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Boozt’s Current Outlook

How can Boozt increase customer loyalty, growth, and ultimately profitability within its Nordic department store 
model to grow revenue by 40% before 2027?

Acquire Cross-Sell Expand

43.6%
Revenue growth before 2027

Pre-Purchase
New customer data

218,310 kg
Carbon emissions saved

Mandate

Strategy

Impact

ViSenze, a company with 
image search technology

Higher-value, other 
category items based on 
predictive analytics

Distribution and fulfilment 
centers for efficient 
shipping

By following the ACE strategy, Boozt will be able to increase its revenue by over 40% while also working towards 
its new data and ESG goals
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Boozt is a leading player within the Nordic Department Store concept

The Company Today Values

Competitive Advantages Goals

# 1

Technology Sustainability People

Club Boozt

Nordic Brand Hub

Boozt’s strong loyalty program garnered 1 million members in just 
230 days, and offers tailored discounts to users

Boozt sells a broad range of products that are seamlessly aligned 
under the mid-market and premium categories

Internal data and 
media partnership

Care-For Strategy 
targeting ESG

Strong customer 
satisfaction

Increasing Cross-Category Sales

Collect Pre-Purchase Consumer Data

Boozt is a household name in fashion, but hopes to continue being the 
department store of choice for home, beauty, kids, and sports

Boozt acknowledges that earlier and higher-volume data collection are 
critical to attracting their customers

Household name 
for women and 
men’s fashion

Leading Nordic 
department store 
brand

Leader in Technology

Boozt is an early pioneer in innovative technology solutions, having had 
a strong vision to leverage technology and data
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Pain Points

Fashion-Reliant Revenue
70% of current product sales 
come from Boozt’s fashion 

segment, but this is expected to 
shift

Delivery Times
While most customers are 

satisfied with their products, a 
common source of frustration is 

late deliveries

Limited Pre-Contact Data
Boozt currently collects limited 

data prior to initial sales contact, 
but acknowledges its importance
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Boozt can turn its pain points into opportunities by leveraging its current strengths

Source: TrustPilot
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GoalsPain Points

Initiate contact with potential 
consumers prior to their sales, 

and leverage past data to cross-
sell their purchases

Leverage fashion brands and 
strong in-house data to convert 
users to multi-category buyers

Increase brand loyalty through 
directly pinpointing the pain 

points customers face
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OpportunityGoalsPain Points

Initiate contact with potential 
consumers prior to their sales, 

and leverage past data to cross-
sell their purchases

Leverage fashion brands and 
strong in-house data to convert 
users to multi-category buyers

Increase brand loyalty through 
directly pinpointing the pain 

points customers face

Fashion-Reliant Revenue
70% of current product sales 
come from Boozt’s fashion 

segment, but this is expected to 
shift

Delivery Times
While most customers are 

satisfied with their products, a 
common source of frustration is 

late deliveries

Limited Pre-Contact Data
Boozt currently collects limited 

data prior to initial sales contact, 
but acknowledges its importance

“Boozt has the internal 
capabilities necessary to 
overcome its pain points 
and follow an innovative 

path forward”

Th
re

e 
m

aj
or

 p
ai

n 
po

in
ts

Boozt can turn its pain points into opportunities by leveraging its current strengths

Source: TrustPilot
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Thorough market research reveals important implications for Boozt’s navigation of the 
online retail industry

Market Characteristics Market Data

Personalization
Consumers don’t just want, but 

expect to see more customized and 
tailored purchasing suggestions 

when shopping 

Convenience
Consumers are most often busy 

people with packed lifestyles, and 
prefer the ease of buying multiple 

items with just one click

Online Shopping
The consumer landscape is 

increasingly shifting online, and the 
one-stop-shop nature of online 

retail results in increased cart sizes

75%
of European consumers shop 

online

50%
of online consumers primarily look 

for convenience

consumers expect personalization 
when shopping online 

Sources: Statistisches Bundesamt, Shopify, McKinsey

4/5
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Thorough market research reveals important implications for Boozt’s navigation of the 
online retail industry

Market Characteristics Market Data Implications

The online consumer channel is the most 
important sales channel to capture market 
share and maintain market leadership to 

stay ahead of competitors

By providing consumers with personalized 
offerings in a non-invasive way, Boozt has 

the potential to convert prospective 
customers into buyers

Consumers are open and willing to 
accepting cross-selling or bundling 
promotions, provided the items are 

complementary to their needs

Personalization
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Age: 23

Occupational status: student

Location: Stockholm

Average frequency: 2.3 a year

Average basket size: 1,500 SEK 
(varying span: 1,300 – 2,000)

Karl is a moderate customer that will become an active customer 

Source: Boozt

Valuable and stable High value

Age: 23

Occupational status: student

Location: Stockholm

Average frequency: 6.3 a year 
(varying span: 3-11 times per year)

Average basket size: 1,525 SEK 
(varying span: 1,300 – 2,000)

66% 20%
of total 

customer base

of total 
customer base

Karl the moderate customer Karl the active customer
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What are the different options Boozt could pursue to tackle its pain points and achieve 
its goals? 

Cross-Category 
Products

Lifetime 
Customer Value

Pre-Purchase 
Data

Limited-Time 
Promotional Events

App & Supply Chain 
Infrastructure 

Aggressive European 
Expansion

After an extensive and thorough analysis, we have determined that improving the technological and supply chain infrastructure will be 
the most beneficial strategy for Boozt to increase customer lifetime value, cross-sell products, gain valuable data, and leverage its 

current internal capabilities.

Potential avenues

Brick-and-Mortar Pop-
Ups

Financial and 
Legal ViabilityImportance

Leveraging 
Capabilities
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Our ACE Strategy will allow Boozt to reach its goal of increasing cross-category 
purchases and high-value segments

App Acquisition

Of ViSenze
Easier search

By following the ACE strategy, Boozt will be able to increase its revenue by over 40% while also working towards its new data and ESG 
goals

Expansion

Of fulfilment and 
distribution centers to 
reduce shipping times  

Cross-selling

In Club Boozt
Predictive Bundling
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Acquiring ViSenze to incorporate visual search into the current e-commerce platform  

An image recognition and visual research engine that is comprised of 
an AI based visual search platform designed to improve e-commerce 
retail experience
• Optimize search engine (SEO)
• Smart recommendations
• Cross device experience

• Expected to grow at a 17.5% CAGR between 2019 to 2027
• Expected to generate $28,470m in revenue by 2027 

Sources: Globalnewswire, ViSenze

Why acquire  ?  

Strong preference for in-house capabilities

Pre-trained AI for instant product excellence

Product already GDPR-compliant due to UK use

Global visual search market
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Acquiring ViSenze to incorporate visual search into the current e-commerce platform  

An image recognition and visual research engine that is comprised of 
an AI based visual search platform designed to improve e-commerce 
retail experience
• Optimize search engine (SEO)
• Smart recommendations
• Cross device experience

• Expected to grow at a 17.5% CAGR between 2019 to 2027
• Expected to generate $28,470m in revenue by 2027 

Sources: Globalnewswire, ViSenze

Automated tagging process that organizes and tags images in the 
product catalogue based on their characteristics (color, size, type, 
brand, use). This allows for an improved, description-based search

Deep Tagging

Using an API, visual search enables customers to submit an image 
of an item, search for it online, and receive multiple similar 
recommendations 

Use a generalized taxonomy and adapts it to a specific taxonomy 
for each market. It can then be customized to each client based 
on how they tag their products for visual search 

Customized Taxonomy
Why acquire  ?  

Strong preference for in-house capabilities

Pre-trained AI for instant product excellence

Product already GDPR-compliant due to UK use

Visual Search

ImpactGlobal visual search market

• Additional source of data collection
• Increases the use of Boozt.com
• Generates media buzz for Boozt.com
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Our ACE Strategy will allow Boozt to reach its goal of increasing cross-category 
purchases and high-value segments

App Acquisition

Of ViSenze
Easier search

By following the ACE strategy, Boozt will be able to increase its revenue by over 40% while also working towards its new data and ESG 
goals

Expansion

Of fulfilment and 
distribution centers to 
reduce shipping times  

Cross-selling

In Club Boozt
Predictive Bundling
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Predictive Analytics 
Training Model

Leveraging new technology to cross-sell to other categories

How it Works

Collect and clean 
current data from 

customer purchases

Train model to describe 
and analyze data, 

learning consumer 
trends

Predict what customer
would buy in other 
categories based on 
customer behaviour
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Predictive Analytics 
Training Model

Leveraging new technology to cross-sell to other categories

How it Works

Collect and clean 
current data from 

customer purchases

Train model to describe 
and analyze data, 

learning consumer 
trends

Predict what customer
would buy in other 
categories based on 
customer behaviour

Boozt categories 

• Women
• Men
• Children
• Sport 
• Beauty
• Home

Leverage fashion success

Using our household name fashion 
presence to promote other segments

Why would customers be drawn to cross buying?

• Customers deeply want to take style inspiration from 
the picture they’ve seen

• Bundles are discounted compared to regular 
recommendations

• Visual search is more likely to be accurate compared to 
regular text search and is more user-friendly

• Educational advertising in the form of demos on social 
media and in real life would help convince customers of 
merits
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Convenience
Customers overall become 
more valuable through an 
increased AOV

Predictive Analytics 
Training Model

Discovery
Consumers learn about 
Boozt emerging 
categories 

Increase cross-selling
Converting clothing 
category shoppers to be 
multi-disciplinary

Leveraging new technology to cross-sell to other categories

How it Works Impact

Collect and clean 
current data from 

customer purchases

Train model to describe 
and analyze data, 

learning consumer 
trends

Predict what customer
would buy in other 
categories based on 
customer behaviour

Boozt categories 

• Women
• Men
• Children
• Sport 
• Beauty
• Home

Leverage fashion success

Using our household name fashion 
presence to promote other segments

Why would customers be drawn to cross buying?

• Customers deeply want to take style inspiration from 
the picture they’ve seen

• Bundles are discounted compared to regular 
recommendations

• Visual search is more likely to be accurate compared to 
regular text search and is more user-friendly

• Educational advertising in the form of demos on social 
media and in real life would help convince customers of 
merits
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Karl’s customer journey 

After remembering 
hearing about

Karl takes a picture of 
an outfit he sees on TV

1.
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Karl’s customer journey 

After remembering 
hearing about

Karl takes a picture of 
an outfit he sees on TV

Karl receives polo 
recommendations 
from

1. 2.
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Karl’s customer journey 

After remembering 
hearing about

Karl takes a picture of 
an outfit he sees on TV

Karl receives polo 
recommendations 
from

He chooses the 
highest percentage 
of accuracy and 
adds it to his basket

1. 2.
3.

+1
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Karl’s customer journey 

After remembering 
hearing about

Karl takes a picture of 
an outfit he sees on TV

Karl receives polo 
recommendations 
from

He chooses the 
highest percentage 
of accuracy and 
adds it to his basket

1. 2.
3.

4.
provides Karl with 
complementary 
cross-category 
products as a bundle

+1

+1

10% off 10% off

10% off 10% off
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Karl’s customer journey 

After remembering 
hearing about

Karl takes a picture of 
an outfit he sees on TV

Karl receives polo 
recommendations 
from

He chooses the 
highest percentage 
of accuracy and 
adds it to his basket

1. 2.
3.

4.
Karl decides to also 
purchase other 
products due to the  
bundling discount

5.provides Karl with 
complementary 
cross-category 
products as a bundle

+1

+1

10% off 10% off

10% off 10% off

+2+2
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Our ACE Strategy will allow Boozt to reach its goal of increasing cross-category 
purchases and high-value segments

App Acquisition

Of ViSenze
Easier search

By following the ACE strategy, Boozt will be able to increase its revenue by over 40% while also working towards its new data and ESG 
goals

Expansion

Of fulfilment and 
distribution centers to 
reduce shipping times  

Cross-selling

In Club Boozt
Predictive Bundling
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Delay Insights

• 33,023 reviews analyzed

• 1357 reviews regarding negative delivery

• 4.1% of total reviews

Sources: Trustpilot, Google Earth 

Scaling Boozt’s fulfilment centers to multiple locations will reduce delivery delays and 
increase customer loyalty   

Common sample 
review detailing
1) satisfied with 

offer but
2) disappointed with 

deliver time
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~17% of reviews are in Sweden/Denmark
~83% of reviews are in other markets with Nordics/Baltics 
disproportionally represented (~53%)

Delay Insights

• 33,023 reviews analyzed

• 1357 reviews regarding negative delivery

• 4.1% of total reviews

Sources: Trustpilot, Google Earth 

Scaling Boozt’s fulfilment centers to multiple locations will reduce delivery delays and 
increase customer loyalty   

Geographical Insight

Common sample 
review detailing
1) satisfied with 

offer but
2) disappointed with 

deliver time
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Takeaways

~17% of reviews are in Sweden/Denmark
~83% of reviews are in other markets with Nordics/Baltics 
disproportionally represented (~53%)

From Trustpilot, the biggest pain 
point was late deliveries

Scaling business needs and growth 
demand a new innovation

Delay Insights

Currently there is one mega 
fulfilment center in Ängelholm

• 33,023 reviews analyzed

• 1357 reviews regarding negative delivery

• 4.1% of total reviews

Sources: Trustpilot, Google Earth 

Scaling Boozt’s fulfilment centers to multiple locations will reduce delivery delays and 
increase customer loyalty   

Geographical Insight

Common sample 
review detailing
1) satisfied with 

offer but
2) disappointed with 

deliver time
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Increase in revenue
in ROE Q4 2023

Orders are delivered
within estimated 

delivery

Emerging problemsTakeaways

~17% of reviews are in Sweden/Denmark
~83% of reviews are in other markets with Nordics/Baltics 
disproportionally represented (~53%)

From Trustpilot, the biggest pain 
point was late deliveries

Scaling business needs and growth 
demand a new innovation

Delay Insights

Currently there is one mega 
fulfilment center in Ängelholm

• 33,023 reviews analyzed

• 1357 reviews regarding negative delivery

• 4.1% of total reviews

Sources: Trustpilot, Google Earth 

Scaling Boozt’s fulfilment centers to multiple locations will reduce delivery delays and 
increase customer loyalty   

Late Deliveries386K

95%

Geographical Insight

70%

Common sample 
review detailing
1) satisfied with 

offer but
2) disappointed with 

deliver time
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Fulfilment Centers

Heavily reduced shipping points to key 
markets

Modular fulfilment centers easily scalable 
and does not conflict with BFC 2.0 ambitions

Stock fulfilment centers with top 6000 
(0.01%) SKUs based on monthly sales data 

grouped by region

Sources: ProductsUp, The Everything Store (book), 
Commercial Appeal, DHL Freight

Strategic locations of new fulfilment centers 

Case Study: Amazon.com

After one fulfilment center in Seattle, 
Amazon opened a second in Nevada in 
1997, faced by fast growth to provide 
faster and more efficient shipping

In 2019: 98.9% on-time delivery rate
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Fulfilment Centers

Heavily reduced shipping points to key 
markets

Modular fulfilment centers easily scalable 
and does not conflict with BFC 2.0 ambitions

Stock fulfilment centers with top 6000 
(0.01%) SKUs based on monthly sales data 

grouped by region

Sources: ProductsUp, The Everything Store (book), 
Commercial Appeal, DHL Freight

Strategic locations of new fulfilment centers 

Case Study: Amazon.com

“Our ambition is to own the north” – Commercial Lead

Locations

Tallinn, Estonia serving the Baltic States and Finland

Poznan, Poland serving Central & Rest of Europe

After one fulfilment center in Seattle, 
Amazon opened a second in Nevada in 
1997, faced by fast growth to provide 
faster and more efficient shipping

In 2019: 98.9% on-time delivery rate
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Reduced 
shipping time in
target countries

Customer reviews 
addressed directly

Impact

Fulfilment Centers

2 
days

Heavily reduced shipping points to key 
markets

Modular fulfilment centers easily scalable 
and does not conflict with BFC 2.0 ambitions

Stock fulfilment centers with top 6000 
(0.01%) SKUs based on monthly sales data 

grouped by region

7190

Sources: ProductsUp, The Everything Store (book), 
Commercial Appeal, DHL Freight

Strategic locations of new fulfilment centers 

Case Study: Amazon.com

175,100m SEK
for fulfilment center

Investment“Our ambition is to own the north” – Commercial Lead

Locations

Tallinn, Estonia serving the Baltic States and Finland

Poznan, Poland serving Central & Rest of Europe 1st launch Baltic BFC

After one fulfilment center in Seattle, 
Amazon opened a second in Nevada in 
1997, faced by fast growth to provide 
faster and more efficient shipping

In 2019: 98.9% on-time delivery rate
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Revenue Impact

1 1 , 1 3 8 m  S E K  i n  2 0 2 6  N e t  S a l e s1

Our strategy generates significant revenue and environmental impact

-

2,000M

4,000M

6,000M

8,000M

10,000M

12,000M

2024 2025 2026

43.6%
Revenue Growth before 2027

12.8%
CAGR

Sources: ICE Analysis
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Revenue Impact

1 1 , 1 3 8 m  S E K  i n  2 0 2 6  N e t  S a l e s1 3

Our strategy generates significant revenue and environmental impact

-

2,000M

4,000M

6,000M

8,000M

10,000M

12,000M

2024 2025 2026

Cost Impact

6 8 8 m  S E K  i n  U p f r o n t  C o s t s2

43.6%
Revenue Growth before 2027

12.8%
CAGR

Fulfilment Centre (13%)

ViSenze Acquisition (87%)

Permitting Fees (<1%)

API Integration (<1%)

Sources: ICE Analysis
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Revenue Impact

1 1 , 1 3 8 m  S E K  i n  2 0 2 6  N e t  S a l e s1 3

E n v i r o n m e n t a l  I m p a c t3

Total Carbon Saved: 218,310 kg

Our strategy generates significant revenue and environmental impact

-

2,000M

4,000M

6,000M

8,000M

10,000M

12,000M

2024 2025 2026

Cost Impact

6 8 8 m  S E K  i n  U p f r o n t  C o s t s2

43.6%
Revenue Growth before 2027

12.8%
CAGR

Bundling Rate: 
5%
Average Bundle Size: 
2.5 items
Emissions per parcel: 
0.49 kg

64,055 km
Of vehicle commuting removed

Fulfilment Centre (13%)

ViSenze Acquisition (87%)

Permitting Fees (<1%)

API Integration (<1%)

Sources: ICE Analysis
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Acquisition Rationalization

8.8m SEK
Revenue in 2023

6.6x EV/Rev
SaaS acquisition multiple

Sources: Aventis Advisors, ICE Analysis
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Acquisition Rationalization

8.8m SEK
Revenue in 2023

6.6x EV/Rev
SaaS acquisition multiple

Customer Conversion from Single Category Required to Offset Acquisition Costs

3 Category

3,731
Customers

6 Category

7,206
Customers

5 Category

11,483
Customers

4 Category

22,721
Customers

55,033
Customers

2 Category

170K Members
Converted in 2023

Sources: Aventis Advisors, ICE Analysis
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Q4

Vi
Se

nz
e

Ac
qu

isi
tio

n
Must-win battles Acquire and integrate ViSenze

technology
Generate interest in Boozt Lenz Establish BFC in Estonia

2024 2025 2026 2027+

Negotiate and acquire 
ViSenze

Negotiate and secure building 
rights in Tallinn for FC

Cr
os

s-
Fu

nc
tio

na
l

Ta
rg

et
s

Fu
lfi

lm
en

t
Ce

nt
er

s
KP

Is

Legend

Evaluation
Follow up

Predict and recommend consumers with additional productsProvide software with past information to train it better

Primary task

Monetize Lenz as a SaaS, helping increase Boozt Data Intelligence 
revenue to goal levels

Monitor search success rate and refine app

Construct Baltic BFC

Adjust Top 1% SKUs per
month

Open Baltic BFC

Gather sales insights 
from Boozt DI

Integrate

700K monthly image 
searches

Delivery time reduced by 1-
2 days in Baltics/Finland

10% increase in single 
category conversion

The ACE strategy requires implementation support to hit key goals by 2027

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4Q2 Q3

Procure Poznán BFC

Scale Baltic BFC via Modular 
expansion 

Construct Poznán
BFC

Explore 3rd BFC focusing on 
Western Europe
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Pr
ob

ab
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ty

SeverityLow

Hi
gh

The ACE Strategy has some risks that are mitigated with careful actions

Risk

High

Consumers are not 
interested in bundled 
options

Post-acquisition 
integration is tough due 
to cultural differences 
between companies

Delivery remains 
variable due to weather 
concerns

Additional fulfilment 
centers cause 
operational inefficiency 
of core BFC

Sources: Mojang, FabFitFun, ParcelPal, Amazon

Imminent 
Risks

Minor
Risks
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The ACE Strategy has some risks that are mitigated with careful actions

MitigationRisk

Pr
ob

ab
ili

ty

SeverityLow High

Hi
gh

Consumers are not 
interested in bundled 
options

Post-acquisition 
integration is tough due 
to cultural differences 
between companies

Delivery remains 
variable due to weather 
concerns

Additional fulfilment
centers cause 
operational inefficiency 
of core BFC

Have fulfilment centers 
operate more 
independently, 
preventing frictions

Ensure efficient 
communication between 
distribution centers, and 
more accurate estimates

Emphasize attractiveness 
of bundle options with 
discounts, improve 
predictive model

Ensure ample due 
diligence and alignment 
on technology strategy 
and usage

Use Cases

Sources: Mojang, FabFitFun, ParcelPal, Amazon

Imminent 
Risks

Minor
Risks
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With the ACE Strategy, the future of Boozt is strong

218,310 kg carbon 
emissions saved

43.6% revenue growth 
before 2027

Increased new data

Through implementing the ACE strategy, Boozt will achieve:
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Appendix: How does our strategy answer Boozt’s asks?

Our SolutionBoozt Asks

Increase customer loyalty and 
growth within Nordic 
department store model

Increase cross-category 
purchases and move 
customers to higher value 
segments

Make Boozt.com a regular 
occurrence and habit for the 
customer

Leverage new sources of 
customer data before initial 
purchase

Customer data is captured at the item discovery phase, increasing the volume 
of early data and allowing for deeper understanding before any purchases are 
made

Our solution helps increase customer self-confidence through various 
categories, increasing usage. Drives “one-stop shop” image, which generates 
loyalty and trust, therefore creating more regular use
Reliable delivery contributes to regular purchases

Boozt Lenz increases the accuracy and relevance of cross-selling and up-selling 
purchases through increased interaction and volumes. Improves “one-stop 
shop” image, driving loyalty/trust/reliability, further increasing AOV and high 
category usage

Customer loyalty is driven by alleviating the pain point of late delivery 
shipments and improving customer experience through image search/deep 
tagging search, creating a truly delightful customer experience.  Improves 
3/4 customer expectation forces: ease, speed, and relevance
Reducing delayed delivery times increase loyalty
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• This is essential for 
forming better 
predictive models, 
which targets loyalty

Boozt wants to collect 
more pre-purchase 

customer data

Pre-Contact Data

Appendix: List of Pain Points Prioritized and Rationale

Higher priority

• This is the only 
complaint that 
repeatedly pops up in 
reviews, so we believe 
that it affects customer 
loyalty

Boozt’s main customer 
complaint is the 

inconsistent and late 
delivery or return times

Shipping Times

• By diversifying revenue 
streams, Boozt also has 
the opportunity to
cross- and up-sell to 
increase revenue

Boozt’s revenue stream 
is currently 70% 

fashion-related, but 
aims to generate 70% 
revenue from other 

categories in the future

Fashion-Heavy 
Revenue Streams

• Since Boozt’s
consumers are 
generally mid- to 
premium- tier, they 
exhibit less price 
sensitivity

Consumers in the 
general market are 

more price-sensitive 
post-COVID

Customer Price 
Sensitivity

• This has not been 
emphasized as a major 
pain point or goal of 
Boozt

Boozt is currently 
considered mid- to 
premium-tier, but 

hopes to be seen as 
premium

Brand Positioning
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Moderate Customer (66%)

Appendix: Assessing Boozt’s Customer Segments

New / Fairly New Customer (14%)

• Significantly decreased risk
• Companies have greater 

independence

• Valuable and stable but less 
engaged

• High basket size
• Moderate frequency
• Loyal customer

• Risk and profits are entirely 
shared

• Company goals are more 
aligned

• In the process of becoming 
loyal

• Will either be active or inactive
• Moderate basket size
• Developing loyalty

Active Customer (20%)

• Full control of operations
• Uncertainties in new markets 

and transferrable capabilities

• High value
• High basket size
• Frequent purchases
• Loyal customer

44.4%
of revenue

47.8%
of revenue

7.8%
of revenue

Loyalty conversion is essential: although active customers make up only 20% of the customer base, they derive 44.4% of total 
revenue

Sources: Boozt
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• Priority 

Online retail platform 
with diverse selection 

of 1300 brands, 
targeted towards the 

mid-to-premium market

Boozt.com

Appendix: Competitive Advantages in Boozt Universe Prioritized and Rationale

• Less of a priority –
focusing on non price-
sensitive members

The Group’s inventory 
clearance channel, 

mainly targeting price-
conscious consumers 
and bargain hunters

Booztlet

• Smaller growth 
opportunity, 
inadequate for our 
timeframe

Using online resources 
and capabilities to 
provide advertising 

solutions for brands to 
reach existing and new 

customers

Media Partnership

• Little data available on 
consumer preference 
with BooztPay option

Post-purchase payment 
options like buy-now-
pay-later and invoicing 

across Boozt online 
universe

BooztPay

• Priority

Adds value to well-
positioned brands; 

acquires Nordic brands 
to strengthen growth

Brand Hub

Sources: Boozt
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Forces Driving Customer Expectations

Sources: Boozt
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GHG Emissions by Scope

§ Our bundling strategy allows for a reduction in 
scope 3 emissions, which make up two thirds of 
Boozt’s GHG footprint

Sources: Boozt
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7.3% online Market Share in 2026

Current Boozt online market share in Nordics 

Online Market Share in the Nordics at the End of 2026

2026 Boozt online market share in Nordics 

+21.7%
Market Share 

Sources: Case, ICE Analysis 
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1.0% online Market Share in 2026

Current Boozt online market share in Europe

Online Market Share in Europe at the End of 2026

2026 Boozt online market share in Europe

Increased 
Market Share

Sources: Case, ICE Analysis 
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Positioning of each Business Line
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Appendix: Unused Alternatives - Reasonings

• Is not effective in 
capturing 
customers in the 
long-term

• Limited number of 
items available to 
cross-sell

• Effective cross-
selling medium

• Can attract new 
customers 
compared to 
current target 
base

• Has relatively little 
experience hosting 
limited-time, 
physical events

• Financially 
feasible and 
flexible to 
budget

• Improves loyalty 
model

• Directly targets 
complaints

• Improves cross-
selling algorithm 
model

• Reach new 
customers in the 
discovery phase, 
before purchase

• Has strong 
technological values 
and warehouse 
automation

• Infrastructure 
requires 
maintenance, but 
current know-how 
helps lessen costs

• Increases volume 
of customers

• Does not directly 
target loyalty

• Can leverage past 
data from current 
markets

• Does not improve 
current system

• Looks at a new 
customer base of 
pre-purchase data

• Harder to leverage 
data effectively

• Can leverage 
knowledge in 
similar markets, 
but there are still 
cultural differences

• Financially 
more costly

• Legal due 
diligence is 
required

• Increases in-store 
consumers

• Does not directly 
target loyalty

• Effective cross-
selling medium

• Many products 
and try-ons 
available

• May gather data 
on pre-purchase 
shopping habits

• Does not directly 
improve system

• Has relatively few 
physical stores 
compared to 
online expertise

• Significant but 
flexible financial 
investments

• Legal know-how

Cross-Category 
Products

Lifetime 
Customer Value

Pre-Purchase 
Data

Financial and 
Legal Viability

Leveraging 
Capabilities

Limited-Time 
Promotional Events

App & Supply Chain 
Infrastructure 

Aggressive European 
Expansion

Brick-and-Mortar 
Pop-Ups
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Appendix: Risks and Back Ups

Back Up PlanRisk

Pr
ob

ab
ili

ty

SeverityLow High

Hi
gh

Scale BFC 2.0 1st before
opening a second BFC

Partner with higher number 
of shipping companies to 
better supply chain

Provide subscription box 
model for consumers to try 
new items

Relocate Boozt developers 
onto the platform and avoid 
using Visenze’s staff

Consumers are not 
interested in bundled 
options

Post-acquisition 
integration is tough due 
to cultural differences 
between companies

Delivery remains 
variable due to weather 
concerns

Additional fulfilment
Centers cause 
operational inefficiency 
of core BFC
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ViSenze’s features

Sources: ViSenze case study
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Why ViSenze?

Sources: ViSenze
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Visual search is increasing

ViSenze conducted an experiment to explore and 
validate the usefulness of visual search technology 
for end consumers in 2019 by organizing a booth at 
the National retail Foundation (NRF) in New York

The purpose was to find the digital representation of 
a physical item in the online shop using only 
keywords in the search quest

The time users spent on searching was compared to 
the time it took for visual search.

96.6% of users gave up on the search quest without 
any results after 1:30 min, those that managed to it 
took 4-6 minutes. 

ViSenze visual search technology was 9 times faster 
than the textual key word search process

Sources: Visenze, Marketing Charts
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Appendix: Competitor analysis of Zalando

12 fulfilment centers with 2 under construction
16,000 employees, unautomated

Founded in 2008 in Berlin 

Offers tiered shipping service
Prevents Boozt from penetrating German Market

“Zalando would squeeze us out if we pursue aggressive expansion in Germany” – Commercial Lead

Sources: Zalando Corporate
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Appendix: Delivery Policy of Boozt vs Zalando 

One size fits all 3-tiered system 

Sources: Boozt, Zalando Corporate
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Appendix: Locations of fulfilment centers

• Strategic location on the Gulf of Finland, 
targeting Finland and other Baltic States

• High-tech and Entrepreneurial hub
• Strong logistics center
• Most developed Baltic state

“Our ambition is to own the north” – Commercial Lead, Boozt.com

• Existing development team already located 
here

• Proximity to central Europe, including key 
growing markets in Hungary, Slovenia, 
Netherlands, Slovakia, and Switzerland

Why Tallinn?

Why Poznán?

Sources: Waredock
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Appendix: Modular expansion of Boozt fulfilment Center

Cost: 173,100 mSEK over 2 years

Implement Baltic BFC 1st

Implement Poznán BFC 2nd

Strong need to address Baltic and Finnish market 

Less pressing but growing need for 
faster delivery to Europe

Target for Baltic BFC:
• 60 robots
• 6000 bins
• 5% of Ängelholm BFC, reflective of 2023 sales split

R5 ProOpportunities for modular scaling based on BFC success

Sources: Element Logic
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• Delivery does not arrive in the 
promised time frame

• Not using the most efficient 
delivery service in certain 

countries

• Customer feels taken advantage 
of by fair use policy

• Unhelpful responses from lost
items

• Returns are slow to process
• Return policy is confusing
• Return policy costs too much 

and should be free

DetailsProblem

Late delivery 

Poor customer service

Returns issues 

Appendix: Customer data of pain points

4.1%
“delivery”

4.1%
“customer service”

1.6%
“return”

Frequency

*notes 1-4 reviews

Target late deliveries due to massively growing EU market
Sources: TrustPilot
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Negative reviews
encompassing 

Sweden/Denmark

Negative reviews
encompassing 

Central/Rest of Europe

Negative reviews
encompassing 

Baltics/Finland/
Norway/Iceland 

On review sample

16.7%

53.3%

30.0%

Appendix: More statistics on customer reviews

All language reviews
4-stars or lower

All language reviews
3-stars or lower

All language reviews of 
4-stars or lower

20%

71,191

8.7%

English of
total reviews
on Trustpilot

Most used language
in reviews, but most

varied
country coverage

English sample size

9.35%

330,232

3rd

On low reviews On delivery, market segments

Sources: TrustPilot
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Appendix: Sample customer reviews of strong delivery times

Takeaway: Successful delivery time mainly occurs in Sweden and Denmark 

Sources: TrustPilot
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Appendix: Sample customer reviews of 4-star ratings on delivery

Takeaway: Service is great except slow delivery time
Takeaway 2: Slow delivery time mainly occurs outside of Sweden and Denmark 

Sources: TrustPilot
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Appendix: Sample customer reviews of 3-star ratings on delivery

Takeaway: Slow delivery time, coupled with assorted deliver problems 

Sources: TrustPilot
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Appendix: Sample customer reviews of 2-star ratings on delivery

Takeaway: Various delivery issues including damaged packages

Sources: TrustPilot
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Appendix: Sample customer reviews of 1-star ratings on delivery

Takeaway: Delivery time is highly inaccurate

Sources: TrustPilot
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Appendix: Responses of select customer reviews on delivery

Takeaway: 95% accurate delivery is not good enough for an e-commerce company 

7,720,000 orders in 2023 * 5 % orders delayed = 386,000 slow deliveries, or potential lost customers

Takeaway 2: In customer service responses, the warehouse being in Sweden is used as an excuse of slow delivery times 

Sources: TrustPilot, Boozt 2023 Annual Report
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Appendix: Sample customer reviews on refund process

Takeaway: Slow refund process, potential for improvements

Sources: TrustPilot
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CLV and Customer Acquisition Costs

Customer Lifetime Value NPV

Customer Acquisition Costs

1 Category

9,779
SEK NPV

2 Category

20,692
SEK NPV

3 Category

36,210
SEK NPV

4 Category

62,075
SEK NPV

5 Category

93,112
SEK NPV

6 Category

170,705
SEK NPV

115,586
Added Customers before 2027

775.7m SEK
In Customer Acquisition Costs

6,711 SEK in CAC
Even in the practically impossible event where only 

single-category customers are acquired, our strategy 
would still be beneficial since CAC<CLV NPV

Sources: ICE Analysis
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Revenue Builds (1/2)

Revenue Forecast 2022 2023 2024 2025 2026
(Figures in SEK unless otherwise specified)

166,278.0 186,074.5 238,057.7 310,424.2 
Boozt.com
Active Customers 2,503,000 2,703,000 2,918,537 3,186,619 3,530,797 

Implied Segment Growth Rate 8.0% 7.97% 9.19% 10.80%

1 Category Revenue 1,337,985,000 1,364,744,700 1,394,769,083 1,428,522,495 
1 Category Customers 1,301,560.0 1,337,985.0 1,364,745 1,394,769 1,428,522 

Share of total customers 52.0% 49.5% 46.8% 47.8% 48.9%
Segment Growth Rate 2.0% 2.20% 2.42%
Premium to Growth 10.0% 10.0%
Average Net Customer Value 1,000 1,000 1,000 1,000 

2 Category Revenue 1,529,898,000 1,759,382,700 2,056,278,531 2,446,650,158 
2 Category Customers 665,798.0 764,949.0 879,691 1,028,139 1,223,325 

Share of total customers 26.6% 28.3%
Segment Growth Rate 15.0% 16.88% 18.98%
Premium to Growth 12.5% 12.5%
Average Net Customer Value 2,000 2,000 2,000 2,000 

3 Category Revenue 1,135,260,000 1,237,433,400 1,357,155,081 1,498,307,692 
3 Category Customers 295,354.0 324,360.0 353,552 387,759 428,088 

Share of total customers 11.8% 12.0%
Segment Growth Rate 9% 9.68% 10.40%
Premium to Growth 7.5% 7.5%
Average Net Customer Value 3,500 3,500 3,500 3,500 

Sources: ICE Analysis
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Revenue Builds (2/2)

4 Category Revenue 989,298,000 1,098,120,780 1,227,973,562 1,384,072,026 
4 Category Customers 147,677.0 164,883.0 183,020 204,662 230,679 

Share of total customers 5.9% 6.1%
Segment Growth Rate 11% 11.83% 12.71%
Premium to Growth 7.5% 7.5%
Average Net Customer Value 6,000 6,000 6,000 6,000 

5 Category Revenue 729,810,000 861,175,800 1,039,439,191 1,286,877,690 
5 Category Customers 67,581.0 81,090.0 95,686 115,493 142,986 

Share of total customers 2.7% 3.0%
Segment Growth Rate 18% 20.70% 23.81%
Premium to Growth 15.0% 15.0%
Average Net Customer Value 9,000 9,000 9,000 9,000 

6 Category Revenue 535,194,000 690,400,260 920,648,747 1,273,740,557 
6 Category Customers 25,030.0 32,436.0 41,842 55,797 77,196 

Share of total customers 1.0% 1.2%
Segment Growth Rate 29% 33.35% 38.35%
Premium to Growth 15.0% 15.0%
Average Net Customer Value 16,500 16,500 16,500 16,500 

Other Boozt Revenue 139,800,000 142,596,000 145,447,920 148,356,878 
Segment Growth Rate 2% 2% 2% 2%

Revenue from Acquisition of Visenze 2,200,000 2,244,000 2,288,880 
Segment Growth Rate 2% 2% 2% 2%

Total Revenue 6,397,245,000 7,156,053,640 8,143,956,115 9,468,816,377 

Booztlet

Booztlet Revenue 1,196,640,000 1,299,684,000 1,439,400,030 1,519,106,807 
Active Customers 775,000 831,000 955,650 1,058,382 1,116,990 
Segment Growth Rate 15% 11% 6%
Premium to Growth 5.0% 5.0%
Number of Orders 1,325,000 1,325,000 1,325,000 1,325,000 
Orders per Customer 1.6 1.6 1.6 1.6 
Average Order Value 900 850 850 850

Other Boozt Revenue 139,800,000 142,596,000 145,447,920 148,356,878 
Segment Growth Rate 2% 2% 2% 2%

Revenue from Acquisition of Visenze 2,200,000 2,244,000 2,288,880 
Segment Growth Rate 2% 2% 2% 2%

Total Revenue 1,336,440,000 1,444,480,000 1,587,091,950 1,669,752,565 

Grand Total Revenue 7,755,000,000 8,600,533,640 9,731,048,065 11,138,568,942 
Implied Revenue Growth 10.9% 13.1% 14.5%

Sources: ICE Analysis
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Expenses Forecast

Expenses Forecast 2023 2024 2025 2026

(Figures in SEK unless otherwise specified)

Costs Related to Fulfilment Centre 87,550,000 87,550,000 

Acquisition of ViSenze 600,547,200 

One-time Integration Fee 100,000 

Fulfilment Centre Permit Fee 500

Sources: ICE Analysis
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EBIT Calculation

Profit Forecast 2023 2024 2025 2026

(Figures in SEK unless otherwise specified)

Revenue 7,755,000,000 8,600,533,640 9,731,048,065 11,138,568,942 

Gross Margin (%) 39.5% 39.0% 39.5% 40.0%

Fulfilment Ratio (%) -11.2% -11.2% -11.2% -10.7%

Marketing Cost Ratio (%) -10.4% -10.7% -10.9% -11.0%

Admin & Expenses (%) -11.4% -11.0% -11.0% -11.4%

Depreciation (%) -3.5% -3.5% -3.5% -3.5%

EBIT Margin 3.9% 2.65% 2.95% 3.40%

Sources: ICE Analysis
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Implied Customer Base Split

49.5%

46.8%

43.8%

40.5%

28.3%
30.1%

32.3%
34.6%

12.0% 12.1% 12.2% 12.1%

6.1% 6.3% 6.4% 6.5%

3.0% 3.3% 3.6% 4.0%

1.2% 1.4% 1.8% 2.2%
-

10.0%

20.0%

30.0%

40.0%

50.0%

60.0%

2023 2024 2025 2026

1 Category Customers

2 Category Customers

3 Category Customers

4 Category Customers

5 Category Customers

6 Category Customers

Sources: ICE Analysis
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Total Revenue by Category Segment

1,364,744,700 1,394,769,083 1,428,522,495 

1,759,382,700 
2,056,278,531 

2,446,650,158 

1,237,433,400 
1,357,155,081 

1,498,307,692 
1,098,120,780 

1,227,973,562 

1,384,072,026 
861,175,800 

1,039,439,191 

1,286,877,690 

690,400,260 

920,648,747 

1,273,740,557 

-

1000M

2000M

3000M

4000M

5000M

6000M

7000M

8000M

9000M

10000M

2024 2025 2026

1 Category Revenue 2 Category Revenue 3 Category Revenue 4 Category Revenue 5 Category Revenue 6 Category Revenue

Sources: ICE Analysis
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Total Added Revenue by Category Segment

-
2,729,489.40 5,858,030.15 

-

32,988,425.63 

81,929,847.70 

-

8,352,675.45 

19,008,653.36 

-

9,059,496.43 

21,021,372.42 

-

23,251,746.60 

60,339,445.01 

-

30,032,411.31 

86,103,674.04 

 -

 50,000,000.00

 100,000,000.00

 150,000,000.00

 200,000,000.00

 250,000,000.00

 300,000,000.00

2024 2025 2026

1 Category Added Revenue 2 Category Added Revenue 3 Category Added Revenue 4 Category Added Revenue 5 Category Added Revenue 6 Category Added Revenue

Sources: ICE Analysis


