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Executive Summary
Words 261

Huge supermarkets used to be all about weekly friction free 
shopping – going in, walking up and down the aisles, and 
getting out� &ustoPers Kad to ȴt in witK business iPperatives 
that focused on streamlining, process, and logistics on an 
industrial scale.

That’s all changing. People shop more frequently for fewer items, and 
want innovative e[periences and places in wKicK to dwell� Engaging ideas� 
compelling content, and shared space with other brands are the things 
that will keep them coming back.

Icelandic supermarket retailer Hagkaup partnered with  
M Worldwide to revisit its ȵagsKip store proposition� custoPer e[perience� 
and environPent to Peet custoPersȇ new sKopping needs and ȴgKt off 
increasing coPpetition� 1ot only tKis� but tKe ȵagsKip store Iootprint was 
reducing by almost 50% as a result of Hagkaup’s business strategy to lower 
ȴ[ed costs but use rePaining sTuare Peters ȆsParterȇ to Pa[iPise tKe 
proȴt oI eacK and every one� 

A Iocus on tKe tKeatre oI tKe retail offer by tKinking Ȇless superParket� 
Pore departPent storeȇ was iPperative Ior Hagkaupȇs ȵagsKip to stand 
out and ensure custoPers believe tKat tKis retailer offers better value Ior 
money than the price-based competition.

Five PontKs post�relauncK� Hagkaupȇs ȵagsKip year on year success is way 
beyond anyoneȇs e[pectations� 7Ke store now Kas Pore custoPers�  
Pore sales per sTuare Peter� and Pore EBΖD7A tKan wKen it was double 
tKe si]e� And all tKis Kas Kappened against obMectives to siPply Paintain 
<o< levels�
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Project Overview

Outline of project brief
Ζcelandic superParket retailer Hagkaup partnered witK M Worldwide to revisit its ȵagsKip store proposition� 
custoPer e[perience� and environPent to Peet custoPersȇ new sKopping needs and ȴgKt off increasing 
coPpetition� 1ot only tKis� but tKe ȵagsKip store Iootprint was reducing by alPost �0� as a result oI 
Hagkaupȇs business strategy to lower ȴ[ed costs and use tKe rePaining sTuare Peters ȆsParterȇ to Pa[iPise 
tKe proȴt oI eacK and every one� 

A Iocus on tKe tKeatre oI tKe retail offer by tKinking Ȇless superParket� Pore departPent storeȇ was 
iPperative Ior Hagkaupȇs ȵagsKip to stand out� 7KrougK tKe environPent� custoPers Pust be able to tangibly 
e[perience tKe product variety and e[ceptional service Ȃ to coPe away Ieeling tKat Hagkaup offers better 
value Ior Poney tKan its coPpetitors� wKo are Postly led by low price propositions�

Activating Hagkaupȇs ȆHappy 6Koppingȇ brand proPise in tKe environPent would be critical Ȃ itȇs a positive� 
coPpelling retail pKilosopKy designed to encourage greater dwell tiPe and Pore IreTuent repeat visits 
tKrougK e[perience�led content� ideas� products� and events� 

Despite tKe reduction in tKe storeȇs Iootprint� tKis new proposition needed to Kelp Hagkaup 6Paralind 
Paintain tKe Iollowing versus tKe previous year Ȃ especially since tKere would be no otKer Parketing support: 

• /evels oI custoPers
• 6ales per sTuare Peter
• EBΖ7DA per sTuare Peter �Earnings beIore interest� ta[� depreciation and aPortisation�
• 2verall EBΖ7DA
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Project Overview cont.

Description
6elling botK Iood and non�Iood� Hagkaup is a PucK�loved brand in Ζceland� Ζt was establisKed in 1���� 
operating as a Pail order business in its early years� Ζts ȴrst store opened in 5eykMakvik in 1��0� 7oday tKe 
retailer Kas 12 stores across Ζceland tKat range IroP �00����00 sTuare Peters in si]e� 6tores offer a wide 
range of food, clothing, beauty, home furnishings, and leisure products to meet the daily needs of customers.

Hagkaupȇs ȵagsKip store is located in tKe centre oI 5eykMavik in 6Paralind� Ζcelandȇs biggest sKopping Pall� 
7Ke store was originally 10��00 sTP� but in 201�� as part oI its strategy to reduce ȴ[ed costs but increase 
store revenue� Hagkaup 6Paralindȇs Iootprint was reduced by alPost �0� to ���00 sTP� including 200 sTP 
dedicated to a Krispy Kreme concession and factory. 

5eIerred to internally as tKe ȆFeatKers 3rograPPeȇ� tKe new proposition includes e[clusive Hagkaup offers� 
These are the things that make it special, that justify higher prices, that are hard to copy, and that elicit the 
Ieeling tKat custoPers are getting soPetKing e[tra �witKout any additional operational � labour costs��
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Project Overview cont.
Words 655

Overview of market
Ζn 201�� tKe year beIore Hagkaup 6Paralindȇs redesign� Ζcelandȇs total grocery Parket was wortK 
appro[iPately 218�2�� Pillion krona� and Hagkaup was tKe nuPber Iour Iood retailer witK alPost 12� sKare� 
The non-food market was worth 66,256 million krona, and Hagkaup’s share was 6%. Competitors included: 
Bonus ��8� M6�� .ronan �20� M6�� and 1etto �1����

Huge supermarkets used to be all about weekly friction free shopping – going in, walking up and down 
tKe aisles� and getting out� &ustoPers Kad to ȴt in witK business iPperatives tKat Iocused on streaPlining� 
process, and logistics on an industrial scale. That’s all changing. People shop more frequently for fewer items, 
and want innovative e[periences and places in wKicK to dwell� Engaging ideas� coPpelling content� and 
shared space with other brands are the things that will keep them coming back.

Despite its status as a PucK�loved brand� by 201� Hagkaup was Iacing tKe tKreat oI increased coPpetition 
across various Ironts:
ȏ 6trong growtK oI discount superParkets� and tKe Tuality oI tKe products tKey sell 
ȏ &ostco to enter tKe Ζcelandic Parket witK its ȴrst store in May 201�
ȏ /auncK oI tKree H&M stores in 201��2018

Hence Hagkaupȇs strategy to Iocus on scaling down ȴ[ed costs like property to provide KigKer eɝciency on 
less sTuare Peters� and by Iocusing on areas suited to cKanging sKopping beKaviours� sucK as 6peciality 
Foods� 5eady to Eat� &osPetics� 7oys� F&F FasKion 5ange� and well�tiPed seasonal offers� 

Project launch date   Size of design budget
1ovePber 201�    Fees: e�0�000
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Outline of Design Solution

We analysed the customer journey to  
deȴne wKere best to Kero PoPents oI 
theatre, resulting in a newly formatted 
specialty department store with curated 
product stories within the smaller footprint. 

7Ke bu]]ing and IasKionable 6Paralind  
Mall is the perfect location for this 
destination concept – a one-stop shop 
where customers can pick up a healthy 
evening Peal to take KoPe� buy tKeir 
grocery essentials, try out the latest makeup 
trends� Kave a Panicure� tKen ȴnisK tKeir 
trip by indulging in Krispy Kreme doughnuts  
and an e[cellent coffee� 

Activating Hagkaupȇs ȆHappy 
6Koppingȇ brand proPise in�store 
means deli counters, a sushi bar,  
and rotisserie chicken sit alongside 
beauty offers IroP trendy 8rban 
Decay and MA& to classic  
Iavourites sucK as &Kanel and 
Lancome – something you simply 
don’t get at competitors.

Distinct worlds co-exist  
across the shopping floor:4

E[press� 
Food for Now

Non-food 
�cosPetics� KoPe� 
affordable IasKion� 

beauty, large 
selection oI toys�

Food for Later 
�deli� IresK� susKi� 
rotisserie cKicken�

*rocery �Post 
varied selection 
in tKe country�
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Outline of Design Solution cont.

&ustoPer Mourneys are ȵuid Ȃ sKoppers can 
iPPerse tKePselves in one world or dip 
in and out of many. The design language is 
understated – a neutral shell of clear, simple, 
honest materials. 

Hagkaup’s brand colours are used to accent 
and KigKligKt� wKilst wayȴnding and grapKics 
are integrated as the ambience for each world. 

The opened up shop front has a wide welcoming 
view IroP tKe sKopping Pall into tKe storeȇs Iour 
worlds: cosPetics alongside coffee and Muice bar� in 
amongst a fresh food market, alongside fashion and 
giIts� DepartPents are linked by one Pain Ȇavenueȇ 
tKatȇs ȵanked by Pobile Parket stall�style tables� 

7Kese provide Hagkaup and its brand partners witK 
an endless array oI ȵe[ible visual PercKandising 
options and seasonal displays. It’s like a giant shop 
window with a strong brand presence directly onto 
the mall, from which customers can shop. 

Bakery departPent
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Outline of Design Solution cont.
Word count: �8�

6pecial PoPents oI activity in ȆKotspotsȇ tKrougKout tKe custoPer 
journey ensure plenty of theatre to surprise and delight: the Krispy 
.rePe Factory observation window wKere you can see dougKnuts 
Pade in true Willie Wonka style� Pake up events and saPpling�  
beauty proPos� a IresK DΖ< 3eanut Butter PacKine� Iood tasting�  
and the Candy Land sweet corner.

At its core, traditional supermarket principles are  
swapped with the best of department store showrooming  
to encourage greater dwell time and smaller,  
Pore IreTuent visits�



+ 180%

+ 53%

+ 77%

+ 13%
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Summary of Results

Five PontKs post relauncK� Hagkaup 6Paralindȇs year on year success is way beyond anyoneȇs e[pectations� 
Ζts strategy to Iocus is on using tKe sTuare Peters ȆsParterȇ to Pa[iPise tKe proȴt oI eacK and every one is 
working and tKe environPent Kas a Kuge role to play in tKis� 

Hagkaup 6Paralind is now alPost �0� sPaller in Iootprint but Kas Pore custoPers� Pore sales per sTuare 
Peter� and Pore EBΖD7A tKan wKen tKe store was double tKe si]e� And all tKis Kas Kappened against 
obMectives to siPply Paintain <o< levels�

The Smaralind 
store has been 
so successful 
so quickly that 
Hagkaup is 
currently applying 
this concept to 
another anchor 
site store, and 
we’re creating a 
‘module concept 
format’ for all its 
other stores. 

Comments 
from customers 
include: 
“The store looks 
bigger” and “I feel 
like I’m abroad”.

Meteoric +180% increase  
in EBIDTA per square meter 
FroP ���0��sTP to 1���1��sTP  
�1ov 201��Mar 201� vs 1ov 201��Mar 201��

Unbelievable +53% rise  
in overall EBIDTA
FroP �2M krona EBΖD7A  
to ��M krona EBΖD7A
�1ov 201��Mar 201� vs 1ov 201��Mar 201��

Massive +77% increase  
in sales per square meter 
FroP 1���000 krona�sTP to 2���000 
krona�sTP
�1ov 201��Mar 201� vs 1ov 201��Mar 201��

Huge +13% more customers
FroP ����8�� custoPers  
to �2���2� custoPers
�1ov 201��Mar 201� vs 1ov 201��Mar 201��
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Grocery hot spot - cooking demonstrations

Krispy Kreme Cafe
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Other Influencing Factors

Aside IroP tKe redesign� tKe biggest inȵuencing Iactor is Tuite possibly tKe reduction in Iootprint oI Hagkaup 
6Paralind by alPost �0�� But given tKe <o< results� tKis clearly Kasnȇt affected tKe retailer� 

One could also argue that the introduction of a Krispy Kreme concession and factory might impact on the 
results� but itȇs wortK noting tKat tKe EBΖ7DA results cited in tKis entry do not include any .rispy .rePe data� 
6o tKis is not skewing tKose results in any way�

Research Resources

Hagkaup internal data, 2015-2017.


