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Finland’s good economic performance continued in 2017 with the 
employment rate and consumer confidence improving. The year 2017 was 
a good one for grocery stores that mirror economic fluctuations well. The 

value of grocery sales grew by 1% over 2016. Growth was the strongest in 
four years.

Keeping the economy growing is vital for allowing us to secure welfare services in Finland. 
The positive development of the domestic market and the consumers’ purchasing power are 
key factors in it: The growing domestic demand supports creating new jobs and companies’ 
investment opportunities in Finland.

Securing the operational preconditions for companies operating in the domestic market is 
clearly significant for society’s development. Grocery and Foodservice wholesale trade are 
significant tax payers and investors that employ and support living in all of Finland.

Retail sector regulation in Finland has been among the strictest in the OECD. Trade 
regulation is significantly lighter in, for instance, Sweden, where the profit-
ability of retail business is also clearly better than in Finland. Finland should 
strive to reach at least Sweden’s level in OECD’s rankings.

RESPONSIBLE COMMERCE
Many necessary reforms have already been carried out by the Sipilä govern-
ment’s deregulation scheme. Welcome reforms have been the deregulation 
of opening hours and the changes to the Finnish Land Use and Building Act The new Alcohol 
Act entered into force at the start of 2018, which allows retail stores to sell alcoholic beverages 
that contain up to 5.5 per cent alcohol, up from 4.7 per cent.

The reform was a moderate step towards more liberal, European alcohol politics. Consumers 
have received the reform calmly, and class IV A beer doesn’t seem to be toppling class III beer 
as the most popular product group. Grocery trade has also acted responsibly in the new situ-
ation. Age limit monitoring has seen major investments and stores have been able to add craft 
beer and microbrewery products on their shelves that interest consumers. Current trends in 
the Finnish alcohol culture appear to be quality over quantity and consuming alcohol more 
and more often alongside food.

We will need to continue to consistently move towards a free competitive environment. At 
the same time, we are supporting consumers to keep local services open that are important 
to them, as many of these reforms are specifically noteworthy for the competitiveness of 
small stores 

We should also boldly take up the matter of pharmaceutical distribution. Finland is the only 
Nordic country that hasn’t carried out the reform, even though the operational environment 
has changed considerably in recent decades. Legislation should allow genuine competition 
and development for the sector with pharmaceutical distribution as well. A responsible re-
form uses the customers’ needs as a starting point while ensuring drug safety and availability 
everywhere in the country. 

Ari Akseli
President of the Finnish Grocery Trade Association

TOWARDS A FREE, 
COMPETITIVE ENVIRONMENT
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The ability to adapt to changes in the operating environment is key. 
This old saying is true to an individual company, industry and state. 

Trends like digitalisation as well as changes to consumer behaviour and 
the working life are visible in Finland as well. The country’s demographic 

structure and service needs are changing. Environmental questions re-
quire solutions while competition is increasingly global.

We are used to passing new laws against many challenges. Overly strict regulation, however, 
hinders both competition and the development of the domestic market. Stiff and slow legisla-
tion can’t keep up with global markets and digitalisation. We will not succeed in controlling 
climate change or boosting the circular economy if we only seek results through legislation 
and treaties that can take years to draw up. Our operational environment has changed and our 
regulation environment needs to change with it.

Deregulation has been a necessary start. In the 2020s, regulation needs to be developed with 
more emphasis on self and co-regulation. They are more flexible operational mod-
els than traditional legislation and see the authorities and operators from 
different sectors working together to reach socially important goals. 

A good example is the plastic bag agreement between the Ministry of 
the Environment and trade sector. The Finnish Grocery Trade Associa-
tion members S-Group, K-Group, Lidl, Tokmanni, Stockmann and Wihuri 
are involved in the agreement. Already during the first year, the sales 
of plastic bags and consumption of small bags decreased considerably.

SENSIBLE REGULATION IS ALSO A NATIONAL COMPETITIVE ADVANTAGE
In an increasingly complex world, company responsibility and cooperation with the authorities 
can also be a national competitive advantage. Voluntary measures can quickly lead to lasting ef-
fects without causing unnecessary inconveniences to the economy or industry. On the contrary, 
by making regulation more sensible, industries improve their competitive strength and have 
better opportunities to employ people.

Voluntary measures by companies are a faster way than legislation to promote, for instance, 
the goals of waste legislation and the circular economy like producer responsibility for pack-
aging and reducing food waste. The best way to boost domestic food supply chains is also to 
develop self-regulation. The goal needs to be to improve the chains’ competitiveness as well as 
the consumers’ interests. 

Monitoring by public authorities should also be lightened and targeted based on risk assess-
ments. Too extensively or wrongly targeted monitoring cause administrative and direct costs 
that take resources the company should use for product development and to increase food ex-
ports. That is the only way the industry can produce additional value for consumers and grow.

 
Kari Luoto

Managing Director of the Finnish Grocery Trade Asstociation
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GROCERY TRADE IS  
AN IMPORTANT PART OF SOCIETY

The grocery trade operations are vital in order for society to work and the everyday life of 
 consumers to continue smoothly. Trade plays a significant role as a foundation block of society, 
ensuring services and the habitability of the entire country and providing employment oppor-
tunities. 

Companies in the retail sector are actively working, for instance, towards reducing food waste as 
well as improving food safety, age limit monitoring and consumer packaging recycling.

Out of all the industries in Finland, the trade sector employs the most people. In 2017, it  employed 
280,000 people, approximately 62,000 of whom worked in the grocery trade and Foodservice 
wholesales.

GROCERY TRADE MARKET IN FINLAND

The Finnish grocery trade is characterised by the formation of chains and the centralisation of 
procurement and logistics. The situation is similar in the other Nordic countries; without large 
volumes it is impossible to be as efficient as necessary in vast, sparsely populated countries. With-
out sufficient cost-efficiency, prices would escalate, selections would shrink, and customers would 
have a poorer service and reduced accessibility.

The structure of the Finnish grocery trade has also been changed by the migration to growth 
centres, the increased use of cars as well as a more extensive selection of goods and underlying IT 
development that has made the management of such selection possible. In 25 years, the number 
of market-size stores has gone down from nearly 10,000 stores to approximately 3 000 stores. 
Selections have tripled in 20 years.

Large stores are clearly more cost efficient than smaller ones. For a long time, large stores have 
played a significant role in Finland. The largest stores, that is to say 30 per cent of stores, account 
for 81 per cent of all grocery sales. However, smaller stores are a lot more important than their 
volume might suggest in their role in maintaining the food supply and the habitability of the 
entire country and as local service providers.

In 2017, the value of grocery retail sales was approximately 17.6 billion euros.

THE DUTIES OF GROCERY TRADE
 Creating the extensive selections to meet consumer demand.

 Maintaining the trade service network across the entire country.

 Developing food supply chain efficiency and productivity.

 Looking after food safety.

 Monitoring the sale of age-restricted products.

 Ensuring food supply and distribution in Finland.

 Ensuring free competition and availability of several purchasing channels.

 Securing employment.

 Taking environmental aspects into consideration in all operations.
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FOODSERVICE 
WHOLESALE TRADE  
IN FINLAND

The Foodservice wholesale trade is in charge of exter-
nal supply of items for the retail trade. The industry is also 
called HoReCa wholesales (Hotels, Restaurants and Cater-
ing), referring to one of the key customer groups of the 
industry. The Foodservice wholesale trade also has other 

important customer groups, such as public administration 
kitchens. The sector is a socially significant industry. 

Every day, one in two Finns uses the services of Foodservice 
companies when having a meal or a coffee in restaurants, cafés, 

and workplace or school canteens. Hotels, cafés, restaurants and 
public administration institutions are the largest customer groups of 

Foodservice companies. About Finnish 17,515 professional kitchens, i.e. Foodser-
vice points, serve their customers about 702 million meals per year. Most of their ingredients are 
purchased from Foodservice wholesalers. 

RELIABLE SERVICE AND NEW TRENDS
Ensuring the safety of the products and deliveries and the security of delivery is especially im-
portant in the industry as the Foodservice wholesale trade operates in socially vulnerable func-
tions such as child and old-age welfare and hospitals. The industry plays an important part in 
ensuring the security of supply in our country. The continuously united streams of goods and the 
extensive selections of wholesales create logistical efficiency while benefiting the environment.

The largest product groups in wholesale trade usually include fresh produce, frozen foods and 
ready-made foods. The companies in the Foodservice wholesale trade constantly develop their 
selections and listen to their customers carefully. The companies in the industry also introduce 
new international trends and products in Finland. The Foodservice wholesales of the member 
companies of the Finnish Grocery Trade Association operate nationally with an extensive selec-
tion and their revenue in 2017 was nearly EUR 2 million. 

Private labels are  
part of shop selections 
With private labels, shops want to offer consumers high-quality products 
needed in everyday life at affordable prices. Other objective of private labels 
include increasing customer loyalty, strengthening the market position and the 
chain brand, increasing retail trade’s profit, improving the quality of products 
and ensuring the control of the supply chain. For a food industry company, an 
opportunity to manufacture private labels can present a great chance for ex-
panding the customer base and turnover. The private label share of consumer 
purchases is approximately 24% (2017). On a European level, this figure is low 
as in France and Britain, the share of private labels is around 30–40%.
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STATISTICS

GROUP
MARKET SHARE,  

%
GROCERY SALES  

(€ MILLION)

S-Group 45.9% 8,074

K-Group 35.8% 6,299

Lidl 9.3% 1,636

Tokmanni Group* 1.6%       275

Stockmann* 0.8% 145

Minimani* 0.6% 96

M Chain* 0.5%    91**

Other private* 5.5% 976
Grocery sales include VAT.  

Source: Nielsen Grocery store register.
Figures with an asterisk (*), source: FGTA

** M Chain’s total sales including consumer goods. source: FGTA

NB. New markets have been included in the 2017 Grocery store register.  
Discount stores and petrol stations store that sell a reduced selection of groceries have been included. 

This is why the statistics is not comparable to the statistics from previous years.

MARKET SHARE 
OF THE  

FINNISH GROCERY 
TRADE GROUPS 

IN 2017

€17,592 million
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Sales value growth 1% *

Sales volume growth 1% *

Sales per inhabitant €3,200

Retail sales of groceries €/household (number of households in 2016**) €6,572

Number of stores (markets) 2,824

Plus speciality grocery stores/indoor markets/direct sales outlets 814

both discount and petrol station stores (part of grocery selection) 986

Grocery sales area of grocery trade (excluding special markets) 2.2 m m²

Average sales per m² €7,000/m² *

Inhabitants/grocery store 1,191*

Grocery retail sales 2017 • €17,592 million

Shopping basket value development (€) 1996–2017

KEY INDICATORS FOR 2017

€

Shopping basket value (€/shopping trip) Shopping trips per week/household

Source: Nielsen Homescan
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Source: Nielsen Grocery store register
*Due to the new markets included in the register, the number is not comparable with previous years. Discount stores and petrol stations 
store that sell a reduced selection of groceries have been included in the Grocery store register in 2017.
**Statistics Finland
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Weeks before Christmas 
wk. 50&51

Midsummer
wk. 25

Easter
wk. 16/2014
wk. 14/2015
wk. 12/2016
wk. 15/2017
wk. 13/2018

 wk. 13/2014–12/2015
 wk. 13/2015–12/2016
 wk. 13/2016–12/2017
 wk. 13/2017–12/2018
 wk. 13/2018–16/2018

New Year’s Eve wk. 52

The weekly trend of the purchase costs of groceries | week 13/2014–16/2018

 CPI
 CPI Food and non-alcoholic beverages, nominal price
 Food and non-alcoholic beverages, real prices
 Income level index
 Real wage level

2006 2007 2008 2009 2010 2011 2012 2014 2016 2018201720152013

Source: Statistics Finland

Source: Nielsen Homescan

Food price trend in comparison to inflation and income level changes 
(2005 = 100)
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2016 2017

Number of markets (excluding special markets) 3,002 2,824

Total number (including special markets) 4,882 4,624

Total sales, € million (excluding closed stores) 16,976 17,340

Change in value (%) 1.0%

Change in volume (%) 1.0%

Source: Nielsen Grocery store register
NB. Discount stores and petrol stations store that sell a reduced selection of groceries have been included in the Grocery store register.  
Due to new markets that have retrospectively been included in the 2016 register, the numbers presented in the graph are not comparable with the statistics  
published in earlier years.
Number of supermarkets between 2000–2017, see p. 7.

Grocery sales by store type in 2017 (€ million)

STORE TYPE SALES AREA/DEFINITION TOTAL 
1/1/2018

Hypermarkets Citymarket, Prisma and Minimani 4,923
Department stores ≥ 1,000 m2 (grocery sales less than 2/3 of total sales) 457
Supermarkets, large ≥ 1,000 m2 (grocery sales more than 2/3 of total sales) 6,497
Supermarkets, small 400–999 m2 1,901
Self-service markets, large 200–399 m2 2,151
Self-service markets, small 100–199 m2 356
Small stores < 100 m2 203
Speciality stores 236
Indoor markets/direct sales outlets 37
Discount stores, part of grocery selection* 385
Petrol station stores, part of grocery selection* 195
Total 17,340
Shops on wheels and boats 4
Closed stores 247
Total 1/1/2018 17,592

    

Number of stores according to type in 2017

STORE TYPE SALES AREA/DEFINITION TOTAL 
1/1/2018

Hypermarkets Citymarket, Prisma and Minimani 152
Department stores ≥ 1,000 m2 (grocery sales less than 2/3 of total sales) 86
Supermarkets, large ≥ 1,000 m2 (grocery sales more than 2/3 of total sales) 662
Supermarkets, small 400–999 m2 433
Self-service markets, large 200–399 m2 893
Self-service markets, small 100–199 m2 309
Small stores < 100 m2 289
Speciality stores 782
Indoor markets/direct sales outlets 32
Discount stores, part of grocery selection* 350
Petrol station stores, part of grocery selection* 636
Total 4,624
Shops on wheels and boats 12
Closed stores 438

Grocery trade shop sales, change in value and volume in 2016–2017

* Stores added to the 2017 statistics | Source: Nielsen Grocery store register
NB. New markets have been included in the 2017 Grocery store register. Discount stores and petrol stations store that sell a reduced selection of groceries have been included. 
This is why the statistics is not comparable to statistics from previous years.

* Stores added to the 2017 statistics | Source: Nielsen Grocery store register
NB. New markets have been included in the 2017 Grocery store register. Discount stores and petrol stations store that sell a reduced selection of groceries have been included. 
This is why the statistics is not comparable to statistics from previous years.
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Number of stores at the end of 2017. The differences in grocery sales shares of S-Group’s and K-Group’s chains as well as in grocery sales shares between the two 
groups are due to decimal rounding. 

Source: figures with an asterisk (*), Nielsen Grocery store register  
NB. New markets have been included in the 2017 Grocery store register. Discount stores and petrol stations store that sell a reduced selection of groceries have 
been included. This is why the statistics is not comparable to the statistics from previous years. 
Others, source: The Finnish Grocery Trade Association 
** M Chain including consumer goods sales, source: FGTA 

Grocery sales by chain in 2017
17,592 million euros (including closed stores) 4,624 stores (excluding closed stores)

Group Chain
Number of 

stores
Grocery sales 

(%)
Grocery sales 

(€ million)
Average sales/

store (€ million)

S-Group Prisma 66 15.8% 2,787 42.2

S-market 430 22.0% 3,871 9.0

Alepa + Sale 452 7.4% 1,305 2.9

Others 92 0.6% 111 1.2

S-Group, total 1,040 * 45.9% * 8,074 7.8

K-Group K-citymarket 81 11.8% 2,068 25.5

K-supermarket 235 11.8% 2,074 8.8

K-market 814 11.4% 2,006 2.5

Others 154 0.9% 151 1.0

K-Group, total 1284 * 35.8% * 6,299 4.9

Lidl 169 * 9.3% * 1,636 9.7

Tokmanni 175 1.6% 275 1.6

Stockmann Grocery sales of department stores 6 0.8% 145 24.2

Minimani 5 0.6% 96 19.2

M Chain 70 0.5% ** 91 1.3

Others 1,875 5.5% 976 0.5

TOTAL * 4,624 100% * 17,592 * 3.8%

Group Chain
Number of  

stores
Grocery sales 

(€ million)
Average sales/

store (€ million)

R-kioski Oy  R-kiosks 561 303 0.5
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Lähde: PTY 
Verkkokauppa sisältyy tilastoon, jos yrityksellä on verkkokauppa.         
Taulukossa olevien myyntilukujen ja myynnin muutosprosentin välillä olevat erot johtuvat desimaalipyöristyksestä.                                                                                                                                      

CLOTHING AND SHOE SALES IN 2017

Clothing sales in 2017 €2,695 million (+0.2%)

Shoe sales in 2017 €590 m (+0.7%)

  26.3% SPORTS STORE CHAINS 155 m (+4.5%)

  22.6% DEPARTMENT STORES 609 m (-1.1%)

  33.6% CHAINS 905 m (-2.5%)

  24.2% DEPARTMENT STORES and MARKETS 
143 m (1.7%)

  8.0% OTHER SPORTS SHOE SALES  
47 m (-6.0%)

  7.0% SPORTS SHOES IN DEPARTMENT STORES  
41.5 m (-0.9%)

  0.4% E-COMMERCE outside EU 
10 m (66.7%)

  0.5% E-COMMERCE outside EU 
3 m (+114%)

  7.2% E-COMMERCE FROM EU COUNTRIES 
(fashion) 195 m (+19.9%)

  6.6% E-COMMERCE FROM EU COUNTRIES 
(fashion) 39 m (+20.8%)

  1.1% E-COMMERCE FROM EU COUNTRIES 
(sports) 29 m (+25.5%)

  2.5% E-COMMERCE FROM EU COUNTRIES 
(sports) 15 m (+24%)

  19.6% OTHER CLOTHING SALES 
529 m (-1.5%)

  1.6% OTHER SPORTSWEAR SALES 
44 m (-12%)

  3.0% SPORTSWEAR SALES IN DEPARTMENT 
STORES 80 m (-5.0%)

  10.9% SPORTS STORE CHAINS 
 294 m (+4.4%)

  13.7% CHAINS 81 m (-6.4%)

The total value of clothing sales increased by 0.2 per cent in 2017.  
Shoe sales grew by 0.7 per cent compared to the previous year. 

Source: Finnish Association of Textile and Footwear Importers and Wholesalers TMA 

   11.2% SHOE STORES 66 m (-9.6%)

Quantity 2016 Quantity 2017 Sales 2016 Sales 2017 Change in sales, %

KESKO
Citymarket 80 81 2,062 2,126 3.1%

S-GROUP
Sokos 19 19 365 376 2.8%
Prisma 64 66 3,030 3,109 2.6%

STOCKMANN Finnish dept. stores 7 6 451 412 -8.7%

TOKMANNI 162 175 776 797 2.7%

MINIMANI 5 5 109 113 3.5%

TOTAL 337 352 6,793 6,933 2.1%

Source: FGTA 
E-commerce is included in the statistics if the company has an online store.         
The differences between the sales numbers and sales change % are due to decimal rounding.                                                                                                                                      

Total sales (in € million), quantity and sales trend of department stores owned by the 
Finnish Grocery Trade Association’s (PTY) member companies in 2016 and 2017 (VAT 0%)
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Village grocery stores in 2017 (excluding closed stores)

REGION QUANTITY
GROCERY SALES  

(€ MILLION) PERCENTAGE

1 Uusimaa 17 5.4 5%

2 Varsinais-Suomi 28 10.2 9.4%

4 Satakunta 11 3.7 3.4%

5 Kanta-Häme 7 1.8 1.6%

6 Pirkanmaa 17 7.6 7%

7 Päijät-Häme 5 3.5 3.2%

8 Kymenlaakso 10 3.7 3.4%

9 Etelä-Karjala 8 3.8 3.5%

10 Etelä-Savo 11 6.2 5.6%

11 Pohjois-Savo 14 5.1 4.7%

12 Pohjois-Karjala (Northern Karelia) 9 5.2 4.7%

13 Keski-Suomi (Central Finland) 7 2.2 2%

14 Etelä-Pohjanmaa (Southern Ostrobothnia) 11 3.1 2.9%

15 Pohjanmaa (Ostrobothnia) 18 9.5 8.7%

16 Keski-Pohjanmaa (Central Ostrobothnia) 6 5.5 5%

17 Pohjois-Pohjanmaa (Northern Ostrobothnia) 20 10.5 9.6%

18 Kainuu 8 2.0 1.8%

19 Lappi (Lapland) 21 12.7 11.6%

20 Ahvenanmaa (Åland islands) 13 7.5 6.8%

Total 241 109.1 100%
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Height differences between two columns with the same percentage number is due to decimal rounding.

Source: Nielsen Homescan

Source: Nielsen Grocery store register

Private label share of grocery sales (%)  
By quarter, 2012–2018
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NATIONAL EMERGENCY 
SUPPLY AGENCY 
/ DEVELOPMENT 
PROJECT

Lauri Kulonen
PROJECT MANAGER

 

 

THE FINNISH GROCERY TRADE ASSOCIATION
The Finnish Grocery Trade Associatio (PTY) is a lobbyist for the grocery trade and Foodservice 
wholesale trade in industrial and social policy-making processes. The operational prerequisites of the 
sectors and the member companies of the association are developed with the help of proactive and 
informed lobbying. The objective is that the grocery trade acts in an environment of free competition 
and is known as a responsible operator that takes the consumers’ interest into account. 
Trade is a significant employer and investor in Finland and it is important to pay attention to its 
perspectives in social decision-making processes. The Finnish Grocery Trade Association (PTY) also 
actively cooperates with the Finnish Commerce Federation in its lobbying operations. In addition to 
industrial lobbying, the Finnish Grocery Trade Association also develops sector-wide, non-competitive 
operational models promoting efficiency and the realisation of social responsibility as well as coopera-
tion throughout the value chain. For instance, product safety and self-monitoring work secures a high 
level of safety for food items and products to ensure the trust of the consumers.

ORGANIZATION

Board of Directors  

Working Groups
Foodservice Wholesale Group
Retail Group
Local Grocery Store Group
Material Efficiency Group
Product Safety Group
Self-monitoring Group
Communications Group

FOOD SAFETY,
SELF 
MONITORING

Anna Salminen
FOOD SPECIALIST

BUSINESS  
POLICY

Kari Luoto
MANAGING 
DIRECTOR

PRODUCT SAFETY,
FOODSERVICE WHOLESALES
LEGISLATION

Merja Söderström
ADVISOR, LL.M.

COMMUNICATIONS,
STATISTICS 

Elina Holamo
COMMUNICATIONS
MANAGER

LEGISLATION

Tiina Vyyryläinen
LEGAL COUNSEL, 
LL.M.

SUPPLY CHAIN
DEVELOPMENT 

Ilkka Nieminen
DIRECTOR

FINANCES

Marjut Vartiainen
EXECUTIVE
ASSISTANT

 
Heidi Nylund
ASSISTANT

Personnel
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MEMBER COMPANIES OF THE FINNISH GROCERY TRADE ASSOCIATION

SOK Corporation | www.s-kanava.fi
P.O. BOX 1, FIN-00088 S-RYHMÄ • Fleminginkatu 34, FIN-00510 HELSINKI • Tel. +358 (0)10 76 8011

Kesko Food | www.kesko.fi
Satamakatu 3, FIN-00016 KESKO • Mannerheimintie 117, FIN-00280 HELSINKI • Tel. +358 (0)10 53030

Lidl Finland Ky | www.lidl.fi
Niittymäentie 7, FIN-02200 Espoo • Tel. +358 (0)9 234 561

Tokmanni Group | www.tokmanni-konserni.fi
Isolammintie 1, FIN-04600 Mäntsälä • Tel. +358 (0)20 778 2000

R-kioski Oy | www.r-kioski.fi
P.O. BOX 1, FIN-01641 VANTAA • Koivuvaarankuja 2, FIN-01640 VANTAA
Tel. +358 (0)20 554 4000

Stockmann Group | www.stockmann.com
P.O.BOX 147, FIN-00381 Helsinki • Takomotie 1–3, FIN-00380 HELSINKI • Tel. +358 (0)9 1211

Wihuri Oy | www.wihuri.fi
Atomitie 5 A, FIN-00370 HELSINKI • Puh. 020 510 10

Heinon Tukku Oy | www.heinontukku.fi
Orionintie 18–22, FIN-02200 ESPOO • Puh. 020 717 000

Patu
Palvelutukkurit 

Suomen Palvelutukkurit Oy | www.palvelutukkurit.fi
Äyritie 8 E, FIN-01510 Vantaa • Tel. +358 (0)40 186 2948

Minimani | www.minimani.fi
Yrittäjäntie 12, FIN-60100 Seinäjoki • Tel. +358 (0)29 080 1580 

¸M Itsenäiset Kauppiaat Oy | www.m-ketju.fi
Uudenmaankatu 106, FIN-05840 Hyvinkää • Tel. +358 (0)400 837 025

PROCUREMENT COMPANIES

SOK Corporation | www.s-kanava.fi
P.O. BOX 1, FIN-00088 S-RYHMÄ • Fleminginkatu 34, FIN-00510 HELSINKI • Tel. +358 (0)10 76 8011

Kesko Food | www.kesko.fi
Satamakatu 3, FIN-00016 KESKO • Satamakatu 3, FIN-00160 HELSINKI • Tel. +358 (0)10 5311 

Tuko Logistics Cooperative | www.tuko.fi
P.O. BOX 115, FIN-04201 KERAVA • Postlarinkatu 4, FIN-04200 KERAVA • Tel. +358 (0)20 77 111¸

MeiraNova Oy | www.meiranova.fi
Palkkitie 10, FIN-4300 Tuusula • Tel. +358 (0)10 76 86 500

MEMBER ORGANISATIONS

K Retailer Federation | www.k-kauppiasliitto.fi
Sörnäistenkatu 2, FIN-00580 HELSINKI • Tel. +358 (0)10 53 010



  

Eteläranta 10, 00130 Helsinki, Finland

PO Box 340, 00131 Helsinki, Finland

tel. +258 9 172 860  www.pty.fi

 

The industries invest

hundreds of millions
in Finland every year.

Grocery trade and Foodservice 
wholesale trade employ about

80  000
people.


