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We are going through a technological revolution that is affecting our strategy. 
The changes that are taking place are fundamental and are happening at
great speed. Virtual reality, augmented reality and artificial intelligence are 
examples of areas of technology that we all will become more familiar with over 
the next few years. 

EVRY’s ambition is to be the leading IT company in the Nordic region, a journey 
on which we are making excellent progress. In order to address customers’ 
evolving requirements, we at EVRY also need to change. We need to be ahead 
of our customers and anticipate their needs before they do.

We introduced “Digital Advantage” as our value proposition in 2016 and this 
has been very well received by our customers and strategic partners. It has also 
led to strong employee engagement at EVRY. A natural evolution is for Digital 
Advantage to be used as the basis of our new vision. A consequence of this 
is that we are also changing our mission statement, which addresses how we 
identify opportunities for our customers, as well as how through first-class solu-
tions, we create value both for them and society as a whole. Our value platform 
remains unchanged as the foundation for all we do. This brochure provides more 
information about our strategy. What this means for you on a day-to-day basis as 
an EVRY employee will be addressed on a departmental and divisional level.

”We need to be ahead of our 
customers and anticipate  
their needs before they do.”

OUR STRATEGY

We are striving for Nordic leadership
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Knowledge, insight and vision
Digital transformation is on the agenda in all industries and sectors, 
with areas such as mobility, social media, the cloud and analytics 
helping to drive this. What this means for EVRY is great opportunities 
for growth and development. Our challenge will be to meet the 
market’s requirements in terms of knowledge, insight and vision. 
Growth in future will not come from traditional IT, but from digital 
business development. EVRY possesses extensive technical 
knowledge, which we need to combine to an even greater extent 
with strategic understanding and insight. We need to have in-depth 
understanding and to be a collaboration partner that helps improve 
customer satisfaction, value creation and competitiveness. 

At EVRY we are motivated by developing solutions that make 
everyday life simpler for the public, enhance the ability of businesses 

to compete, and improve society. Our customers are in great need of 
innovation and new solutions, and need a partner that can guide them 
through a successful transformation. Their customers and users expect 
digital solutions that make their day-to-day life easier, including through 
mobile, automated and self-service solutions. Putting such solutions 
in place can be a demanding task, as 75% of IT budgets are spent on 
operating and managing existing solutions. EVRY helps with this by 
standardising and simplifying solutions to free up resources, and works 
along three axes: Innovate, Modernise and Run.

Best regards

Björn Ivroth  
CEO of EVRY 

INNOVATE 
We create unique business 

models for  the digital world.

MODERNISE 
We digitalise and automate 

business processes.

RUN 
We standardise, improve 

efficiency and reduce costs.
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MISSION

Together, we identify opportunities  
and deliver superior solutions, creating tangible 
value for our customers and society as a whole.

              VALUE S

> Anticipate needs
> Go beyond expectations
> Perform together 
> Empower and inspire

V I S I O N

Creating digital advantage for tomorrow’s leaders
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Continuously enhance and increase  
customer satisfaction across all business areas

Leverage our extensive customer  
base and strong portfolio of products and 
services across all business areas to further 

accelerate organic growth

EVRY HAS THE  FO L LOW I NG BUS I NE S S  G OAL S :

Continue to increase profitability across all 
business areas by deploying best practices and 

exploiting innovations and new technologies

Attract, develop and retain the most  
highly motivated, committed and skilled 

employees in the industry 
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VISION

Creating digital advantage 
for tomorrow’s leaders

C REATING DIGITA L ADVA NTAGE 8



The starting point for EVRY’s new vision is its customers and how 
we can help them fulfil their ambitions. “Creating digital advantage 
for tomorrow’s leaders” is a reminder that technology is absolutely 
essential in the world of business today. The opportunity space is 
large and dynamic. Hence, we need to go to great lengths to find 
solutions that truly benefit our customers – this is what it means to 
create digital advantage.

Digital advantage is already well-established as a concept at 
EVRY and it is natural for it to form the basis of our new vision. It is 
customer-oriented and something that we should strive to be every 
day. EVRY’s vision is concrete and achievable – when we deliver at 
our best. 
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MISSION

Together, we identify opportunities 
and deliver superior solutions, creating tangible 
value for our customers and society as a whole
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Our new mission, which is “Together, we identify opportunities and 
deliver superior solutions, creating tangible value for our customers 
and society as a whole”, refers to how, by using digitalisation and smart 
solutions, we create value for our customers and contribute to society. 
As a first step, we identify opportunities that can provide digital 
advantage for our customers. We then advise on what solutions and 
services represent the best choice and how and when they should be 
implemented. 

Over five million people in the Nordic region use services delivered 
by EVRY daily. We are the force behind a range of innovations that 
provide users with better services and make life simpler. Through our 
insight, solutions and technology, we contribute to the development 
of the digital society of the future. Being customer-centric and 
leveraging strategic partners is critical to becoming the trusted partner 
in this regard. We guide our customers, making suggestions that 
secure swift and successful transformation.
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PAYMENT  – Maja, 18, buys a new dress. On 
the basis of data from the card transaction, she 
is informed that there are matching shoes for 
sale at a reduced price in the shop next door.

MORTGAGE – Vegard, 32, is viewing a 
property. He informs his mortgage broker 
that he is interested, and receives a mort-
gage offer and details of his application 
there and then.

ELECTRONIC PLANNING 
APPLICATION– Lisbeth, 47,  
submits a digital planning  
application for an extension to  
her house using her PC.

CUSTOMER SERVICE – Espen, 63,  
telephones his energy company, and its  
customer service desk automatically brings  
up all his customer data  and previous  
correspondence in order to provide him with 
the best possible service.

Creating digital advantage for our customers and society



SAVING –Tommy, 27, buys a  
frappuccino and a muffin. He needs  
to save money to get a mortgage, 
and his savings app sends him a 
friendly reminder of this.

CHATBOT –  Marit, 66, has her purse stolen. 
With the help of a  chatbot, she gets  her card  
blocked  without having to make a call and  
to wait on hold.

MACHINE LEARNING –  Bjørn, 
53, buys a flight to Svalbard. His 
bank sees this and, with  the help  
of machine learning,  suggests 
buying a winter coat.

BILL OVERVIEW – Hanne, 24,  
uses her mobile to log into the  
‘My account’ section of her telecom 
provider’s website where she can 
view all her bills.



                                      VALUES

> Anticipate needs
> Go beyond expectations
> Perform together 
> Empower and inspire
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EVRY’s values are “Anticipate needs”, “Go beyond expectations”, 
“Perform together” and “Empower and inspire”. These values stem 
from our closeness and dedication to our customers, and from how 
we work together internally – and with our collaboration partners – to 
create the greatest possible gains for our customers. EVRY’s values 
form part of our DNA and is the basis on which we build our culture. 
They should characterise every employee, every decision, every 
action and every target.
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OUR STRATEGY – WHERE WE COMPETE

Positioned for Nordic leadership
EVRY’s ambition is to be the market leader in the Nordic region, 
which taken as a whole, is the eighth largest economy in the 
world. EVRY is a leading player, involved in a range of exciting 
and meaningful projects. We attract the best employees, the best 
partners and achieve best practice across the region’s borders. The 
Nordic region is EVRY’s main market and, thanks to our regional 
structure, we know it better than our competitors. With more than 
10,000 customers, across geographics and segments we have a 
great market opportunity.

Geography
In the Norwegian market, we are without doubt the largest provider. 
The Swedish market is the largest in the Nordic region and also 
the least consolidated market. We are the fourth-largest supplier in 
Sweden, where we see significant growth opportunities. In Financial 
Services, we are the largest provider in the Nordic region, but we 
also see potential for further growth. 

In terms of further expansion in the Nordic region, EVRY is looking 
selectively at opportunities in industries and solution areas that 

fit with our strategy. This was most recently demonstrated by the 
announcement of our intent to acquire Samlink, which will give us a 
strong footprint in the Finnish market.

Customer segments
Business leaders investing in digital services increasingly prefer  
vendors that offer relevant industry insight and industry specific solu-
tions with a proven track record. EVRY’s position in Financial Services 
is a good example of how we differentiate ourselves by developing 
and owning vertically focused solutions. We have a strong position in 
a range of other industries, and we will prioritise further investments in 
financial services, insurance, public sector and healthcare. 

Our customer base consists of both large enterprise customers 
and organisations as well as SME customers. The segment for large 
companies represents significant further cross-selling and growth 
opportunities. The SME segment accounts for 30% of IT spending 
in the Nordic region. We have a strong position in this segment and 
we see further growth opportunities as technology increasingly 
proliferates throughout the SME market.
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> Financial services
> Insurance
> Public sector
> Healthcare

  Financial services 15%
  Insurance 6%
  Public sector 22% 
  Healthcare 6%
  Manufacturing 22%

  Sweden 36%
  Norway 19%
  Denmark 26%
  Finland 19%

IT SPEND BY 
INDUSTRY

IT SPEND BY 
COUNTRY
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OUR STRATEGY – HOW WE COMPETE

Attractive offerings and unique approach 
Customers used to come to us with clear requests, set needs and 
specific requirements. As the pace of technological change and 
complexity increases, this is no longer the case. Customers are to 
a greater extent seeking advice on how digital solutions can create 
better services and increase their competitiveness. 

Attractive offerings
In order to be an attractive partner to our customers, we need to 
be relevant with leading products and services in digitalisation, 
applications, and infrastructure. EVRY offers standardised solutions 
that work across industry segments as well as dedicated solutions for 
a range of industries, meeting specific requirements. 

Key components of our offerings rely on partnerships. EVRY has entered 
into strategic collaboration agreements with organisations such as IBM,  
Microsoft, Google and Amazon Web Services. Through these partner-
ships, we offer world-class technology as well as processes and tools for 
transitioning to cloud-based solutions. We combine this with our local 
presence, market understanding and infrastructure solutions across the 
Nordic region. 

Unique approach
What solutions should our customers choose, in what order and how 

should new technology and businesses work together to create 
optimal value? 

EVRY has a key role to play in relation to questions such as these, 
by acting as the trusted partner helping customers make the right 
choices. We do this by being customer-centric. Our aim is to be the 
partner that helps customers anticipate needs, to manage change 
and achieve business value. By collaborating with partners such as 
Method, Apple and Microsoft, we help customers develop new 
business models and implement innovative solutions for their end 
users. This customer-centric and partner-driven approach is also part 
of our corporate culture and important in the way we motivate our 
employees and further innovasion. We refer to this as our three “Cs”: 

Customer-centricity: We understand and anticipate customers’ 
current and future needs, helping them navigate digital transformation 
and excel in business.

Collaboration: We leverage cross-functional industry and technology 
insights with customers and strategic partners to increase our 
expertise and create value. 
 
Culture: We share our energy, curiosity and ideas to foster innovation, 
which attracts strong talent and builds smart teams.
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The three Cs are core to our 
unique approach

We offer attractive offerings based on  
our insight and technology partnerships

 Collaboration

Culture

 Customer–centricity
Digital 

Services

Application 
Services

Infrastructure 
Services
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1.  OPERATIONAL EFFICIENCY
We will continue to focus on operational 
efficiency to achieve competitiveness, 

speed and agility.

2.  VERTICAL DIFFERENTIATION
We will increase our vertical differentiation  

in healthcare, insurance and the public sector.  
While financial services will continue to expand 

across the entire Nordic region.
 

3.  CUS TO ME R E N G AG E ME NT
We will increase the breadth and depth of the  

relationships we have with our 10k customers by collaborating 
closely with them and continuing to deliver superior solutions.

4.  S TRAT EG I C PART NE RS H I P
By leveraging our strategic partnerships we will remain  

at the forefront of new technology and disruption,  
supporting customers on their digitalisation journeys.

Our strategy for delivering success

C REATING DIGITA L ADVA NTAGE 20



EVRY aims to be an attractive place to work for both existing 
employees and new talent. The company has high ambitions 
for its customers, and this is reflected in the company’s internal 
ambitions. Developing and retaining talent is critical to EVRY. 
In addition to the company’s new vision and mission, EVRY has 
produced a new value proposition for its employees, which is 
“Shape the future today”. This new value proposition defines 
EVRY as an organisation, what its employees actually do, and 
important aspects of its corporate culture.

Our customers have no choice but to become digital if they are 
to maintain and strengthen their ability to compete. Their future 
survival depends on their ability to shape the future today, and 
this is where EVRY wants to be a key partner for its customers. 
EVRY needs to attract new expertise and talent, and its new value 
proposition is intended to be relevant to this target audience as 
well, specifically to reflect how working at EVRY offers employ-
ees the opportunity to shape both their career and their future. 
 

EMPLOYEE VALUE PROPOSITION

Shape the future today
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for its customers, and this is reflected in the company’s internal 
ambitions. Developing and retaining talent is critical to EVRY. 
In addition to the company’s new vision and mission, EVRY has 
produced a new value proposition for its employees, which is 
“Shape the future today”. This new value proposition defines 
EVRY as an organisation, what its employees actually do, and 
important aspects of its corporate culture.

Our customers have no choice but to become digital if they are 
to maintain and strengthen their ability to compete. Their future 
survival depends on their ability to shape the future today, and 
this is where EVRY wants to be a key partner for its customers. 
EVRY needs to attract new expertise and talent, and its new value 
proposition is intended to be relevant to this target audience as 
well, specifically to reflect how working at EVRY offers employees 
the opportunity to shape both their career and their future. 
 

EMPLOYEE VALUE PROPOSITION

Shape the future today
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