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ÅMost customer-oriented and inspiring food 
stores with store-specific business ideas

ÅProfitable development of store network

ÅSeamless multi-channel customer 
experience

ÅDevelopment of the retailer business model 
as a competitive advantage

ÅSignificant growth in the  foodservice 
business

Kesko Group Strategy

We are the customers' preferred choice and the quality leader in the European trading sector
VISION

STRATEGIC 
FOCUS AREAS Profitable

growth
Business

focus
Quality and

customer orientation
Best digital

services
One 

unified K

Grocery trade Building and technical trade Car trade

ÅCountry focus with specified strategic 
actions

ÅThree customer segments served 
according their specific customer needs

ÅSynergies .within individual countries and 
between the operating countries

ÅOrganic growth and profitability 
improvement

ÅSelected acquisitions to win a chosen 
country and segment

ÅIncreasing business in cooperation with the 
Volkswagen Group

ÅIncreasing own service and mobility 
business

ÅBest customer experience .in all channels
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DIVISION 
PRIORITIES

VALUE The customer and quality Ęin everything we do

Sustainability and
combating climate

change



The power of consumers, data and mobile are changing
the business
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Increased consumer 
knowledge and power

Data and AI will 
change businesses 
significantly

Marketing 
technologies 
Are changing more 
rapidly than 
organizations

Globalization and 
platforms are 
changing customer 
expectation and 
competitive landscape

Positive customer 
experience is crucial 
in every touch point

Mobility Customers
are always online



AI, data and analytics 
are our best friends
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Our customer loyalty program is a great source of data

1.7million

customer encounters 
every day at our stores

(9/2019)

32.6 million

registered purchases 
per month

(9/2019)

3.5million

K-Plussa customers

40 %

of K Plussacustomers 
are known and we are 
able to reach them 
with personalized 
marketing

(9/2019)

17.6million

sfpfqp fk N JolrmÄp 
websites per month

(9/2019)

710 000
K Food application 
users who have 
logged in

(9/2019)

1800
stores in eight 
countries

1.2million

feedback from our 
customers at K Grocery 
stores and digital 
services

The memory 
of the K 
Retailer
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With Plussa, K-group accumulates both customer and purchase data. 
For everyday to be smooth and rich in experience
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Loyalty purchases
(Purchases and Plussa money)

Segmentations
(Life stage, CLV, Food habit ind. etc)

Product data at receipt row

Marketing consent ja messages
(Campaign, sent date, reaction)  

Customer data
(name, address, age, email)

Contact
(Customer contacts, newsletters)

Warranty
(product, time & place of purchase)

Card data
(primary, secondary)



In addition to Loyalty data, the K Group has a significant amount of 
product -, research-, web browsing-, competitor - and external data
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XXXXXX

XXXXXX

Web browsing data

Building and technical trade 
(K-Rauta& Onninen)

External data sources

Customer feedback 
(1,2 million/year, 2018)

Competitors

Open data

Partners                                              
(e.g. Plussa partners, suppliers)

Research and surveys
(e.g. K-community)



K-AI helps and inspires customers. It supports all our 
businesses in decision making and improves key processes
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K-AI use case examples/key processes
ÅAssortment planning
ÅPricing optimization
ÅHR processes 
ÅLogistics
ÅMarketing
ÅRisk management

Better decisions and efficient 
processes by K-AI 
Åsuggestions 
Åestimations
Åautomatisation

Ljmolsba `rpqljbo bumbofbk`b fk bsbov qlr`e mlfkq tfqefk `rpqljboÄp pelmmfkd glrokbv



PERSONALISED BENEFITS PERSONALISED SUGGESTIONS OWN RECIPES 
(RECOMMENDATIONS)

PERSONALISED SEARCH
OWN FAVORITES AND 
SMART SHOPPING LIST

RELEVANT CONTENT

What do we do with the data?
We create a more personalized customer experience
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Strong support for store specific business idea and 
data driven decision making (Example: Grocery trade, K retailers)

STRATEGIC DECISIONS

Strategic choices based on facts 

OPERATIVE DECISIONS

Day-to-Day operative decisions based on facts

K-retailer develop and manage systematically store specific business idea
= selections and services based on customer needs and competition.

K-retailer has access to relevant data
³ Nbv NSLÄp* U^khfkdp* Solar`q ibsbi a^q^
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New tools and K-AI are helping us to improve key processes Ę
operational efficiency (Example: Assortment planning, Grocery trade, K-retailers) 

DATA & RECOMMENDATIONS

QUICKER DECISIONS

New Tool for K-Retailers 2019 

PROCESS STREAMLINING

FROM INSIGHT TO BEST ACTIONS


