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deregulation would promote 
competition in the trade sector

in the past few years, the structure of grocery trade and competition in this sector 
have been popular topics in social discussions. numerous investigations have been 
conducted on domestic competition, yet serious deficiencies have not been found. 
deregulation can efficiently improve the competition and operation possibilities of 
the food supply chain.

Finland is a sparsely populated country with long transportation distances and high taxation. These 
factors have a significant effect on grocery prices in Finland. However, despite these challenging condi-

tions, Finnish grocery prices are at the average european level. Another factor is the regulation of trade 
in Finland, which is the strictest in the OeCD countries. These strict regulations have an adverse effect on 

both competition and domestic market development. Two important examples that shape the structure 
and operating conditions of trade are the regulations on the zoning and construction of stores and the gov-

ernment monopoly on alcohol. The location of the alcoholic stores (Alko) has a major effect on directing the 
purchasing power towards larger stores.

One practical problem in the development of the trade sector operations is the dispersal of the trade-specific in-
dustrial policy among several ministries. This ensures that the combined effect of the legislation within different 
administrative sectors or the side effects of the proposals will not be sufficiently researched or taken into consid-
eration in decision making. Because of this, the Finnish Grocery Trade Association has proposed that Ministry of 
employment and the economy should play a bigger role as the coordinator of the trade-specific industrial policy.

even the eu urges finl and to deregul ate tr ade

ever since the 1990s, the Finnish Grocery Trade Association has brought forth the adverse effects of strict regulations 
on the competitive ability of trade through researches and discussions. One must always critically examine regulation 
and estimate whether its goals could be attained through other means and with less adverse effects. Moreover, we 
should not hastily try to fix the impact of regulation by further regulating competition, the effects of which nobody 
yet knows. The european Commission has also urged Finland to renew the regulation of retail trade and remove re-
strictions to enable new players to enter the market.

Hence the grocery trade sector has great expectations for the new task force cre-
ated in the spring of 2012 by the Ministry of employment and the economy to pro-
mote healthy competition. This makes it possible to open up the structure of the 
food supply chain and the domestic market and thus create real possibilities for 
competition. experiences of deregulation can be found, for example, in the other 
nordic countries. They have successfully carried out deregulation in a moderate 
and consistent manner – regarding, among other things, opening hours, medicine 
distribution, and store construction-related zoning.

Grocery trade has in many ways a pivotal role in our society, especially as the sup-
porter of the growth of the Finnish economy and as a significant employer. There-
fore it is important to understand the needs to develop trade sector operations and 
the effects of the solutions thoroughly. This way, we can discover the solutions that 
meet the challenges of today and tomorrow in the best possible way.

taavi heikkilä

Th e chairperson of the finnish 

grocery trade association

päivittäistavarakauppa 2012–2013  3



Grocery trade market
in finland

The Finnish grocery trade market is 

usually evaluated based on the retail 

sales of groceries. However, market 

sales are just a part of a wide field 

characterised by constant change 

and internal competition. 



grocery trade market 
in finland

The nordic term for groceries (dagligvara) literally translates to “daily goods.” It does not refer to just food. It 
also refers to other daily consumer goods that are generally purchased alongside food items. Thus the term 

‘groceries’ includes food, beverages, techno-chemical products, household paper and tissue products, to-
bacco products, newspapers and magazines, and daily cosmetics. 

The term ‘grocery store’ usually refers to a self-service market that offers the complete selection of goods 
listed above. Food accounts for about 80 per cent of all grocery store sales.

In Finland, consumer goods other than groceries are either called speciality goods or consumer goods. 
’Speciality goods’ is a term used by specialised retailers, while hypermarkets, department stores, and 
large retail chains use the term ‘consumer goods’.

At the eu level, the grocery market also includes sales by catering wholesaler (HoReCa) customers, such 
as daily meal services of public institutions as well as restaurant, café, and staff cafeteria sales in the pri-

vate sector. Furthermore, the eu statistics also list retail sales of alcoholic beverages under grocery trade.

the value of finnish grocery tr ade market

In 2011, the value of the retail sales of groceries was about 15.3 billion euros. In addition to supermarket 
sales, it also includes specialised food retail store, kiosk, petrol station, discount store, and open-air market-

place sales.

the weekly trend of the purchase costs of groceries | wk. 13/2010–12/2011 and 13/2011–12/2012
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Grocery trade is  
an important part of society
 
Grocery trade plays an ever increasingly important role in the transition phase of Finnish business. Already two thirds 
of working Finns are employed in the service industry. And trade is the largest service industry.

Migration together with changes in the age structure and consumption habits present great challenges to the Finn-
ish grocery trade. Retail chains meet the changes by developing their services in big cities, smaller population hubs, 
and sparsely populated areas. The increase of online trade creates new visions of the prospects of the industry.

the industry that employs the most people

Out of all industries in Finland, the trade sector employs the most people. In 2011, it employed more than 300,000 peo-
ple. 55 per cent of them worked in retail trade, 31 per cent in wholesale trade, and 14 per cent in car sales.

The trade sector offers hundreds of different job opportunities and excellent possibilities for training and career 
advancement. In Finland, the most common educational backgrounds in this sector are the business college degree 
(merkonomi), the polytechnic business degree (tradenomi), and the master’s degree in business economics. As store 
selections grow and customer demands increase, a broader, more comprehensive skill set will also be required.

Since December 2009, retail stores have been able to keep their doors open on Sundays all year round. The grocery 
stores not exceeding 400 square metres have been allowed to stay open all year round except on public holidays for 
nearly four years. The feedback from both the consumers and the retailers regarding the expanded opening hours 
has mainly been positive.

finl and grows through commerce

In 2012, the main theme of the Federation of Finnish Commerce is ‘Finland grows through commerce’. With the help 
of this theme, the Federation of Finnish Commerce and its members want to provide information on, for example, the 
significance of commerce as the builder and developer of society and the provider of employment opportunities, as 
well as the versatility of the industry.Special attention is paid to the role of the trade sector as the largest employer of 
young people. More than one third of young people under 25 are employed by the trade sector.

food price trend in comparison to inf lation and income level changes , 2005 = 100 
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key indicators for 2011

Sales value growth 5.0%

Sales volume growth 1.1%

Sales per inhabitant  €2.800

Retail sales of groceries €/household (number of households in 2010) €5,981 

Number of stores (markets)  3,216

Plus speciality grocery stores/indoor markets/direct sales outlets 748

Total sales area of grocery trade*  2.1 mill. m²

Average sales per m2 €7,000 /m²

Inhabitants/grocery store 1,356

*Grocery sales area of grocery trade 

5.0
4.5
4.0
3.5
3.0
2.5
2.0
1.5
1.0
0.5
0.0

Q1 2010 Q2 2010 Q3 2010 Q4 2010 Q1 2011 Q1 2011 Q1 2011 Q4 2011 Q1 2012

€19.6 €20.3 €19.4 €19.8
€21.1 €21.3

€20.2 €20.8 €21.0

25

20

15

10

5

0

Shopping basket value (€) Shopping trips week/household

3.3 3.3 3.2 3.2 3.2 3.3 3.3 3.4 3.2

grocely retail sales 2011 
€15,257 million

the shopping basket value development (€) 1996–2011

purchase costs of groceries 
shopping basket value (€) and shopping trips per week /household during 12-week quarters

SO
u

R
C

e:
 n

Ie
lS

en
, S

TA
TI

ST
IC

S 
FI

n
lA

n
D

SO
u

R
C

e:
 n

Ie
lS

en
 H

O
M

e 
SC

A
n

 C
O

n
Su

M
eR

 P
A

n
el

25

20

15

10

14.0 14.1 15.0 15.4 15.7 16.6 17.1 17.1 16.8 16.9 17.7

0

5

96 97 98 99 00 01 02 03 04 05 06 07 08 09 10 11

SOuRCe: nIelSen HOMe SCAn COnSuMeR PAnel
note! The method for collecting information changed in the beginning of 2010.

18.1 19.1 19.5 19.6 20.4

finnish grocery trade 2012–2013 | grocery trade market in finland  7



interest protection and 
responsible operations 
of grocery trade

The grocery trade sector wants to 

provide a comprehensive service network 

and selections that consumers want. 

The areas of interest protection include, 

among other things, non-prescription 

medicine, mild alcoholic beverages, 

construction, and environmental 

affairs.



20 years of Grocery trade 
interest protection

Securing the growth of the export industry has been the foundation of the economic policy in post-war Finland. 
It was also one of the reasons for Finland to apply for eu membership, which at the same time lifted the restric-

tions on the import of food from the eu countries. After Finland became an eu member, the trade sector saw 
a need to prepare for the changes in industrial and competition policies as well as to strengthen their sec-
tor-specific expertise and influence. It was necessary to create a grocery trade association, which was then 
born on April 1, 1992. The Finnish department store trade association was included in it in 1997, and it was 
renamed the Finnish Grocery Trade Association (FGTA). ever since the beginning, the central operating 
principles of the association have been free competition along with responsible and efficient operations.

free competition is the most important prerequisite for commerce

Freedom to operate and compete is the most important prerequisite for commerce. To enable this to 
take place, we must tear up regulations that limit competition. Hence the FGTA brought up the Sunday 
opening hours together with the sale of mild wines and non-prescription medicine in grocery stores al-
ready during its first years. In the course of years, different parties have spent a lot of resources to de-
regulate trade. However, Finland still has a long way to go in comparison, for example, to the other nor-

dic countries.

the efficiency of the delivery chain is based on coll abor ation

The FGTA has a major responsibility for developing the collaboration within the food delivery chain. The eu 
membership and the barrier-free internal market significantly changed the requirements set for the delivery 

chain. The FGTA has been largely responsible for improving the efficiency and the operating prerequisites 
of the chain. A substantial part of the logistics is now handled by the trade sector. Furthermore, the product 

selections have become significantly bigger, and domestic prices have been adapted to the eu market prices.

ground-breaking concrete work toward responsible oper ations

The third cornerstone in the FGTA’s operations is responsibility and maintaining the consumer trust. The FGTA took 
upon the task of developing the stores’ self-monitoring practices already in 1992. This launched the multi-year devel-

opment of self-monitoring practices and even internationally exceptional collaboration with national food authorities. 
In the course of years, self-monitoring operations have expanded into environmental and safety-related issues, and the 
monitoring of age-restricted products. We can truly be proud of the results of the self-monitoring work.

The duty of various organisations is to improve the operating possibilities of 
companies and industries by creating a healthy atmosphere for discussions and are-
nas for joint ventures. The food quality strategy work that was launched 15 years 
ago has had a profound impact on promoting the mutual understanding within the 
food supply chain. More recent examples include the joint ventures concerning lo-
cal and organic food, as well as recycling point development.

The FGTA’s future goals will continue to be: making result-oriented collabora-
tion possible, ensuring that the member companies can expand their responsible 
operations, and making sure people understand the necessity of efficient, barrier-
free operations. Finland is a small economy, dependent of barrier-free export and 
domestic market.

osmo laine

managing director of the 

finnish grocery trade association 

in 1994–2012
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the fGta is committed to 
responsible operations
 
the fgta is a responsible member of the community. their operations are vital in order for society 
to work and the everyday life of consumers to go smoothly. even though these operations rarely ap-
pear in the headlines, their significance should be taken into consideration in social discussions and 
decision making.

In addition to creating the selections the consumers want, the stores’ responsible operations include, for example, 
maintaining the service network and ensuring the food supply throughout the country. Furthermore, the trade sec-
tor’s duties include ensuring food safety and food supply chain efficiency, taking the environment into consideration 
in all operations, and securing employment even during economic stagnation. And the sector has also succeeded in 
fulfilling these duties.

nowadays stores have a versatile product selection, and the consumers can have a significant effect on it with their 
choices. A good example of this is the project by the FGTA, the purpose of which is to develop the competitiveness 
and the selections of local food in stores. The trade sector recognised the development need that originated from 
consumers and started the project even before the topic attracted wide public attention due to the policy on local 
food in the government programme.

important work for the environment and produc t safet y

The self-monitoring practices at stores ensure that consumers can rely on food safety. The strict food safety legislation 
in practice requires the stores to perform duties typical of public authorities. The FGTA invests a lot of time and effort 
on product safety and developing self-monitoring procedures that complement the legislative requirements. The fruits 
of this long-term work are visible, for example, in the FGTA’s self-monitoring guidelines for stores, which the Finnish 
Food Safety Authority (evira) named as the national Guide to Good Practice in the spring of 2012.

The FGTA has also been at the forefront of environmental efforts. A large part of the food supply chain logistics 
has been entrusted to the stores. efficient logistics reduce unnecessary transportation. Furthermore, the stores con-
tinuously develop new energy-saving solutions for real estate maintenance. The stores’ environmental point of view 
is best seen by the consumer when returning bottles and cans. The stores have been involved in organising the bottle 
recycling system ever since the beginning. Furthermore there are approximately 900 recycling points at stores where 
consumers can return, e.g. cardboard, metal, and glass. The FGTA and its member companies are currently involved in 
a project to find out how used consumer packages should be collected and transported in the future.

Maintaining a nationwide trade service network for its part ensures the habitabil-
ity of our country and strengthens the vitality of different regions. Hence grocery 
trade plays an important role in maintaining the security of supply under excep-
tional circumstances. local store services and the necessity to develop them will be 
emphasised in the future. The municipal reform will produce hundreds of ex-mu-
nicipal centres whose main challenge will be to maintain their services and vitality. 
On the other hand, aging people will need more and more services that are also 
available for people without cars. Developing local services and supporting their 
operational possibilities is a concrete way to meet these challenges.

The afore-mentioned examples brilliantly illustrate the FGTA’s responsibility ac-
tivities and necessary fruitful collaboration with different parties. The FGTA also 
wants to maintain and develop these activities.

10 finnish grocery trade 2012–2013 | responsibility  
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managing director of the  

finnish grocery trade association 

since June 1, 2012



the sale of age-restricted 
products is developed usinG test 
purchases
 
the fgta’s member company employees and business students have acquired more than 60,000 age 
limit passports between early 2009 and spring 2012. the age limit passport training gives cashiers 
practical instructions on the self-monitoring of age-restricted products sold at grocery stores. all 
employees working as cashiers, including summer help, will acquire the age limit passport at latest 
during their orientation.

stores must fulfil their social responsibilit y in everyday work

Store employees consider the investments in the self-monitoring of age-restricted products extremely positive and 
wish to do their best to protect young people from products and services unsuitable for them. Alcoholic beverages, 
tobacco, gambling, nicotine replacement products, adult entertainment, nC-17 films, as well as computer and console 
games are all only meant for adults. They are included in grocery store selections because their demand is high, and 
society trusts in their self-monitoring. Moreover, customers appreciate age-restricted product monitoring and expect 
it from stores. Hence the stores must succeed in it as well as possible.

In the course of years, the media has often tested the monitoring of age-restricted products using test purchases, 
whose quality and methods have greatly varied. The test subjects’ success in these purchases is affected by many fac-
tors, which the readers of the sensational article cannot evaluate. Did the test buyer appear older than he or she was? 
Can one person’s single successful alcohol purchase accurately describe the efficiency of the store’s age-restricted 
product monitoring? even a small store can go through dozens of age verifications during a single day.

A single test purchase by an outsider is always a random encounter. Hence the store cannot use it for the system-
atic development of their operations.

improving the qualit y systematically through the sec tor ’s own test purchases

In 2012, the FGTA will carry out two nationwide rounds of test purchases, each of which will consist of 1,000 attempts 
to purchase tobacco and alcohol. The test buyers will be 18- or 19-year old. The purpose of the test is to see whether 
cashiers require young people to show their ID. The test purchase details have been refined in collaboration with the 
national Supervisory authority for Welfare and Health (Valvira), which supervises the monitoring of alcohol and to-
bacco sales.

Based on the results of the first round, the FGTA’s Board of Directors will select 
the measurable goals for the sector and the means to reach these goals. This is a 
matter of quality, and its actualisation in the desired fashion is ensured through 
supervision of work. According to an old wisdom, the store only pays attention to 
facts that are measured.

The FGTA’s proposition to the Ministry of Social Affairs and Health is to renew the 
collaboration agreement between the Ministry and the FGTA created in connection 
with the 2007–2011 alcohol action plan. It will be based on the up-to-date view on 
age-restricted product monitoring acquired through the test purchases. And the 
aim is to improve monitoring through purposeful development. Grocery stores do 
sell age-restricted products responsibly.

finnish grocery trade 2012–2013 | responsibility  11
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retailer, vice chairman of the  

k retailer federation



municipal sector chanGes require 
an active local service policy

local grocery trade services are often extremely important for the habitability and cosiness of the 
district. if people have to travel far to buy their groceries, it is also impossible to maintain other servic-
es in the district. the grocery store is usually the last service to take down its neon sign in the village.

It is estimated that the municipal reform will reduce the number of municipalities from the current 330 to about 70. 
These disappearing municipalities will not automatically become regressive peripheries or dying population centres. 
However, a significant number of public services will be centred in the central municipality to improve efficiency. This 
change will require an active local service policy in order for it to secure the services that are important for the every-
day life of local people.

local grocery trade services can be supported in connection with the municipal reform by developing the current 
investment aid for village grocery stores and by increasing the net sales of small stores by adding new products and 
services in their selections. The change in the age structure of inhabitants increases the need for local services. These 
services are also environmentally friendly because they eliminate the need to drive long distances.

supporting small stores is cost efficient

The investment aid for village grocery stores administered by the Ministry of employment and the economy is meant 
for village grocery stores that are located in sparsely populated area, and whose area is less than 400 square metres 
and annual sales less than 2 million euros. Typically, the aid has been used to renew the stores’ refrigerating appliances 
or petrol distribution. The aid can cover up to 40 per cent of the investment costs.

Supporting small stores is worth the effort. Currently, the aid is only available in the countryside, and its scope and 
terms are not sufficient in comparison to the significance of local grocery trade services for citizens’ everyday lives. So-
cial discussions should define the reasonable service level of grocery trade in different residential environments. Then 
we should find out how much governmental financing these local services require and the efficiency of each option.

the net sales of small stores can be increased with diverse new services

In the future, a grocery store can provide a wide range of versatile services, and 
secure a substantial number of local services important for the countryside and 
regressive population centres. For example, groceries, hardware, machinery and 
equipment, and household items can all be found in the local countryside store. 
The store located in the former municipal centre can also take care of the daily 
meal services of nearby schools and retirement homes. Moreover, the village gro-
cery store can function as Itella’s post office, the logistics centre of an online store, 
and the representative of Veikkaus, RAY or Alko. It can also be the service point of 
a pharmacy and organise activities for local nature and rural tourism. Furthermore, 
it can provide beauty and health-related services, as well as function as the social 
centre of the village. Thus, the village grocery store can cater to numerous needs.

The local grocery store services must be deregulated, so that the stores can also im-
prove their collaboration with medicine and alcoholic beverage distributors.Jarmo laiho 

areal sales director,  

suomen lähikauppa oy
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more local food products  
by traininG small businesses

in the future, the store shelves will have an even more versatile selection of local food. the fgta and 
its partners aim at this with their training project for small food industry companies. the product card 
developed for small-scale producers has also proved out to be a very functional tool.

The micro company project launched in 2011 responds to the ever increasing demand of local food and the need to 
develop the local food offering, which is also emphasised in the government programme. The micro company project 
of the food industry has started very well. Regional seminars have already trained approximately 300 food industry 
micro entrepreneurs.

it pays to develop the partnership bet ween micro companies and retail tr ade

The FGTA is happy about the small suppliers’ interest in these seminars and the new product card. The feedback we 
have received shows that we are on the right track in developing the partnership between micro companies and retail 
trade. local suppliers are important for the trade sector.

The project also gathers feedback on the new operations model from retail trade, micro companies, and supporting 
organisations, such as the Food Finland theme group. The operations are further refined and developed based on this 
feedback. The micro company project will be concluded at the end of 2012. After this, the aim is to the entrench this 
operations model in the collaboration between retail trade and micro companies with the help of the Food Finland 
theme group and other parties that participate in training and coaching the companies.

the produc t card helps micro companies

Small food industry companies may have an excellent product but not enough expertise in, for example, logistics 
or package design. This is a typical problem that complicates the collaboration between the entrepreneur and retail 
trade. The micro company project creates local contacts between retail trade and micro companies to make tasty lo-
cal products available to consumers efficiently and competitively. The project also introduces a practical tool, the new 
product card, to improve the competitiveness of micro companies’ products.

The product card helps suppliers to concentrate on right aspects. The supplier can evaluate the possibility of a prod-
uct entering the selections using the same criteria as the store. The objective is to 
gather excellent local food products in stores, which interest consumers and also 
stay in the selections.

The food industry’s micro company training project is part of the Rural Develop-
ment Programme for Mainland Finland 2007–2013. The project participants include 
the FGTA, Finnish Food and Drink Industries’ Federation (eTl), Central union of Ag-
ricultural Producers and Forest Owners (MTK), eCR Finland, and the Food Finland 
theme group. The FGTA is responsible for the project execution. The eu participates 
in the project funding.

 

“The European Agricultural Fund for Rural Development:  
 Europe invests in rural areas.” ilkka alarotu 

director, assortments and pricing, 

grocery chain management at sok
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the fGta’s self-monitorinG 
Guidelines named as the national 
guide to good practice 

in the spring of 2012, the finnish food safety authority evira named the fgta’s self-monitoring guide-
lines as the national guide to good practice. due to this recognition, these guidelines that comply 
with strict legislation carry even greater weight. this is also in accordance with the eu objectives: 
the eu recommends that its member countries create and utilise national guides to good practice 
in all industries.

The FGTA members use common self-monitoring guidelines, which collect together the best self-monitoring practic-
es. These guidelines and the operations model have already been developed for a decade. This is an important part of 
the store’s responsible operations that serves the consumers, the personnel, and the whole surrounding community.

The FGTA has developed the stores’ self-monitoring guidelines in good collaboration with evira and municipal food 
control authorities from the very beginning. This common Guide to Good Practice provides clear boundaries for self-
monitoring, complemented by the chain- or store-specific additions to the self-monitoring practices. This combined 
set of practices guarantees that consumers can rely on the safety of the food products that they purchase.

The self-monitoring guidelines will continue to be developed and updated regularly. They will be updated by the FGTA 
together with the member company representatives and authorities.

elec tronic data bank used by an ever increasing number of authorities

An electronic data bank has been developed as a practical tool and to support self-monitoring at stores. Its main pur-
pose is to make both internal and external monitoring easier by providing a possibility to monitor the practices elec-
tronically. The authorities can also verify that the stores follow the national Guide to Good Practice in product safety 
assurance – conveniently at their own workstations.

The authorities have saluted the opportunity to use this data bank. And the objective is to increase the utilisation of 
this tool among the authorities even further and to unify food control. To accomplish this, the FGTA will arrange nu-
merous training sessions for municipal food control authorities in different parts of Finland in 2012.

The stores will also further increase the use of the electronic data bank. The pur-
pose is to ensure that the authorities will better take into account the company’s 
own food safety work in proportion to the scope of the store’s operations and risks. 
The trade sector will invest a significant amount of resources in self-monitoring. 
This will concern both work tasks and personnel training and, for example, equip-
ment acquisitions. With electronic monitoring, it is possible to boost the opera-
tions but at the same time keep the overall costs for each store at the same level 
or even lower them.

The self-monitoring group that consists of FGTA member company experts togeth-
er with the FGTA’s product safety group enhances the safety of groceries and con-
sumer goods in collaboration with various interest groups.markus luhtala

quality manager, 

stockmann group 

14 finnish grocery trade 2012–2013 | responsibility



the stores want to provide  
correct information for consumers

the consumer information on food helps consumers make appropriate choices regarding their health, 
well-being, and finances. the information essential for decision-making is provided on the label. 

Food legislation requires labelling to be clear and reliable, and the stores want to provide the consumers with truthful 
information necessary for their decision making. The eu regulation on the provision of food information to consum-
ers came into force on December 12, 2011. This regulation consolidated the requirements concerning the general food 
and nutrition labelling. At the moment, the Commission is preparing transposition measures and various reports. The 
transitional period is three years for applying the requirements of mandatory food labelling and five years for nutri-
tion labelling.

short tr ansitional period is challenging

The three-year transitional period may seem long for the consumer but it is very short for manufacturers. Package re-
newal is carried out in collaboration with product development, marketing, and production, and therefore it is not ac-
complished in a flash. labelling changes are expensive, and thus the aim is to ensure that the package renewal is not 
needed that often. It is very important for the trade sector that the eu proceeds with the transposition measures quick-
ly. This way, they would be able to start the package renewal quickly and complete it within the transitional period.

labelling also interests national decision-makers. Hence the government programme expresses the need to clarify 
food labelling to increase openness and transparency. The report discusses, for example, the markings regarding the 
country of origin, production method, composition, and additives, as well as misleading labelling. The markings re-
garding the country of origin or provenance have been especially popular topics of discussion. According to the new 
consumer information regulation, it is not compulsory to state the place of origin on the packages unless its omission 
can mislead the consumer. However, there is still a lot of work to do, for example, on clarifying the definitions of main 
ingredients and the country of origin.

the markings must meet the consumer ’s ac tual requirements

The responsibility to state the country of origin will be gradually expanded in accordance with the regulation. In some 
cases, it may be difficult to state the place of origin. This is, for example, the case with products that consist of raw 
material batches originating from different countries. When clarifying the labelling 
requirements, it is important to evaluate the consumer’s actual needs, the feasibil-
ity of the markings together with expenses and benefits, to reach a cost-efficient 
result and to avoid mistakes.

Additionally, the regulation pays a lot of attention to the readability of the mark-
ings, including the font size and text colour. It is good for all parties that we now 
have clear ground rules for labelling.

At the final stages of the regulation preparation, the european Parliament requested 
supplementary information to be added in connection with the name of the food 
product. The Commission must further examine this and maybe even redefine the 
whole issue, which will prolong the implementation of the regulation and thus also 
the package renewal.

matti kalervo 

product research manager,  

kesko food
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suomen lähikauppa
€1,183 million | 7.8%

s-Group
€6,897 million | 45.2%

lidl*
€951 million | 6.2%

k-Group
€5,387 million | 35.3%

stockmann*
€214 million | 1.4%

tokmanni Group*
€220 million | 1.4%

m chain*
€104 million | 0.7%

minimani*
€87 million | 0.6%

other private
€214 million | 1.4%

Grocery sales include vat
sources: a.c. nielsen 
finland oy and *fGta

market shares of the finnish grocery trade groups in 2011
total sales €15,257 million 



Grocery trade groups 
in finland

The FGTA comprises 11 member companies and one member organization. The member companies account 
for over 98.5 per cent of the Finnish grocery trade market.

The Finnish grocery trade is characterised by the formation of chain retailers and the centralisation of 
procurement and logistics. The two largest chains account for 80.5 per cent and the three largest chains 
88.3 per cent of the retail grocery market. The situation is similar in the other nordic countries; because 
without large volumes it is impossible to be as logistically efficient as necessary in vast, sparsely popu-
lated countries. Without sufficient cost-efficiency, prices would escalate, selections would shrink, and 
customers would have poorer service and reduced accessibility.

ultimately, the grocery trade market competes locally at store-level. There retailers, store managers, 
and chain directors also participate in the procurement and creation of store-specific selections at 
the five Finnish grocery supply chains (Inex Partners Oy, Kesko Food Oy, Tuko logistics Cooperative, 
lidl Finland Ky, and Tokmanni Oy).

Foreign competition and the expansion of the eu to the Baltic countries have connected the Finnish 
retail market to the eu’s internal markets. Hence the centralisation of Finnish grocery trade should be 

evaluated as part of the markets in the Baltic Sea region and Western Russia.

Read more about the store types and sales on p. 28–32.
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S-Group  www.s-kanava.fi

S-Group is a significant Finnish retailing cooperative organization. It consists of the SOK Corporation and its subsidiaries along with 
21 regional and eight local cooperatives. 

S-group provides supermarket, department store, speciality store, hotel and restaurant, agricultural trade, and car accessory 
trade services, as well as convenience store and petrol sales services at petrol stations. Additionally, it provides supermarket and ho-
tel and restaurant services in St. Petersburg and the Baltic region.

S-Group has also provided banking services since S-Pankki opened in 2007. By the end of 2011, the bank already had 2.5 million 
customers.

A subsidiary of SOK Corporation, Inex Partners Oy, is a procurement and logistics company handling groceries and consumer 
goods. Meira nova Oy provides grocery procurement and logistics services for HoReCa’s operating locations. north european Oil 
Trade Oy is a liquid fuel procurement company jointly owned by the SOK Corporation and Greeni Oy.

By the end of 2011, the S-Group had 1,668 operating points, out of which 13 were in the Baltic and 12 in Russia. S-Group employed 
42,142 people.

Management
SOK Chairman and CeO Kuisma Niemelä
executive Vice President, grocery trade, hospitality business, 
fuel sales Vesa Kyllönen
executive Vice President, consumer goods Leena Laitinen
executive Vice President, human resources Leena Olkkonen
executive Vice President, finance and administration  
Jari Annala
executive Vice President, customer relationships and 
information Harri Miettinen
executive Vice President, travel industry, automotive trade, 
SOK’s business Antti Sippola
executive Vice President, reputation and responsibility  
Suso Kolesnik

Procurement companies
Inex Partners Oy, Managing Director Jukka Viri
Meira nova Oy, Managing Director Eero Raappana
neot Oy, Managing Director Henrikki Talvitie

National chain brands
Market sales: Prisma, S-market, Sale, and Alepa; Department 
store and speciality store sales: Sokos, emotion, Pukumies; Con-
venience store and petrol sales: ABC, ABC-Deli; Travel industry: 
Sokos Hotels and Radisson Blu Hotels & Resorts; Hospitality busi-
ness: Rosso and Rosso express, Fransmanni, Amarillo, Sevilla, To-
rero, Buffa, Memphis, night, Public Corner, Coffee House, and 
Presso; Agricultural trade: S-Rautamarket, Agrimarket, and Mul-
tasormi; Others: Kodin Terra

 S-MARKET  •  €3,528 million  •  51.1%
 PRISMA  •  €2,184 million  •  31.7%
 ALEPA AND SALE  •  €958 million  •  13.9%
 OTHERS  •  €227 million  •  3.3%

SOuRCe: FGTA

Breakdown of the S-Group consumer goods sales 
by chain in 2011 •  €6,897 million

K-Group   www.kesko.fi

Kesko is an esteemed exchange-listed retail trade company. It is actively involved in food, consumer goods, hardware, car, and ma-
chinery trade. The Kesko chain comprises about 2,000 stores in Finland, Sweden, norway, estonia, latvia, lithuania, Russia, and Be-
larus. Kesko and K Retailers together form the K-Group, the retail sales of which were 12 billion euros in 2011 (VAT 0 per cent) The K-
Group employs approximately 45,000 people.
The principles of sustainable development and responsible operating practices form an integral part of the everyday operations of 
Kesko and its chains. Kesko is one of The Global 100 Most Sustainable Corporations in the World.

Kesko Food
Kesko Food is one of the leading players in the Finnish grocery trade. K Storekeepers, with whom Kesko Food operates using a chain 
management model, are responsible for customer satisfaction at almost 1,000 K food stores.
The Kesko Food chains consist of K-citymarket, K-supermarket, K-market, and K-extra. Chain operations ensure the operational ef-
ficiency and the realisation of competitive advantages. The key duties of Kesko Food include the centralised procurement of prod-
ucts, selection management, logistics, as well as the development of chain concepts and trading centre network. Kespro is the lead-
ing hotel, restaurant, and catering trade wholesaler in Finland. It provides its customers the best procurement solutions in the whole 
industry.
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Management
Kesko Food
President Terho Kalliokoski
Vice President, K-citymarket, food Mika Rautianen
Vice President, K-supermarket Jaana Hertsberg
Vice President, K-market and K-extra Timo Lavikainen
Vice President, Commerce Petteri Niemi
Vice President, Retail Services Jarno Kivinen
Vice President, logistics and IT Management Timo Heimo
Vice President, Finance and Human Resources Johanna Kontio
Vice President, Russian Operations, Kari Heiskanen

 K-SUPERMARKET • €1,873.8 million • 34.8%
 K-MARKET  •  €1,434.6 million  •  26.6% 
 K-CITYMARKET  •  €1,838.5 million  •  34.1% 
 OTHERS  •  €240 million  •  4.5%

SOuRCe: FGTA

Breakdown of the K-Group grocery sales by chain in 
2011  •  €5,387 million

K Retailer Federation promotes cooperation among and 
looks after the interests of its members. Its main mission is 
to develop and enhance entrepreneurship among K retail-
ers. K retailers (1,234) are members of K Retailer Federation 
through their sector-specific associations. each chain has its 
own Board composed of K retailers. Through the Board, mem-
bers can participate in the development of their chain.

www.k-kauppiasliitto.fi

K Retailer Federation
Managing Director Matti Mettälä

Board of Directors
Chairman Tomi Korpisaari
Vice Chairman Markus Ranne
Chairman, K Food Store Association Juha Kupiainen
Vice Chairman, K Food Store Association Juha Haroma
Vice Chairman, K Food Store Association Pauli Jaakola
Chairman, K Speciality Store Association,  
Risto Niklas-Salminen
Vice Chairman, K Speciality Store Association Jyrki Aalto
Chairman, K Agriculture and Hardware Store Association,  
Matti Naumanen 
Vice Chairman, K Agriculture and Hardware Store Association, 
Jussi Perälä 

Suomen Lähikauppa Oy   www.lahikauppa.fi

Suomen lähikauppa Oy has two national chains: Siwa and Valintatalo. In total, there are 671 stores across Finland. Suomen lähikaup-
pa Oy purchases the imported and industrial food procurement and logistics services from Tuko logistics Cooperative. The largest 
owner of the company is IK Investment Partners.

Executive Officers
President and CeO Ralf Holmlund
Vice President, Sales, Jonas Stjernberg
Vice President, Commercial Anu Ora
Senior Vice President, Business locations &, logistics  
Esko Sutelainen
Senior Vice President, CFO Kaisa Arovaara
Senior Vice President, HR Anneli Lindeman
Vice President, ICT Janne Jakola

 SIWA  •  €708 MILLION  •  59.8%
 VAlInTATAlO AnD 3 euROMARKeTS 

  €475 million  •  40.2%
SOuRCe: FGTA

Breakdown of the Suomen Lähikauppa grocery sales 
by chain in 2011   •  €1,183 million 
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R-kioski Oy   www.r-kioski.fi

R-kioski Oy practices grocery retailing through its national R-Kiosk chain. R-kioski Oy is part of Reitan Servicehandel (RSH) group. 
There are approximately 650 R-Kiosks in Finland; more than 40 per cent of which operate under the franchising concept.

The Reitan Convenience area of operation owns the following store chains: narvesen in norway and latvia; Pressbyrån in Sweden; 
7-eleven in norway, Sweden and Denmark; R-Kioski in Finland; R-Kiosk in estonia and lithuania; as well as lietuvos Spauda in lithu-
ania. In 2011, Reitan Convenience had 1,490 stores, and the net sales were nOK11.1 billion. After purchasing R-Kioski in 2012, Reitan 
Convenience’s estimated net sales are now about nOK 14 billion, and it has in total 2,500 stores and 18,000 employees.

Executive Officers
CeO Johannes Sangnes
Commercial Director Jaakko Mäkinen
Chain Director Teemu Rissanen
ICT Director Pentti Talikka
Finance Director Erja Takala
HR Manager Anne Huuhtanen

Total net sales of R-kiosks in 2011  •  €1,049 million

 OTHER SALES  •  €781 million  •  74.2%
 GROCERY SALES  •  €268 million  •  25.8%

SOuRCe: FGTA

Lidl Finland Ky   www.lidl.fi

lidl is one of europe’s largest retail store chains. It operates in more than 25 countries. Its business idea is to offer high-quality grocer-
ies and consumer goods at an affordable price. The excellent price-quality ratio of the versatile selection is based on lidl’s own care-
fully monitored trademarks and exceptionally efficient concept.

lidl began its operations in Finland in 2002. nowadays, it forms a nationwide store chain that reaches from Hanko in the south 
to Sodankylä in the north. lidl Finland Ky employs about 3,500 people. It has two distribution centres and two property offices. The 
headquarters are located in Vantaa.

Executive Officers
CeO Lauri Sipponen
Director, Administration Sami Pyykkönen
Director, Purchases Timo Hansio
Development Director Mathias Kivikoski

Net sales of Lidl Finland Ky in 2011  •  €951 million

 SALES  •  €951 million  •  100.0%
SOuRCe: FGTA

Stockmann Group   www.stockmann.com

Stockmann is a Finnish publicly traded retailing company whose business units consist of the department store group and the fash-
ion store chains Seppälä and lindex. Stockmann is engaged in grocery retailing through its 16 department stores in Finland, Russia, 
estonia, and latvia. The grocery department of the department stores is known as Stockmann Delicatessen. Stockmann’s food pur-
chasing channels include the company’s own channel and Tuko logistics Cooperative.

Stockmann group CeO Hannu Penttilä

Executive officers of the department store division
executive Vice President with responsibility for the Depart-
ment Store Division  Maisa Romanainen
Director, Finnish and Baltic department stores Juha Oksanen
Director, Russian department stores Tove Westermarck
Director of Marketing Terhi Okkonen
Director of Purchases Tiina Railio
Director of Purchases, food Pirjo Pyykkö-Tuominen
Director of logistics Björn Höglund
Director of Administration Tuija Pesonen
Director of Distance Retail Raija-Leena Söderholm
HR Director Heini Pirttijärvi
executive assistant, management committee’s secretary  
Elina Savolainen

 OTHER SALES  •  €608.5 million  •  74%
 GROCERY SALES  •  €213.6 million  •  26%

SOuRCe: FGTA

The net sales of Stockmann Group’s department store di-
vision in Finland in 2011  •  €822.1 million
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Wihuri Group   www.wihuri.fi | www.metrotukku.com

Wihuri Group is an international Finnish multi-branch company engaged in industry and 
trade. Its four divisions are Packaging, Wihuri Oy Aarnio, Technical Trade, and Specialty 
Products and Services. Out of these divisions, Wihuri Oy Aarnio provides comprehensive 
grocery supply and alcohol wholesales to HoReCa customers, large-scale kitchens, and 
distributors nationwide through the Metro chain.

Metro’s mission is to be a nationwide chain that is locally available. This is made pos-
sible by the network of 32 Metro- cash-and-carry outlets, which is the largest of its kind 
in Finland, as well the customer-oriented and nationwide sales organisation. Tuko lo-
gistics Cooperative is Metro’s procurement and logistics partner. Wihuri Oy Aarnio also 
manages and develops the Tarmo neighbourhood store concept, which is a chain run by 
retail entrepreneurs.

Executive Officers
Director of Division Juha Mattila
Director, Sales Riku Nykänen
Director, Commerce Tiina Ahveninen
Acting Director, Commerce  
Paula Norja
Director of Finance Juha Karttunen
Chain Director Ari Maijanen
Development Manager 
Mervi Herranen

Tokmanni Group   www.tokmanni-konserni.fi

Tokmanni Group is Finland’s largest discount store chain. At the end 
of 2011, it consisted of 144 stores under seven different brands: Tok-
manni, Tarjoustalo, Robinhood, Vapaa Valinta, Maxi-Makasiini, Maxi-
Kodintukku, and Säästöpörssi. The store network encompasses all of 
Finland.

In 2011, the chain’s net sales were 654 million euros. At present, the 
company employs more than 2,900 people.

The Group’s mission is to sell a wide selection of high-quality prod-
ucts at inexpensive prices. Thanks to its competent, knowledgeable 
staff, a well-functioning purchasing organisation, and efficient logis-
tics, the nationwide store chain can provide their own labels as well as 
domestic and international quality brands to its customers.

Executive Officers
President and CeO Heikki Väänänen 
Senior Vice President, Administration, Deputy CeO 
Sixten Hjort
Senior Vice President, HR  Saara Korpelainen
Senior Vice President, Commerce   
Seppo Saastamoinen
Development Director Erki Milistver
Senior Vice President, Information Management  
Pasi Karhapää
Marketing Manager Timo Koskelin
logistics Manager Sami Vilkki

Minimani   www.minimani.fi

Minimani Yhtiöt Oy is a Finnish family-owned company engaged in gro-
cery and consumer goods trade. The Minimani chain has 6 hypermarkets. 
Minimani is renowned for its affordable prices and versatile selections. Its 
competitive edge is based on cost-efficiency, multi-channelled procure-
ment and logistics operations model, and innovative operations.

Executive Officers 
Managing Director Kalle Lähdesmäki
Commercial Director Tapani Rintamäki
Results Group Director Taina Kinnari
Purchasing Director Jaana Metsäranta
Financial Director Markku Koski
Information Director Ari Jaatinen
Director, Branch Premises Seppo Yli-Renko
Director, Minimani Chain, Kokkola Markus Anttila

M Itsenäiset Kauppiaat   www.m-ketju.fi

Constituted in 2006, M Itsenäiset Kauppiaat Oy is a nationwide chain owned 
by independent grocers. The M chain consists of 59 stores (May 2012). Wihuri 
Oy Aarnio Metro is M chain’s main operating partner in imported and industrial 
food, while most of its logistics services are provided by Tuko logistics Coopera-
tive.

Board of Directors
Chairman Timo Pyrhönen
Vice Chairman Jan-Mikael Ekholm
Jarmo Karhunen
Markku Kontturi
Pia Moisala
Marketing Manager Veli-Matti Sirkiä
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 wholesales, 
procurement and 
logistics

HoReCa wholesales constitute an 

important element of the comprehensive 

everyday services provided by the grocery 

and consumer goods trade. In 2011, 

the total sales of the FGTA’s member 

companies’ HoReCa wholesales 

were 1,783.3 million euros.



horeca wholesales 
HoReCa wholesales constitute an important element of the comprehensive everyday services provided by the gro-

cery and consumer goods trade. The sector is also responsible for supplying non-retail goods. Its diversified service 
concept helps the customers focus on their own operations. 

HoReCa is an abbreviation of Hotels, Restaurants, and Catering. It is a growing segment of the modern food 
and beverage selection targeted at consumers. The 22,600 professional kitchens in Finland a.k.a. HoReCa op-

erating locations provide their customers with approximately 889 million meals per year (2011). The major-
ity of their ingredients is purchased from HoReCa wholesale stores. In 2011, the total sales (turnover) of the 

FGTA’s member companies’ HoReCa wholesales were 1,783.3 million euros. There was a 7.8 per cent in-
crease in turnover when compared to the previous year. The largest customer groups were hotels, cafes, 
restaurants, and public administration offices. The largest commodity groups were fresh food products 
and industrial food.

      heinon tukku oy www.heinontukku.f i

 Heinon Tukku Oy’s customers consist of restaurants, industrial kitchens, and distributors. Heinon Tuk-
ku provides companies with a full range of nationwide services through the delivery wholesale units in 
espoo, Turku, Tampere, Oulu, and Kuopio as well as the cash-and-carry outlets in Helsinki and Vantaa. 
Their selections are designed for food and drink industry professionals. Their selections include grocer-
ies, alcohol products, professional tableware, as well as everything that dining halls and professional 

kitchens need in their daily operations. Their own fish and meat processing provides tailored services for 
HoReCa customers.

      kespro oy  www.kespro.com

Kespro Oy, a subsidiary of Kesko Food, provides HoReCa professionals with the best procurement solutions 
in the whole industry. Kespro’s wide HoReCa selection comprises fresh food products, industrial food, frozen 

goods, alcohol and brewery products, tableware, and table setting products. Flexible distribution solutions tai-
lored according to the customer needs make it easier for kitchens to succeed in their business. The HoReCa pro-

fessionals of Kespro’s field and phone sales help the customers find the best solutions for their business. Kespro’s 
own trademark, Menu, has been developed for HoReCa professionals. Kespro’s wide service network encompasses 

all of Finland.

       meira nova oy  www.meiranova.f i

Meira nova Oy, a subsidiary of SOK Corporation, specialises in procurement, customer service, and logistics in the field 
of HoReCa groceries and consumer goods. Meira nova’s customers include hotels, restaurants, staff cafeterias, and in-
dustrial kitchens in the public sector as well as convenience stores and restaurants at petrol stations. Meira nova’s logis-
tics centre and central warehouse are located in Tuusula. nationwide service and distribution is ensured with the help of 
three sales offices and 11 terminals. Meira nova’s selection includes e.g. fruits, vegetables, meat, meat products, dairy 
products, industrial food, frozen goods, tobacco products, alcohol, as well as non-food items and consumer goods.

    metro  www.metrotukku.com

Wihuri Oy Aarnio offers comprehensive grocery supply and alcohol wholesales all over Finland through Metro-tukku. 
Metro’s mission is to be a nationwide chain that is locally available. Wihuri Oy Aarnio has a network of 32 cash-and-
carry outlets as well as a customer-specific and nationwide sales organisation. Tuko logistics Cooperative is Metro’s 
procurement and logistics partner.
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the significance of  
professional kitchens  
increases in the food supply chain 

The hotel, restaurant, and catering business, i.e., the HoReCa sector, is a socially significant industry. every single day, 
it is part of the everyday life of half the Finns – whenever they eat or have coffee, soft drinks or alcoholic beverages at 
restaurants, cafes, canteens or other establishments serving food or beverages.

eating out is becoming more and more popular. According to a survey by Taloustutkimus Oy, cafes restaurants, can-
teens, and public kitchens already prepared 889 million meals in 2011. More than 25 per cent of them were prepared 
in the private sector, at facilities classified as cafes. In addition to actual cafes, these include hamburger and kebab 
restaurants, pizzerias, as well as catering service providers. The second largest meal providers were the restaurants li-
censed to serve alcohol, including the restaurants at hotels and pensions.

every second finn uses horeca services daily

As you can see in the previous example regarding the meals eaten outside the home, the HoReCa sector is a socially 
significant industry. every single day, approximately 50 per cent of Finns use HoReCa services, in other words eat or 
drink coffee and soft drinks or alcoholic beverages at various establishments serving food or beverages. The indus-
try is also a good employer: In 2011, HoReCa services employed roughly 79,000 people in Finland. Hence the industry 
provides income for a myriad of households and generates substantial tax revenue for the state and municipalities.

The HoReCa sector accounts for 1.7 per cent of Finland’s GDP. In 2008, cafes and canteens accounted for 4.1 billion eu-
ros of the european grocery market worth 21.4 billion euros. And in 2010, hotel and restaurant services accounted for 
6 per cent of the Finnish household consumption expenditure.

responsible oper ations and produc t safet y are vital

HoReCa wholesales participate in these everyday operations by providing products for various private and public sec-
tor kitchens, such as elementary schools, upper secondary schools, vocational institutions, and universities. Kinder-
gartens, retirement homes, hospitals, healthcare centres, and other institutions order food and other necessities for 
their kitchens from HoReCa wholesales. They also deliver food, for example, to Finnish garrisons and congregations.

As the significance of professional kitchens increases in society and the food supply 
chain, the FGTA and its HoReCa wholesaler group especially wish to emphasise the 
responsible nature of the operations. ensuring the safety of products and deliveries 
is especially important, because HoReCa wholesalers operate in socially vulnerable 
areas, such as child and elderly care.

Responsible operations are also emphasised when actively fighting the black econ-
omy. The FGTA wants to influence, among other things, the shifting of the empha-
sis to the risk-based official control of the industry’s problem areas where officially 
imposed obligations are neglected and product safety is endangered.
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Juha mattila

wihuri oy aarnio, director  

of division at metro



The FGTA’s member companies’ private label share of grocery trade (retail trade)

2010 2011

Total sales (€ million) 13,529.60 15,120,10

Private labels (€ million) 1,422.70 1,715.28

Share of value of sales 10.5 11.5

The statistics include the sales figures of the following FGTA’s member companies’ private labels: R-kioski Oy, Kesko Food, SOK Corporation, Stockmann Group, and Suomen 

lähikauppa Oy

SOuRCe: FInnISH GROCeRY TRADe ASSOCIATIOn     

Kesko Food

   

SOK Corporation

  

Tuko Group

Wihuri Group

Stockmann Group

Suomen lähikauppa Oy

M Chain

Lidl

  

private labels

The most common goals regarding private labels are: increasing customer loyalty, enhancing and diversifying the chain 
brand, distinguishing oneself from the competitors, strengthening the market position, increasing retail margins, im-
proving product quality, and ensuring the control of the supply chain. Another important aim is to offer the consum-
ers optional high-quality products for their everyday lives at an affordable price.

In recent years, the sales of private labels have increased more than before. According to nielsen’s Homescan con-
sumer panel, the private labels’ share of consumer purchases was about 19 per cent in 2011. In the future, the private 
label sales and their market share are expected to continue their positive development trend.

In the March 2011 nielsen Global Online Survey, 58 per cent of the Finnish respondents told that they had purchased 
more private label products during the recession. In 2010, 60 per cent of the Finnish respondents named switching to 
more affordable grocery labels as one of their saving measures.

even if private labels are selected as a saving measure, people often continue buying them after the recession. In 
nielsen’s survey, nearly all respondents (95 per cent) announced that they will continue buying private labels even af-
ter the economic situation improves.
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international purchasing 
organisations of Grocery 
procurement

In europe, there are several joint purchasing organisations that collaborate with Finnish companies.
The FGTA’s member companies are involved in the following purchasing organisations:

ams-sourcing

Holland-based AMS was founded in 1988. Kesko Food is the Finnish trade representative in the AMS 
consortium. Fruits of this collaboration include, for example, the euro Shopper products.

www.ams-sourcing.com

coop trading 

Coop Trading is a joint nordic procurement company owned by Coop Denmark, Coop norway, and 
the Finnish SOK Corporation. The goal of the company is to acquire branded products at competi-
tive prices as well as to develop and maintain a comprehensive selection of PlBs. Coop Trading 
buys for more than 13 million nordic consumers.

www.cooptrading.com

united nordic

united nordic is the leading nordic procurement company, whose customers include major whole-
sales and retailing companies in norway, Sweden, Finland, and Denmark. Their aim is to optimise 
the procurement terms and conditions of their members with the help of nordic collaboration. Tuko 
logistics has been a member of united nordic since 1968. nowadays, most of Tuko’s eldorado and 
First Price products are procured through united nordic.

www.unitednordic.com

emd

eMD is the leading european procurement company that was founded in 1989. Its headquarters 
are located in Switzerland. The company has 13 shareholders, 15 members, and 500 indirect, in-
dependently operating members. They have 150,000 sales offices in 16 countries. eMD’s mission 
is to ensure the best purchasing and procurement terms and conditions for their members. Tuko 
logistics joined eMD in 2002.

www.emd-ag.com
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stores 
and sales

For a long time, large stores have had a 

significant role in the Finnish grocery trade. 

The market share of stores larger than 1,000 

square metres is approximately 65 per cent. 

And small stores have an important job to 

provide food and groceries locally, thus 

ensuring the habitability of the area.



structural chanGe  
in Grocery trade

whereas big stores have the main responsibility for supplying food to consumers in population cen-
tres nationwide, smaller stores provide food and groceries locally, thus ensuring the habitability of 
sparsely populated areas.

For a long time, large stores have played a significant role in the Finnish grocery trade market. According to nielsen, 
the market share of stores larger than 1,000 square metres is approximately 64.5 per cent. And 10 per cent of all the 
stores are responsible for 50 per cent of the value of grocery trade.

A change in customer needs together with the competitive situation in grocery trade have led to an increase in 
store size. Bigger stores can better meet the customer expectations regarding versatile selections and more afford-
able prices; since these are only possible at bigger and more efficient stores.

The key competitive strategy of the grocery trade sector is its efficiency. large stores are clearly more cost efficient 
than smaller stores. The structural change is influenced by the migration to growth centres and the increased use of 
cars, as well as the change in consumer demand that leads to a more extensive selection of goods. Developmental 
leaps in IT make it possible to manage such growth. The number of market-size stores has gone down from 9,398 in 
1978 to almost a third of it, 3,216 in 2011.

Whereas big stores have the main responsibility for supplying food to consumers in population centres nationwide, 
smaller stores provide food and groceries locally, thus ensuring the habitability of sparsely populated areas. numeri-
cally, half of Finland’s c.3,200 stores only handle 9 per cent of the total sales. However, as local service providers, these 
small stores are a lot more important than their volume might indicate.

The efficiency ratio has remained roughly the same for two decades, which indicates that the service network of 
grocery trade meets the changing needs very well.

Traditional corner shops lose purchasing power to large markets that have Alko stores and pharmacies operating in 
the same premises. In the future, allowing the grocery stores to sell mild alcoholic beverages and self-care medicine 
will be vital for keeping the small corner stores alive.

The sales efficiency curve shows that the sales concentrate in large stores. The largest stores, in other words, 30 per 
cent of the stores, account for 79 per cent of all grocery sales.

the eff iciency curve of grocery stores in 2011
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grocery store sales, change in value and volume in 2000–2011

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011

number of markets 3,697 3,555 3,533 3,529 3,584 3,532 3,364 3,361 3,365 3,351 3,283 3,216

Total number 4,325 4,165 4,163 4,129 4,192 4,109 3,942 3,922 3,904 3,917 3,923 3,964

Sales, € million 9,681 10,364 10,948 11,265 11,529 11,601 12,028 12,842 13,934 14,339 14,331 15,104

Change in value (%) 2.3 % 7.1 % 5.1 % 3.3 % 1.7 % 2.3 % 4.2% 5.2 % 8.1 % 3.1 % 0.0 % 5.0 %

Change in volume (%) 1.2 % 2.6 % 2.4 % 2.7 % 3.3 % 2.4 % 3.0% 3.5 % 0.8 % -0.5 % 0.0 % 1.1 %

number of stores according to type in 2011

Store type
Total 1.1.2012

Hypermarkets 146

Department stores 115

Supermarkets, large 597

Supermarkets, small 434

Self-service markets, large 1 046

Self-service markets, small 456

Small stores 422

Speciality stores 716

Indoor markets 32

Total 1.1.2012 3 964

Shops on wheels and boats 24

Closed stores 195

grocery sales by store type in 2000–2011 (€ million)

Store type 2000 2001* 2002 2003 2004 2005** 2006 2007 2008 2009 2010*** 2011

Hypermarkets 2,092 2,338 2,534 2,618 2,692 2,772 2,984 3,150 3,460 3,706 3,802 4,131

Department stores 691 443 509 549 585 611 615 632 654 662 558 563

Supermarkets, large 2,661 3,118 3,275 3,458 3,718 3,789 3,984 4,347 4,704 4,827 4,913 5,140

Supermarkets, small 2,006 1,944 1,913 1,838 1,665 1,648 1,615 1,686 1,826 1,850 1,776 1,843

Self-service markets, large 1,410 1,693 1,879 1,921 1,986 1,916 1,950 2,102 2,301 2,295 2,306 2,408

Self-service markets, small 485 512 513 536 515 490 481 492 514 492 473 479

Small stores 191 172 173 194 212 216 238 271 308 332 317 321

Spec. stores, indoor markets 145 144 152 151 155 158 160 163 167 175 185 218

Total 9,681 10,364 10,948 11,265 11,528 11,600 12,027 12,843 13,934 14,339 14,331 15,104

Shops on wheels and boats 33 31 27 23 20 18 16 14 12 12 10 9

Closed stores 141 119 72 120 90 289 359 190 151 178 185 145

Total 9,855 10,514 11,047 11,408 11,638 11,907 12,402 13,047 14,097 14,529 14,526 15,257

*  not comparable with previous years
**  The store type classification of hypermarkets has been changed to be based on chains, including K-Citymarket, Prisma, and 

 euromarket. The criteria of other types have not been altered. The changes in the table have been made retroactively.

***  Minimani included in Hypermarkets in early 2010. 
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The data concerning 1993–1999 can be found in the FGTA’s previous annual report.
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Group Chain
Number  

of  stores
Grocery  
sales (%)

Grocery sales 
(€million)

Average sales/
store (€ million)

S-Group Prisma 62 14.3 % 2,184 35

S-market 444 23.1 % 3,528 8

Alepa + Sale 348 6.3 % 958 3

Others 133 1.5 % 227 2

S-Group, total 987 45.2 % * 6,897 7

K-Group K-citymarket 75 12.0 % 1,838 25

K-supermarket 205 12.3 % 1,874 9

K-market 455 9.4 % 1,435 3

Others 248 1.6 % 240 1

K-Group, total 983 35.3 % * 5,387 5

Suomen Lähikauppa Oy Siwa 503 4.7 % 708 1

Valintatalot + 3 euromarkets 168 3.1 % 475 3

Suomen Lähikauppa, total 671 7.8 % * 1,183 2

Lidl 137 6.2 % 951 7

Stockmann Grocery sales, dpt stores 7 1.4 % 214 31

M-chain 56 0.7 % 104 2

Tokmanni 144 1.4 % 220 2

Minimani 6 0.6 % 87 15

Others 973 1.4 % 214 0.5

ALL RECORDED IN STORE REGISTER, TOTAL * 3,964 100.0 % * 15,257 * 4

Group Chain
Number  

of  stores
Grocery sales  

(€ million)
Average sales/

store (€ million)

R-kioski Oy* R-kiosks 652 268 0.4

SOuRCeS: A.C. nIelSen FInlAnD OY (*) AnD FGTA

grocery sales by chain in 2011 
total sales €15,257 million, 3,964 stores (including closed stores)



myymälätyypit ja määritelmät

Defining the sales asrea of the store

As the change in legal opening hour regulations came into force in 2001, the following definition was ratified: 
the sales area includes the premises in which sales operations are conducted. The sales area is calculated along 
the walls of the store, which means that it includes service counters and the space behind them. However, it does 
not include the area behind the cashier line or the draught lobby area at the entrance, nor the areas accessible 
to store personnel only, such as staff locker rooms as well as storage and warehouse areas.

Definitions according to the land use and Building Act

According to the land use and Building Act, a large-scale retail unit is a store larger than 2,000 square metres, 
which in practice equals a store with a sales area of about 1,300 square metres. The construction of a large-scale 
unit in accordance with the land use and Building Act calls for a special clause in the town plan, which allows it. 

An exception to this is a speciality store that requires a lot of retail space, such as a furniture store or a car 
shop. At the moment, the Ministry of the environment is preparing to renew the land use and Building Act. The 
Ministry proposes that the current regulations on large-scale retail unit sizing be retained.

Department store

A department store is a retail store that sells a variety of articles in different categories, with a minimum sales 
area of 2,500 square metres. In a department store, not a single category of items accounts for over 50 per cent of 
the total sales area. each department carries a selection matching that of a speciality store in that particular sec-
tor. A department store offers a high level of service, and cashiers are located at each department. Department 
stores can be found in city centres, in their outlying business centres or in shopping centres located elsewhere. 
So called discount stores are usually either department stores or hypermarkets.

Hypermarket

A hypermarket is a retail store selling a variety of goods in different categories and operating largely in a self-
service format. The sales area exceeds 2,500 square metres. Food accounts for less than half of the total area. 
However, the focus of the retail business is on groceries. A hypermarket can be located in or near city centres, in 
shopping centres, or in other easily accessible places.

Supermarket and market

A supermarket is primarily a self-service-oriented grocery store whose retail activity focuses on food. The sales 
area of a super market is at least 400 square metres, and food items account for more than half of it.

According to sector statistics, the supermarket stores are divided into large supermarkets whose size exceeds 
1,000 square metres and small ones whose size is 400–1,000 square metres. These smaller ones are often simply 
called markets.
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Corner shops

A corner shop or neighbourhood store is any grocery store close to the consumers. A corner shop is normally 
a self-service market smaller than 400 square metres. The size of a large self-service store is 200–399 and small 
100–199 square metres.

A corner shop can be described as a grocery store located in a residential area, close to consumers and easily 
accessible on foot. In population centres, supermarkets also act as corner shops.

Another form of a corner shop is a village grocery store. For the investment aid of the village grocery store, it 
is defined as a grocery store located in sparsely populated areas or small population centres, whose area is less 
than 400 square metres and annual sales less than 2 million euros.

Discounters

Discounter store operations are based on the rapid circulation of products and efficient operations models. In 
most cases, the store selection covers all product groups, such as fruits and vegetables, fresh food products, and 
cosmetics. Size wise, the stores are equal to supermarkets, and they are often located in industrial and business 
areas. However, they can ever increasingly be found in population centres along good traffic connections. lidl is 
an example of a discounter operating in Finland.

Small stores and kiosks

A small store or a kiosk is a grocery store with less than 100 square metres of sales area. A food kiosk can conduct 
its sales transactions through a window or in a manner similar to a self-service or service store. The kiosk item 
selection is limited by the Kiosk Statute.

Convenience stores and service stations

ever increasingly, convenience stores form a business concept that brings together several service providers and 
resembles a shopping centre. In addition to grocery trade, restaurant services, and petrol sales, they also provide 
other services. Previously, the service station offering mainly consisted of petrol sales and restaurant services.

Product-specific speciality shops

Product-specific speciality shops, direct sales at indoor markets, outdoor markets, as well as shops on wheels or 
in boats have been losing their share of the total market in recent years.

 

SOuRCeS: FInnISH GROCeRY TRADe ASSOCIATIOn AnD KAuPPA 2010
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clothinG sales 
In 2011, clothing sales grew by 0.3 per cent. The sportswear sales represented 14 per cent of the total clothing sales. 
Shoe sales increased by 3.7 per cent in comparison to last year. Sports shoe sales represented roughly 30 per cent of 
the total shoe sales in 2011. (Source: Finnish Association of Textile and Footwear Importers and Wholesalers (TMA)).

kiosk trade 
r-kiosks

R-Kiosks form Finland’s leading kiosk chain. It is a centrally managed chain of 
kiosks that offers its customers a versatile range of entertainment in addition 
to important everyday consumer items and services. There are approximately 
650 R-Kiosks in Finland; more than 40 per cent of them operate under the fran-
chising concept and less than 60 per cent are run by the company. According 
to nielsen’s kiosk register, the R-Kiosks accounted for roughly 40 per cent of the 
total number of kiosks in 2008.

Since 2012, R-kioski Oy has been part of Reitan Servicehandel (RSH) group. Rei-
tan Convenience is the market leader in kiosk and convenience store operations 
in all nordic and Baltic countries. All in all, Reitan Convenience has 2,500 stores 
and 18,000 employees.

clothing retail market in 2011 (€3,008 million)

shoe sales in 2011 (€558 million)

  SPORTS STORE CHAINS  •  €241 million  •  8.0% (-3.6%)
 Budget Sport, Elmo Sport, Intersport, Kesport, Partiokaupat, 

SGN Sportia, Stadium, Top-Sport

  SPORTS STORe CHAInS, €108 million 19.4% (8.0%) 
Budget Sport, Elmo Sport, Intersport, Kesport, 
Partiokaupat, SGN Sportia, Stadium, Top-Sport

  DePARTMenT STOReS €809 million, 26.9% (0.8%)  
 Anttila, Citymarket,  Prisma, Sokos, Stockmann,  
Tokmanni 

  SHOE STORES  •  €102 million, 18.3% (4.1%)

  CHAINS  •  €914 million  •  30.4% (-0.4%)
 Aleksi 13, Dressmann, H&M,  Halonen , JC, KappAhl, 

Lindex,  Marimekko, Nanso, Seppälä, Moda, Jim& 
Jill, VILA, Vero Moda, Jack&Jones, Only, Name it , 
Selected

 DePARTMenT STOReS €149 million, 26.7% (2.7%)
 Anttila, Citymarket,  Prisma, Sokos, Stockmann,  

Tokmanni 

  SPORTSWeAR SAleS In DePARTMenT STOReS  
 €102 million, 3.4% (-1.4%)

  OTHeR SPORTS ClOTHInG SAleS €80 million,  
 2.7% (-7.0%)

  OTHeR SPORTS SHOe SAleS €18 million, 3.2% (0%)

  OTHeR ClOTHInG SAleS €670 million, 22.3% (-2.9%)

  SPORTS SHOeS In DePARTMenT STOReS 

€44 million, 7.9% (3.1%)

  DISTAnCe SellInG €192 million, 6.4% (28%)

  CHAINS  •  €97 million, 17.4% (-1.7%) 
Aleksi 13, Andiamo, Din Sko, Halonen, K-Kenkä,  
Lindex,  Nilson, Marimekko, Seppälä
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total sales (in € million), quantity, and sales trend of department stores and hypermarkets 
owned by the fgta’s member companies in 2010 and 2011 (vat 0%)
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Qty. 2010 Qty. 2011 Sales 2010 Sales 2011 Change, %

KESKO

Anttila 39 40 425 401 -5.4

Citymarket 69 75 1,886 2,046 8.5

S-GROuP

Sokos 22 22 473 487 2.9

Prisma 60 62 2,429 2,628 8.2

STOCKMANN Finnish dpt stores 7 7 663 687 3.6

TOKMANNI 142 144 633 654 3.2

MINIMANI 6 6 102 105 3.0

TOTAL 345 356 6,611 7,008 4.10 SO
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department store 
sales

department stores account for a significant share of 
the total consumer goods market, especially in cloth-
ing as well as home and leisure products.

Department stores compete both with commercial centres 
and speciality stores. In recent years, the number of interna-
tional speciality store chains has been on the increase espe-
cially in the clothing business. In the rapidly changing com-
petitive situation, department stores keep on renewing their 

concepts.

Finnish department stores have been able to evolve and retain 
their competitive edge, unlike the european department store 

trade in general. In 2011, the turnover of the department stores 
and hypermarkets of the FGTA member companies grew by 4.6 per 

cent in comparison to 2010. 

The product group that saw the biggest growth in turnover was food. In 
2011, the sales of food grew by 6.9 per cent, home and leisure products 
by 2.4 per cent, clothing by 0.3 per cent, and consumer goods by 1.7 per 
cent in comparison to last year.



villaGe Grocery stores

Without village grocery stores, it is impossible to live in scattered settlements. They have evolved into versatile service 
centres that often provide hardware and agricultural products as well as travel and restaurant services in addition to 
groceries. Village grocery stores also want to increase the collaboration with local producers regarding the distribu-
tion of local food.

In recent years, the number of village grocery stores has roughly decreased by 30 stores per year. At the moment, 
the total number of stores is about 385.

The investment aid for village grocery stores, which the Ministry of employment and the economy has given for 
several years, has strengthened the competitive ability of the stores located in areas where population is large enough 
for the stores to survive. The average sales of the village grocery stores receiving the aid have clearly increased. The 
investment aid for village grocery stores administered by the Ministry of employment and the economy is meant for 
village grocery stores that are located in sparsely populated area, and whose area is less than 400 square metres and 
annual sales less than 2 million euros.

For the future of village grocery trade, it is important to recognise its possibilities when developing services in 
sparsely populated areas in connection with the ‘lähilogistiikkayrittäjyys’ (local logistics entrepreneurship) project 
by the Association of Finnish local and Regional Authorities.

To maintain purchasing power, it would be vital to allow the sales of mild alcoholic beverages and non-prescription 
medicine in village grocery stores as well as develop a medicine cabinet system for prescription medicine.

village grocery stores in 2011 (excluding closed stores)

Province Qty. Grocery sales (€ million) Percentage

1 uusimaa 27 15.8 8.9 %

2 Varsinais-Suomi 38 12.8 7.3 %

3 Satakunta 17 5.6 3.2 %

4 Kanta-Häme 11 3.6 2.0 %

5 Pirkanmaa 26 12.2 6.9 %

6 Päijät-Häme 9 2.3 1.3 %

7 Kymenlaakso 14 5.8 3.3 %

8 etelä-Karjala (Southern Karelia) 13 7.5 4.2 %

9 etelä-Savo 20 6.9 3.9 %

10 Pohjois-Savo 24 8.6 4.9 %

11 Pohjois-Karjala (northern Karelia)  20 7.4 4.2 %

12 Keski-Suomi (Central Finland) 14 5.5 3.1 %

13 etelä-Pohjanmaa (Southern Ostrobothnia) 22 7.7 4.3 %

14 Pohjanmaa (Ostrobothnia) 32 17.4 9.9 %

15 Keski-Pohjanmaa (Central Ostrobothnia) 9 6.4 3.6 %

16 Pohjois-Pohjanmaa (northern Ostrobothnia) 27 19.3 10.9 %

17 Kainuu 13 4.3 2.4 %

18 lappi (lapland) 31 18.6 10.5 %

19 Ahvenanmaa (Åland islands) 18 9.1 5.2 %

Total 385 176.8 100.0 %
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fGta organisation
and members

In 2012, the FGTA had the following 

members: Heinon Tukku Oy, K Retailer 

Federation, lidl Finland Ky, Minimani, 

M Itsenäiset Kauppiaat Oy, R-kioski Oy, 

Kesko Food, Suomen lähikauppa Oy, 

SOK Corporation, Stockmann Group, 

Tokmanni Group, and Wihuri Group.



finnish Grocery trade association

the finnish grocery trade association (fgta) is an association for grocery trade communities and 
entrepreneurs. it protects the interests of the sector in social political decision-making. it im-

proves and develops the general operating conditions of its members and the whole sector.

The FGTA’s board of directors wields the supreme executive power in the association. It concentrates on 
governing the association and securing the general operating conditions of grocery trade.

Commercial group protects the interests of all store types. It improves the efficiency and competitive abil-
ity of the whole grocery trade sector in a long chain of transactions – from primary production to consum-
ers. The most important projects improving the efficiency and competitive ability of the whole food sup-
ply chain are promoted through, for example, the joint eCR projects of the trade and industrial sectors.

Local store services group secures the operating conditions of small corner stores in regressive popula-
tion centres, suburbs, and sparsely populated areas. It evaluates the provision of socially significant ser-
vices as part of local store services. It also anticipates the effects of the municipal reform by estimating 
how much purchasing power is needed for maintaining local services and how to secure it.

Information management group monitors the development of information technology and helps the 
other FGTA groups in their information technology-related projects. The group also participates in pro-

jects that deal with the management of the joint product data bank of trade and industry, XMl messages, 
and the RFID technology.

HoReCa wholesaler group is responsible for the industrial political interest protection of HoReCa whole-
sales that handle the distribution of groceries to hotels, restaurants, and industrial kitchens. It takes care of 

the operating conditions of the wholesalers as part of the food supply chain.

Product safety group promotes the safety of the sales of food and consumer goods. The group monitors and 
influences the legislation and directions both nationally and at the eu level to secure the operating conditions 

of grocery trade. The group collaborates regularly with, for example, the Finnish Food Safety Authority evira, Finn-
ish Safety and Chemicals Agency (Tukes), as well as the Finnish Customs laboratory plus other interest groups and 

relevant ministries.

Self-monitoring group is responsible for the activities related to self-monitoring, and developing the functionality of 
self-monitoring. It monitors legislation, administrative orders, and recommendations. Furthermore, it updates food-
related self-monitoring guidelines. The group also creates guidelines for selling age-restricted products.

Communications group is an expert group that monitors and aligns communications.

staff of the finnish grocery tr ade association in 2012

SELF-MONITORING 
AND FOOD SAFETY
Sointu Lassila, 
Food Specialist

BUSINESS POLICY
Kari Luoto, 
Managing Director

PRODUCT SAFETY AND 
HORECA WHOLESALES
Merja Söderström, 
Specialist

COMMUNICATIONS, 
STATISTICS, PUBLICATIONS
Elina Holamo, 
Communications 
Assistant

PURCHASING AND 
LOGISTICS, LEGISLATION
Ilkka Poutanen, 
Legal Counsel
(From October 1, 2012 
onward Janne Koivisto, 
Legal Counsel)

RETAIL, SUPPLY 
CHAIN DEVELOPMENT 
PROJECTS
Ilkka Nieminen, 
Manager

FINANCES
Marjut Vartiainen, 
Executive Assistant

OFFICE
Heidi Nylund, 
Offi  ce Assistant
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BOARD OF DIRECTORS

Taavi Heikkilä, Osuuskauppa Hämeenmaa | Chairperson

Ralf Holmlund, Suomen lähikauppa Oy (Vice chairperson.) 
Juha Hellgrén, Wihuri Oy
Terho Kalliokoski, Kesko Food
Vesa Kyllönen, SOK Corporation Corporation
Jaakko Mäkinen, R-kioski Oy 
Markus Ranne, K Retailer Federation
Maisa Romanainen, Stockmann Group
Lauri Sipponen, lidl Finland Ky
Heikki Väänänen, Tokmanni Group
Kari Luoto, FGTA

COMMERCIAL GROuP

Petteri Niemi, Kesko Food | Chairperson

Sauli Harju, Inex Partners Oy
Juha Haroma, K Retailer Federation 
Tiina Hildre, Wihuri Oy Aarnio
Mathias Kivikoski, lidl Finland Ky
Kalle Lähdesmäki, Minimani
Erki Milistver, Tokmanni Group
Jaakko Mäkinen, R-kioski Oy
Jukka Ojapelto, SOK Corporation
Anu Ora, Suomen lähikauppa Oy
Petteri Pelkonen, Tuko logistics Cooperative
Pirjo Pyykkö-Tuominen, Stockmann Group
Mika Rautiainen, Kesko Food
Jari Simolin, Inex Partners Oy
Veli-Matti Sirkiä, M Itsenäiset Kauppiaat Oy
Jonas Stjernberg, Suomen lähikauppa Oy
Ilkka Poutanen, FGTA (from Oct 1, 2012 onward Janne Koivisto)
Kari Luoto, FGTA
Ilkka Nieminen, FGTA 

LOCAL STORE SERVICES GROuP

Jarmo Laiho, Suomen lähikauppa Oy | Chairperson

Ilkka Alarotu, SOK Corporation
Pentti Kaulamo, K Retailer Federation
Timo Lavikainen, Kesko Food
Jarkko Salama, Wihuri Oy Aarnio
Ilkka Nieminen, FGTA

INFORMATION MANAGEMENT GROuP

Irja Simola, SOK Corporation | Chairperson

Timo Heimo, Kesko Food 
Mervi Herranen, Wihuri Oy Aarnio
Vesa Hämäläinen, Stockmann Group
Ari Jaatinen, Minimani
Pasi Karhapää, Tokmanni Group
Pentti Talikka, R-kioski Oy
Ilkka Nieminen, FGTA

HORECA  WHOLESALER GROuP

Juha Mattila, Wihuri Oy Aarnio/Metro | Chairperson

Petri Heino, TukkuHeino Oy                    
Eero Raappana, Meira nova Oy
Jorma Rauhala, Kespro Oy
Kari Luoto, FGTA
Merja Söderström, FGTA

PRODuCT SAFETY GROuP

Matti Kalervo, Kesko Food | Chairperson

Timo Hansio, lidl Finland Ky 
Pirjo Heiskanen, Tuko logistics Cooperative
Sari Lehtovirta, Tokmanni Group
Markus Luhtala, Stockmann Group
Tiina Luoma, Inex Partners Oy 
Mika Lyytikäinen, SOK Corporation
Sanna Pernu, Suomen lähikauppa Oy
Mika Timonen, K Retailer Federation ry
Sointu Lassila, FGTA
Merja Söderström, FGTA

SELF-MONITORING GROuP

Markus Luhtala, Stockmann Group | Chairperson

Virve Hintikka, Tokmanni Group
Matti Kalervo, Kesko Food
Satu Kattilamäki, HOK-elanto
Mika Lyytikäinen, SOK Corporation (vpj.)
Kalle Noukkala, lidl Finland Ky
Sanna Pernu, Suomen lähikauppa Oy
Jarkko Salama, Wihuri Oy Aarnio
Mika Timonen, K Retailer Federation
Sointu Lassila, FGTA

COMMuNICATIONS GROuP

Jaana Huttunen, Suomen lähikauppa Oy | Chairperson

Asta Sjöblom, Kesko Food
Outi Hohti, SOK Corporation
Nora Malin, Stockmann Group
Jarkko Salama, Wihuri Oy Aarnio
Leena Salo, K Retailer Federation ry
Kari Luoto, FGTA
Elina Holamo, FGTA
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MEMBER 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

Suomen Lähikauppa Oy | www.lahikauppa.fi
P.O. BOX 1, FIN-00581  •  Sörnäistenkatu 2, FIN-00580 Helsinki  •  Tel. +358 (0)20 700 300

Lidl Finland Ky | www.lidl.fi
Vanha Kaarelantie 33, FIN-01611 Vantaa  •  Tel. +358 (0)9 234 561

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  •  Kutomotie 1 C, FIN-00380 HELSINKI  •  Tel. +358 (0)9 121 51

Wihuri Oy Aarnio | www.wihuri.fi
Atomitie 5 A, FIN-00370 HELSINKI  •  Tel. +358 (0)20 510 10

Heinon Tukku Oy | www.heinontukku.fi
Niittytie 12, FIN-01510 VANTAA  •  Tel. +358 (0)20 717 0000

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

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

Inex Partners Oy | www.inex.fi
P.O. BOX 30, FIN-00088 S-RYHMÄ  •  Fleminginkatu 34, FIN-00510 HELSINKI  •  Tel. +358 (0)10 76 87 000

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
Kruunuvuorenkatu 5 A, FIN-00160 Helsinki  •  Tel. +358 (0)10 53 010
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eteläranta 10, FIn-00130 Helsinki
P.O. Box 340, 00131 Helsinki
Tel. +358 (0)9 172 860
www.pty.fi
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