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OUR MISSION IS GROWTH,
RENEWAL AND SUCCESS

Promotion of innovations
Promotion of exports
Attracting tourists and investments

Tools include

T research and innovation funding
+ advice and sparring

t networking and contacts

I

domestic and international expertise and view of
networks

T theme selections and programmes
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Global Network: NORDIC COUNTRIES
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1. Identify 2. Develop and 3.Goto 4. Scale to your
opportunities reinvent Market business
© Funding
* Networks
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Food From Finland @

Innovative, healthy and safe food and drink products for the
international markets

1. Building a sustainable food industry in Finland

2. Helping companies to grow their exports and international know- how

Services Primary target markets
T Trade fairs T Nordic countries: Sweden & Denmark
t Buyer meetings T Germany
T Networking & training T East Asia: China, Hong Kong, Japan &
T Retail campaigns South Korea
T Media events and visits
¥ Funding
BUSINESS

FINLAND
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Overview of the Swedish
market



Export and import from and to Finland

Top 10 countries by export from Finland Top 10 countries by import to Finland

(1-10/2019) (1-10/2019)
1. Germany 152 % 1. Germany 15.8 %
2. Sweden 10.3% 2. Russia 13.5%
3. USA 7.4 % 3. Sweden 11.2%
4. Netherlands 6.2 % 4. China 7.4 %
5. Russia 5.7 % 5. Netherlands 52%
6. China 5.5% 6. USA 3.5%
7. UK 4.3 % 7. France 3.4%
8. Belgium 3.3% 8. Estonia 3.1%
9. France 3.0% 9. Poland 3.0%
10. Estonia 2.7 % 10.  ltaly 2.7%
12. Norway 2.7%
15. Denmark 1.6 % 13. Denmark 2.4 %

14. Norway 2.2%

BUSINESS
FINLAND Source: Finnish Customs



Direct investments to and from Finland

Top 10 countries by direct investments Top 10 countries by direct investment

to Finland (2018) from Finland (2018)
1. Sweden | 1. Netherlands |
2. Luxemburg | 2. Sweden 20.5 %
3. Netherlands | 3. Ireland |
4. Denmark | 4, Denmark |
5. Germany | 5. Norway |
6. France | 6. United States |
7. UK | 7. Estonia |
8. Cyprus | 8. Belgium |
9. Norway | 9. Russia |
10. Ireland 1.8 % 10. Germany 2.2 %

BUSINESS
FINLAND Source: Statistics Finland



Development of GDP 1 (2)
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Development of GDP 2 (2)

Real GDP growth rate (%)
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Food retail In Sweden

E Lidl Netto (Coop)
5% 2%
e

Bergendahls

CITY GROSS ™

WiLLY:S axtood | ICA

18 % -~ 51%
H ki
Total sales:
Coop 266,5 billion SEK

COOp
BUSINESS
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ICA

f Leading grocery store chain in Sweden
f Store-owner based

f Store formats:

f ICA Maxi Stormarknad : ca 81 stores
f ICA Kvantum : ca 125 stores

f 1CA Supermarket : ca 430 stores

f ICA Né&ra : ca 660 stores

f ICA Group

f ICA Sverige
Rimi Baltic
Apotek Hjartat
ICA Fastigheter
ICA Banken

Hemtex

~n ~ ~h ~h —x
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Axfood

f Second largest grocery store chain in Sweden
f 1,200 stores, out of which 300 is owned by Axfood

f Part of Axel Johnson group
f E.g. Ahléns, Kicks, Martin & Servera

f Stores:
f L O O\1pY stores
f :LOOMHeMmMa : 49 stores
f Hemkop : 187 stores

f Additionally e.qg.:
f Tempo: 134 stores
f Eurocash: 8 stores on Norwegian border
f Online: Mat.se & Middagsfrid
f Dagab-logistics & Axfood Snabbgross #estaurant wholesale
f Urban Deli: 3 stores

- f Ii- ;_II.

FINLAND Axfood WiLLY:S Hemidp



du storhandia

Coop ! ; ??EE’IEFSGRMMTE MI\TKEDA,

Fikctigt, r ketig) brapriser. _'

f Top 3 grocery store chain
f Co-op principle
f 665 stores, has gone under a change in store concepts

f New stores:
f Stora Coop
f Coop
f Lilla Coop

f Co-operative association (Kooperativa Forbundet, KF): # 'Iﬁ
f Coop Sverige
f KF Fastigheter
f MedMera Bank
f Var Gard Saltsjobaden
f Vi Media

BUSINESS
FINLAND




Online Is growing

f Digitalization is one of the strongest forces changing the

food retail market

f E-commerce is currently only 2 % of the market, but is

increasing

f +22% growth in 2019

B i B L.

i------ii.ﬁ-’ I

v

f Leading retailers investing heavily in e-commerce

f Operators

f Retailers Ica, Axfood (: L O G\Ifémkop) & Coop
f E-tailers: Mathem.se, Arstiderna, Linas Matkasse,& Mat.se

f Innovative: Matsmart.se

BUSINESS
FINLAND Photo: Nyheter365



Trendy food retallers

HAPPY
FOOD

29T .

Beiiks & ICote

©

Cajsa Warg-
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Foodservice

f Increasing consumption on restaurants
f Food service is growing faster than food retail

f Grocery stores are offering restaurant services and restaurants

are selling food in deli-boutiques

Wholesalers/importers:
f Martin & Servera
f Menigo

f Svensk Cater

BUSINESS

FINLAND Photo by Spencer Davis on Unsplash
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Ja, mog e detta Stockholmes mestosannolika vinbarsupplevelse. Mim lnne |
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Station Bar, Ioa Rvanium, Lilisholmstoreen 2,
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Martin & Servera

f Sweden's leading wholesaler and supplier to
restaurants zboth in the private and in the public

sector

f 13 sales offices are located all over Sweden, head

office is in Stockholm

f Warehouses located in Halmstad Norrkoping,

Enko6ping, Stockholm and Umea
f Owned by Axel Johnson

f Employees: 3 145 (2018)

Martin & Servera
finns i hela landet
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Menigo

f One of the leading food distributors selling food, drinks and

equipment for both public and private sector

f Restaurants 30%, hotels and chains 25%, schools 25%,

healthcare 15%

f 8 offices: Stockholm, Gé6teborg, Karlstad, Malmd, Helsingborg,

Sundsvall, Strangnas och Vasteras
f Part of Sysco

f Employees: 1,000

BUSINESS
FINLAND Photo: Menigo



Convenience stores

f Biggest convenience stores in Sweden (excluding petrol

stations):

f Pressbyran22%
f Tempo 11%
f Handlarn 9%
f 7-Eleven 6%

f Petrol stations account for a large part of the convenience stores

f Biggest petrol stations with convenience stores:

EhgpiaaRs

f Circle K 40% == Gageeeanemnestanaey
f OKQ8 26% | Ty e S

f Shell 13%
f Frendo 8%

BUSINESS
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Systembolaget

f Government-owned chain of alcohol stores in Sweden

f Retail stores are allowed to sell alcoholic beverages that

contain max 3.5% alcohol by volume

f 445 stores
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Food trends In Sweden



Key trends 1 (4) +Sustainability

Vegetarian / vegan / plant-based
f New brands popping up

f Key retailers are increasingly focusing on plant-

based food & meat substitutes




Vegetarian / vegan / plant-based

f Sales of plant-based alternatives in food retail 862 mSEK(2019)

f Yearly growth around 16 % per year during last three years

f 15-20 % yearly growth is expected ( A2-2,5 billion SEK in 2025)

f Fresh category is having the highest growth, though frozen is till
dominating the market

f Coop increased sales in fresh vego-products around 50% both in 2019
and 2018

f ICA experienced a 44% increase in vego products in 2019
f Axfood had 22% increase in sales for vegetarian meat alternatives

f Brands: Anamma, Quorn, Oumph!, Yipin, Halsans Kok and private labels

Source: Macklean



Key trends 2 (4) +Sustainabllity

Organic & locally produced
f Share of organic 9,6% (2018)

f Local, Swedish, healthy, climate smart, vegetarian,
V XV W D L (pdrdasing eompetition!
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Organic & locally produced

f Sales of organic food products increased by 4 %
in 2018

f Organic food products account for 9,6% of the

total food market (ca. 2,4 % in Finland)

f The organic product market in grocery stores is ca
1,6 billion euro (16.8 billion SEK) in Sweden (336

million euros in Finland)




Key trends 3 (4)

Healthy but delicious!

f Free from

f Pro-protein




Key trends 4 (4)

Easy, fast & on-the-go

f Complete meal solutions & menu baskets

f Snacking




How to enter the Swedish
market?



Market Entry Options

1. Direct sales to food retail chains
f Possible but challenging

f Direct sales to individual stores

2. Sales via local partner distributor / wholesaler

f Or local salesperson

3. Sales via private label agreement

f Low margins, high volumes




Direct sales to food retail chains

f For a small foreign player, it is challenging to
do business with the central buying

organisations

f , F Driddmmentation: start by selling your

products directly to stores!

f Direct local sales without listing:
flca

f Hemkop




Trade f airs

f GastroNord

f Meeting place for HoReCa-sector

f Nordic Organic Food fair

f The only organic food and drink trade show hosted in the

Nordic region

f Fastfood & Café, RestaurangExpo




Marketing



Stand out from the  crowd

f Second home market = Finnish brands competing
with local ones
f Finland as suchnot unique nor exotic, works as

USP for limited amount of products/categories

f What makes a Swedish consumer to chooseyour

product?

/EDevelop your brand & packaging to catch your

target consumersy D@télers Jeyes

f Suppliers are expected to invest in marketing




Catchy , fun & colourful concept




They skipped the boring part




Upgraded everyday product




" - R LdQr fight on sugar




Back to nature




POS Marketing 1 (2)




POS marketing 2 (2)




Why Sweden?

fAn excellent market to learn, test & develop before the next

Internationalisation steps
f Relatively affordable & time efficient learning trip
fSucceeding in Sweden = a lot more wisdom to continue the

Internationalisation journey

Internationalisation takes long time

be active , have local presence & be patient!




Questions , comments & Ideas?

Vilma Sofia Rissanen
Advisor
Business Finland

+46 730 28 14 31
vilma.rissanen@businessfinland.fi



