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Plantasjen, a pan-Nordic retailer of plants

Revenue by geography

Jan-Dec 2016 Revenue, NOKm

Revenue and Adj. EBITDA margin
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Plants & accessories

Plants and accessories are growing

Plants & 
accessories

72%

Other 
products

28%

P&A Other products

Revenue by product category

Jan-Dec 2016 Revenue, NOKm

Plants & Accessories revenue

3

NOKm

CAGR 
2014-2016:

3.2%



Established store network in all populated areas 

Garden centres: 54

Plant destination stores: 13

Small high-flow format stores: 7

Garden centres: 9

Plant destination stores: 1

Small high-flow format stores: 4

Garden centres: 35

Plant destination stores: 4

Small high-flow format stores: 4

Distribution centre
Plantasjen store

Alsmeer distribution centre

Westerstede distribution centre



Plantasjen is more than 2 times bigger than the next competitor 
in a very fragmented market

Top 10 Nordic market participants(1)

Estimated market shares by revenue

Blomsterlandet Mester Grønn Hageland Bo Grönt S-Group InterfloraICA Coop Sweden K-GroupPlantasjen

11%

(1) Market Overview, 2014 with regard to Plantasjen’s comparable addressable market in the 
Nordics: plants (cut flowers, indoor plants, outdoor plants) and accessories (pots and planters 
and garden care) and garden equipment. S-Group and K-Group refer to grocery part of the 
business. 
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Large and attractive Nordic plant market

Plantasjen’s 
estimated market 

share by revenues in 
the Nordics (2)

3%

9%

17%

(1) Market Overview, with regard to Plantasjen’s comparable addressable market in the Nordics: 
plants (cut flowers, indoor plants, outdoor plants) and accessories (pots and planters and garden 
care) and garden equipment 2015. 

(2) NOK and SEK converted at constant rate (EUR/NOK 8.3 and EUR/SEK 9.1) on 2014 figures. 

Estimated Nordic plant market revenue (2015)(1)

EURm
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Plantasjen – consumers first choice for plants
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“Which of the following stores or chains would you consider visiting or shopping in for Plants and Flowers?”

FinlandSwedenNorway

Notes: Survey conducted by NORM based on 496 respondents, 2015 Notes: Survey conducted by NORM based on 552 respondents, 2015 Notes: Survey conducted by NORM based on 522 respondents, 2015

Source: Company information, NORM



Unique elimination of middlemen in the supply chain based on 
superior volumes

Typical plant retailer / Majority of Plantasjen’s cut flowers Majority of Plantasjen’s plants (excluding cut flowers) 

Dutch auction Cutting 
unnecessary 

intermediaries

Breeders/Grower (soil, fertiliser, seed)

Producers

 The Dutch auction, FloraHolland, has appr.2,200 customers worldwide 
and trades over 20m plants every day

 Plantasjen maintains quality of products through its integrated 
supply chain as result of reduced lead time and greater influence on 
product innovation 

Retail store/Plantasjen

Breeders/Grower (soil, fertiliser, seed)

Wholesale/Importers

Domestic 
producers

Foreign producers

Wholesale 
exporters

Distribution Centre



Our starting point

• Leading garden center concepts in Europe

– Established infrastructure in Norway, Sweden and Finland

– Long history of stable profit level

– Long history of stable positive cash flow

• Industry leader in Plants in Scandinavia

– #1 perception in Scandinavia

– #1 in volume in Scandinavia

• Leading supply chain in plants

– Supply chain of plants with high degree of control based on eliminated middle steps

• Leading expertise in plants combined with senior retail competence

– Underdeveloped industry

• Destination formats

– Low access

– Peak dependency



The world around us

• Change in how people live

• Increase in consumption of plants

• Change in how people shop

• Indoor plants and cut flowers are +60% of the total plant market



OUR MISSION

“TO IMPROVE LIFE 
WITH PLANTS FOR THE 

MANY” 
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other products



Tomorrow: The leading brand for plants

Plantasjen’s 
garden 
centres

Plantasjen’s 
small high-
flow format 

stores

E-commerce

Grocery 
chains

DIY chains

3rd party 
garden 
centre 
chains

Plantasjen’s 
plant 

destination 
stores

3rd party       
E-com

Service Community



Three pillared growth strategy

Unique offering based
on customer insightA Omni-channel with 

optimal accessCIndustry leading supply 
chain of plants(1)B

Service providers

Plantasjen’s 
garden 
centres

Plantasjen’s 
small high-
flow format 

stores

E-commerce

Grocery 
chains

DIY chains

Garden 
centre 
chains

Plantasjen’s 
plant 

destination 
stores

Plantasjen’s focus is on plants and 
how to improve access for the broader 

population

Plantasjen is diverting from the 
traditional path and disrupting the 

supply chain

Tailoring Plantasjen’s product offering for 
the many and facilitating that every 

product has a purpose is key to the future 
success of Plantasjen

Breeders

Growers

Indoor pot prod.

Soil prod.



Not only for window dressing

Unique offering based on customer insightA



You don’t need a green thumb

Unique offering based on customer insightA



In small spaces

Unique offering based on customer insightA



Three pillared growth strategy

Unique offering based
on customer insightA Omni-channel with 

optimal accessCIndustry leading supply 
chain of plants(1)B

Service providers

Plantasjen’s 
garden 
centres

Plantasjen’s 
small high-
flow format 

stores

E-commerce

Grocery 
chains

DIY chains

Garden 
centre 
chains

Plantasjen’s 
plant 

destination 
stores

Plantasjen’s focus is on plants and 
how to improve access for the broader 

population

Plantasjen is diverting from the 
traditional path and disrupting the 

supply chain

Tailoring Plantasjen’s product offering for 
the many and facilitating that every 

product has a purpose is key to the future 
success of Plantasjen

Breeders

Growers

Indoor pot prod.

Soil prod.



Disrupting the industry supply chain 

Elimination of middlemen in the supply chain

Industry leading supply chain of plantsB

Typical plant retailer / Majority of 
Plantasjen’s cut flowers

Majority of Plantasjen’s indoor and outdoor plants

Retail store/Plantasjen

Breeders/Grower

Wholesale/Importers

Domestic 
producers

Foreign producers

Wholesale 
exporters

Dutch auction

Cutting 
unnecessary 

intermediaries

Breeders/Grower

Service providers

Cutting 
unnecessary 

intermediaries

Breeders/Grower

Domestic 
producers

Foreign producers

 Where Plantasjen used to be and most of 
the industry is today

 Where Plantasjen is heading Where Plantasjen is presently

19

Distribution CentreDistribution Centre



Several key initiatives in process to improve the supply chain

Indoor plant material directly from source via service provider to the Plantasjen stores; cutting out several steps

20

Plant material 
sourced by 

Plantasjen in 
Central America 

and China

Service provider: 
Potting, nursing and 
making the product 
ready to sell on 
behalf of Plantasjen

Industry leading supply chain of plantsB



Three pillared growth strategy

Unique offering based
on customer insightA Omni-channel with 

optimal accessCIndustry leading supply 
chain of plantsB

Service providers

Plantasjen’s 
garden 
centres

Plantasjen’s 
small high-
flow format 

stores

E-commerce

Grocery 
chains

DIY chains

Garden 
centre 
chains

Plantasjen’s 
plant 

destination 
stores

Plantasjen’s focus is on plants and 
how to improve access for the broader 

population

Plantasjen is diverting from the 
traditional path and disrupting the 

supply chain

Tailoring Plantasjen’s product offering for 
the many and facilitating that every 

product has a purpose is key to the future 
success of Plantasjen

Breeders

Growers

Indoor pot prod.

Soil prod.



Increased access 2017

Plantasjen’s 
garden 
centres

Plantasjen’s 
small high-
flow format 

stores

E-commerce

Grocery 
chains

DIY chains

3rd party 
garden 
centre 
chains

Plantasjen’s 
plant 

destination 
stores

3rd party       
E-com

Service Community

Plant destination:
1 conversion
6 new stores

Small high flow:
4 new stores

E-com project: 
To be initiated during 
2017, e-com manager 

recruited

Acquisition SABA Blommor:  
Closed May 22nd

Wholesale Y:
Discussion ongoing

Garden center: 
1 relocation

Wholesale X:
Discussion for 2018 

initiated 

Omni-channel with optimal accessC



Q1 2017
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Financial Summary – Q1 2017

Actual Last year

MNOK Mar YTD Mar YTD Act/LY

Net sales 501 490 102

EBITA -144 -164

EBITA margin -28,7% -33,5%

Operative cash flow -266 -286

Q1 sales-record despite late Easter and mild January-February



New solutions

Unique offering based on customer insightA



New solutions

Unique offering based on customer insightA



New products

Unique offering based on customer insightA



Improved supply chain, leading to an improved offer

Industry leading supply chain of plantsB
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New stores/channels and sales distribution
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Omni-channel with optimal accessC



• WHY

– Leap into a multi channel structure – from a garden center to leading brand for plants

– Gain competence for concession/service provider in grocery environment 

– Take advantage of, and create better conditions for, our industry leading supply chain

– Model does not exist in Norway and Finland where grocery sales of plants is less developed but growing fast

• WHAT

– Acquisition of Saba Blommor

– Integrate supply chain processes

– Introduce a unique widths of plants

– Expand concept/processes under the Plantagen brand, across all markets (existing and new), using our supply, 
distribution and store network

– Closing Q2 2017

Omni-channel with optimal accessC
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