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Power and possibility 

The Consumer Council of Norway’s new strategy plan is aligned to general trends in society.

The Consumer Council of Norway’s activities are based on the UN’s eight core consumer values:

■ All consumers have the right to choose.
■ All consumers have the right to be informed.
■ All consumers have the right to be represented.
■ All consumers have the right to health and safety.
■ All consumers have the right to satisfaction of basic needs.
■ All consumers have the right to consumer education.
■ All consumers have the right to a healthy and sustainable environment.
■ All consumers have the right to advice and redress.

Our vision and mission statement are at the top of the management pyramid which provides an overview of 
The Consumer Council of Norway’s new strategy. From the vision at the top, the pyramid moves down to values, 
leadership requirements and strategic target areas which are specifi ed in the strategy plan.  

The Consumer Council of Norway is an 
independent professional body.

We work for a consumer-friendly society and offer 
service and assistance to the individual.

MISSION STATEMENT

VALUES

LEADERSHIP REQUIREMENTS

STRATEGIC TARGET AREAS

Clarity  //  Openness //  Proaction //  Commitment

Communication //  Cooperation //  Decision //  Leadership

VISION

We give 
consumers the power 

and possibilities 
to make good choices.

Partnership, leadership, 
expertise

Organisation, 
efficiency

Consumer service Communication Consumer policy



The Consumer Council of Norway has won many important battles on behalf of Norwegian consumers in the 
almost 60 years since its inception. But the Council’s work for a more consumer-friendly society is far from 
over. The Consumer Council of Norway wishes to be well-prepared for more battles on behalf of consumers in 
the future. This is why our new vision is: Giving the consumer the power and possibility to make good choices. 
This vision contains the following mission statement: The Consumer Council of Norway is an independent 
professional body. We work for a consumer-friendly society and offer service and assistance to the individual. 

- Randi Flesland
Director, The Consumer Council of Norway



Strategic target areas

To be as effi cient in its work for the consumer as possible The Consumer Council of Norway 
must be clearer and more consistent in its efforts. 

Our work must be concentrated on three strategic target areas:

■  Consumer service 
- to help the consumer with an expert, effi cient and accessible service.

■  Consumer policy 
- to strengthen the interests of the consumer by exercising consistent and result-oriented 
consumer power.

■  Communication 
- to be the most profi cient and respected professional body in Norway in the way we 
communicate.

Consumer service and consumer policy are mutually dependent. Through its consumer service 
The Consumer Council of Norway obtains important information about the challenges facing 
consumers which, in turn, provides insights into the areas that are important to regulate. 
Consumer policy ensures the consumers rights that are exercised in our consumer service.  

To achieve its strategic goals The Consumer Council of Norway has defi ned two internal 
strategic target areas:

■ Organisation and effi ciency 
■ Management and know-how

Every year we will prepare specifi c action plans for the fi ve target areas set out above. These 
apply to one-to-one consumer service, political results and internal challenges. In this way, 
we ensure that our strategy is carried through from one year to the next and that we 
gradually meet the targets we have set.

Organisation

The Consumer Council of Norway is an administrative organ with special powers and its 
own board and statutes granted by Royal Decree. This means that the organisation is inde-
pendent politically from its governing ministry which is the Norwegian Ministry of Children 
and Equality. This means that The Consumer Council of Norway is an independent profes-
sional body. The Consumer Council of Norway has ten regional offi ces and one head offi ce 
in Nydalen in Oslo. The ten regional offi ces are located in: Tromsø, Bodø, Trondheim, Bergen, 
Stavanger, Kristiansand, Skien, Sarpsborg, Gjøvik, Oslo. As of 1.1. 2009, The Consumer Council 
of Norway had approx. 130 man-labour years of which 70 man-labour years were distributed 
among the ten regional offi ces and 60 in Nydalen. 



Communication

The strategic target area of communication consists of both external activities such as media 
work, political communication, Internet-based communication, information materials and profi l-
ing and internal communication via the Intranet and managers or between employees.

Communication is an important tool for The Consumer Council of Norway. It is a critical suc-
cess factor in the achievement of political targets, visibility, one-to-one consumer service and 
internally among managers and employees. We will effectuate proactive, creative and success-
ful communication to achieve our goals and further to develop a clear profi le for The Consumer 
Council of Norway. 

Our ambition to be the most profi cient and respected professional body in Norway demands 
that our message reaches the important actors at the right time and in an effi cient way. 

We wish to give the highest number of consumers the best possible service and this means that 
we need to communicate simply and effectively in order to help consumers meet the challenges 
they face. We want to be a consumer council in which all employees are an integrated part of the 
work we do and help each other to achieve our shared goals. This means that we need to make 
information on responsibilities, roles and facts clearly available and easy to fi nd. 

The most important activity in our communication work is to develop a new communication 
strategy to defi ne how we meet the challenges we face both externally and internally. Our 
strategy must defi ne how the Consumer Council of Norway intends to use communication as a 
valuable instrument in our other four strategic target areas as well as in our six policy areas, how 
we need to communicate in the different channels and formats we employ and, ultimately, our 
strategy must ensure that specifi c action plans are put in place in each area. 

The consumer society

The Consumer Council of Norway’s new strategy plan is aligned to general trends in society. 

Some of the main developments on which the Consumer Council of Norway bases its work 
are listed below:

■ Ever-faster developments in technology.
■ Increasing number of senior citizens.
■ Norwegian society is becoming increasingly multicultural. 
■ Public service offerings are expanding leading to increased need for consumer service.   
■ Increased globalisation creates new opportunities and challenges for the consumer.
■ Politicians assign consumers more rights. 
■ The effects of globalisation and EU on Norway. 
■ Sustainable consumption and the consequences of consumption.



Consumer service

The Consumer Council of Norway wishes to help as many consumers as it can in the best 
possible way. Our consumer service covers all points of contact between the consumer and 
The Consumer Council of Norway. 

The Consumer Council of Norway currently meets the consumer through eight different channels: 

■  Forbrukerportalen.no
■  Finansportalen.no
■  ForbrukerEuropa.no 
■  Consumer telephone service

■  E-mail
■  Complaints boards
■  Written cases
■  Visits to our regional offi ces

Through these channels we help consumers to fi nd an acceptable solution to the challenges 
they face. The service that The Consumer Council of Norway’s provides is all about provi-
ding help for as many consumers as possible in the shortest space of time. In this way, we 
are able to help more people. The future requires that the organisation exploits the new 
channels that consumers are using. The Consumer Council of Norway wishes to increase 
levels of mediation by telephone in order to resolve cases faster. It is also our goal to ensure 
that more people fi nd the information they need on forbrukerportalen.no and fi nans-
portalen.no. By streamlining our consumer service we will be able to help more consumers 
to help themselves. Another important part of our consumer service is to provide consumers 
with information about their current rights and obligations. We do this through contact 
with individual consumers and the business community and through the media. In this 
strategy period we will emphasise accessibility to ensure that more information reaches 
more consumers. We also want to ensure that consumers experience faster confl ict resolu-
tion.  ForbrukerEuropa, The Consumer Council of Norway’s own division for consumers who 
have purchased goods and services across national borders, will also form an important part 
of our consumer service. 



Consumer policy

Our consumer policy involves strengthening the interests of the consumer and to move 
society in a more consumer-friendly direction. 

We need to continue our work to expand and refi ne our consumer policy toolbox. The aim is 
that The Consumer Council of Norway should become a more effi cient and skilful lobby 
organisation. By carrying out more surveys and investigatory work we will be better equipped 
to shape important consumer policy based on what we know. 

The Consumer Council of Norway aims to become a political actor which sets the agenda, is 
listened to and cited in our prioritised policy areas.

The Consumer Council of Norway has prioritised areas that are of great fi nancial importance 
to ordinary consumers, areas which have scored poorly on the consumer satisfaction index 
and areas in which it is possible to affect a whole industry. 

Based on these criteria, we have identifi ed six consumer policy areas:

■  The digital society
■  Public services
■  The property market
■  Public transport
■  Food and groceries
■  The fi nancial market



P.O. Box 4594 Nydalen 
N-0404 Oslo 

Telefon 23 40 05 00 
www.forbrukerportalen.no

Offi ces

The Consumer Council of Norway has 10 
regional offi ces and one headquarter in 
Nydalen in Oslo
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