
 

 

 Interim report 

1 January–30 June 2022 Q2 

Strong growth characterised by acquisition  

and high food price inflation

Second quarter summary 

• Net sales totalled SEK 18,468 m (13,903), an 

increase of 32.8%, including the acquired 

Bergendahls Food. 

• Retail sales totalled SEK 13,803 (12,583), an 

increase of 9.7%. 

• Operating profit amounted to SEK 789 m 

(607) and included items affecting 

comparability of SEK -39 m (-54). The 

operating margin was 4.3% (4.4).  

• Adjusted operating profit amounted to SEK 

828 m (661), an increase of 25.3%. 

The adjusted operating margin was 

4.5% (4.8).  

• Net profit for the period amounted to SEK 

590 m (455) and earnings per share before 

dilution to SEK 2.75 (2.26). 

• A rights issue was completed with the 

support of the AGM’s authorisation and the 

Board of Directors’ decision. The rights issue 

was fully subscribed, and Axfood received 

SEK 1,499 m before issue costs. 

 

 

First half of 2022 summary 

• Net sales totalled SEK 35,061 m  

(27,106), an increase of 29.3%, including the 

acquired Bergendahls Food. 

• Retail sales totalled SEK 26,514 m (24,790), 

an increase of 7.0%. 

• Operating profit amounted to SEK 1,623 m  

(1,172) and included SEK 143 m (-54), net, in 

items affecting comparability. The operating 

margin was 4.6% (4.3).  

• Adjusted operating profit amounted to SEK 

1,480 m (1,225), an increase of 20.8%. The 

adjusted operating margin was 4.2% (4.5). 

• Net profit for the period amounted to SEK 

1,272 m (885) and earnings per share before 

dilution to SEK 6.02 (4.40). 

 

 

 

 

 

 

 

 

Key ratios 
Q2 

2022 

Q2 

2021 Change 

6 mos 

2022 

6 mos 

2021 Change R12 

Full-year 

2021 

Net sales, SEK m 18,468 13,903  32.8% 35,061 27,106  29.3% 65,846 57,891  

Operating profit, SEK m 789 607  29.9% 1,623 1,172  38.6% 3,156 2,704  

Operating profit excl. items affecting  

comparability, SEK m1) 
828 661 25.3% 1,480  1,225 20.8% 2,945 2,690  

Operating margin, % 4.3 4.4 -0.1 4.6 4.3 0.3 4.8 4.7 

Operating margin excl. items affecting 

comparability, %1) 
4.5 4.8 -0.3 4.2 4.5 -0.3 4.5 4.6 

Net profit for the period, SEK m 590 455  29.9% 1,272 885  43.8% 2,482 2,094  

Earnings per share before dilution, SEK2) 2.75 2.26 22.0% 6.02 4.40 37.0% – 10.20 

Earnings per share before dilution excl. items 

affecting comparability, SEK1, 2) 
2.90 2.46 18.0% 5.33 4.60 15.9% – 10.14 

Cash flow from operating activities, SEK m 1,167 1,121 4.1% 2,596 2,248 15.5% 4,938 4,590 

Return on capital employed, %3) 26.4 25.6 0.9 26.4 25.6 0.9 26.4 22.4 

Return on equity, %3) 51.3 56.1 -4.9 51.3 56.1 -4.9 51.3 46.3 

Equity per share, SEK – – – 28.15 17.56 60.3% – 23.68 

1) See Note 9 Items affecting comparability for more information. 

2) Comparison figures have been restated for the bonus element in the preferential rights issue during the second quarter 2022. 

3) Rolling 12-month figures.  

 

For further information, please contact: 

Elisabet Johansson, Acting Head of Investor Relations, Tel. +46 72 221 16 50 

 

The information herein is such that Axfood AB (publ) is required to make public in accordance with the EU Market Abuse Regulation and the Securities 

Market Act. The information was submitted for publication, through the agency of the contact person listed above, at 7:00 a.m. CEST on 15 July 2022. 

 

This interim report is an English translation of the Swedish original. In the event of any discrepancies, the Swedish version shall govern. 

 

  

32.8% 
Net sales growth  

for the Axfood Group  

during the second quarter  

9.7% 
The Axfood Group’s  

retail sales during 

 the second quarter 
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CEO message 
 

Axfood continues to grow significantly more than the market in an exceptional time with high  

food price inflation. The acquisition of Bergendahls Food, a strong quarter for Willys and  

a robust recovery for Eurocash and Snabbgross contributed to  

strong sales growth and higher earnings. 
 

When I wrote my CEO message a year ago, we were 

experiencing roughly 1 percent deflation on food in 

Sweden. In recent months, we have approached nearly 

double-digit food price inflation. The trend we are seeing 

is a consequence of a number of external factors such as 

the Covid-19 pandemic, the war in Ukraine, sharp 

increases in electricity and fuel prices, shortages of raw 

materials and packaging, and disruptions in the transport 

sector.  

The world situation is affecting the entire supply chain, 

from primary production to our own operations and 

Swedish consumers, who are on increasingly tighter 

household budgets.    

 

A return to pre-pandemic customer behaviours 

At the same time, in this business environment we are 

seeing consumer behaviour returning to the norm before 

the Covid-19 pandemic.  

Our customers are returning to physical stores, which 

is especially typical for large stores in central urban 

locations, where Hemköp is well positioned. Norwegian 

consumers are once again crossing the border to Sweden 

to make large food purchases, which means a more normal 

level of customer traffic to Eurocash. Snabbgross’s growth 

and earnings during the quarter are clear proof that we 

have gone back to socialising in restaurants and cafés. 

Meanwhile, online grocery shopping has declined, although 

the share of e-commerce remains significantly higher than 

before the Covid-19 pandemic.  

 

Stable earnings performance 

While it is important for us to compensate our suppliers for 

higher costs, it is also important to continue offering our 

customers affordable, good and sustainable food. 

The extremely rapid pace of the price increases from 

our suppliers has not yet been reflected in consumer 

prices. Demand for campaign products has also increased 

and continued high costs for electricity and fuel have had 

a negative impact. But thanks to our strong growth in 

physical stores, with Willys benefiting from the prevailing 

low-price trend and the return to cross-border shopping, 

as well as higher volumes from the acquired Bergendahls 

Food, we once again delivered increased earnings this 

quarter. The divestment of Mat.se and effective cost 

control in our chains also contributed to the positive 

earnings trend. 

At the same time, we reported lower delivery reliability 

than normal for Dagab as a consequence of widespread 

delayed incoming deliveries and unusually rapid shifts in 

demand, which resulted in higher logistics costs. We 

worked hard with our suppliers during the quarter to 

minimise disruptions in the supply chain. 

 

Integration of Bergendahls Food and establishment in 

Bålsta proceeding according to plan 

Several important milestones in the integration of 

Bergendahls Food were passed during the quarter,  

according to plan. The wholesale conversion to Dagab’s 

systems and processes was completed at the end of April. 

This is an important basis for our ongoing efforts to ensure 

that economies of scale are realised in the form of 

expected synergies. Preparations for the conversion of 

City Gross’s point-of-sale system began in May. The 

conversion is expected to be completed around the end of 

2022. Preparations are under way for starting up 

production at the new automated logistics centre in 

Bålsta, where installation has begun on the largest rooftop 

solar panel facility in Sweden. 

 

Time for more sustainable initiatives 

For me it is urgent to emphasise the importance of 

sustainability issues here, because when food prices rise 

there is a risk that sustainable and healthy food will 

become a lower priority. But the climate and 

environmental challenges are larger and more urgent than 

ever. Our work related to sustainability issues is 

integrated in all aspects of our business, and we have a 

broad agenda with activities encompassing the entire 

food system. But courage and drive are needed from 

politicians, with measures that benefit both the 

environment and household budgets. We have therefore 

proposed that politicians introduce a reduction in VAT on 

sustainable food. We believe that this would be an 

effective way to guide developments in the right direction, 

for consumers, producers and society as a whole. 

 

A greater ability to respond to rapid changes  

We also completed a fully subscribed rights issue during 

 

“Thanks to our strong growth in physical stores, with 

Willys benefiting from the prevailing low-price trend and 

the return to cross-border shopping, as well as higher 

volumes from the acquired Bergendahls Food, we once 

again delivered increased earnings this quarter.” 
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the quarter. With this rights issue, we have further 

strengthened our financial position and created greater 

financial flexibility for the time ahead, as we continue to 

invest in our logistics efficiency and our total offering.  

In an exceptional time when the pace of change is 

unusually rapid, I would like to take the opportunity to 

express how grateful I am for the drive and commitment 

shown in all of our operations. I am also confident that the 

experiences we’ve gained from responding to challenges, 

such as those faced Eurocash and Snabbgross during the 

pandemic, will improve the entire Group’s ability to quickly 

adjust when there are sudden changes in our operating 

environment.  

Together, with a generous helping of both 

determination and humility, we continue to take on the 

challenges and opportunities facing us, our suppliers and 

our customers. 

 

 

 

Klas Balkow 

President and CEO, Axfood AB 

 

Presentation of the interim report  

for the second quarter of 2022 

Axfood will present the interim report for the second 

quarter of 2022 in a conference call at 9:30 a.m. CEST 

today, Friday 15 July 2022. The report will be presented 

by Klas Balkow, President and CEO, and Anders 

Lexmon, CFO.  

To follow the presentation, ring:  

Sweden: +46 8 519 99 383 

UK: +44 333 300 9267 

USA: +1 646 722 4904 

 

Financial calendar 

• The interim report for the third quarter of 2022  

will be published at 7:00 a.m. CEST on 20 October 

2022 

• The year-end report for 2022 will be published  

at 7:00 a.m. CET on 1 February 2023 

• The interim report for the first quarter of 2023 will 

be published at 7:00 a.m. CEST on 26 April 2023 

• The interim report for the second quarter of 2023 

will be published at 7:00 a.m. CEST on 14 July 

2023 

• The interim report for the third quarter of 2023 will 

be published at 7:00 a.m. CEST on 19 October 

2023 

 

Selection of press releases from  

Axfood during the second quarter of 

2022 

20 April 2022 

Hemköp the first to have climate-smart signs in stores 

21 April 2022 

Axfood to build Sweden’s largest rooftop solar power 

facility 

21 April 2022 

Axfood Q1: 2022 begins with strong growth and 

profitability 

26 April 2022 

Axfood’s Board of Directors resolves on a rights issue 

of approximately SEK 1.5 bn and announces the terms 

of the issue 

29 April 2022 

Axfood publishes prospectus relating to the rights 

issue 

4 May 2022 

Dagab puts a new all-electric Scania truck into 

operation for food transports 

23 May 2022 

Proposal to reduce VAT on food 

25 May 2022 

Axfood’s rights issue fully subscribed 

27 May 2022 

Tempo celebrates its 90th anniversary 

14 June 2022 

Axfood launches a new packaging database 

30 June 2022 

Change in number of shares and votes in Axfood AB 

(publ) 
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The Swedish food retail market 

According to the Swedish Food Retail Index, total sales 

growth during the second quarter of 2022 amounted to 

5.4%. The calendar effect during the quarter is assessed 

at 1.0 percentage point, largely attributable to a positive 

impact from Easter. 

Sales in physical stores increased by 7.6%.  

E-commerce sales decreased by -27.6%, with the store 

pick-up delivery option decreasing by -36.1% and home 

delivery declining by -18.1%. E-commerce accounted for 

4.3% of grocery sales during the quarter.

Food price inflation 
During the second quarter of 2022, food prices increased 

by 8.9% according to Statistics Sweden, rising gradually 

during the period. The price increases during the quarter 

are attributable to such categories as meat, milk, cheese, 

eggs and bread. Higher fuel prices and electricity prices 

were underlying causes of inflation. 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Growth in Axfood’s retail sales1) compared with the Swedish Food Retail Index 

 

1) Includes retail sales growth in the Tempo concept as of the first quarter of 2022. Comparison figures are not restated. 

 

Growth in Axfood’s e-commerce sales1) compared with the Swedish Food Retail Index 

 
1) See page 25 for a definition. Mat.se is included in the results beginning in February 2022. 
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Group performance 

Net sales 
Second quarter 

Net sales totalled SEK 18,468 m (13,903), an 

increase of 32.8%. This increase is 

attributable to the acquired Bergendahls 

Food, food price inflation, a continued strong 

recovery in both cross-border shopping and 

convenience retail, and higher customer 

traffic in physical stores. 

Retail sales grew 9.7% to SEK 13,803 m 

(12,583). Like-for-like sales growth was 8.5%, 

primarily driven by Willys’ strong performance 

as well as the return to large stores in city 

locations, where Hemköp is well positioned. 

E-commerce sales totalled SEK 737 m 

(1,017), down 27.5%. This decrease was 

primarily attributable to the sale of Mat.se 

and high comparison figures. The decrease 

was 18.3% excluding Mat.se. The share of 

retail sales attributable to e-commerce was 

5.3%, which is higher than the market and 

significantly higher than before the Covid-19 

pandemic. 

Sales of private label products accounted for 

30.8% (30.8) of retail sales. 

 

January–June 

Net sales totalled SEK 35,061 m (27,106), an 

increase of 29.3%. Retail sales grew 7.0% to 

SEK 26,514 m (24,790). Like-for-like growth 

was 5.8%. E-commerce sales totalled SEK 

1,660 m (2,130), down 22.1%. The decrease 

was 15.0% excluding the divested company 

Mat.se. The share of retail sales attributable 

to e-commerce was 6.0%. 
 

Read about the performance of the Willys, Hemköp, 

Snabbgross and Dagab operating segments on pages 8–11. 

Net sales per segment 

SEK m 

Q2 

2022 

Q2 

2021 Change 

6 mos 

2022 

6 mos 

2021 Change 

Full-year 

2021 

Willys 9,204 8,141  13.0% 17,621 16,127  9.3% 32,424  

Hemköp 1,661 1,554  6.9% 3,250 3,108  4.6% 6,202  

Snabbgross 1,299 971  33.7% 2,233 1,708  30.8% 3,825  

Dagab 16,746 12,488  34.1% 31,808 24,368  30.5% 52,295  

Joint-Group 311 267  16.5% 592 532  11.2% 1,059  

Internal sales between segments         

Dagab -10,479 -9,271  13.0% -19,910 -18,244  9.1% -36,935  

Joint-Group/other -275 -247  11.0% -534 -493  8.3% -978  

Total 18,468 13,903  32.8% 35,061 27,106  29.3% 57,891  

 

Retail sales 

SEK m 

Q2 

2022 

Q2 

2021 Change 

Change 

like-for-like 

stores 

6 mos 

2022 

6 mos 

2021 Change 

Change 

like-for-like 

stores 

Willys 9,206 8,140 13.1% 11.2% 17,626 16,125 9.3% 7.6% 

Hemköp1) 4,597 4,443 3.5% 3.5% 8,888 8,665 2.6% 2.5% 

Total 13,803 12,583 9.7% 8.5% 26,514 24,790 7.0% 5.8% 

1) Refers to Hemköp (Group-owned and retailer-owned stores) as well as Tempo (Q2 2021 restated) 

 

Change in store structure  

Number of stores 

Dec  

2021 

New 

establishments/ 

acquisitions 

Sales/ 

closures Conversions 

June 

2022 

June  

2021 

Willys1) 226 2 − − 228 223 

Hemköp/Tempo, Group-owned stores 63 1 − 1 65 61 

Snabbgross 27 2 − − 29 26 

Total, Group-owned stores 316 5 − 1 322 310 

Hemköp, retailer-owned stores 134 1 − -1 134 137 

Tempo, retailer-owned stores 130 2 -1 − 131 130 

Total, retailer-owned stores 264 3 -1 -1 265 267 

Total, Group-owned and retailer-owned 

stores 
580 8 -1 − 587 577 

1) Willys, Willys Hemma and Eurocash. See page 8 for more information. 

32.8% 
Net sales growth  

during the second quarter 

8.5% 
Like-for-like  

retail sales growth 

during the second quarter 

 

 

Net sales  

and growth 
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Operating profit 
Second quarter 

Operating profit amounted to SEK 789 m 

(607), an increase of 29.9%. Operating profit 

includes net items affecting comparability 

totalling SEK -39 m (-54). These items 

consisted of integration costs of SEK -25 m 

for the acquired Bergendahls Food, structural 

costs of SEK -31 m connected to Dagab’s 

restructuring of its logistics operations and a 

SEK 17 m repayment from Fora/Afa. The 

operating margin was 4.3 percent (4.4).  

Adjusted operating profit amounted to 

SEK 828 m (661), an increase of 25.3%. The 

adjusted operating margin was 4.5% (4.8).  

The improvement in adjusted operating 

profit was attributable to strong growth in 

physical stores and a return to cross-border 

shopping, higher volumes from the acquired 

Bergendahls Food, the sale of Mat.se, and 

effective cost control in the chains, which 

together compensated for higher purchase 

prices, higher electricity and fuel costs, and 

negative currency effects. 

Profit after financial items amounted to 

SEK 749 m (574). Profit after tax amounted to 

SEK 590 m (455). 

January–June 

Operating profit for the period totalled  

SEK 1,623 (1,172), an increase of 38.6%. 

Operating profit includes net items affecting 

comparability totalling SEK 143 m (-54). These 

items consisted of a capital gain of SEK 221 m 

for the sale of Mat.se, integration costs of 

SEK -59 m for the acquired Bergendahls Food, 

structural costs of SEK -37 m connected to 

Dagab’s restructuring of its logistics 

operations, and a SEK 17 m repayment from 

Fora/Afa. The operating margin was 4.6% 

(4.3).  

Adjusted operating profit amounted to 

SEK 1,480 m (1,225), an increase of 20.8%. The 

adjusted operating margin was 4.2% (4.5).  

Net financial items for the period 

amounted to SEK -81 m (-56) and profit after 

financial items to SEK 1,543 m (1,116). Profit 

after tax amounted to SEK 1,272 m (885).  

 
 

 

Read about the performance of the Willys, Hemköp, 

Snabbgross and Dagab operating segments on pages 8–11. 

 

 

 

 

 

Operating profit per segment excluding items affecting comparability 

SEK m 

Q2 

2022 

Q2 

2021 Change 

6 mos 

2022 

6 mos 

2021 Change 

Full-year 

2021 

Willys 465 372  25.1% 832 711  17.0% 1,512  

Hemköp 64 62  2.2% 130 121  7.5% 271  

Snabbgross 81 57  43.1% 111 71  56.8% 193  

Dagab 289 235  22.9% 536 452  18.4% 976  

Joint-Group -71 -65  8.3% -128 -130  -1.3% -262  

Operating profit excl. items affecting comparability  828 661  25.3% 1,480 1,225 20.8% 2,690  

Items affecting comparability¹) -39 -54   143 -54  14  

Operating profit 789 607  29.9% 1,623 1,172  38.6% 2,704  

Net financial items -40 -32  -81 -56  -122  

Profit after financial items 749 574 30.3% 1,543 1,116 38.3% 2,582 

1) See Note 9 Items affecting comparability for more information. 

 

Operating margin per segment excluding items affecting comparability 

% 

Q2 

2022 

Q2 

2021 Change 

6 mos 

2022 

6 mos 

2021 Change R12 

Full-year 

2021 

Willys 5.1 4.6 0.5 4.7 4.4 0.3 4.8 4.7 

Hemköp 3.8 4.0 -0.2 4.0 3.9 0.1 4.4 4.4 

Snabbgross 6.2 5.8 0.4 5.0 4.1 0.8 5.4 5.0 

Dagab 1.7 1.9 -0.2 1.7 1.9 -0.2 1.8 1.9 

Operating margin excl. items affecting comparability 4.5 4.8 -0.3 4.2 4.5 -0.3 4.5 4.6 

Operating margin 4.3 4.4 -0.1 4.6 4.3 0.3 4.8 4.7 

 

  

Operating profit and 

operating margin excl. 

items affecting 

comparability1) 

 
1) IFRS 16 is applied as of 2019. 

Comparison figures are not 

restated. 
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Capital expenditures 
Total capital expenditures in intangible assets 

and property, plant and equipment during the 

January–June period amounted to 

SEK 1,435 m (596). Investments in wholesale 

operations amounted to SEK 981 m (78), of 

which SEK 741 m (7) pertained to part of the 

investment in automation solutions and  

SEK 79 m (−) pertained to investments in land. 

Investments in retail operations amounted to 

SEK 235 m (306), and joint-Group and IT 

investments amounted to SEK 219 m (212). 

Investments in right-of-use assets, mainly 

premises, amounted to SEK 946 m (1,170) 

during the January–June period, of which 

SEK 268 m (362) pertained to newly acquired 

assets and SEK 678 m (808) pertained mainly 

to renewals of existing leases for premises 

and upward indexing of rents. Of the total 

investments in leases, SEK 188 m (284) 

pertained to wholesale operations, SEK 748 m 

(678) pertained to retail operations and  

SEK 11 m (207) pertained to joint-Group 

operations and IT. 
 

Financial position and cash flow 
Cash flow from operating activities amounted 

to SEK 2,596 m (2,248) during the January–

June period. The increase was mainly the 

result of a higher operating profit. Paid tax 

totalled SEK -326 m (-220).  

Net capital expenditures had an impact of 

SEK -1,586 m (-625) on cash flow. The higher 

investments are related to ongoing initiatives 

at Dagab.  

Cash flow from financing activities 

amounted to SEK -1,415 m (-1,613) during the 

January–June period. The completed rights 

issue raised SEK 1,499 m before issue costs, 

and SEK -1,260 m was repaid on the loan 

raised in connection with the acquisition of 

Bergendahls Food. Dividends to shareholders 

had an impact of SEK -836 m (-784) on cash 

flow, and repayment of lease liabilities had an 

impact of SEK -851 m (-779).  

 

Cash and cash equivalents held by the Group 

amounted to SEK 329 m, compared with  

SEK 734 m at 31 December 2021.  

Interest-bearing liabilities and provisions 

totalled SEK 7,334 m, compared with  

SEK 8,375 m at 31 December 2021. Interest-

bearing net debt amounted to  

SEK 7,005 m at the end of the period, 

compared with SEK 7,640 m at  

31 December 2021, which was primarily 

attributable to the payment of dividends, the 

completed rights issue and repayments of 

loans. 

The equity ratio was 24.8%, compared 

with 21.8% at 31 December 2021.  

Net debt/EBITDA was 1.2, compared with 

1.5 at 31 December 2021. Net debt/EBITDA 

excluding IFRS 16 was 0.1, compared with  

0.4 at 31 December 2021. 
 

 

Derivation of total investments and net capital expenditures in cash flow 

SEK m 6 mos. 2022 6 mos. 2021 

Total capital expenditures -2,382 -1,766 

Investments in leases 946 1,170 

Divestment of property, plant and equipment/intangible assets 1 1 

Acquisitions of financial assets -121 -32 

Acquisitions of operations 10 − 

Divested operations -40 2 

Cash flow from investing activities -1,586 -625 

 

 

Parent Company 

The Parent Company’s net sales and other 

operating income during the January–June 

period amounted to SEK 157 m (140). After 

operating expenses of SEK -227 m (-218) and 

net financial items of SEK 255 m (-1), profit 

after financial items amounted to SEK 185 m 

(-79). Net financial items include SEK 255 m 

(–) in dividends from subsidiaries. Investments 

during the period totalled SEK 2 m (12). The 

Parent Company had an interest-bearing net 

receivable of SEK 2,615 m at the end of the 

period, compared with SEK 299 m at 31 

December 2021. The Parent Company has no 

significant transactions with related parties, 

other than transactions with subsidiaries. 

 

Investments, amortisation 

and depreciation 

 

 

Net debt/EBITDA
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Operating segment performance 

Willys 
Second quarter 

Willys’ net sales totalled SEK 9,204 m (8,141), 

an increase of 13.0%. 

Willys’ growth in like-for-like retail sales 

was 11.2% (-1.1). As food price inflation 

increases, the discount category is becoming 

increasingly relevant to Swedish consumers, 

which is benefiting Willys as a leading 

discount player. The growth of the Willys 

chain during the quarter was attributable to 

the price trend and higher customer traffic in 

stores. Eurocash’s sales rose significantly 

since the lifting of travel restrictions enabled 

a more normal inflow of customers from 

Norway.  

The number of stores in the segment 

increased by five, net, compared with the end 

of the second quarter of the preceding year. 

Willys added three stores and Willys Hemma 

added two. The e-commerce rollout 

continued, and at the end of the quarter online 

 

shopping was offered in 19 additional stores 

compared with the end of the second quarter 

last year.  

Operating profit amounted to SEK 465 m 

(372), corresponding to an operating margin 

of 5.1% (4.6). This higher operating margin 

was attributable to a significant increase in 

earnings for Eurocash and effective cost 

control. 

 

January–June 

Willys’ net sales for the period totalled SEK 

17,621 m (16,127), an increase of 9.3% 

compared with the corresponding period last 

year. Willys’ growth in like-for-like retail sales 

was 7.6%.  

Operating profit was SEK 832 m (711), and 

the operating margin was 4.7% (4.4). 

 

 

 

 

 

 

 

 

 

Willys key ratios 
Q2 

2022 

Q2 

2021 Change 

6 mos 

2022 

6 mos 

2021 Change R12 

Full-year 

2021 

Net sales, SEK m 9,204 8,141 13.0% 17,621 16,127 9.3% 33,919 32,424  

Operating profit, SEK m 465 372 25.1% 832 711 17.0% 1,632 1,512  

Operating margin, % 5.1 4.6 0.5 4.7 4.4 0.3 4.8 4.7  

         

Retail sales, SEK m1) 9,206 8,140 13.1% 17,626 16,125 9.3% 33,927 32,426 

Like-for-like sales growth, % 11.2 -1.1 12.3 7.6 -0.3 7.9 – 0.0  

Total number of stores2) – – – 228 223 5 – 226  

   of which, Willys – – – 169 166 3 – 168 

   of which, Willys Hemma – – – 52 50 2 – 51 

   of which, Eurocash – – – 7 7 0 – 7 

Stores offering online shopping2) – – – 136 117 19 – 126 

Private label share, % 32.6 32.4 0.2 32.9 32.8 0.1 – 32.5  

Share of sustainability-labelled 

products, % 
29.1 29.8 -0.6 29.7 30.2 -0.5 29.2 29.6 

         

Average number of employees – – – 6,339 6,286 53 – 6,531  

Share of women in management 

positions, % 
– – – 38.5 33.7 4.8 – 34.5 

Sickness-related absence, % 6.1 7.0 -0.9 7.7 7.0 0.8 6.8 6.4 

1) See definition on page 24 

2) At the end of the period 

 
With Sweden’s cheapest bag 

of groceries, Willys is the 

country’s leading discount 

grocery chain, offering a broad 

assortment in both Group-

owned stores and online. The 

Willys operating segment 

includes the concepts Willys, 

Willys Hemma, the partly 

owned cross-border grocery 

chain Eurocash and a minority 

stake in the City Gross 

hypermarket chain. 

Net sales  

and operating margin1) 

 
1) IFRS 16 is applied as of 2019. 

Comparison figures are not 

restated. 
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Hemköp 
Second quarter 

Net sales for Group-owned Hemköp stores 

(including franchise fees) totalled SEK 1,661 m 

(1,554), an increase of 6.9%. 

Retail sales growth for  Hemköp, including 

Tempo, was 3.5%. Customer traffic in large 

stores in central urban locations increased as 

a result of the recovery after the Covid-19 

pandemic, while at the same time stores near 

residential areas and the Tempo chain were 

affected by a decrease in customer traffic. 

The number of stores in the segment 

increased by two, net, compared with the end 

of the second quarter of the preceding year. 

Four Group-owned Hemköp stores were 

added, while retailer-owned Hemköp stores 

decreased by three and Tempo added one 

store. The Hemköp chain offered online 

shopping in seven additional stores compared 

with the end of the second quarter  

last year. 

Operating profit was SEK 64 m (62), 

corresponding to an operating margin of  

3.8% (4.0).  

 

January–June 

Net sales for Group-owned Hemköp stores 

(including franchise fees) for the period 

totalled SEK 3,250 m (3,108), an increase of 

4.6%. Retail sales growth for the Hemköp 

chain was 2.6%. 

Operating profit for the period was  

SEK 130 m (121), corresponding to an 

operating margin of 4.0% (3.9). 

 

 

 

 

Hemköp key ratios 
Q2 

2022 

Q2 

2021 Change 

6 mos 

2022 

6 mos 

2021 Change R12 

Full-year 

2021 

Net sales, SEK m 1,661 1,554 6.9% 3,250 3,108 4.6% 6,344 6,202  

Operating profit, SEK m 64 62 2.2% 130 121 7.5% 280 271  

Operating margin, % 3.8 4.0 -0.2 4.0 3.9 0.1 4.4 4.4  

         

Retail sales, SEK m 1) 4,597 4,443 3.5% 8,888 8,665 2.6% 17,567 17,344  

Like-for-like sales growth,  

% 
3.5 1.0 2.5 2.5 1.0 1.5 – 1.1 

Like-for-like sales growth,  

Group-owned stores, % 
5.8 1.9 3.9 4.2 0.4 3.8 – 1.3 

Total number of stores2) – – – 330 328 2 – 327 

   of which, Group-owned 

Hemköp/Tempo stores  
– – – 65 61 4 – 63 

   of which, retailer-owned Hemköp 

stores 
– – – 134 137 -3 – 134 

   of which, retailer-owned Tempo 

stores 
– – – 131 130 1 – 130 

Hemköp stores offering online 

shopping2) 
– – – 70 63 7 – 70 

Private label share, % 26.1 26.5 -0.4 26.6 26.7 -0.1 – 26.4  

Share of sustainability-labelled 

products, % 
27.5 28.4 -0.9 27.9 28.7 -0.8 27.5  28.0 

         

Average number of employees – – – 1,582 1,519 63 – 1,594  

Share of women in management 

positions, % 
– – – 30.7 32.4 -1.7 – 30.8 

Sickness-related absence, % 5.8 6.9 -1.0 7.4 6.9 0.5 6.5 6.3 

1) See definition on page 24 

2) At the end of the period 

 

 

Hemköp offers a broad, 

attractively priced assortment 

with a rich offering of fresh 

products. Through Group-owned 

stores, retailer-owned stores 

and online business, Hemköp 

inspires good meals. The 

Hemköp operating segment  

also includes Tempo, a mini-

mart format comprising retailer-

owned stores. 

Net sales  

and operating margin1) 

 
1) IFRS 16 is applied as of 2019. 

Comparison figures are not restated. 
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Snabbgross 
Second quarter 

Snabbgross’s net sales amounted to SEK 1,299 

m (971), an increase of 33.7%. Like-for-like 

sales increased 29.3%.  

Snabbgross’s strong sales growth was 

primarily due to the recovery in the café and 

restaurant market since restrictions were 

entirely lifted at the beginning of the summer 

last year as well as to food price inflation. In 

addition, the performance in newly opened 

stores and steadily increasing interest in the 

Snabbgross Club store concept, with over 

40% growth in membership, made positive 

contributions. 

The number of stores in the segment 

increased by three compared with the end of 

the second quarter of the preceding year.  

Operating profit was SEK 81 m (57), 

corresponding to an operating margin of 6.2% 

(5.8). This higher operating profit was 

primarily attributable to strong growth and 

effective cost control.  

January–June 

Net sales for Snabbgross totalled SEK 2,233 m 

(1,708) for the period, an increase of 30.8%.  

Operating profit for the period was  

SEK 111 m (71), and the operating margin was 

5.0% (4.1).  
 

 

 

 

 

 

 

 

 

 

Snabbgross key ratios 
Q2 

2022 

Q2 

2021 Change 

6 mos 

2022 

6 mos 

2021 Change R12 

Full-year 

2021 

Net sales, SEK m 1,299 971 33.7% 2,233 1,708 30.8% 4,351 3,825  

Operating profit, SEK m 81 57 43.1% 111 71 56.8% 233 193  

Operating margin, % 6.2 5.8 0.4 5.0 4.1 0.8 5.4 5.0  

         

Wholesale sales, SEK m1) 1,304 975 33.6% 2,242 1,714 30.8% 4,368 3,840 

Like-for-like sales growth, % 29.3 10.9 18.4 27.3 1.9 25.4 – 9.3  

Total number of stores2) – – – 29 26 3 – 27  

  of which, Snabbgross – – – 26 25 1 – 25 

  of which, Snabbgross Club – – – 3 1 2 – 2 

Share of sustainability-labelled 

products, % 
18.9 18.6 0.3 19.1 18.8 0.3 18.8 18.6 

         

Average number of employees – – – 474 420 54 – 464  

Share of women in management 

positions, % 
– – – 39.6 34.0 5.6 –  34.6 

Sickness-related absence, % 6.7 6.9 -0.2 8.0 6.9 1.1 7.2  6.6 

1) See definition on page 24 

2) At the end of the period 

 

Snabbgross is one of Sweden’s 

leading restaurant wholesalers 

with a customer base of 

restaurants, fast food operators 

and cafés. Snabbgross offers 

personal service, accessibility 

and quality at its stores and 

online. The Snabbgross 

operating segment also includes 

the concept Snabbgross Club, 

which is directed at consumers. 

Net sales  

and operating margin1) 

 
1) IFRS 16 is applied as of 2019. 

Comparison figures are not restated. 
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Dagab 
Second quarter 

Net sales totalled SEK 16,746 m (12,488), an 

increase of 34.1%. 

Like-for-like sales growth was 12.7% and 

was attributable to strong sales to store 

chains and convenience retailers.  

Operating profit amounted to SEK 233 m 

(235), corresponding to an operating margin 

of 1.4% (1.9). Operating profit included SEK      

-57 m in items affecting comparability. These 

items included integration costs of SEK -25 m 

for Bergendahls Food and structural costs of 

SEK -31 m connected to the restructuring of 

the logistics operations. 

Adjusted operating profit amounted to 

SEK 289 m (235), and the adjusted operating 

margin was 1.7% (1.9). This higher operating 

profit was due to strong growth and higher 

volumes from the acquired Bergendahls Food. 

At the same time, operating profit was 

affected by higher fuel costs, negative 

currency effects and higher logistics costs as 

a result of lower delivery reliability caused by 

shortages of goods on the part of suppliers 

and transport-related disruptions. 

Axfood’s development companies Apohem 

and Urban Deli performed well during the 

quarter. With restrictions lifted in the 

restaurant market, Urban Deli continued to 

report strong growth and a positive earnings 

trend. Market investments that were made 

contributed to a continued positive growth 

trend for Apohem. 

Work on the Group’s future warehouse  

and logistics structure in Bålsta, Backa and 

Landskrona is proceeding according to plan. 

Right-of-use assets and a lease liability for 

the logistics centre in Bålsta will be 

recognised in the third quarter of 2022. 

System support that will improve the 

campaign and assortment process for all of 

Axfood is currently being implemented.  

The effects of the acquisition and the 

integration of Bergendahls Food are 

proceeding according to plan. Wholesale 

operations were converted to Dagab’s 

systems and processes during the second 

quarter, and a new purchasing organisation 

was established. In addition, the conversion of 

City Gross’s point-of-sale system began and 

is expected to continue until year-end 2022. 

January–June 

Dagab’s net sales for the period totalled  

SEK 31,808 m (24,368), an increase of 30.5%. 

Operating profit was SEK 661 m (452), 

corresponding to an operating margin of  

2.1% (1.9). 

Operating profit included SEK 126 m, net, 

in items affecting comparability. These items 

included a capital gain of SEK 221 m for the 

sale of Mat.se, integration costs of SEK -59 m 

for Bergendahls Food and structural costs of 

SEK -37 m connected to the restructuring of 

the logistics operations. 

 

 

 

 

 

 

Dagab key ratios 
Q2 

2022 

Q2 

2021 Change 

6 mos 

2022 

6 mos 

2021 Change R12 

Full-year 

2021 

Net sales, SEK m 16,746 12,488 34.1% 31,808 24,368 30.5% 59,736 52,295 

Operating profit, SEK m 233 235 -1.2% 661 452 46.3% 1,141 932 

Operating profit excl. items affecting 

comparability, SEK m1) 
289 235 22.9% 536 452 18.4% 1,059 976 

Operating margin, % 1.4 1.9 -0.5 2.1 1.9 0.2 1.9 1.8 

Operating margin excl. items affecting 

comparability, %1) 
1.7 1.9 -0.2 1.7 1.9 -0.2 1.8 1.9 

         

Delivery reliability, % − − − 91.3 96.2 -4.9 − 95.4 

Average number of employees − − − 3,343 2,844 499 − 3,126 

Share of women in management positions, % − − − 29.3 26.9 2.4 − 25.4 

Sickness-related absence, % 7.3 9.3 -2.0 8.8 9.0 -0.2 8.5 8.5 

1) See Note 9 Items affecting comparability for more information. 

 

Dagab runs and develops the 

Group’s assortment, purchasing 

and logistics, but also conducts 

sales to external customers. The 

Dagab operating segment also 

includes retailer-owned 

Handlar’n, the meal kit company 

Middagsfrid, the online 

pharmacist Apohem, the 

restaurant chain Urban Deli and 

a holding in Mathem. 

Net sales  

and operating margin1) 

 
1) IFRS 16 is applied as of 2019. 

Comparison figures are not restated. 
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Sustainable development  

For Axfood, sustainable development is about seeing the 

whole picture and the relentless pursuit of improvements. 

Sustainability permeates the entire business and 

encompasses the entire food system, taking into account 

the environment, animal welfare, and the people who 

produce, sell and consume food. Axfood will take the lead 

in promoting a sustainable food system by influencing 

decision-makers, leading the way through its own 

initiatives and driving industry issues. 

Axfood strives to make it easier for consumers to make 

sustainable choices by offering a broad assortment of 

sustainability-labelled products. The prevailing price 

inflation has resulted in higher price sensitivity, and there 

is a risk that this could jeopardise the consumption of 

sustainable food. Axfood has therefore proposed that 

politicians reduce the VAT on sustainable food as a way of 

accelerating the green transition of the food system. A 

differentiation in VAT would enable consumers to buy 

sustainable food at lower prices, while simultaneously 

motivating food companies to make changes so that their 

products will meet the requirements for various 

sustainability labels. 

 

Food 

During the second quarter, sustainability-labelled products 

decreased to 27.2% (28.5) of total sales, which was largely 

attributable to fruits and vegetables making up a lower 

share of sales.   

Organic products decreased to 5.2% (5.9) of total 

sales, partly as a result of lower sales of organic milk and 

bananas. On the other hand, sales of KRAV-certified meat 

increased slightly to 3.0% (2.8) of total sales.  

Sales growth for vegetarian protein substitutes was  

-1.1% (2.7), an effect of lower sales of frozen and chilled 

vegetarian products. Green-listed fish increased to 73.5% 

(69.1) of total sales as a result of specific targeted 

initiatives. 

 

The environment 

Axfood is striving to reduce the climate impact of food 

production as far as possible. The climate goal is to 

achieve net zero emissions from the company’s own 

operations by 2030. Axfood is also working to reduce the 

climate impact of the supply chain, where the greatest 

share of emissions is generated. A new climate training 

tool has been developed by Axfoundation and Axfood, 

among others, to increase people’s knowledge and help 

suppliers in various countries to reduce their emissions.  

 

The total CO2 effect per tonne of delivered goods for the 

Group’s own transports was 11.9 CO2e (16.9) during the 

quarter, a reduction of approximately 30%. This change 

was primarily attributed to higher use of renewable fuels. 

Dagab is continuing to convert its delivery fleet by 

increasing the share of electric vehicles in order to further 

reduce the climate impact of transportation. This autumn, 

a 64-tonne electric truck and trailer, the first of its type in 

Sweden, will be put into operation in the Gothenburg 

region. 

Energy intensity measured in relation to the number of 

square metres continues to decrease in comparison with 

the previous period, amounting to 284.3 kWh/sq. m. 

(289.7). The decrease was primarily attributable to 

investments in up-to-date premises, the installation of 

new freezer lids and doors, and a transition to LED lighting. 

Axfood is also working to reduce the negative impact 

of plastic and chemicals. It became the first company in 

the food retail industry to build a database containing 

approximately 18,000 different packaging materials. The 

database will speed up the transition to recoverable 

packaging made from renewable or recycled materials. 

 

People 

Axfood aspires to be a positive force in society and is 

working to improve work and social conditions throughout 

the food supply chain, including customers and agricultural 

and production workers as well as its own employees. 

Social audits are continually conducted in all risk 

countries in order to ensure compliance with Axfood’s 

Code of Conduct among suppliers of private label 

products. 30 audits (26) were conducted during the 

second quarter. The results of the audits were generally 

positive, with the exception of one supplier for which an 

action plan is to be prepared. 

One prioritised area involves reducing sickness-related 

absence among the Group’s employees. During the second 

quarter, sickness-related absence amounted to 6.3% (7.3). 

Sickness-related absence, primarily short-term sickness-

related absence, shifted to a more normal level after the 

spread of Covid-19 diminished.  

The share of women in management positions 

increased to 35.4% (33.3) as a result of systematic 

inclusion and gender equality efforts within the Group. 

 

 

 

 

Sustainability key ratios1)
 

Q2 

2022 

Q2 

2021 Change 

6 mos 

2022 

6 mos 

2021 Change R12 

Full-year 

2021 

Share of sustainability-labelled products, % 27.2 28.5 -1.3 27.8 28.9 -1.1 27.4 28.1 

Share of organic sales, % 5.2 5.9 -0.7 5.5 6.1 -0.6 5.5 5.8 

Growth in plant-based protein substitutes, % -1.1 2.7 -3.8 -1.6 0.3 -1.8 -1.3 -1.6 

Share of KRAV-certified meat, % 3.0 2.8 0.1 3.1 2.9 0.2 3.0 2.9 

Number of social audits 30 26 4 44 46 -2 100 93 

Electricity consumption, kWh/m2 (stores and 

warehouses) 
– – – – – – 284.3 289.7 

CO2, kg/tonne of goods 11.9 16.9 -5.0 13.0 17.8 -4.8 14.4 16.8 

Share of women in management positions, % – – – 35.4 33.3 2.1 – 32.3 

Sickness-related absence, % 6.3 7.3 -1.0 7.8 7.2 0.6 7.0 6.7 

1) See page 25 for definitions.  

For more information on Axfood’s sustainability performance measures, see the 2021 Annual and Sustainability Report.  
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Other information 

Long-term targets and capital 

expenditures 2022 
Axfood’s long-term financial targets:  

 

• Grow faster than the market. 

• Long-term operating margin of at least 4.5%. 

• Equity ratio of at least 20% at year-end. 

 

Axfood’s dividend policy is that the shareholder dividend is 

to be at least 50% of profit after tax. The dividend is to be 

paid out on two occasions. 

Axfood’s capital expenditures in 2022 are expected to 

amount to between SEK 2,600 and 2,700 m excluding 

acquisitions and right-of-use assets, of which SEK 1,300 m 

pertains to the logistics centre in Bålsta outside 

Stockholm (the majority of which concerns partial 

payment for an automation solution), SEK 100 m pertains 

to the nationwide warehouse for fruits and vegetables in 

Landskrona (the majority of which concerns partial 

payment for an automation solution), and SEK 110 m 

pertains to IT related to the acquisition of Bergendahls 

Food. 

During 2022, Axfood plans to establish 8–13 new 

stores. 

In 2022, Axfood’s operating profit is expected to be 

charged with structural costs totalling approximately  

SEK 340 m, of which SEK 220 m is connected to the new 

logistics centre in Bålsta outside Stockholm and SEK 120 

m to integration costs for Bergendahls Food. The majority 

of the structural costs are expected to be incurred in the 

second half of the year.  

Rights issue  
In conjunction with the announcement of the acquisition 

of Bergendahls Food, it was also announced that the 

Group intends to carry out a new share issue of about SEK 

1.5 bn, with preferential rights for existing shareholders.  

On 26 April this year, the Board of Directors, with the 

support of the AGM’s authorisation, decided on a rights 

issue in order to maintain a strong financial position over 

time. 

The rights issue was fully subscribed, and Axfood 

received SEK 1,499 m before issue costs. 

The total number of shares and votes increased by  

6,972,528, and at 30 June the number of shares and votes 

amounted to 216,843,240 shares.  

 

 

  



 

Axfood interim report 1 January – 30 June 2022 | 14 
 

 

 

The interim report for the January–June 2022 period provides a true and fair view of the Parent Company’s and the 

Group’s operations, position and earnings, and describes the significant risks and uncertainties facing the Parent 

Company and the companies included in the Group. 
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About Axfood 

The Axfood Group is a leader in food retail in Sweden and a family of different 

concepts in collaboration. Each week, 4.5 million customers are reached. In total, 

Axfood has more than 12,000 employees (FTEs), net sales of about SEK 66 bn. 

Axfood aspires to be, and to be recognised as, a strong force in society and to work 

together with stakeholders and decision-makers in society to drive development 

toward more sustainable food consumption. Axfood’s shares are listed on Nasdaq 

Stockholm and the principal owner is Axel Johnson. 

Purpose 

Better quality of 

life for everyone. 

Vision 

A leader in 

affordable, good 

and sustainable 

food. 

Business concept 

A family of 

different 

concepts 

in collaboration. 

 

Business model 

Axfood’s business model covers purchasing and assortment, logistics and 

sales channels and concepts. The customer is always in focus and  

value is created for Axfood and the Group’s stakeholders in every step. 

Long-term financial targets and investments  

• Axfood’s long-term financial targets:  

 Grow faster than the market. 

 Long-term operating margin of at least 4.5%. 

 Equity ratio of at least 20% at year-end. 

• Axfood’s dividend policy is that the shareholder dividend is to be at least 

50% of profit after tax. The dividend is to be paid out on two occasions. 

2030 targets 

Axfood’s purpose is to create a better quality of life for everyone. We work 

to improve and simplify life around food for everyone we impact through 

our different concepts, operations and brands. Our ambition is to, by 2030: 

• be Sweden’s most inclusive food company 

• be the strongest driving force for sustainable food in Sweden 

• have created a healthier Sweden 

• be a leader in the development of the simplest and best food 

experiences 

Strategy 

Axfood pursues a strategy of growth-promoting and efficiency enhancing 

priorities. The strategy is built on six strategic focus areas: customer 

offering, customer meeting, expansion, supply chain, work approach and our 

people. To promote growth, the focus is on developing and offering an 

attractively priced assortment. Apart from growing sales at existing stores, 

key initiatives include continued expansion through the e-commerce roll-

out and establishment of new formats and more stores. Efficiency in the 

organisation will be achieved through a more data-driven work approach 

and continued development of logistics solutions of the future. To stay at 

the forefront, we need to continue building a culture that enables the 

industry’s best employees to be attracted and develop. Axfood aspires to 

take the lead in promoting a sustainable food system and to be and to be 

recognised as a strong force for change in society. 

Operating segments 

• With Sweden’s cheapest bag of groceries, Willys is the country’s leading 

discount grocery chain. Willys aims to develop the discount segment in 

food retail with a wide assortment in Group-owned stores and online. 

The Willys operating segment includes the concepts Willys, Willys 

Hemma, the partly owned cross-border grocery chain Eurocash and a 

minority stake in the City Gross hypermarket chain. 

• Hemköp offers a broad, attractively priced assortment with a rich 

offering of fresh products. Through Group-owned stores, retailer-owned 

stores and online business, Hemköp inspires good meals. The Hemköp 

operating segment also includes Tempo, a mini-mart format comprising 

retailer-owned stores. 

• Snabbgross is one of Sweden’s leading restaurant wholesalers with a 

customer base of restaurants, fast food operators and cafés. 

Snabbgross offers personal service, accessibility and quality at its 

stores and online. The Snabbgross operating segment also includes the 

concept Snabbgross Club, which is directed at consumers. 

• Dagab runs and develops the Group’s assortment, purchasing and 

logistics, but also conducts sales to external customers. The Dagab 

operating segment also includes retailer-owned Handlar’n, the meal kit 

company Middagsfrid, the online pharmacist Apohem, the restaurant 

chain Urban Deli and a holding in Mathem. 

Investment case 

• The food retail market is relatively unaffected by economic swings and 

is driven largely by population growth and inflation. Axfood has a clear 

strategy for addressing the trends in the market through concrete 

priorities in six focus areas. The goal is to grow faster than the market 

with a long-term operating margin of at least 4.5%. 

• To meet customers’ varying needs, Axfood is a family of different 

concepts with strong market positions. With a clear expansion plan, a 

focus on the customer meeting in physical stores or in e-commerce and 

the development of meal solutions, customers’ evolving behaviours in 

the market are being met. 

• Economies of scale and cost efficiency are achieved through close 

collaboration between the central functions and Group companies. 

Dagab is the joint purchasing and logistics company, setting high 

demands for price, quality and sustainability. Axfood’s common IT 

company has a crucial role in the Group’s digital development, 

automation and data-driven work approach to meet future needs. 

• Axfood has a solid balance sheet, and the business model generates 

stable cash flow with efficient management of working capital. During 

the last five years, the dividend yield has averaged 4%. 

Axfood has long been working to be a positive force in society. Axfood is 

taking the lead in promoting a sustainable food system, and innovative 

and sustainable products are being launched through the private label 

assortment. 


