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1. INTRODUCTION 

Sweden is one of the 30 EEA (European Economic Area) countries and EU member but outside the 
Eurozone, the currency is the Swedish krona. About 2% of the EEA population (10 million) is Swedish. The 
five Nordic countries - Denmark, Norway, Sweden, Finland and Iceland - with about 26 million inhabitants, 
are more and more regarded as the “home market” for companies within the Swedish food trade and 
industry. 
12% of Swedish household budgets was spent on food and beverages in 2014. Consumption of food and 
beverages amounted to SEK 241 billion (€27 billion) in 2014 (including alcoholic beverages). The main 
product groups were meat products (16%), dairy products and fats (18%), fruit and vegetable products 
(15%), and bread and cereal products (14%). 

2. MARKET CHARACTERISTICS  

Swedish food consumption consists of up to 90% of canned, frozen and highly processed foods. This is 
compared internationally a very high figure. The remaining part is composed of non-processed products, 
such as fresh fruit and vegetables, fresh fish, fresh meat and eggs.  
Organic foods represent about 38% of the fresh produce, an 
increase of almost 100% the last years. At the same time 
increased interest in healthy foodstuffs has expanded sales of 
products that are seen as nutritious, e.g. nuts, cereal grains, and 
health bars. There is also a high interest for food products from 
other countries, especially for so called ethnic foods, such as 
Italian, Chinese, Indian, and Mexican style products. also 
foodstuffs from countries in the Middle East and Africa have 
increased in demand. About 15% of the inhabitants in Sweden 
are foreign-born. 
In Swedish food stores, imports account for 50% of total food in 
the stores. Denmark, Holland, Germany and Italy accounts for 
50% of all imported food. Competition. The biggest challenge for 
Swedish producers is when the economy turns down into a 
slowdown. Then it becomes more difficult for organic and 
premium products which Sweden is good at. In a slowdown, 
many consumers become price sensitive and choose not to buy 
premium or organic. 
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3. MARKET SEGMENTS 

For food exporters, the Swedish market can be divided into two main market segments: the retail- and 
foodservice sectors, and the food processing industry. 

3.1 RETAILSECTOR 

The Swedish retail trade has experienced a very positive trend in recent years. In fact, sales of food and 
beverages have increased every year between 2000 and 2012. It should be noted that food retail does not 
include sales of alcoholic beverages, which is carried out by a state monopoly, Systembolaget, which has 
the sole rights of over-the-counter retail sales. These state-run liquor stores are the only retailers that 
have the right to sell alcoholic beverages, such as wine, spirits and strong alcoholic beer. 
 
There are approx. 6,000 grocery stores with a full line of food and other household items, of which half 
are larger stores, such as hypermarkets, supermarkets and discount stores, and half are smaller 
convenience stores. Also online sales of food is growing. There are several outlets of grocery shopping 
online. Food trucks selling ready-made food are becoming a part of the market. 
 

3.2 FOODSERVICE 

HoReCa (hotels, restaurants and catering establishments) is supplied by several wholesalers, of which three 
dominate the market, Martin & Servera (Axfood), Menigo and Svensk Cater. Besides these groups, imports 
are also conducted by importing wholesalers specialized in certain food items such as fresh fruit & 
vegetables, cheese & egg, fish, meat products, health foods, confectionary or alcoholic beverages.  
 
Specialized wholesalers may distribute their goods either via the large retail groups, catering or 
convenience store wholesalers, or directly to independent chains, large food stores, or catering chains and 
large units. There are also some importers specialized in selling to the food industry, including bakeries. 
However, large food manufacturers often conduct their own buying. 
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3.3 FOOD PROCESSING INDUSTRY 

The Swedish food processing industry counts as an important market segment for foreign suppliers of 
foodstuffs. Even though domestic producers and companies still supply the main part of the raw materials 
and food ingredients used, imports are on the increase. The food processing industry consists of about 
3,100 companies with 52,000 employees. The most important sectors within the Swedish food industry 
are bakeries, meat plants, and dairies, with more than 50% of the value of output. However, domestic 
producers mainly supply these sectors, as well as the milling, sugar and spirits industries.  
The branches, which depend mostly on imports, are the coffee, oils & fats, spice & condiments, chocolate 
& confectionary, and fish & seafood industries. Also manufacturers and canners of fruit juices, and fruit & 
vegetables, largely depend on imports. In recent years, also the meat industry has become a large importer. 

4. IMPORTS & EXPORTS  

Sweden has traditionally been more or less self-sufficient in basic foods like meat, dairy products and 
cereals. However, during the last two decades, especially since joining the EU in 1995, imports have shown 
a steady yearly increase, also regarding the basic “domestic” products. The total degree of self-sufficiency 
is at present estimated to be about 45-50%, and thus 50-55% is imported. At the same time, exports have 
shown a large increase, which means that the domestic food industry is a growing importer of raw food 
materials and food ingredients. Sweden imports almost twice as much food products as it exports. 
The primary food import consists of food, which is not at all produced within Sweden such as citrus fruit, 
nuts, green coffee, tea, cocoa, spices and wine, and also of products, which are only produced during a 
part of the year, for example fresh vegetables and most fresh fruit, such as apples. Other notable import 
items are fish & seafood products (including re-exports of farmed fish), sauces and dressings, ready-to-eat 
meals, certain canned, frozen and dried foods, as well as animal feed. Also an increasing degree of meat, 
dairy and cereal products are imported.  
 
Other important product groups are meat products and beverages, as well as cheese, chocolate and sugar 
confectionery, oils & fats, and animal feed. Even though the market for meat products mainly is supplied 
by domestic production, it has in just a few years become the third largest import product group. 
 
About 70% of all food imports are normally imported from the European continent, of which other EU-
countries account for the dominant part. However, it should be noted that some imports from the EU in 
the statistics actually have their origin in countries outside of the EU. A typical example is fruit from Latin 
America that is delivered to Sweden via ports in Germany, Belgium or the Netherlands. This means that 
EU imports are somewhat overestimated in the data. In addition, Sweden imports a lot of farmed fish 
from Norway, which to a large extent is re-exported to other countries. 95% of fresh produce is imported 
firstly to Rotterdam, then to Sweden.   
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5. Channels of Distribution 

Four trade groups, ICA, Coop, Axfood and Bergendahls, with both retail and wholesale activities, dominate 
the Swedish distribution of food and beverages to the retail sector. All four groups have also built up 
their own buying and import departments where the company can buy directly from a store, or from a 
central distribution warehouse with listed products. Procurement can be done separately, through 
trading houses or group function, depending on the products. 
These trade groups import some of their general food supplies by themselves, especially items bought in 
high volumes, and some through independent wholesalers acting as importers or agents. There are also 
wholesalers for different segments of the food sector. Thus, the convenience store segment is mainly 
supplied by specialized wholesalers, of which the leading ones are Axfood Närlivs, Menigo and Privab.  
These four groups: ICA, 50% market share, COOP 20% market share, Axfood COOP 20% market share and 
Bergendahls COOP 70% market share, dominate the total retail market for foodstuffs and other everyday 
commodities. All these groups are also cooperating with retailing groups in other Scandinavian or 
European countries, especially regarding imports. Read more below. 

5.1 Importers of Fresh Fruit and Vegetables  

Three groups, Everfresh/Totalproduct group, ICA Frukt & Grönt, and Saba Trading, dominate imports and 
distribution of fresh fruit and vegetables. All three companies are based in Helsingborg, an important port 
city in the south of Sweden. 

5.2 Importers of Raw Materials and Food Ingredients  

Imports of raw materials and food ingredients to food manufacturers 
is conducted either by importers and agents specialized in selling to 
this sector, or in the case of l arge manufacturers, by the companies 
themselves. Considering the many different kind of food materials and 
ingredients involved, there are a large number of importers and agents 
involved in this field.  
Some of the largest specialized importers of food ingredients are Caldic 
Sweden, Boden & Lindeberg, B. Engelhardt, and Tore Smith Food. 
Regarding bakery ingredients, also KåKå and Kobia are important. 
Several of the large manufacturers are also among the largest 
importers of raw materials.  
This is especially the case for manufacturers of oils and fats (Aarhus 
Karlshamn), animal feed (Lantmännen, Svenska Foder), spirits 
(Absolut), juices (Arla Foods, Skånemejerier, Norrmejerier), fish and 
seafood (Abba Seafood, Findus), frozen vegetables (Findus, Procordia 
Food), coffee (Mondelez, Nestlé, Löfbergs, Arvid Nordquist), chocolate 
(Mondelez, Cloetta), and herbs, spices and ethnic foods (Santa Maria).  
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6. CHANNELS OF PROCUREMENT 

More and more, the big four groups of ICA, COOP, Axfood and Bergendahls continue to develop 
assortments of private labels. Often the contract is given on a 1-year basis and apply e-procurement for 
the continued procurements for those companies listed as suppliers. 

6.1 COOP TRADING 

is the internordic procurement company for Coop in Denmark, Norway, Finland and Sweden. Our task is 
to secure branded products at competitive prices, and to develop and maintain a varied assortment of 
Private Brands. 
As a procurement organization we have strong roots in the values that characterize our owner 
organizations. Such as the conviction that more can be accomplished collectively than individually. We 
buy for more than 13 million consumers in the Nordic countries, and our goal is to become the most 
effective procurement company in Europe. In our world, care, honesty, influence and innovative thinking 
in relation to the products we buy and develop are all-important. 
Contact COOP Trading if you are interested in becoming a supplier to COOP. www.cooptrading.com 

6.2 ICA SOURCING AND SERVICES THROUGH AMS SOURCING B.V 

AMS is an Amsterdam-based, non-profit, strategic-buying alliance that currently works on behalf of the 10 
top European food retailers including ICA in Sweden. Since 1988, the alliance has been initiating, managing, 
and coordinating joint-buying activities for its shareholders and, later, for EURO SHOPPER™  distributor 
members as well. 
By pooling and leveraging our retailers’ expertise and volume to source private label products on an 
international scale, AMS is able to deliver the best possible quality goods at competitive prices. This enables 
retailers to offer shoppers greater value for money, which improves their bottom line and gives them a 
clear competitive edge in today’s fast-moving retail market. 
AMS’ buying service includes private labels in food, near-food, non-food and goods-not-for-resale. We also 
offer shareholders and members the shelf-ready, AMS-developed EURO SHOPPER™ discount brand – 
the pan-European budget range, which is currently sold in more than 7 different countries. 
Contact AMS if you are interested in becoming a supplier to ICA. www.ams-sourcing.com 

6.3 AXFOOD AND BERGENDAHLS  

Learn more about procurement here: 
https://www.axfood.com/about-axfood/private-labels/purchasing-process/ To be a supplier to Axfood 
you must start by filling in the Axfood application form. 
www.bergendahls.se/en/kontakt 
 

http://www.cooptrading.com/
https://www.ams-sourcing.com/
https://www.axfood.com/about-axfood/private-labels/purchasing-process/
http://www.bergendahls.se/en/kontakt
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7. SUSTAINABILITY AND ORGANIC FOOD 

To become a supplier for private label or regular listing, the Swedish companies have Based on the Code 
of Conduct and agenda for sustainable development, formulated a number of priority questions in their 
work with suppliers. These include the sources and traceability of food, fair working conditions for 
suppliers’ employees, animal care and especially the use of antibiotics, and limiting the use of pesticides in 
farming that are hazardous to health and the environment. Companies conduct procurement processes 
with comparable suppliers in order to find the supplier that best meets our requirements. 
 
The increased awareness of future consumers is not only about organic and locally produced products, 
but also about sustainability in a broader perspective. KRAV is a Swedish organic label equivalent to 
EcoCert of EU. 
 
Representatives from all parts of the food industry are in agreement. The strong growth of organic food 
options continues unabated! More consumers are buying more KRAV-labelled food, in stores as well as 
restaurants, and the growth is undoubtedly demand-driven. The involvement throughout the sector is 
expected to increase gradually in the coming years. By working together, the industry can succeed in 
meeting the strong increase in demand.  
 
Regarding beef, there are still a number of farms that raise KRAV-certified animals, but sell them as 
conventional for slaughter. There is also a potential to increase production from dairy farm calves that 
cannot be used for milk production, but this requires an investment at the farm level. Regarding pork, 
there is always some deficit. This is because a new price level is being established. This deficit resulted in 
some actors not getting any KRAV-labelled pork at all. 
 
For fruit and vegetables there is strong demand for KRAV-labelled products in combination with Swedish 
origin. Much more of these products could be sold, but currently no significant price premium is given. 
However imports of KRAV-labelled products solve part of the supply problem and availability seems 
relatively good. With regard to root vegetables, the supply is good. (Krav.se) 

7.1 ORGANIC PRODUCTS SEE FASTEST AND STRONGEST GROWTH 

The trend is clear. Swedish consumers are increasingly choosing organic foods. The reason for the big sales 
increases over recent years and this year, is a growing health awareness among consumers. There is also 
an increase in product availability, new product development and better marketing meaning the product 
offer for consumers is better (Ekoweb.nu). 
The strongest growth was seen by organic beverages and organic packaged food. Organic products 
regained popularity after players and various associations, eg KRAV (organisation responsible for Swedish 
organic labelling), started an intense marketing campaign for organic products a couple of years ago. Apart 
from organic products, fortified/functional (FF) beverages, naturally healthy (NH) beverages and food 
intolerance packaged food registered strong growth. Sales of FF beverages were driven by FF energy 
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drinks, sales of NH beverages by NH 100% juice and sales of food intolerance packaged food by widening 
offerings of food products for people suffering from any type of intolerance. (Euromonitor) 
Sales growth is across a broad range of different segments and during the year, several new products 
were launched by stores, primarily under own brand, private label products. The organic share intensity 
is now nine percent calculated on the value. (Ecoweb) 
 

- The organic food sales have increased in sales by about 25 percent during the past 12 months for 
the main assortment. There is continued strong sales growth that we are happy and where 
much work is behind - with us, among producers and in the store, said Maria Smith, 
Environmental Manager at ICA. (Ekoweb.nu) 
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8. LABELLING 

 

For labelling your food in Sweden the producer needs to adhere to Swedish and EU regulations. 

https://www.livsmedelsverket.se/globalassets/om-oss/lagstiftning/livsmedelsinfo-till-konsum---

markning/livsfs-2015-1-particular-symbol-eng.pdf (English abstract) 

https://www.livsmedelsverket.se/labelling in Sweden (Swedish only, full version) 

If a company sells across Scandinavia, it can choose to write as seen in the picture (top right), combining 

Danish and Norwegian. To sell in Sweden, the producer must write in Swedish. There are many translation 

agencies that can do this. 

  

https://www.livsmedelsverket.se/globalassets/om-oss/lagstiftning/livsmedelsinfo-till-konsum---markning/livsfs-2015-1-particular-symbol-eng.pdf
https://www.livsmedelsverket.se/globalassets/om-oss/lagstiftning/livsmedelsinfo-till-konsum---markning/livsfs-2015-1-particular-symbol-eng.pdf
https://www.livsmedelsverket.se/produktion-handel--kontroll/livsmedelsinformation-markning-och-pastaenden/regler-om-livsmedelsinformation-och-markning%23Hur%20ska%20mitt%20livsmedel%20märkas?


 //////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////////// 

 
pagina 12 van 12 Swedish food market 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Max Lundgren 

 

Flanders Investment and Trade Agency 

c/o Embassy of Belgium 

Kungsbroplan 2, 2nd floor 

Kungsholmen – Stockholm 

T: +46 8 21 06 16 

E: stockholm@flanderstrade.com 

https://www.flandersinvestmentandtrade.com  
 
 

Disclaimer 

The information in this publication is provided for background information that should enable you to get a picture of the subject treated in this 

document. It is collected with the greatest care based on all data and documentation available at the moment of publication. Thus this publication 

was never intended to be the perfect and correct answer to your specific situation. Consequently it can never be considered a legal, financial or 

other specialized advice. Flanders Investment & Trade (FIT) accepts no liability for any errors, omissions or incompleteness, and no warranty is given 

or responsibility accepted as to the standing of any individual, firm, company or other organization mentioned.  

 

 

https://www.flandersinvestmentandtrade.com/

