




Everybody’s got a hungry heart



How to keep up the appetite for 

growth after 15 years in the

Norwegian market.



The Norwegian convenience market

5 million people

Total turnover convenience retail 1.5 B EUR

Deli de Luca’s total turnover 200 Million EUR

100 restaurants (on the road and in major cities)



The times they are a-changin’



In times of rapid change we need

to keep up with the consumers

Time crunch

Complete food solutions

Strong demand for product selection and innovation

Healthy and «free of» alternatives

Sit down & Take away

Value for money



Food delivery services

All time high competition

Kiosk Coffee shops

FuelGroceries Online groceries



(B)eat it



Innovative and authentic

Tasty food and drinks, full of

flavor and color, as complete

food solutions.

Freshly made every day

Own kitchen dedicated to 

quality, food safety, labeling

and convenient packaging.

Quick roll out

– From first idea to launch

Always on top

of the latest trends.

High quality experience of food and drinks



On the go

Premium on the go food

is our main focus.

Dine in

The most attractive dine in 

resturants along the road. 

Take home

Positioned in the fast 

growing take home segment.

3 strategic concepts



Operational excellence

Instant access to all KPIs App based task mgt E - learning



It’s all about speed



1950

01:07:00

2007

00:08:95

2019

00:01:91

It’s all about speed



With a little help from my friends



Joining forces with the national fuel

station network Esso to set a new

standard for road food





Knowing me, knowing you,

(aha...)



Primary user of

Esso fuel stations

Men, single drivers

Higher income

Primary user of

Deli de Luca

Women, 15-39 years

Oslo-based

Expanding our customer group

to also include families



Through this defined structure for customer involvement 
we secure insights into our customers needs

Mystery 
shopper

1

Qualitative 
in-store

shopper panels 

3

Interviews with consumers visiting the stores to get a “live” 
evaluation of the store concept. Executed every three months

Focusgroups

2

Focus groups conducted four times a year both for ESSO 
consumers and the Deli de Luca urban consumers

Consumer 
research

4

Gaining consumer insights through consumer surveys

Secret testing of all stores and employees executed monthly. 
Test includes evaluation of customer interaction, 

the customer transaction experience and mandatory 
employee requirements, among others



People & Passion



We will continue to stand out

and lead the way



Our goal:

Double the food & beverage

turnover 2017 – 2021.



Our vision:

Europe’s best convenience concept in 

the city and by the road.



Thank you (for the music)




