dollar i regnskapså ret  

2017 t il 120,8 m illia rder to å r se-

nere. En annen gigant , Costco, har  

økt inntektene fra ut landet med 

19 prosent på to år.

I mange vekstmarkeder ser vi 

en  ut viklin g i-landene opplevde 

sen t  på 190 0 -t a llet . Folk velger  

enorme forretninger med et stort 

ut va lg billige va rer, i s t edet  for  

den lille spesia lbut ikken på hjør-

net . Samtidig t rekkes en voksende 

m iddelkla sse m ot  ut en landske 

m erkeva rer  og m oder ne kjøpe-

sent re. Net thandel er  en n å ikke 

utbredt , delvis fordi en høy andel 

av befolkn ingen utelukkende be-

nyt ter kontanter. Upå litelige post-

t jenester og utst rakt net t svindel 

er andre utfordringer.

Det eksisterer imidlertid f lere 

unntak, sæ rlig i Sørøst-Asia. Ki-

nesiske Alibaba har en m arkeds-

verdi t ilsvarende over 5.000 m illi-

arder kroner og stå r a lene for m er  

enn halvpar ten av Kinas net tsa lg. 

I de første elleve m ånedene i 2019 

ut gjorde landet s sam lede net t-

handel dessuten over en femdel av 

deta ljhandelen – langt mer enn i 

USA. Vekst takten i net tsegmentet  

var også over dobbelt så høy som i 

butikkene. Statistikken omfatter 

neppe a lle Kinas sm å forretn inger, 

men den er likevel imponerende.

Her i landet  s er  vi de sa m m e 

t r en den e. Va r eh a n delen s sys-

selset t in g har siden 2008 fa lt  fra 

rundt 376.000 t il 353.000 perso-

ner. Dessuten  viste en undersø-

kelse fra Norges Bank i desember 

at sektoren for første gang siden  

den globa le finanskr isen i 2008-

2009 opplever  fa llende akt ivitet . 

Bransjen t ror selv de då rlige t ide-

ne vil for tset te og peker på press 

fra net thandel, grensehandel, et  

stør re fokus på svinn , samt at f lere 

går t il kafeer og restauranter i s te-

det for å lage mat hjemme.

Netthandelen er derimot i med-

vind. På fjorå ret s Black F r iday var  

net tsa lget opp m ed 19 prosent fra 

sam m e dag å ret før. For tsat t  hen-

ger vi imidlertid etter, i forhold til 

Kina og USA: Den seneste stat i-

sikken fra SSB viser at bare r undt  

fire prosent av deta lhandelen gjø-

res via nettet.

Amerikanske butikker sliter, som følge 
av stadig større netthandel. Mange 
andre land henger etter, men er snart i 
samme situasjon

Butikkdøden

i morgen: kr edit t

BØRS & MARKEDER

Bilkalkulat or

STENGER:

I Kina har andelen nettsalg steget til over en femdel

ThomaS h i l mERSEN 
t h om as.h ilm er sen @fin a n savisen .n o 

Dramatic transformation of the retail landscape ongoing



The strong market fundamentals provide a double opportunity

Opportunity for StrongPoint

E-commerce

1. In-store: Pressure on brick 

& mortar retailers’ margin

Technology solutions in-store to 

improve retailers’ productivity and 

hence uphold margins

Retailers’ needs

2. Incumbents: Pressure to 

establish online presence

World-class e-commerce solutions 

for picking and delivery



Well positioned to provide in-store technology solutions

Self checkout

ESL

Vensafe

Workforce management systems 

Cash management 

Pick & Collect

Click & Collect lockers



Operational and backend choices in grocery e-commerce

Picking

Delivery

In store

In warehouse 

(dark store)

Home Pick-up in store Pick-up away from store

Note: Other choices include passive and active cooling

Automated

(micro ffc)

Automated

(cfc)

Manual

Manual

N/M

N/M

StrongPoint today
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Revenue

MNOK

596
719

20162012 2013 20192014

951

1146

20182015 2017

829

1120
1068

1112

EBITDA excl. IFRS effects

MNOK

40
54

61

91

112

52
67 75

20182012 20142013 2015 20172016 2019

H2 2018 & 2019: Focus

New leadership, incl. CEO, CFO, SVP technology, 
SVP E-commerce, SVP people & organization 

360 review, including organizational structure, 
culture, and retail technology focused strategy

Cost reduction: 30 MNOK as of 1.1.2019

Conversion of offices in Malaysia, Russia, Belgium, 
France and Germany to partner offices 

Expansion of proprietary solutions and in-licensed 
technology

A solid platform for leveraging on retail opportunities
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Cash security

Labels

A more detailed presentation of retail segments 

In-store productivity

Pick & Collect, Click & Collect lockers, delivery solutions

Retail 

technology

CashGuard, Compact, Unico

Solutions

E-commerce

Other

Business areas 

Segments

Electronic Shelf Labels (ESL), ShopFlow logistics, scales 

and wrapping systems, workforce & task management

POS, ERP and other solutions

Self checkout, self scanning, VensafeCheck out efficiency

Cash Management

Mini and Maxi Q-Case, Maxi Q-Collector

ATM Security

Cash In Transit

Cassettes, Racks and SoftCar Products

Industry spesific labels

Other

Profile labels, Transparent labels, Duo labels, Embellishment

RFID, Printers, Transport labels



Strong revenue mix…

36%

20%
5%

5%

6%

15%

12%

Checkout efficiency

Cash security

E-commerce

Cash management

In-store productivity

Labels

Other retail technology

Revenue 2019

100% = MNOK 1,112 Retail technology



36%

21%

8%

5%

17%

11%

… creates a solid platform for growth

Retail technology

Cash management

In-store productivity

Cash security

EBITDA 2019 excl. IFRS

100% = 75 MNOK

Check-out efficiency

Labels

2 % Other retail technology

E-commerce



A solid base of recurring revenues 

Revenue 2019

100% = 1,112 MNOK

70%

17%

8%

5%

Non-recurring revenue

Service agreements

incl. licenses

Service ad hoc

Installation

Rentals (0.5)

Recurring revenue



27%

22%

15%

6%

15%

12%

Strong and diverse position in key growth markets 

Revenue

2019

1100 MNOK (100%)

Labels

Cash Security

Sweden

Baltics

Norway

Retail

technology

Largest countries/solutions (not exhaustive)

Russia, Belgium, France, Norway, Sweden

Sweden, Norway

ESL, cash management, Vensafe, Scales, E-commerce solutions

ESL, E-commerce solutions, Vensafe, Scales, cash management

Self checkout, Vensafe, POS, ERP, E-commerce solutions

Cash management
Cash management, E-commerce solutions, ESL

3 %Other
Spain



Solutions Typical cash flow profile components

HW sale + installation + SW License fee + support fee

HW sale + monthly user fee

HW sale + service & support fee (+labels)

Implementation + share of annual contract value

HW sale + installation + SW License fee + service & support fee

As-a-service: Rental fee, subscription-based SaaS

Check-out efficiency

HW sale + installation + service & support fee

HW sale + installation + service & support fee

E-commerce

Pick & Collect

C&C lockers

SW License fee + implementation + per pick fee + HW sale

SW License fee + HW sale + installation + service & support fee

Attractive cashflow profile with solid base of recurring revenues

ESL

ShopFlow logistics

Scales

WFM

In store productivity

Cash management

Self checkout

Vensafe



NORWAY
Rælingen and Tangen

Number of employees ~ 80

SWEDEN
Täby, Kista, Mölndal, Malmø, Grums and 

Skellefteå

Number of employees ~ 220

LITHUANIA, LATVIA AND ESTONIA
Vilnius, Riga and Tallinn

Number of employees ~ 170

SPAIN
Madrid, Barcelona and Gijón

Number of employees ~ 35

1) Outside Europe: USA, Malaysia, Australia and South Africa 

Focused organisation in key markets

Retail technology – key markets

Retail technology - partners in Europe1

Cash security

Labels

A

B A

B

A

B

A
A

A

AA

A
A

A

A

A
A



Norway
Sweden (incl 

E-com)
Baltics Spain/ EMEA

Technology & 
supply chain

Cash security Labels

Per 

Haagensen

Amanda 

Cremon*
Rimantas 
Mažulis

Göran 

Thörn

Julius 

Stulpinas
Lars-Åke

Köpper

Leif 

Persson

Erik Vaag 

Jacob Tveraabak

E-com int. 
sales

CEO

Hilde Horn 
Gilen

CFO
SVP people & 
organization

Retail technology

Trond 

Kongrød

Leadership organisation

* As per July 1, 2020
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Significant growth potential for retail technology

Our strong position in grocery retailing provides significant spillover 

effects to other retail verticals   



Introducing financial ambitions for organic growth

NOK 2.5 bn in 2025

EBITDA 13-15%



Build-up of 2025 revenue ambition 

150

200

250

Cash Security
2019

200

Cash 
management

In-store 
productivity

E-commerce 2025

1 100

2 500

400

Revenue

MNOK

Labels

150
50

Other retail 
technology

Check-out 
efficiency

Retail technology



Roll-out of 

proprietary 

technology in 

selected

markets3

Strong local 

expertise and 

presence in key 

markets2

Market access 

platform for 

global 

technology 

providers in key 

markets4

Best-in-class 

sales, service 

and support

Profitable 

growth, cost 

control and a 

solid balance 

sheet

I II III IV V

1 Organic growth ambition 
2 Norway, Sweden, the Baltics and Spain

3 Cash Management solutions in e.g., Italy and Greece, and E-commerce solutions globally
4 The Nordics and the Baltics

- leveraging the arising opportunities within e-commerce and in-store technology 

YEAR

2025
EBITDA%

13-15%

2025 ambitions

BNNOK

2.5
REVENUES

1

Helping retailers to stand out, sustain growth and spur productivity
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1 Organic growth ambition 
2 Norway, Sweden, the Baltics and Spain

3 Cash Management solutions in e.g., Italy and Greece, and E-commerce solutions globally
4 The Nordics and the Baltics

- leveraging the arising opportunities within e-commerce and in-store technology 

YEAR

2025
EBITDA%

13-15%

2025 ambitions

BNNOK

2.5
REVENUES

1

Helping retailers to stand out, sustain growth and spur productivity



I. Strong local expertise and presence in key markets 

Sales Field service

Support Solutions experts

500
employees

6
countries

approximately



RFID labels

Overall Labels market

EU volume market growth 2018-2023 

Steadily growing global market to reach USD 3.5 billion in 

2022

Security printing

Solid underlying drivers in the self-adhesive label market~4-5% p.a.

+140% 

~5-6% p.a.

I. Labels: Market development and growth opportunities



1 Organic growth ambition 
2 Norway, Sweden, the Baltics and Spain

3 Cash Management solutions in e.g., Italy and Greece, and E-commerce solutions globally
4 The Nordics and the Baltics

- leveraging the arising opportunities within e-commerce and in-store technology 

YEAR

2025
EBITDA%

13-15%

2025 ambitions

BNNOK

2.5
REVENUES

1

Helping retailers to stand out, sustain growth and spur productivity

Roll-out of 

proprietary 

technology in 

selected

markets3

Market access 

platform for 

global 

technology 

providers in key 

markets4

Best-in-class 

sales, service 

and support

Profitable 

growth, cost 

control and a 

solid balance 

sheet

Strong local 

expertise and 

presence in key 

markets2

I II III IV V



II. Roll-out of world-class proprietary technology

B. CashGuard systemA. E-commerce offering



II. Roll-out of world-class proprietary technology

A. E-commerce offering



II A. What do we mean with grocery e-commerce technology?

VIDEO



SOURCE: DLF, Delfi and HUI: Dagligvarekartan; Dagligvarefasiten (Nielsen); IGD

II A. Strong position in high growth markets

6%1%0% 3% 4%2% 5%

Penetration of online grocery retail 2018, % out of total grocery sales

2018-2022 annual online grocery growth, %

0%

5%

10%

15%

20%

25%

30%

35%

Size of bubble reflects total 2018 grocery market



II A. Market characteristics of grocery e-commerce

Customer behavior and 

capex levels of 

automated picking 

solutions are working in 

favor of manual picking –

at least in the start and 

maturing phase of 

grocery online

Illustration of typical demand for online groceries throughout the week

Average

~35-45%

Number of SKUs picked per day as % of Monday



In-store manual picking
Dark store manual 

picking

Automated picking 
(micro fulfillment 

and/or central 
fulfillment center)

Evolution over time, with market maturity

Picking

Home

Pickup in store 

(C&C)

Pickup elsewhere 

(mobile C&C)

Delivery RuralUrbanCity

II A. Not one silver bullet defining the solution for grocery 
E-commerce

1

1. Applicable for summer/winter destinations



II A. Pick & Collect and Click & Collect lockers

Pick & Collect

Click & Collect lockers

Rolled out more than 200 Click & Collect lockers in 10 

countries in Europe

First supplier to offer Click & Collect solution locker on 

wheels – mobile Click & Collect lockers

2 types of lockers including different temperature zones:

- Grocery: ambient, chilled, frozen

- Non-food: ambient

Complete end-to-end E-Commerce logistic solution

Full mobility at all times with wireless hardware and 

handsfree picking to increase picking speed

Grocery retail focus; especially developed for increased 

single item picking efficiency and multi-order picking



II A. Significantly stepping up international e-commerce sales

Key countries for StrongPoint

Own personnel

Additional E-commerce growth countries

Primarily partners



II. Roll-out of world-class proprietary technology

B. CashGuard system



II B. CashGuard secures employees, assets and customers

Key functionalities and characteristics

Control: StrongPoint's cloud-based software provides real-time 

information regarding cash levels at every cash point, in every

store and even throughout the retail chain

Flexibility: StrongPoint offers systems suitable for all kinds of

customers, large and small, both cashier and consumer

operated

Speed: StrongPoint offers the fastest system on the market

Availability: StrongPoint offers custom payment methods for all 

types of customers, including rental and breakdown of total sum

Distributor's policy: Unlike many of its competitors, StrongPoint

trains its distributors to handle sales, service and repairs



II B. Cash will remain key payment solution for years to come 

Payment methods for a selected set of countries, % of cash to business C2B

Year

C2B cash usage, % of total

SOURCE: McKinsey Global Payments Map 2017, team analysis

2120162015 17 2418 2219 23 2025
0

10

20
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50

40

60

70

80

90
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II B. thorough screening of countries for CashGuard has been conducted

Assess fundamental market

demand: Assess countries

based on future cash usage

1

Size of
economy

C2B cash 
usage in 

2022

Variables of interest

Worldwide selection of 35 

countries

Assess fundamental market demand Determine need for Cashguard Country specific risk assessment1 2 3

Cash usage

development

(2018-2022) 



Assess fundamental market

demand: Assess countries

based on future cash usage

1

Variables of interest

Worldwide selection of 35 

countries

Cashier
labour
costs

C2B 
cash 

usage 
in 2022 

Variables of interest

Worldwide selection of 14 countries

Mitigation of theft: Determine need

for CashGuard to make cash 

transactions and handling more 

secure

2B

Variables of interest

Worldwide selection of 15 countries

Cost reduction: Determine

the need for CashGuard to 

reduce labour costs

2A

II B. thorough screening of countries for CashGuard has been conducted

Assess fundamental market demand Determine need for Cashguard Country specific risk assessment1 2 3

Gini 

coefficient

Juridical 

efficieny

Size of
economy

C2B cash 
usage in 

2022

Cash usage

development

(2018-2022) 



Assess fundamental market demand Determine need for Cashguard Country specific risk assessment1 2 3

Assess fundamental market

demand: Assess countries

based on future cash usage

1 3

Country specific risk asessment: Pin-

point countries of higher risk for 

rapid cash usage decline or low

purchasing power

2017 Merchant discount rate for 

credit and debit cards
3A

Variables of interest

Low purchasing power3b

Variables of interest

Worldwide selection of 24 countries

Worldwide selection of 24 countries

High cost of credit/debit card

payments (high MDR), increases the

risk of a future accelerated cash 

usage decline

Low purchasing power

indicates that only a small

portion of costumers in 

the market can afford

buying CashGuard

Cost reduction: Determine

the need for CashGuard to 

reduce labour costs

2A

II B. thorough screening of countries for CashGuard has been conducted

Variables of interest

Worldwide selection of 35 

countries

Cashier
labour
costs

C2B 
cash 

usage 
in 2022 

Variables of interest

Worldwide selection of 14 countries

Mitigation of theft: Determine need

for CashGuard to make cash 

transactions and handling more 

secure

2B

Variables of interest

Worldwide selection of 15 countries

Cost reduction: Determine

the need for CashGuard to 

reduce labour costs

2A

Gini 

coefficient

Juridical 

efficieny

Size of
economy

C2B cash 
usage in 

2022

Cash usage

development

(2018-2022) 



II B. Italy and Greece most attractive countries following Spain

1

Cash usage✔️ Cost reduction✔️ Mitigation of theft✔️

3

Cash usage✔️ Cost reduction✔️ Mitigation of theft✖️

Attractiveness

2

Cash usage✔️ Cost reduction✖️ Mitigation of theft✔️

2nd priority

3rd priority

1st priority 4th priority

5th priority

6th priority



Speed of cash 
handling

Durable/few
technical

issues

Software/
back-end 
solution

Top performer

Service

> Average

Easy

integration

and 

operation

= Average > Average

Cash 

validation

< Average

Value 

competitiveness

II B. CashGuard is the highest performing cash management 
solution



II B. Cash security: Growth within existing and potential new
markets

Number of countries introducing IBNS is 

steadily increasing

Once a country has made IBNS mandatory the 

annual replacement is low, since the products 

last for 5-10 years

In the years to come, Russia will continue to 

play an important role

Future identified key markets are the Middle 

East, North Africa and Central America

StrongPoint share of IBNS market

14%
16%

20%

2011 2017 2018



1 Organic growth ambition 
2 Norway, Sweden, the Baltics and Spain

3 Cash Management solutions in e.g., Italy and Greece, and E-commerce solutions globally
4 The Nordics and the Baltics

- leveraging the arising opportunities within e-commerce and in-store technology 

YEAR

2025
EBITDA%

13-15%

2025 ambitions

BNNOK

2.5
REVENUES

1

Helping retailers to stand out, sustain growth and spur productivity

Roll-out of 

proprietary 

technology in 

selected

markets3

Market access 

platform for 

global 

technology 

providers in key 

markets4

Best-in-class 

sales, service 

and support

Profitable 

growth, cost 

control and a 

solid balance 

sheet

Strong local 

expertise and 

presence in key 

markets2

I II III IV V



III. Market access platform for global technology providers in 
selected markets

Existing and confirmed partnerships with global technology providers



1 Organic growth ambition 
2 Norway, Sweden, the Baltics and Spain

3 Cash Management solutions in e.g., Italy and Greece, and E-commerce solutions globally
4 The Nordics and the Baltics
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Profitable 
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IV. Best in class sales, service and support



1 Organic growth ambition 
2 Norway, Sweden, the Baltics and Spain

3 Cash Management solutions in e.g., Italy and Greece, and E-commerce solutions globally
4 The Nordics and the Baltics

- leveraging the arising opportunities within e-commerce and in-store technology 
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presence in key 

markets2
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V. Profitable growth, cost control and a solid balance sheet

Profitable growth Balance sheet

Continuous cost 

improvements

Investments in products, 

competence and marketing

Positive cashflow from 

operations

No major capex 

investments needed in 

2025 scenario

Focus on driving sales, 

margins, pricing policies and 

supply chain management 

Cost control ESG

Safety and security is 

part of our core business

ESG reporting on material 

topics from 2019



Strategy requires minimal increase in CAPEX

Technology development will continue to be expensed.

HW-as-a-service to drive CAPEX based on installed base.

A few fixed assets investments related to Labels and Cash Security.

Cash conversion rate expected to continue as per today



Dividend at StrongPoint

1Subject to approval by General Assembly 2020

Ambition from Board 

of Directors:

Continue to increase 

the dividend forward

(Extraordinary)

1

0,25 0,30 0,35
0,45

0,50

0,50 0,55 0,60

1,00

2014 20192012 20152013 2016 2017 2018

1.50

Dividend
NOK per share
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Contributions from M&A comes in addition to NOK 2.5 bn 
ambition in 2025

Market access 

platform for 

global 

technology 

providers in 

key markets 

Roll-out of 

proprietary 

technology in 

selected

markets

Strong local 

expertise and 

presence in 

key markets
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2019 2025

E-commerce share

Summary of strategy update: Creating a NOK 2.5 billion retail 
technology company

Revenue

EBITDA margin

Recurring revenue

8.8%

25%

NOK 

1.1 

bn

NOK 

2.5 

bn

5%

13-15%

NOK 300 mill NOK 750 mill



Q&A


