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1. Country profile
1.1. Geography and population
Sweden, or the Kingdom of Sweden, is a country in northern Europe, situated in the south-east of the
Scandinavian Peninsula. It is bordered by Norway and Finland and bordered by the Baltic Sea in the
southeast. In the south it is linked to Denmark by the Oresund Bridge. Sweden owns two large islands in
the Baltic Sea - Gotland and Oland. Sweden has an area of 528 447 m2.1 Sweden's capital city is Stockholm,
and other major cities are Gothenburg and Malmo.
Sweden has a constitutional monarchy, headed by Carl XVI Gustaf, which has been King of Sweden since
1973. Swedish monarchy is modern and has gained much public support and popularity. The king (queen)
does not have political and formal power, but a representative and unifying function. King Karl Gustav is an
active monarch who focuses on entrepreneurship in Sweden, as well as protecting the environment and
preserving Sweden's cultural heritage. The Swedish Royal Family is highly respected in society and influences
the ideology of the population.
In Sweden, the national language is Swedish, but most swedes are more or less fluent in English, which is
why there are generally no issues for international business cooperation. Other common foreign languages
include Spanish, French or German. Due to immigration patterns, languages such as Finish, Arabic, SerboCroatian, Persian and Kurdish are also having and increasing importance.
As of 2018, the population of Sweden has reached 10.2 million people. A major feature of Sweden’s
population is its multicultural character – the number of immigrants (people born outside Sweden or born in
immigrant families) has continually kept increasing over the years, reaching a share of 24.9% of all
population in 2018, which is a significant increase from 16.2% back in 2005. Therefore, 2.5 million of
population with a foreign background in Sweden represent a large and influential consumer group, marking
a major shift in market demand in all cultural areas, and bridging the national Swedish traditions with other
ethnicities. 2
The largest share of immigrants in Sweden come from Asia - 38.1%, followed by the EU-28 and other Nordic
countries – 31.0%, and rest of the Europe – 13.3%. There is also a significant share of immigrants from
Africa – 11.2%, but less from the Americas – 5.8%. In recent years, the number of immigrants from the
Middle East has increased particularly rapidly, especially from Syria, Iraq and Somalia, which has had an
influence on many cultural areas in Sweden.3

1.2. Macroeconomic development
Known as one of the world’s strongest economies, with low public debt, a current account surplus and an
economic growth rate that over the past 15-20 years has exceeded the growth rates of both the United
States and the EU-28, Swedish economy is often cited as an international model. The main engine of
Sweden’s growth has been primarily the manufacturing sector and the international trade, placing the
country in a strong economic position. But in 2008, the global shockwave of financial deterioration left a
heavy impact on Swedish banks, leading to reduced opportunities for households and companies to obtain
1

Sweden.se. Sweden – An Overview. Available at: https://sweden.se/society/sweden-an-overview/
Statistics Sweden. Population statistics. Available at: https://www.scb.se/en/finding-statistics/statistics-by-subjectarea/population/population-composition/population-statistics/#_Publications
3
Statistics Sweden. Population statistics. Available at: https://www.scb.se/en/finding-statistics/statistics-by-subjectarea/population/population-composition/population-statistics/#_Publications
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loans on reasonable terms. The problems in the financial markets spread to other parts of the economy, and
the government presented vigorous measures in response to the recession. Also, for a small, open economy
like Sweden, which is financially integrated and deeply dependent on trade with other countries, the fall of
global demand created immediate consequences. Reacting to the crisis, the government and responsible
authorities took several measures to maintain financial stability and implemented several initiatives to restore
the function of the credit markets and to improve the labour market.4
During the years since the financial crisis the Swedish economy and labour market has strengthened, nd
inventory investments and household consumption boosted the GDP growth. In 2015, Sweden entered into
an economic boom, reaching new economic growth heights, as its economy expanded by 4.5%. However,
in the following years, Sweden’s GDP growth has slowed down, until it stood at 2.4% in 2018, but it was
still above the average development in the EU-28 region of 2.0% (Table 1).
In 2018, Sweden’s nominal GDP in current prices measured at EUR 466.9 billion, signifying the largest
economy in terms of size among the Nordic countries. Sweden’s nominal GDP per capita reached EUR 45.9
thousand, marking a steady growth from EUR 44.5 in 2012, indicating on a very high standard of living,
which keeps increasing. When compared by this indicator with other EU countries, Sweden ranks as the 4th
highest among other EU-28 countries, and 7th highest when taking into consideration EFTA countries. This
is also related to the high consumers’ purchasing power in Sweden, which is 12 times above the EU-28
average (Table 1).
However, the price level in Sweden is also significantly above that of the EU-28 region. In 2018, the overall
price levels in Sweden were 22.8% higher than in EU-28 countries on average, but the difference has
decreased in the past few years, as the less developed countries in the region have been catching up in
terms of their economic growth. Within the past years, inflation also has been on average slightly lower in
Sweden than in EU-28 region, but it has risen together with country’s economic recovery and unemployment
reduction, and stood at 2.0% in 2018 (Table 1).

Table 1. Sweden’s key macroeconomic indicators, 2012-2018 5 6 7 8 9 10
Indicator

2012

2013

2014

2015

2016

Population, thsd

9555.9

9644.9

9747.4

9851.0

9995.2

Nominal GDP, EUR bln
Nominal GDP per capita, EUR
Annual real GDP growth, %

4

2017

2018

10120.2

10230.2

423.8

436.2

433.1

449.1

463.1

475.2

466.9

44 500

45 400

44 700

45 800

46 700

47 200

45 900

-0.3

1.2

2.6

4.5

2.7

2.1

2.4

Purchasing power parity, GDP (EU28=1)

11.45

11.70

11.84

11.78

12.38

12.54

12.60

Price level indices, GDP (EU28=100)

131.6

135.3

130.1

126.0

130.7

130.2

122.8

Annual inflation, %

0.9

0.4

0.2

0.7

1.1

1.9

2.0

Unemployment, %

8.0

8.0

7.9

7.4

6.9

6.7

6.3

European Commission. Eurydice. Sweden, Political and Economic Situation. Available at: https://eacea.ec.europa.eu/nationalpolicies/eurydice/content/political-and-economic-situation-80_en
5
Statistics Sweden. Population by region, marital status, age and sex. Year 1968 – 2018. Available at:
http://www.statistikdatabasen.scb.se/pxweb/en/ssd/START__BE__BE0101__BE0101A/BefolkningNy/
6
Eurostat database. Purchasing power parities (PPPs), price level indices and real expenditures for ESA 2010 aggregates
[prc_ppp_ind]. Available at: http://appsso.eurostat.ec.europa.eu/nui/show.do?dataset=prc_ppp_ind&lang=en
7
Eurostat database. Real GDP growth rate – volume (tec00115). Available at:
https://ec.europa.eu/eurostat/tgm/table.do?tab=table&init=1&language=en&pcode=tec00115&plugin=1
8
Eurostat database. Gross domestic product at market prices (tec00001). Available at:
https://ec.europa.eu/eurostat/tgm/refreshTableAction.do?tab=table&plugin=1&pcode=tec00001&language=en
9
Eurostat database. Unemployment by sex and age - annual average [une_rt_a]. Available at:
http://appsso.eurostat.ec.europa.eu/nui/show.do?dataset=une_rt_a&lang=en
10
Eurostat database. HICP (2015 = 100) - annual data (average index and rate of change) [prc_hicp_aind]. Available at:
http://appsso.eurostat.ec.europa.eu/nui/show.do?dataset=prc_hicp_aind&lang=en
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Despite the seemingly strong current economic development in Sweden, a number of concerns about longterm growth outlook for the country remain. Similarly to situation elsewhere in the EU-28 region, economists
predicts that the Swedish economic boom has reached its peak and the country is heading for a GDP
slowdown. However, the impact isn't likely to be immediately visible, as the labour market remains strong,
although employment growth is set to slow. Wages in both the business sector and the economy as a whole
are expected to pick up just slightly. A big factor behind these changes is a decline in housing investment,
as well as deceleration in the global demand. The expected GDP growth for Sweden in 2019 is just 1.7%,
and in 2020 – 1.5%.11

2. Production and foreign trade
2.1. Production
Historically, Sweden has largely relied on developing an export-oriented economy, which was heavily
dependent on agriculture and manufacturing. During the 20th century, Sweden went from a poor agrarian
country to an industrial nation. The foundation for growth was the wealth of northern Sweden's forests, ore
and hydroelectric power. However, over the past three decades, the Swedish economy has undergone
fundamental changes, mostly concerning falling activity in manufacturing, as production of less complex
products has been moved to low-wage countries, as well as due to new organizational structures in the
business sector and larger foreign ownership, which has increased Sweden’s economic dependency on other
countries. Another important change has been the introduction of IT technologies permeating the whole of
society, and creating a new anchor for Swedish economy. With these changes, the role of agriculture and
manufacturing, including manufacturing of food and beverages, have decreased in Sweden, with IT, trade,
healthcare, finance and tourism increasing their contribution for the economy.
In fact, agriculture accounted only for 1.3% of the total gross value added in the Swedish economy in 2017,
and manufacturing of food and beverages – only for 1.2%.12 However, these industries in Sweden are rather
strongly engrained in the overall economy and are quite stable, even though they have not registered growth
in the past years. From 2012 to 2017, the turnover of Sweden’s food manufacturing industry has even
slightly decreased – by 1.8%, measuring at EUR 16.6 billion in 2017. Similarly, the number of employees in
the industry has registered a slight fall – by 2.6%, standing at 56.3 thousand in 2017. The number of
enterprises, however, has increased up to 3.9 thousand, marking the increasing impact of smaller and
medium sized food manufacturers (Figure 1).

11

European Commision. Economic forecast for Sweden. Available at: https://ec.europa.eu/info/business-economy-euro/economicperformance-and-forecasts/economic-performance-country/sweden/economic-forecast-sweden_en
12
Eurostat database. National accounts aggregates by industry (up to NACE A*64) [nama_10_a64]. Available at:
http://appsso.eurostat.ec.europa.eu/nui/show.do?dataset=nama_10_a64&lang=en
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Figure 1. Key indicators of Sweden’s food manufacturing industry, 2012-2017 13
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By breaking down manufacturing data by product sectors, it can be deduced that most of Sweden’s food
industry’s turnover comes from manufacturing of meat and meat products, dairy products, bakery and
farinaceous products, as well as fruit and vegetables. In 2017, turnover of Sweden’s meat and meat product
manufacturing sector was EUR 3.9 billion or 23.7% of the total industry’s turnover, followed by dairy product
sector with EUR 2.7 billion or 16.7%, bakery and farinaceous product sector with EUR 2.0 billion or 12.0%,
and fruit and vegetable product sector with EUR 1.4 billion or 8.1% (Figure 2).

Figure 2. Breakdown of Sweden’s food manufacturing industry by product sectors, 2017 14
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Sweden’s beverage manufacturing industry is around 10 times smaller than food manufacturing industry in
terms of turnover, but it still is a major supplier to the local market. This is especially true for manufacturing
13

Eurostat, Structural Business Statistics database. Annual detailed enterprise statistics for industry (NACE Rev. 2, B-E)
[sbs_na_ind_r2]. Available at: http://appsso.eurostat.ec.europa.eu/nui/show.do?dataset=sbs_na_ind_r2&lang=en
14
Eurostat, Structural Business Statistics database. Annual detailed enterprise statistics for industry (NACE Rev. 2, B-E)
[sbs_na_ind_r2]. Available at: http://appsso.eurostat.ec.europa.eu/nui/show.do?dataset=sbs_na_ind_r2&lang=en
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of beer, as this sector makes up nearly third of Sweden’s beverage manufacturing industry, followed by
manufacturing of cider and fruit wines. Similarly to food manufacturing industry, beverage manufacturing
industry also has been relatively stable in the past couple of years, but has experienced slight contraction as
well. This is partly due to the fact the consumption of alcohol in Sweden has been on the decline, including
consumption of beer. As a result, from 2012 to 2017, the turnover of Sweden’s beverage manufacturing
industry has shrunk by 10.0% to EUR 1.8 billion, even though the number of enterprises has increased three
times, which largely is because Swedish consumers lately have been preferring locally manufactured alcoholic
drinks from smaller breweries (Figure 3).

Figure 3. Key indicators of Sweden’s beverage manufacturing industry, 2012-2017 15
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Overall, Sweden’s food and beverages manufacturing industries have been quite stable, but are gradually
revealing their contraction. This can be explained by a multitude of different factors, such as shifting
consumer preferences from the traditional Swedish diet consisting mainly of animal-based foods to plantbased foods, as well as reduced consumption of alcohol, especially beer. All of this requires restructuring of
the local manufacturing industry which has relied on producing traditionally preferred foods in Sweden. The
slowdown in Sweden’s food and beverages manufacturing industries, however, opens up more opportunities
for foreign importers which can supply newly demanded foods that the local industry has not been able to
offer to Swedish consumers.

2.2. Foreign trade
3.2.1. Foreign trade with the world
Sweden has traditionally been pursuing open, simple and fair conditions for international trade and
investment, as country’s prosperity has been acquired in large part due to its successful its trade with the
world. Sweden is a member of the EU since 1995, and also participates in collaborative organisations such
as OECD and WTO. However, Sweden has not yet joined the Eurozone, and its currency is still the Swedish
krona (SEK). Although Sweden is legally obliged to join the Eurozone one day, it has found a legal loophole
to avoid it by choosing not to join the European Exchange Rate Mechanism (ERM II), therefore technically
not fulfilling all the requirements for the Eurozone.

15

Eurostat, Structural Business Statistics database. Annual detailed enterprise statistics for industry (NACE Rev. 2, B-E)
[sbs_na_ind_r2]. Available at: http://appsso.eurostat.ec.europa.eu/nui/show.do?dataset=sbs_na_ind_r2&lang=en
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Sweden’s geographical location among the Nordic countries, near Western and Central Europe, has given it
a valuable access to the strongest and largest markets in Europe, and allowed to establish strong trade
relations. Nowadays, Sweden’s most important trading partner is Germany, followed by neighbouring
Norway, Finland and Denmark, as well as one of the world’s largest markets – the United States. Sweden
has a positive trade balance, and its primary trade categories are petroleum and petroleum products,
transport vehicles and electrical equipment, wood and pulp, and pharmaceuticals.16
Sweden’s trade of food and beverages comprise a significant share of its total foreign trade. In 2018, the
value of Sweden’s exports of food and beverages totalled to EUR 8.6 billion and made up 6.1% of country’s
total exports, while the value of imports of food and beverages were nearly twice as large, equalling to EUR
15.0 billion and making up 10.4% of total imports. Accordingly, with imports exceeding exports, Sweden’s
trade balance in food and beverages is negative, constituting EUR 6.3 billion in 2018. The trade balance gap
has only been increasing for the last years, and has grown by 23.5% since 2012. This has occurred due to
increasing imports of food and beverages, which have grown by 30.4% during this period, and, even though
exports have risen even more, by 34.4%, this has not been enough to reduce the trade gap (Figure 4).

Figure 4. Sweden’s foreign trade of food and beverages with the world, 2012-2018 17
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More than half of Sweden’s foreign trade of food and beverages takes place within the boundaries of the
EU. In 2018, 61.6% or EUR 9.2 billion of food and beverage imports in Denmark came from EU countries,
while 38.4% or EUR 5.8 billion came from countries outside the EU. This is also true for exports – in 2018,
80.1% or EUR 6.9 billion of food and beverage exports from Sweden were sent to EU countries, and only
19.9% or EUR 1.7 billion were sent to countries outside the EU. 18
In 2018, Sweden’s most important partner countries for import of food and beverages were the neighbouring
Norway with EUR 4.3 billion or 28.4% of total imports, Denmark with EUR 1.7 billion or 11.6%, Netherlands
with EUR 1.7 billion or 11.1%, Germany with 1.5 billion or 9.9%, as well as the further located Italy with
EUR 0.7 billion or 4.8% of total imports (Figure 5). Food and beverage imports from Ukraine comprised a
mere EUR 5.7 million or 0.04% of all imports in Sweden. 19

16

Sweden Statistics. Available at: https://www.scb.se/en/finding-statistics/statistics-by-subject-area/trade-in-goods-andservices/foreign-trade/foreign-trade---exports-and-imports-of-goods/
17
Eurostat, PRODCOM database. EU Trade Since 1988 By HS2-HS4 (DS-016894). Available at:
https://ec.europa.eu/eurostat/web/prodcom/
18
Eurostat, PRODCOM database. EU Trade Since 1988 By HS2-HS4 (DS-016894). Available at:
https://ec.europa.eu/eurostat/web/prodcom/
19
Eurostat, PRODCOM database. EU Trade Since 1988 By HS2-HS4 (DS-016894). Available at:
https://ec.europa.eu/eurostat/web/prodcom/
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Figure 5. Breakdown of Sweden’s foreign trade of food and beverages by partner countries, 2018 20
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The Top 10 product groups in Sweden’s imports of food and beverages by import value in 2018 were as
follows (Table 2):
•
•
•
•
•
•
•
•
•
•

Fish and other seafood with an import value of EUR 4.4 billion or 29.7% of total imports;
Beverages, spirits and vinegar with an import value of EUR 1.5 billion or 10.2%;
Dairy produce, eggs, honey with an import value of EUR 1.0 billion or 6.8%;
Fruit and nuts with an import value of EUR 1.0 billion or 6.8%;
Meat and edible offal with an import value of EUR 1.0 billion or 6.7%;
Preparations of cereals and flour, pastrycooks' products with an import value of EUR 0.8 billion or
5.3%;
Preparations of vegetables, fruit and nuts with an import value of EUR 0.8 billion or 5.1%.
Vegetables, roots and tubers with an import value of EUR 0.7 billion or 4.9%;
Animal and vegetable fats and oils with an import value of EUR 0.7 billion or 4.6%;
Preparations of meat, fish and other seafood with an import value of EUR 0.7 billion or 4.5%.

Most of these product groups also have a negative trade balance, as Sweden’s own local production
capabilities cannot meet the all of demand. Therefore, this situation provides great market potential for
foreign importers. Product groups with the greatest negative trade balance in 2018 were as follows (Table
2):
•
•
•
•
•
•
•
•
•
•

20

Fruit and nuts with a negative trade balance of EUR 0.9 billion;
Meat and edible offal with a negative trade balance of EUR 0.9 billion;
Dairy produce, eggs and honey with a negative trade balance of EUR 0.7 billion;
Beverages, spirits and vinegar with a negative trade balance of EUR 0.6 billion;
Vegetables, roots and tubers with a negative trade balance of EUR 0.6 billion;
Preperations of vegetables, fruit and nuts with a negative trade balance of EUR 0.6 billion;
Preparations of meat, fish or crustaceans, molluscs, etc. with a negative trade balance of EUR 0.4
billion;
Fish and crustaceans, molluscs etc. with a negative trade balance of EUR 0.4 billion;
Coffee, tea, mate and spices with a negative trade balance of EUR 0.3 billion;
Preparations of cereals and flour, pastrycooks' products with a negative trade balance of EUR 0.2
billion.

Eurostat, PRODCOM database. EU Trade Since 1988 By HS2-HS4 (DS-016894). Available at:
https://ec.europa.eu/eurostat/web/prodcom/
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Table 2. Breakdown of Sweden’s trade of food and beverages with the world by product groups, 2018 21
Product group
Fruit and nuts
Meat and edible offal

Import, EUR
mln.

Export, EUR
mln.

Trade balance,
EUR mln.

1 013

116

-896

996

147

-849

Dairy produce, eggs, honey

1 022

300

-722

Beverages, spirits and vinegar

1 522

886

-637

Vegetables, roots and tubers

691

83

-608

Preperations of vegetables, fruit and nuts

728

143

-585

Preparations of meat, fish or crustaceans, molluscs, etc.

653

211

-442

4 443

4 012

-431

Coffee, tea, mate and spices

478

157

-321

Preparations of cereals and flour, pastrycooks' products

767

589

-177

Oil seeds and oleaginous fruits

195

48

-148

Other edible preparations

795

657

-138

Animal and vegetable fats and oils

678

547

-131

Sugars and sugar confectionary

287

156

-131

Cocoa and cocoa preparations

428

320

-108

Cereals

194

182

-12

82

76

-5

14 972

8 631

-6 342

Fish and crustaceans, molluscs etc.

Products of milling, malt, starches, gluten, etc.
Food and beverages, total

Organic foods and beverages is an especially attractive category for food importers in Sweden, however,
data on foreign trade in this category is not known. Nevertheless, it can be estimated that the category of
organic foods and beverages also has negative trade balance, with the greatest projected potential in product
groups such as fruits, vegetables, cereals and cereal proparations, as well as coffee, tea, cocoa, spices, as
well as sugar, confectionery and honey.

3.2.2. Foreign trade with Ukraine
Up until the introduction of free trade agreements between Ukraine and the EU, trade of food and beverages
from Ukraine to Sweden was at rather low levels, and the mutual trade activity kept falling until 2016.
However, the effect of the application of Deep and Comprehensive Free Trade Agreement (DCFTA) between
the EU and Ukraine has been an overwhelmingy positive trade activity boost, as it has opened free trade
between both markets and facilitated access of Ukrainian businesses to the EU market. The DCFTA has been
especially valuable for trade in food and beverage products. In addition to the AA/DCFTA, the agreement
has been supplemented with Autonomous Trade Measures (ATMs) regulation for several industrial goods
and agricultural products from 2017, allowing duty-free exports to the EU for a large amount of wheat, corn,
barley, oats and barley cereals and granules.
As a result, the introduction of AA/DCFTA, as well as ATMs between Ukraine and the EU, resulted in a rapid
spike in imports of food and beverages from Ukraine to Sweden. From 2016 to 2018, food and beverage
imports in Sweden from Ukraine have grown by 90%, increasing from EUR 3.0 million up to EUR 5.7 million.

21

Eurostat, PRODCOM database. EU Trade Since 1988 By HS2-HS4 (DS-016894). Available at:
https://ec.europa.eu/eurostat/web/prodcom/
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Gowever, Sweden’s food and beverage imports form Ukraine are still very small, especially when compared
to trade amounts in the opposite direction. Even though growth of Sweden’s exports to Ukraine have had a
marginal growth from 2016 to 2018, its value is still 3 times that of imports, measuring at EUR 18.8 million
in 2018. Accordingly, with Sweden’s exports exceeding imports, its trade balance with Ukraine remains
positive, with a value of EUR 13.1 million, although the data show that the gap will continue to close, as
imports will grow (Figure 6). Overall, it can be predicted that trade in food and beveraegs between both
countries will intensity, but most of the growth will likely stem out of Sweden’s imports from Ukraine.

Figure 6. Sweden’s foreign trade of food and beverages with Ukraine, 2012-2018 22
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The Top 5 product groups in Sweden’s imports of food and beverages from Ukraine by import value and
negative trade balance value in 2018 were as follows (Table 3):
•
•
•
•
•

Fruit and nuts with an import value of EUR 1.3 million or 23.4% of total imports, and a negative
trade balance value of EUR 1.3 billion;
Sugar and sugar confectionery with an import value of EUR 0.8 million or 14.1%, and a negative
trade balance value of EUR 0.8 billion;
Cocoa and cocoa preparations with an import value of EUR 0.5 million or 9.1%, and a negative trade
balance value of EUR 0.5 billion;
Preparations of cereals and flour, pastrycooks' products with an import value of EUR 0.4 million or
7.2%, and a negative trade balance value of EUR 0.4 billion;
Cereals with an import value of EUR 0.4 million or 0.6%, and a negative trade balance value of EUR
0.4 billion.

Table 3. Breakdown of Sweden’s trade of food and beverages with Ukraine by product groups, 2018 23
Product group
Fruit and nuts

Import, EUR
thsd.

Export, EUR
thsd.

Trade balance,
EUR thsd.

1 320.70

0.00

-1 320.70

Sugars and sugar confectionary

797.31

31.46

-765.85

Cocoa and cocoa preparations

515.78

9.35

-506.43

Preparations of cereals and flour, pastrycooks' products

408.58

8.46

-400.12

Cereals

357.18

0.00

-357.18

22

Eurostat, PRODCOM database. EU Trade Since 1988 By HS2-HS4 (DS-016894). Available at:
https://ec.europa.eu/eurostat/web/prodcom/
23
Eurostat, PRODCOM database. EU Trade Since 1988 By HS2-HS4 (DS-016894). Available at:
https://ec.europa.eu/eurostat/web/prodcom/
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Vegetables, roots and tubers

167.09

0.08

-167.00

Other edible preparations

175.80

52.06

-123.73

Preperations of vegetables, fruit and nuts

60.23

0.00

-60.23

Beverages, spirits and vinegar

61.00

9.44

-51.56

Oil seeds and oleaginous fruits

20.83

0.00

-20.83

Products of milling, malt, starches, gluten, etc.

3.39

0.20

-3.19

Coffee, tea, mate and spices

3.18

0.54

-2.64

Fish and crustaceans, molluscs etc.

0.00

0.00

0.00

Preparations of meat, fish or crustaceans, molluscs, etc.

0.00

0.00

0.00

Dairy produce, eggs, honey

0.01

1.15

1.14

Meat and edible offal
Animal and vegetable fats and oils
Food and beverages, total

0.00

814.83

814.83

1 764.97

17 834.78

16 069.81

5 656.03

18 762.36

13 106.32

In addition, even though Sweden’s import of organic foods and beverages from Ukraine is not known, but
with the introduction of ATMs, it also can be viewed as an attractive opportunity for Ukrainian businesses.

3.2.3. Trade potential for Ukraine
For Ukraine, food and beverage products compose a significant portion of country’s total exports, making it
very important to find new trade partners in order to expand exports. In 2018, Ukraine’s exports of food and
beverages totalled to EUR 14.32 billion or 35.7% of country’s total exports. Most of Ukraine’s exports within
the category in 2018 were comprised of cereals, which accounted for EUR 6.1 billion or 42.9% of total
country’s exports of food and beverages, followed by animal and vegetable fats and oils with EUR 3.8 billion
or 26.6%, oil seeds and oleaginous fruits with EUR 1.7 billion or 11.6%, meat and meat offal with EUR 0.6
billion or 3.8%, dairy produce, eggs and honey with EUR 0.4 billion or 2.8% (Table 4).

Table 4. Breakdown of Ukraine’s export of food and beverages to the world by product groups, 2018 24 25
Product group

Export, EUR mln.

Export, % of total food
and beverage export

Cereals

6 136.8

42.9%

Animal and vegetable fats and oils

3 811.1

26.6%

Oil seeds and oleaginous fruits

1 656.2

11.6%

Meat and meat offal

547.6

3.8%

Dairy produce, eggs, honey

407.9

2.8%

Sugars and sugar confectionery

310.9

2.2%

Preparations of cereals and flour, pastrycooks' products

227.4

1.6%

Vegetables, roots and tubers

199.8

1.4%

Beverages, spirits and vinegar

194.8

1.4%

Fruit and nuts

193.7

1.4%

Cocoa and cocoa preparations

173.0

1.2%

Products of milling, malt, starches, gluten, etc.

149.1

1.0%

Preperations of vegetables, fruit and nuts

146.0

1.0%

24

Ukraine State Statistics. Commodity Pattern of Foreign Trade of Ukraine, 2018. Available at:
https://ukrstat.org/en/operativ/operativ2018/zd/tsztt/tsztt_e/tsztt1218_e.htm
25
Currency exchange rate used: USD 1 = EUR 0.847541 (annual average of 2018) . Available at: https://www.ofx.com/en-au/forexnews/historical-exchange-rates/yearly-average-rates/
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Other edible preparations

111.9

0.8%

Fish and crustaceans, molluscs etc.

21.2

0.1%

Preparations of meat, fish or crustaceans, molluscs, etc.

18.4

0.1%

Coffee, tea, mate and spices

10.2

0.1%

14 316.0

100.0%

Food and beverages, total

Overall, it can be deduced from the trade data that Ukraine is not utilizing its trade opportunities with Sweden
at full scale. One of the key limiting factors for this is that cereals eare among Ukrain’es top export product
groups within food and beverages. However, Ukraine has not been able to achieve high exports of cereals
to Sweden because of limited import opportunities, as it is not among the top import products in this country.
However, Sweden still imports cereals in the value of EUR 200 million each year, so market opportunities
exist, but importers have to take into account that there will be greater competition between other Sweden’s
trade partner countries.
Taking this into account, better trade opportunities for Ukrainian food and beverages manufacturers in
Sweden can be found in 2 other categories, namely, meat and meat offal, as well as dairy produce, eggs
and honey. In these categories, there is both high enough import demand from Sweden, and also high
enough Ukraine’s export capabilities to supply these products (Figure 7).

Figure 7. Evaluation of product groups by their export potential from Ukraine to Sweden, sorted in a 10point rating scale based on 2018 trade data (10 – highest potential, 1 – lowest potential)
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Even though the consumption trends in Sweden reveal that Swedes are gradually turning away from animalbased foods in their diets, at the moment these products still remain the major constituents of their daily
diets. However, it has to be taken into account that in the meat category, poultry is being increasingly
preferred over red meat, and organic foods are highly valued – not only in the meat category, but for other
animal-based products as well, and this includes dairy produce, eggs and honey.

3. Consumer profile analysis
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3.1. Consumer profile
In 2018, there were a total of 10.2 million people living in 4.7 million households in Sweden, equalling to an
average of 2.2 persons per household. Roughly a quarter of those, or 2.3 million people were living in 1.0
million households in the country Stockholm, with an average of 2.3 persons per household. The most
common types of household in Sweden are couples, as around 59.4% of population live in this type of
household, followed by single persons with 25.1%, while people living in other types of households made
up 15.3%. More than half or 51.8% of Sweden’s population lives in households with children under the age
of 24, while people living in households without children make up 44.4%. The largest subgroup of households
in Sweden are couples with children under the age of 24, which make up 37.5% of population, followed by
couples without children – 21.9%, and single people without children – 18.0% (Figure 8).
However, in the county of Sweden’s capital city of Stockholm, the composition is slightly different, with even
a smaller share of population living in couples, namely, 54.4%. Proportion of population who live as single
persons in this area measures at 24.9%, and proportion of whose who live in other types of households
stands at 20.9%. Population share who lives in households with children under the age of 24 in the county
of Stockholm is 55.7%, while the share living in households without children is 40.2%. The most common
subgroup of households in the county of Stockholm are couples with children under the age of 24, which
make up 37.2% of population, followed by couples without children – 17.2%, and single people without
children – 16.9% (Figure 8).

Figure 8. Households in Sweden broken down by demographic type, 2018
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For all households in Sweden, the median disposable income (the sum of all income minus taxes) in 2017
was measured at EUR 3 130 per household per month. In the county of Stockholm, this indicator was
significantly higher, as it is generally the case in large cities, standing at EUR 3 672 per household per month.
From 2012 to 2017, the median disposable income in Sweden has grown by 10.9%, and in the county of
Stockholm is has increased even more rapidly - by 13.9%.26

26

Statistics Sweden. Disposable income for households by region, type of households and age. Year 2011 – 2017. Available at:
http://www.statistikdatabasen.scb.se/pxweb/en/ssd/START__HE__HE0110__HE0110G/Tab4bDispInkN/
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When broken down by household type, the median disposable income per household per month was the
highest for couples with adult children aged 20-29 and stood at EUR 6 840, with the observed increase due
to additional income of the adult children. This household type was followed by other households with
children aged 0-19 with the median disposable income of EUR 5 872 per household per month, and by
couples with childrenaged 0-19 with the median disposable income of EUR 5 354 per household per month
(Figure 9).

Figure 9. Median disposable income per household per month in Sweden by household type, 201727
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For individuals in Sweden, the average gross salary per month in 2018 stood at EUR 3 723, for men it was
higher – EUR 3 558, while women received on average 89% of men’s income – EUR 3 37328. Salary levels
are also impacted by age, with earnings increasing as the individual reaches a higher age group. In Sweden,
employment income for individuals, as well as businesses, is subject to municipal income tax and national
income tax. Municipal income tax is levied at a level that varies from one municipality to another and may
be adjusted annually, but the average rate is 32.12%. National tax on employment income is levied at a
progressive rate of 20% and 25% for higher incomes.29

3.2. Consumer expenditure
Sweden has among the highest consumption expenditures per capita among the EU-28 countries, right after
Luxembourg, Denmark and Finland, which in turn are following EFTA countries with the highest consumption,
such as Iceland, Switzerland and Norway. In 2018, the total annual consumption expenditure per capita in
Sweden was EUR 29 031. Even though this is much lower than consumption expenditure in EFTA countries,

27

Statistics Sweden. Disposable income for households by region, type of households and age. Year 2011 – 2017. Available at:
http://www.statistikdatabasen.scb.se/pxweb/en/ssd/START__HE__HE0110__HE0110G/Tab4bDispInkN/
28
Statistics Sweden. Average basic salary, monthly salary and women´s salary as a percentage of men´s salary by sector,
occupational group (SSYK 2012), sex and educational level (SUN). Year 2014 – 2018. Available at:
http://www.statistikdatabasen.scb.se/pxweb/en/ssd/START__AM__AM0110__AM0110B/LonYrkeUtbildningA/
29
Sweden.se. Why Swedes are ok with paying taxes. Available at: https://sweden.se/society/why-swedes-are-okay-with-payingtaxes/
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for example, in Iceland it stood at EUR 41 702 per capita, but at the same time it is much higher than the
average indicator of the EU-28 countries, measuring at EUR 21 075 per capita. 30
In terms of the annual consumption expenditure on food and non-alcoholic beverages, Sweden also ranks
high in the region, however, it is surpassed by more countries than when measured in terms of total annual
consumption expenditure. This reveals that consumer spending on food and non-alcoholic beverages in
Sweden account for a comparatively smaller share of total spending than in other EU-28 countries with
strong economies. However, spending on food and beverages in Sweden still significantly surpasses that of
the EU-28. In 2018, the average Swedish consumer annually spent EUR 2 440 per capita on food and nonalcoholic beverages, which equals to 8.4% of the total expenditure, whereas in the EU-28 countries the
expenditure was lower at EUR 2 057, but made up a larger share of total expenditure – 9.8% (Table 5). This
is because, even though price levels of food and beverages in Sweden are considerably higher than on
average in the EU-28 countries, the disposable income of Swedish consumers is significantly greater as well.
Within the category of food and non-alcoholic beverages, the average Swedish consumer spends the most
on fruits, vegetables and potatoes with the annual expenditure in 2018 measuring at EUR 472 per capita,
equalling to 19.3% of all expenditure on food and non-alcoholic beverages. Product group with second
highest spendings was meat with the average annual expenditure of EUR 432 per capita or 17.7% of
expenditure on food and non-alcoholic beverages, followed by milk, cheese and eggs with the expenditure
of EUR 364 per capita or 14.9%, bread and cereals with EUR 348 per capita or 14.2%, non-alcoholic
beverages with EUR 253 per capita or 10.4%, fish with EUR 132 per capita or 5.4%, and oils and fats with
EUR 58 per capita or 2.4%. Alcoholic beverages also comprise a significant part of expenditure of Swedish
consumers, with the average annual expenditure standing at EUR 393 per capita (Table 5).
When comparing the consumption structure of food and non-alcoholic beverages in Sweden and the EU-28
on average, it can be deduced that Swedish consumers spend smaller proportion of their total expenditure
on meat, as well as bread and cereals, but more on milk, cheese and eggs than their EU-28 counterparts.

Table 5. Annual expenditure per capita in Sweden and EU-28 by product group, current prices, 2018 31
Product group
Expenditure product group

Food and non-alcoholic beverages
Food

Sweden
EUR per capita

EU-28

Of total
expenditure, %

EUR per capita

Of total
expenditure, %

2 440
2 187

8.4%
7.5%

2 057
1 861

9.8%
8.8%

Bread and cereals

348

1.2%

337

1.6%

Meat
Fish

432
132

1.5%
0.5%

440
115

2.1%
0.5%

Milk, cheese and eggs
Oils and fats

364
58

1.3%
0.2%

269
61

1.3%
0.3%

Fruits, vegetables, potatoes
Non-alcoholic beverages

472
253

1.6%
0.9%

394
196

1.9%
0.9%

393
29 031

1.4%
100.0%

264
21 075

1.3%
100.0%

Alcoholic beverages
Actual individual consumption

Overall, the average annual expenditure on food and non-alcoholic beverages per capita in Sweden has
actually decreased by 1.5% from 2012 to 2018, mostly on the account of reduced expenditures on milk,
cheese and eggs, fish and meat. During the same time, annual average expenditure per capita has increased
30

Eurostat database. Purchasing power parities (PPPs), price level indices and real expenditures for ESA 2010 aggregates
[prc_ppp_ind]. Available at: http://appsso.eurostat.ec.europa.eu/nui/show.do?dataset=prc_ppp_ind&lang=en
31
Eurostat database. Purchasing power parities (PPPs), price level indices and real expenditures for ESA 2010 aggregates
[prc_ppp_ind]. Available at: http://appsso.eurostat.ec.europa.eu/nui/show.do?dataset=prc_ppp_ind&lang=en
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in the EU-28 countries on average by 11.9%, largely due to increased expenditure on fruits, vegetables
potatoes, and non-alcoholic beverages. The expenditure increase is also higher in the EU-28 region on
average because of the fast growth rates of less developed EU-28 members and associated higher inflation.32

4. Food price levels
Swedes have among the highest average disposable income of households among the EU-28 countries, and
Swedish individual consumption purchasing power is approximately 13 times above the average of the region
in 2018, which is even higher only in countries such as Luxembourg, Ireland, Netherlands and Austria.
Purchasing power in Sweden is slightly lower for items such as food and beverages, measuring at around
12 times above the average of the EU-28 region (Table 6). This is because of the high price levels for food
and beverages throughout the country. However, Sweden’s price levels are surpassed by its neighbour
Denmark, as well as by EFTA countries, such as Norway, Iceland and Switzerland33.
In terms of the overall price level, Sweden had in general 26.9% higher prices than the average of the EU28 countries in 2018. Prices of food and non-alcoholic beverages in Sweden were 16.9% above the average
of the region. Within food and non-alcoholic beverages, product group with especially high prices was fruits,
vegetables and potatoes with a price level of 25.1% above the EU-28 average, followed by bread and cereals
with price levels higher by 23.2%, oils and fats – by 19.2%, and meat – by 19%. However, prices of alcoholic
beverages were the highest, surpassing the EU-28 average price levels by 52.2% in 2018 (Table 6).

Table 6. Purchasing power and price levels in Sweden by product group, 2018 34
Product group

Purchasing power
parities (EU28=1)

Price level indices
(EU28=100)

Food and non-alcoholic beverages
Food

11.99
12.11

116.9
118.0

Bread and cereals
Meat
Fish
Milk, cheese and eggs
Oils and fats
Fruits, vegetables, potatoes
Non-alcoholic beverages
Alcoholic beverages
Total individual consumption

12.64
12.21
11.39
11.54
12.23
12.83
11.12
15.62
13.02

123.2
119.0
111.0
112.5
119.2
125.1
108.4
152.2
126.9

A closer look at average prices of food and beverages in Sweden, broken down by products, can be viewed
below, as summarized in Table 7.

Table 7. Average prices of food and beverages in Sweden by products, 2019 35
Product group
Milk (regular), (1 liter)
32

Average price, EUR
1.07

Price range, EUR
0.85 - 1.32

Eurostat database. Purchasing power parities (PPPs), price level indices and real expenditures for ESA 2010 aggregates
[prc_ppp_ind]. Available at: http://appsso.eurostat.ec.europa.eu/nui/show.do?dataset=prc_ppp_ind&lang=en
33
Eurostat database. Purchasing power parities (PPPs), price level indices and real expenditures for ESA 2010 aggregates
[prc_ppp_ind]. Available at: http://appsso.eurostat.ec.europa.eu/nui/show.do?dataset=prc_ppp_ind&lang=en
34
Eurostat database. Purchasing power parities (PPPs), price level indices and real expenditures for ESA 2010 aggregates
[prc_ppp_ind]. Available at: http://appsso.eurostat.ec.europa.eu/nui/show.do?dataset=prc_ppp_ind&lang=en
35
Numbeo.com. Cost of living in Swedenk. Available at: https://www.numbeo.com/cost-ofliving/country_result.jsp?country=Sweden&displayCurrency=EUR
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Loaf of fresh white bread (500g)

2.06

1.42 – 2.48

Rice (white), (1kg)

2.26

1.42 – 3.31

Eggs (regular) (12)

2.59

1.89 – 3.40

Local cheese (1kg)

7.98

6.52 – 10.40

Chicken breasts (boneless, skinless), (1kg)

8.88

5.67 – 11.35

13.42

8.42 – 18.91

Apples (1kg)

2.35

1.70 – 2.84

Banana (1kg)

2.02

1.60 – 2.55

Oranges (1kg)

2.23

1.42 – 2.84

Tomato (1kg)

2.73

1.89 – 3.78

Potato (1kg)

0.98

0.76 – 1.42

Onion (1kg)

1.09

0.76 – 1.51

Lettuce (1 head)

1.72

1.23 – 2.36

Water (1.5 liter bottle)

1.32

0.95 – 1.89

Bottle of wine (mid-range)

8.51

7.47 – 10.40

Domestic beer (0.5 liter bottle)

1.51

1.13 – 2.15

Imported beer (0.33 liter bottle)

1.64

1.13 – 2.36

Beef round (1kg) (or equivalent back leg red meat)

Price levels of food and beverages in Sweden have been steadily increasing. When compared to the EU-28
region, Sweden has registered more rapid growth in prices of food and beverages from 2012 – 2018, rising
by 6.5% against 6.0% in the EU-28 during this period (Figure 10). From 2012 – 2018, the greatest increase
in price levels among food and beverage products in Sweden has been registered oils and fats, with consumer
prices rising by 25.9%. It was followed by rising consumer prices of fruit, which increased by 25.1% in this
period, while prices of fish and seafood grew by 21.7%, of vegetables – by 15.6%, and of milk, cheese and
eggs – by 12.3%. No product group registered falling price levels, but prices grew the slowest for bread and
cereals – by 2.8%, for sugar, jam, honey and confectionery – by 3.7%, and for meat – by 8.1% (Figure 10).

Figure 10. Change in consumer prices by product group in Sweden and EU-28, 2012-2018, % 36
7,4

Alcoholic beverages
Mineral waters, soft drinks and juices

3,3

Sugar, jam, honey and confectionery

2,3
3,7

9,1
9,0
10,1

Vegetables

15,6
17,0

Fruit
Oils and fats
5,6

Milk, cheese and eggs

12,3
13,5

Fish and seafood
4,5

Meat

21,7

8,1

Food and non-alcoholic beverages, total

6,6

Consumer products, total

6,0
6,5

0,0

36

25,9

3,6
2,8

Bread and cereals

EU-28

25,1

17,9

10,7

10,0

20,0

30,0

Sweden

Eurostat database. HICP (2015 = 100) - annual data (average index and rate of change) [prc_hicp_aind]. Available at:
http://appsso.eurostat.ec.europa.eu/nui/show.do?dataset=prc_hicp_aind&lang=en
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When evaluating price levels, it also has to be taken into account that in Sweden, almost all foods, fresh or
processed, which are fit for human consumption, as well as catering services, are subject to a reduced VAT
rate of 12%, except alcoholic drinks (spirit, wine and beer), which are subject to the standard VAT rate of
25%.

5. Food consumption
5.1. Traditional Swedish cuisine
Swedish food culture is shaped by its geographical location and climate. In summer, many fruits and
vegetables grown in the local fields are consumed. The proximity of the sea provides the population with
high quality fish and other seafood and the large forest area encourages the use of wild berries, mushrooms
and game in the Swedish menu. As northern Sweden is far colder, the cuisine there has been different to
the southern evolved cuisine. Reindeer meat and other types of semi-game meat may be more ubiquitous
in the dietary intake of northern regions, a higher vegetable dietary intake is generally more common in the
southern regions. 37
During the warmer summer months when berries are in season, the general consumption of berries is greatly
increased among the Swedes. Most of Sweden’s open space remains essentially untouched, and the right of
public access means that people are free to roam the forests in search for wild berries, herbs and
mushrooms. Even top chefs in Sweden frequently gather their own herbs, mushrooms and berries for their
restaurants. Lingonberries are commonly picked to make a lingonberry sauce, which is often used in a similar
way as to how one might use ketchup/tomato sauce, yet this sauce is used on a greater variety of food. It
often accompanies meals such as meatballs, pancakes and porridge. The hunting tradition is also strong in
Sweden, and those who have access to water nearby may well also catch their own fish.38
The main components of the basic Swedish cuisine have traditionally been cultured dairy products, breads
(often with sugar), potatoes, meat, fish, seafood, berries and stone fruits. Sugary bakery products are
generally highly consumed by the Swedes. The traditional recipes are more often flavoured with herbs and
or jams rather than spices. The most common traditional fruit are apples, but berries are used far more
though. Longer cooking methods were often used, such as long boiling. Today many dishes have been
adapted to have less fat and utilise quicker cooking methods. The term Swedish husmanskost means
traditional Swedish dishes with local ingredients.39
As time has passed, Sweden has been highly influenced by foreign cuisine. From the 1960s, the nation
incorporated pasta, rice, pizzas and hot dogs, and today kebab and falafel are part of the Swedish culture.
In recent years, there has been a rapid increase in the number of immigrants from the Middle East, which
has had an influence on the typical Swedish diet. The multicultural facet of the Swedish society has made
locals more open and eager to try new dishes, especially Mediterranean, Indian, Asian and other traditional
dishes in their menu. While Swedes have adapted various international cuisines in their diet, they are still
very loyal to their national dishes.
Nowadays, typical Swedish breakfast may commonly be composed of a sandwich. The bread may consist of
various soft breads and the filling might be cottage, goat or cream cheese, cold cuts of meat, eggs,
cucumbers, and tomatoes and accompanied by a beverages of juice, coffee and honey. Various types of
smoked herring or salmon with boiled potatoes may be the popular lunch. Dinner may be meatballs, mashed
potato with gravy or potatoes and fish, or potato pancakes, pork and brown beans may be among the
common dinner meals.
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Even until today Swedes like to combine socializing with cooking in the kitchen. That’s why flats and houses
built in Sweden today often have the kitchen as part of the dining area or living room, and not closed up
behind walls.Ffamilies and friends to prepare dinner together, each according to his or her abilities. A child
might help out stirring a pot or setting the table, while an older sister or brother might chop vegetables.40

5.2. Daily food consumption
The national Swedish cuisine is strongly engrained within the daily diets of Swedes, even though in the
recent years, Swedes have been more open to foreign dishes in their everyday life. Meat, dairy products,
potatoes and berries have traditionally made up the largest part of the typical diet of Swedes, and they still
have retained their popularity.
The largest diet changes of Swedes have occurred within the past 60 years or so, but some changes are still
being registered (Figure 11). By comparing the annual consumption of certain product groups per capita in
2010 and 2017, it is possible to determine current shifts and make certain assumptions for the coming years.
Within this period, concerns over animal welfare and own health have led to decreased consumption of red
meat in favour of poultry, falling consumption of milk in favour of plant-based alternatives, as well as reduced
consumption of alcoholic beverages and sugar. At the same time, foods perceived as sustainable and healthy,
have registered growth, mainly in categories such as fruits and berries, as well as vegetables.

The largest changes in food consumption from 2010 to 2017 has been the increase in consumption of poultry
– the average annual consumption of poultry has increased by 28.8%, reaching 24 kg per capita, which has
largely occurred on the account of fall in consumption of red meat, which has decreased by 5.7%, standing
now at 61 kg per capita. Annual consumption of beer and malt beverages has reduced by 24.2%, measuring
at 14 kg per capita. Also, consumption of milk has fallen by 21.2%, standing at 75 kg per capita, and
consumption of sugar and syrups has decreased by 21.1%, now reaching 38 kg per capita.
Product groups that have gained growth from the shifting diet patterns, are mainly fruits and berries, which
are consumed 8.4% more in terms of annual consumption, reaching 68 kg per capita, and vegetables,
consumed 7.7% more, standing at 64 kg per capita.
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Figure 11. Development of the food consumption patterns of Swedes by product groups, kg per person per
year, 2010 - 201741
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Overal, the total daily supply of energy from food products of Swedes equals to 3 200 kcal per capita, of
which around 28% of the total supply of energy comes from bread and cereals, 12% - from meat and meat
products, and 22% - from milk, milk products, eggs and edible fats. Product groups such as sugar, syrup,
chocolate and confectionery, beer and soft drinks account for around 17% of the total supply of energy in
the daily diets of Swedes.42

5.3. Food consumption trends
The greatest impact on food consumption trends in Sweden in recent years has been left by increased
consumers’ concerns about environment and health, emerging in trends such as sustainability and organic
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foods, locally produced food, as well as animal welfare and flexican food, which have been supplemented
by trends arising from the busy lifestyles, such as convenience foods and e-commerce.

Sustainability and organic foods
In Sweden, a healthy lifestyle has gained popularity, which has led to a sharp increase in the consumption
of organic food. Organic food consumption in Sweden is one of the highest in Europe, as it is boosted by
public institutions which procure organic foods. In fact, Sweden is the leading country in the world with the
highest share of organic food in their public procurement, estimated at 33% in 2016. In comparison, share
of organic food in public procurement in other Nordic countries, such as Denmark and Finland, is accordingly
20% and 10%.43
Grocery retailers are the largest trade channel in the niche of organic foods and beverages, together
accounting for 51% of organic sales in 2018. Among grocery retailers, the leading market players are ICA
with a market share of 28% in 2018, followed by Coop with 11%, Axfood with 8%, Lidl with 2%, Bergendahl
with 1% and Netto with 1%.44 Grocery retailers in Sweden are actively promoting organic products and
expanding their range. This trend has particularly increased demand for locally sourced organic products,
especially from small producers. The criteria for choosing foods have also changed as consumers focus more
on ingredients and the production process, as consumers increasingly prefer natural, healthy products. The
sales value of organic products are also continually increasing.
From 2012 – 2017, turnover of organic foods and beverages in food trade in Sweden has grown by 107%
in terms of value, reaching a total value of EUR 1.9 billion (Figure 12). Most popular organic products among
Swedes are organic milk, cheese aand eggs, as well as fruit and vegetables. In 2017, milk, cheese and eggs
comprised 21.3% of total sales value of organic foods, fruit – 19.9%, vegetables – 18.4%, fish – 7.5%,
bread and cereals – 6.4%, meat – 6.3%, and coffee, tea and cocoa – 5.3%.45

Figure 12. Turnover of organic foods and beverages in grocery retailers in Sweden (incl. VAT) 46
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In grocery retail stores, Swedish consumers generally identify organic foods by their certifications labels, of
which the most recognized ones are KRAV label, the EU organic logo, and the German Demeter label, which
is why it is highly important for manufacturers to obtain these certifications to market organic foods in
Sweden.
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Right after grocery retailers, the second largest trade channel for organic foods and beverages in Sweden
are liquor stores, accounting for 20% of sales (mostly from sales of organic beer, as well as wine), followed
by foodservice industry with 18%, e-commerce with 4%, while other miscellaneous trade channels, such as
markets, account for 7% of sales.47

Locally produced, clean food
A 2018 survey of Swedish consumers has revealed that the single most important feature that Swedish
consumers value the most when buying food, is local origin of the food. For 22% of women and 18% of
men, this feature has emerged as the most important, surpassing other important features, such as price,
sustainability and the lack of additives.48
Swedes traditionally have preferred food that is locally produced, but the interest in recent years has also
expanded to food categories that traditionally have been imported, such as fruit and many vegetables. This
is closely related to organic food trend, as both locally produced and organic food is viewed as good for own
health and the environment. Consumption of locally produced food is also promoted by the Swedish
government and manufacturers themselves though public awareness campaigns by informing consumers on
the negative climate impact from transporting food over long distances, as well as the lack of information
about how these foods are produced.49 It is much easier to obtain information about foods that have been
grown and produced locally, which is one of the reasons Swedes increasingly choose local alternatives, as
consumer demand greater ingredient transparency, clear communication on product’s attributes and origin.
This trend goes hand in hand with the increasing popularity of clean foods, i.e., products with reduced salt
and sugar content, as well as gluten-free, palm-oil- free, GMO-free and lactose-free products.

Animal welfare and flexican food
Another trend that has influenced the development of the food market in Sweden is the growing popularity
of environmentally friendly lifestyles, as well as concerns over ethical production of foods of animal origin.
Most, or 8 out of 10 Swedish consumers state that animal issues weigh heavily when buying food and 5 out
of 10 would reduce their purchases if animal protection were to deteriorate, showing that there is a strong
consumer support for good animal welfare in Sweden.50
This trend has been promoting diet changes in an increasing number of consumers, which has resulted in a
greater share of Swedish population which limit their consumption of meat and other foods of animal origin.
A 2018 study of Swedish consumers revealed that proportion of flexitarians, i.e., consumers who have
vegetarian days at least twice a week, has increased from 19% in 2016 to 24% in 2018, and the proportion
of those who never have vegetarian days has decreased by 21%. The study also showed major gender
differences – 24% of men stated that they never have vegetarian days, while the corresponding proportion
among women was just 10%. However, as many as 25% of Swedes are planning to eat even less meat in
the next year, and among women, the proportion is as high as 33%.51
As the role of food of animal origin is still very strong in the typical Swedish diet, Swedes who consider
themselves vegetarians or vegans, make up a rather small share of all consumers. In 2018, 6% of Swedes
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considered themselves vegetarians, and just 1% stated that they were or vegans. This consumer group
consists mainly of women, younger generations, and urban residents, who are mainly citing environmental
and climate considerations as their main reasons for their diet. This is in contrast to men, who mainly mention
health reasons as their key reason for a more vegetarian diet. 52
Despite this trend, meat consumption in Sweden is still very high due to national cuisine traditions, with an
average consumption of 86.6 kg per capita annually in 2017, although consumption has been declining in
the last 3 years, falling from 87.7 kg in 2015.53 Consumption structure of different meat products also has
changed, with consumers increasingly preferring poultry meat over beef or pork, because it is considered
healthier.

Fight against food waste
Sweden is among the world’s leading examples in fight against waste, aiming for a zero waste society. In
2018, the Swedish government established a special advisory group to ensure that most of Sweden’s
economic policies have to be based on the idea of circular economy, which is an approach that involves
using products that can be reused completely, a so-called cradle-to-cradle approach. The key institution,
however, involved in the issue is the Swedish Waste Management Association (Avfall Sverige)54
Fight against waste in Sweden is largely based on emphasizing the issue to a wider public and encouraging
consumers to look at how they can change their habits to create a more sustainable everyday behavior. In
the food industry, consumers are encouraged to eat less meat and stop throwing away food, especially
considering the amount of people worldwide which lack adequate access to food. In addition, Sweden has
long had a can and bottle deposit system that gives people money back when they recycle – since 1984 for
aluminium cans, and since 1994 for plastic bottles55.
Swedish businesses are also joining in on the fight against food waste with projects such as food banks and
food donations. For example, the largest grocery retail chain in Sweden ICA Gruppen has adopted a new
strategy for reduced food waste, promising to cut food waste from warehouses and stores in Sweden and
the Baltic countries by half until 2025. A few key aspects for achieving this new goal include smarter
purchasing algorithms, the creation of so-called circular products, and routines and tools for being able to
identify at an early stage foods that are at risk of being wasted. Some of ICA’s initiatives for reduced food
waste has included selling products nearing their best-before at reduced prices in stores or via the app
Karma, donating fully edible food, collaboration with vendors on product development for leftover
ingredients, such as the companies Rescued Fruits and Refood, which make juice and smoothies from fruits
and vegetables than cannot be sold from warehouses or stores, developing packaging for longer shelf life
and thus reduced food waste, etc.56
In addition to activity from grocery retailers, wholesalers are also joining the initiative. In 2019, the Swedish
Food Wholesalers' Association, which includes Martin & Servera and Menigo, and Svenska Retursystem have
concluded an agreement to implement the food industry's system for return boxes in restaurants and large
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kitchens. The purpose of the return boxes is to increase sustainability and reduce the use of resources within
the industry.57
It can be presumed that tactics for fight against food waste will only intensify, because collected volumes of
food waste have only been increasing for the past years at growing speeds. From 2014 to 2017, the collected
volume of food waste in Sweden had increased by 17%, reaching a total of 373 100 tonnnes annualy.58

Convenience, snack foods and meal boxes
Swedish consumers are having an increasingly busy lifestyles, and preparation of meals at home, as well as
the habit of having traditional family meals is dwindling. As a result of the changing meal culture, in Sweden
there is rising demand for convenience foods. With the increased need for food on-the-go, trending food
categories among Swedish consumers are snacks, but the demand for unhealthy snacks has been rapidly
replaced with a demand for healthier options, such as fruit snacks, snack bars, packs of dried fruits and nuts,
as well as liquid snacks, such as smoothies, health shots, juices and yoghurts. The consumption of snacks
also has been driven by consumers’ demand for novelties, which has resulted in an expanded variety of new
products, especially superfood products, such as supergrains, dried superfruits and superseeds. Moreover,
this trend has successfully merged with the boosted consumption of organic foods, so many of the healthy
snacks tend to be marketed as being organic as well.
However, perhaps a standout niche within the convenience trend has been the rise of meal boxes and food
subscription services, both those that offer delivery of ready meals, and those that offer delivery of baskets
with unprepared food designed for a specific recipe. Meal boxes are rising in popularity because of several
factors, but mostly due to demand for convenience and time-saving services, as well as due to rising
disposable income. The leading players in the niche, such as Smakbox, Hittabox and Boxendo, are registering
increase in sales each year.

E-commerce sales
Another trend which has arised in the past few years in Sweden, is food delivery at home. With the busy
work schedules and desire for convenience, Swedes are increasingly using this option in order to reduce the
time needed for shopping. As most of the leading grocery retailers are now providing home delivery, the
trend is predicted to grow even more, especially in Sweden's major cities. Taking into account that many
consumers still prefer to cook at home, online retailers are even offering their customers pre-made food
baskets with recipes and necessary ingredients for 3 to 5 meals.
The estimated share of Swedish population that have bought groceries online during the year was 24% in
2018, which has rapidly grown from 9% in 2012 (Figure 13). While this is the highest number among Nordic
countries, and one of the leading among the EU, it is still far less than the leading country – United Kingdom,
where this indicator is 37%.59 Also, only 10% of Swedish population buys groceries online regularly, i.e., at
least once a month. This is still a very small share of regular buyers, when compared to other categories,
such as clothing, beauty, media and electronics. For example, clothing, the most popular e-commerce
category, is bought online at least once a month by 37% of Swedish population, i.e., by nearly 4 times more
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people. 60 Food is less popular as an e-commerce category due to desire of Swedish consumers to see the
product online, as well as due to concerns over payment security online.

Figure 13. Share of Sweden’s population that have bought groceries online during the year, %61
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The leading market players in Sweden’s grocery e-commerce niche for quite a while were the specialized
online grocery stores MatHem.se and Mat.se. For the past years, however, the largest grocery retail chains,
such as ICA, Coop, Axfood with their online bramd Hemkop, as well as Willys and Bergendahl, also have
launched well-functioning e-commerce sites and are implementing strategies to take advantage of their
customer knowledge, existing logistics networks and the extensive offering.
Overall, the younger generations have embraced e-commerce more than older generations, which can be
explained as a habit-based and knowledge-based phenomenon. Younger generations are also the ones to
pay great attention to the online presence of brands in most product categories, including food, and tend to
research products online before shopping in store or at the store. Around third or 33% of Swedes have
researched a product using their smartphone while visiting a physical store. 62 Therefore, for a brand to
become popular among Swedes, it must have a strong online presence with all of the relevant information
about the product available, such as ingredients, country of origin, measures of sustainability etc. This applies
not only to traditional websites, but also to social media and mobile websites, as the use of those are
particularly high in Sweden.

6. Food retail industry analysis
6.1. Industry development
Swedish grocery retailers can be divided into different segments based on their formats, which stems from
retail space, location, range and prices. It can be difficult to make a clear segmentation based on these
factors, as there is a continuous development of store concepts. However, the traditional segmentation of
grocery store formats in Sweden is as follows63:
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Supermarkets (store area of 400 – 2 500 m2). Generally, supermarkets are often located in city
centers and nearby residential areas, and have a product range with 10 000 – 15 000 articles
characterized by a slighty higher price level. In Sweden, examples of this category include ICA
Supermarket, Coop and Kvantum;
Hypermarkets (store area of over 2 500 m2). Hypermarkets are mostly located outside of cities and
are have a wide product range with 12 000 – 20 000 articles, characterized by an average or slightly
lower price level. In Sweden, examples of this category include ICA Maxi, Stora Coop and Citygross;
Low cost department stores (store area can vary). Low cost department stores typically are located
close to residential or commercial areas, and has a smaller product rangel with 5 000 – 12 000
articles characterized by a lower price level. In Sweden, examples of this category include Willys and
Willys Hemma;
Hard discounters (store area of 600 – 2 500 m2). Hard discounters are located either near residential
areas or outside city centers, depending on the store concept, and have a narrow product range
with 1 500 – 2 000 articles characterized by a low price level. In Sweden, examples of this category
include Netto and Lidl.

The market share by store formats is heavily dominated by supermarkets and hypermarkets, but discounters
have brought major changes by expanding the market share in the last few years. Overall, due to the
increased popularity of grocery retail chains, the number of traditional independent retailers in Sweden has
decreased, also reducing the total number of stores. 64
However, reviewing data on turnover of grocery retailers in Sweden, it can be seen that sales value are
steadily increasing each year, which, in combination with the falling number of stores, reveal that the
changes are occurring in terms of market structure, and not in terms of market size. Overall, from 2012 to
2017, the combined turnover of grocery retailers in Sweden has grown by 4.5%, rising up to EUR 29.9
billion. In addition to grocery retail, foodservice industry has also been steadily developing, reaching an even
more rapid growth. Turnover in foodservice industry in Sweden has grown by 21.3% from 2012 to 2017,
reaching a sales value of EUR 11.4 billion (Figure 14).

Figure 14. Turnover of Sweden’s grocery retail and food service industries, 2012-201765 66
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The Swedish Competition Authority in a 2018 report on market competition concluded that the Swedish
grocery trade is highy concentrated, with three of the leading market players, namely, ICA, Coop and Axfood,
taking up around 87% of the total grocery market share, which in line with other Nordic countries, but is a
significantly higher concentration than in other EU countries. For example, in Germany, the three largest
grocery chains have a market share of about 60% and in Spain and France - just under 50%.67
However, the high market concentration can be explained by several reasons. Firstly, country’s large area
and geographical conditions require an efficient and relatively large-scale logistics device that takes time to
build up, which is a significant structural barrier for smaller market players. And, secondly, Ica and Coop,
through their long presence in the Swedish market, also have access to attractive store locations, which is
important for the opportunities to compete. However, with the increasing popularity of discounter stores,
namely, of players such as the German Lidl and the Danish Netto, market concentration share is starting to
shift.
Another characteristic which is impacting the competitiveness of the Swedish grocery trade, is the rapidly
increasing popularity of private labels, which has naturally developed from the high market concentration
environment. In 2018, the share of private labels in Sweden accounted for around 25%, and is expected to
grow. Nevertheless, in a geographically wider comparison, this is still relatively low, as the share of private
labels in Switzerland is 45%, followed by Spain and the UK with 41%.68
The rapid development of private labels of the leading grocery retail chains, most notably, ICA, has added
to the stiff competition, especially in the sector of packaged foods and beverages. Industry experts believe
that ICA is creating a disruption in the Swedish grocery trade competition with the overwhelming offer of
ICA’s own branded products on its shelves with slightly lower prices. In 2018, the estimated market share
of private labels in the total product range in ICA and Axfood chains wa about 28% percent, while the share
in Coop's range - around 23%. The share of private labels was the highest in discounters, such as Lidl, where
it is estimated at 75%.69 The share of private labels is generally the highest for packaged foods such as
pasta, canned food, dried, chilled and frozen processed foods. In Sweden, grocery chains also are
increasingly focusing on developed higher quality private labels in the so-called premium segment, which
mostly consists of organic products.
The increasing power of grocery retailers and their own private labels is driving down the competitiveness
of other brands in two ways – firstly, though impacting consumer-driven choices and narrowing the brand
offering, and, secondly, through increasing the price for retail, as as there is less available shelve space.70
Overall, the growth of private labels can have both positive and negative effects for consumers and branded
food suppliers, as they have to rise their game in terms of innovation, quality and price. At the same time,
this trend also provides great opportunities for smaller and medium-sized food manufacturers to supply
private label products for the leading grocery retailers.

6.2. Leading food retailers
In Sweden, grocery retail trade is dominated by 6 market players with different forms of ownership and
structure, namely, ICA, Coop, Axfood, Bergendahls, Lidl and Netto. Other major food trade channels include
convenience kisoks and gas stations. Within the subcategory of convenience kiosks, the leading chains are
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Pressbyran and 7-Eleven, operated by Reitan Group, and within the subcategory of gas stations – Circle K,
OK-Q8, ST1 and Preem71.
The leading grocery retail chain in Sweden with a massive market share of 50.4% by turnover in 2017, is
ICA Gruppen AB. Company’s consolidated turnover in 2017 was EUR 13.76 billion. ICA Gruppen AB also have
the highest number of stores in the country, a total of 1 285.72 The Swedish grocery giant operates several
retail chain brands, distinguished by different formats, based on size, product range and geographic location.
These are:
•
•
•
•

ICA Nara, in a format of a small grocery store located in urban, densely populated and rural areas;
ICA Supermarket, in a format of a medium to large sized store, is located in residential and
commercial areas, with the product range including most of the everyday necessities;
ICA Kvantum, in a format of larger stores with a diverse range of products, including eco-friendly
products, health and beauty products;
MAXI ICA Stormarknad, in a format of a large sized hypermarket which combines a wide variety of
goods, including clothing, books, gardening, and more. Due to the extensive size of these stores,
they are usually located outside city centers.

The second largest grocery retail chain in Sweden with a market share of 18.2% by turnover in 2017, is
Coop Sverige AB. Company’s turnover in 2017 was EUR 4.98 billion. Coop Sverige AB has a total of 682
stores located in the country.73 Coop Sverige AB operates under the following store formats:
•
•
•

Coop, in a format of medium sized supermarkets, located in urban centers, with a focus on daily
shopping needs;
Lilla Coop, in a format of small grocery store, conveniently located in a proximity of residential areas,
characterized by longer opening hours;
Stora Coop, in a format of large scale hypermarkets, located outside of city centers. These stores
are designed to meet all the needs of the family, besides food offering also clothing, children's toys,
home electronics, footwear, and more. Stora Coop hypermarkets also include cafés and restaurants.

The third largest grocery retail chain with a market share of 17.2% by turnover in 2017, is Axfood Group.
Group’s turnover in 2017 was EUR 4.70 billion. Axfood Group has a total of 853 stores located in the country.74
Axfood Group operates under 2 brands - Willys and Hemkop, with Hemkop chain having both franchised and
owned stores. Group’s store formats are characterized by the following features:
•
•

Hemkop, in a format of medium sized supermarkets, located mainly in urban and residential areas.
The product range meets the daily shopping needs, and is focused on low-priced products;
Willys, in a format of medium sized supermarkets, located in residential areas and city centers in
southern and central Sweden. Willys product range, similarly to Hemkop, is also focused on lowpriced products. Willys chain also include smaller stores Willys Hemma.

The fourth largest grocery retail chain with a market share of 7.5% by turnover in 2017, is Bergendahls
Food. Company’s turnover in 2017 was EUR 2.04 billion. Bergandahls Food has a total of 172 stores located
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in the country.75 The company owns an association of about 50 retailer-owned convenience stores around
the country – Matoppet, as well as 2 types of store formats, which are the following:
•
•

City Gross, in a format of medium sized supermarkets, located mostly in larger cities. These stores
have a wide product range with low price levels, and often include cafés and restaurants.
Den Svenska Matrebellen, in a format of small to medium sized supermarkets, located in residential
areas, offering a wide range of products.

And, finally, the fifth and sixth largest grocery retail chains in Sweden with a market share of accordingly
4.4% and 2.2%, are the hard discounter chains Lidl and Netto. The German discounter chain Lidl had a
turnover of EUR 1.20 billion in 2017 and a total of 174 stores, while the Danish discounter chain Netto –
EUR 0.59 billion and 164 stores.76

Table 8. Sweden’s leading grocery retail groups by market share and other key characteristics in 201777
No.

Retail group/brand

1.

2.

3.

(franchises)
(owned)

4.

75

Market
share, %

Turnover,
EUR bln

Number
of stores

50.4

13.76

30.5

4.20

www.ica.se/butiker/maxi

30.2

4.16

www.ica.se/butiker/supermarket

24.4

3.36

www.ica.se/butiker/kvantum

14.9

2.05

www.ica.se/butiker/nara

18.2

4.98

-

-

www.coop.se

-

-

www.coop.se

17.2

4.70

66.0

3.10

www.willys.se

18.5

0.87

www.hemkop.se

15.5

0.73

www.hemkop.se

7.5

2.04

1 285

672

853

172

Website
www.ica.se

www.coop.se

www.axfood.com

www.bergendahls.se
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http://www.bergendahls.se/w

82.5

1.68

17.5

0.36

5.

4.4

1.20

174

www.lidl.se

6.

2.2

0.59

164

www.netto.se

ww.citygross.se

www.matrebellerna.se

ICA, Coop, Axfood and Bergendahls also conduct wholesale operations and often form their own established
food purchasing alliances, through which they cooperate with other European grocers as their strategic
international partners. For the chains, it provides economies of scale, as well as ensures greater control of
the range of products and stronger bargaining power. Foodservice operators, as well as the public sector
institutions, mostly purchase products from foodservice wholesalers, of which the largest ones are Martin &
Serveram Menigo, as well as Svensk Cater, Gunnar Dafgard and Axfood Snabbgross. In addition, there are
about 100 smaller wholesalers in Sweden.

7. Industry events
The annual food trade events in Sweden are quite domestic and mainly cater to their own export market.
Many Swedish buyers who are interested in procuring foreign products, visit the major European food shows,
most commonly – ANUGA (Germany), SIAL (Paris) and BIOFACH (Germany). Therefore, long term exhibition
at one of these shows is an excellent route to making a product known to Swedish buyers, as a personal
visit to the market afterwards is essential to sell the product. Nevertheless, local food trade events also
should not be dismissed and can present better opportunities to connect with smaller local buyers. The most
important industry events in Sweden, as well as other Nordic countries, are summarized in Table 9.

Table 9. Major food and beverage industry events in Sweden and other Nordic countries, 2019-2020
Event
Bite Copenhagen
3 000 visitors
120 exhibitors
Fastfood & Café
Goteborg
200 exhibitors
Turku Food and Wine
Fair/Ruoka ja
Viinimessut
DanFish International
14 000 visitors
400 exhibitors
Food Proteins Europe
Wine & Food/Viini ja
ruoka
Supported by:

Place
Bella Center,
Copenhagen,
Denmark

Date
28.08.2019.29.08.2019.

Specialization

Website

Trends in food,
technology and
innovation

www.bitecopenhag
en.dk

Abymassan,
Goteborg, Sweden

11.09.2019.12.09.2019.

Food and beverages for
HoReCa industry

www.easyfairs.com
/fastfood-caferestaurangexpogoeteborg2019/fastfood-cafegoeteborg-2019

Turku, Finland

04.10.2019.06.10.2019.

Food, wine, foodservice

www.turunruokam
essut.fi

Aalborg, Denmark

09.10.2019.11.10.2019.

Fishing industry

www.danfish.com

17.10.2019.28.10.2019.

Protein ingredients

www.cmtevents.co
m/aboutevent.aspx
?ev=191028&

24.10.2019.27.10.2019.

Food, wine, foodservice

http://www.viin
iruoka.fi/

Copenhagen Towers,
Copenhagen,
Denmark
Messukeskus,
Helsinki, Finland
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VeggieWorld
Sthlm Food & Wine
30 000 visitors
250 exhibitors
Nordic Organic Food
Fair
5 000 visitors
500 exhibitors
Smak
30 000 visitors
Gastro
16 000 visitors
300 exhibitors
FoodExpo
26 000 visitors
300 exhibitors
FoodTech
9 000 visitors
300 exhibitors

www.viinilehti.fi/ta
pahtumat/viini-jaruoka-tapahtuma
www.veggieworld.d
e/en/event/copenh
agen

Halmtorvet,
Copenhagen,
Denmark

02.11.2019.03.11.2019.

Vegan, vegetarian foods

Stockholmsmassan,
Stockholm, Sweden

08.11.2019.10.11.2019.

Food, wine, foodservice,
equipment

www.sthlmfoodand
wine.se

MalmoMassen,
Sweden

13.11.2019.14.11.2019.

Organic, vegan and
“free from” food and
beverages

www.nordicorganic
expo.com

Norges Varemesse,
Lillsetrom,
Norway

03.03.2020.06.03.2020.

Food, beverages,
foodservice, equipment

www.smakmessen.
no

Messukeskus,
Helsinki, Finland

11.03.2020.13.03.2020.

Food and beverages for
HoReCa industry

www.gastro.messu
keskus.com

MCH Messecenter,
Herning, Denmark

22.03.2020.24.03.2020.

MCH Messecenter,
Herning, Denmark

29.09.2010.01.10.2020.

Food, beverages, wine,
foodservice, grocery
retail, sustainability
Food processing,
ingredients and
technology

www.foodexpo.dk

www.foodtech.dk

8. Trade regulations
8.1. EU-Ukraine trade relations
Sweden, being part of the EU, has a harmonized legislation with the EU, and, overall, trade with Sweden
must comply with the rules and regulations set in the region. The EU and Ukraine have provisionally applied
their Deep and Comprehensive Free Trade Agreement (DCFTA) since 2016. This agreement means both
sides will mutually open their markets for goods and services based on predictable and enforceable trade
rules. This is part of the broader Association Agreement (AA), which came into force in 2014.78
The key role of the AA/DCFTA is a facilitated access of Ukrainian food business operators to the EU market.
Overall, the AA/DCFTA is bringing Ukraine's rules in line with the EU's in certain industrial sectors and
agricultural products, as well as eliminating all existing tariffs for agricultural goods. On one hand, this access
is based on the conditions of compliance with stringent EU requirements, which result in high costs of reforms
for Ukraine and its food industry. On the other hand, compliance with the EU rules could help Ukrainian
manufacturers gain other international markets.
In addition, the AA/DCFTA has been topped off with Autonomous Trade Measures (ATMs) regulation for
several industrial goods and agricultural products, which entered into force in 2017. The EU Regulation on
ATMs is set to increase the volume of agricultural products that Ukraine can export to the EU under the AA,
without paying customs duties. In addition, from 2018, Ukraine has been allowed duty-free exports to the
EU for a large amount of wheat, corn, barley, oats and barley cereals and granules.
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8.2. Regulations and duties
Sweden is part of EU, meaning that its legislation is aligned with rest of the region. Swedish national food
and beverages laws and regulations are based the following key EU regulations and directives:

On foodstuffs:
•
•
•
•

EC Regulation No. 178/2002 on general principles and requirements of food law;
The Commission’s guidelines to EC Regulation No. 178/2002;
EU Regulation No. 1308/2013 on agricultural products;
EC Commission Regulations No. 889/2008 and No. 1235/2008 on organic food production, import
and labelling;

On food additives and GMO’s:
•
•

EC Regulation No. 1333/2008 on food additives;
EC Regulation No. 1829/2003 on genetically modified food and feed;

On flavourings:
•
•
•

EC Regulation No. 1334/2008 on flavourings;
EC Regulation No. 2065/2003 on smoke flavourings;
The Commission’s decision 1999/217/EC with a register of approved flavouring substances.

At a national level, the Swedish regulations might have some slight deviations, in some specific areas
ensuring stricter rules, which is why it is advisable to be aware of The Swedish National Food Agency’s
guidelines, available on all relevant topics on Agency’s website79. The Swedish National Food Agency is the
main administrative authority in Sweden for issues relating to food, including drinking water. It is governed
by the Ministry of Enterprise and Innovation, and it acts in the interests of consumers for safe, good-quality
food, good practices in food handling and healthy eating habits.
However, the key institution responsible for policy matters of agriculture, stock farming, horticulture and
rural development is the Swedish Board of Agriculture (Jordbruksverket80). It is the administrative authority
in the agricultural policy area, and it also is in charge of the country’s district veterinary officers. The Swedish
Board of Agriculture also provides in-depth information about trade policy in agricultural products.
In Sweden, all food business operators, including importers of food from other EU Member States or third
countries, and producers or importers of food contact materials must be registered or approved with a
control authority, usually the environmental service at the local municipality authority. The food operator
must be registered even if it does not have storage facilities. However, if the business is very limited, it may
be the case that it does not need to be registered – this is evaluated by the National Food Agency. Regardless
of whether the business needs to be registered or not, it is still responsible for the consumer safety when
selling the foodstuff.
Together with the National Food Agency, responsibility for the safety of food and agricultural products in
Sweden is shared by the National Veterinary Institute81. All foodstuffs entering the Swedish market must be
certified by the National Veterinary Service and must pass through the Border Inspection Post when entering
the Swedish market. The main task of the National Veterinary Service is to serve as the expert institution in
in the area of veterinary medicine. The Institute is governed by the Ministry of Enterprise and Innovation,
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and it promotes animal and human health, Swedish stock farming and the Swedish environment through
diagnostic services, research, preparedness and advisory services.
The competent customs administration authority in Sweden for all products imported from countries outside
the EU is Swedish Customs (Tullverket)82, though which imported goods must be cleared by submitting an
import declaration. The documentary basis for customs declarations in Sweden is the single administrative
document, which is used within the framework of trade with third countries and for the movement of nonEU goods within the EU. The document may be presented both by the importer or its representative either
by physically lodging it at the designated customs office or via submitting it electronically on the customs
authority website.
After submitting an import declaration, fees for VAT and customs duties (if applicable) should be paid thorugh
Swedish Custooms. If the importer or trader is registered for VAT in Sweden, VAT does not have to be paid
at Swedish Customs, but instead it has to be reported to the Swedish Tax Agency in the VAT return. For
agricultural imports from Ukraine, there are no additional import duties, since the introduction of DCFTA in
2016 and ATMs in 2017, as these trade agreements removed all import duties on agricultural products.

8.3. Food safety and hygiene
Food safety and hygiene standards in Sweden have been harmonized with the EU. The following are the key
EU regulations and directives on which Swedish legislation on food safety and hygiene is based:

On food safety and hygiene:
•
•
•
•

Regulation (EC) No 852/2004 on the hygiene of foodstuffs;
The Commission’s guidelines to Regulation (EC) No 852/2002;
Regulation (EC) No 853/2004 on laying down specific hygiene rules for food of animal origin;
The Commission’s guidelines to Regulation (EC) No 853/2002.

Overall, in order to sell any foodstuffs in Sweden, it is necessary to have certification from a food production
certification body acknowledged in the EU. However, just like in rest of the EU, legislation in Sweden also
distinguishes between animal and non-animal foods, and the conditions for importation and the procedures
to be followed for importation are different for animal and non-animal foods. Non-animal foods (plant based
foodstuffs) imported from third countries or imported through trade must, as a general rule, comply with
the same manufacturing and safety requirements imposed on similar products made in Sweden for free
circulation. In contrast to animal foodstuffs, there are generally no stipulations that non-animal foodstuffs
be imported via special channels or control locations. Such requirements may be made in connection with
specific restrictions. Non-animal foodstuffs can thus normally be imported directly to the receiving business,
from which they can be turned over. For import of plants, fresh fruits and vegetables, as well as raw and
unprocessed nuts, a phytosanitary certificate is generally required.
However, animal foods (meat, milk, eggs, fish, honey, etc.) imported from third countries is subjected to
stricter rules and must meet a number of additional animal health, public health and production hygiene
requirements. Animal foodstuffs from third countries must enter the EU via an authorized border control
post at the EU’s outer borders. The border control post must always be notified in advance of the import, as
the producys are checked by the veterinary border control at the border inspection post where the lots are
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imported into the trade. However, it is the importer who is responsible for imported foods when they are
traded in Sweden, both for non-animal and animal prodicts.
The most popular safety certificates required to enter the Swedish food market are the international ISO
22000, IFS (International Featured Standards) and BRC (Global Standard for Food Safety).

8.4. Marketing and labelling
Food trade operators exporting products to Sweden must follow EU marketing and labelling standards,
especially those regarding health claims, as well as labelling and packaging requirements which emphasize
consumer safety and environmental friendliness. The key EU regulations and directives on which Swedish
legislation on marketing and labelling of foodstuffs is based are as follows:

On food labelling:
•
•

EC Regulation No. 1169/2011 on the provision of food information to consumers;
EC Regulation No. 1924/2006 on nutrition and health claims made on food;

On food nutrition and health claims:
•

EC Regulation No. 1924/2006 on nutrition and health claims made on foods.

Products that already are in conformity with any standards adopted by the United Nations Economic
Commission for Europe (UNECE), are considered as conforming to the general marketing standard in the
EU, regarding such criteria as quality, size, labelling, packaging and presentation. The compliance with food
marketing standards in Sweden is controlled by the National Food Agency.
The specific requirements for Sweden is that the contents of the labelling must be in Swedish. Particular
emphasis is also on the provision of proper and well visible food information to consumers, such as all food
ingredients, allergens, precise nutritional value and instructions for use. Labels and marking must accurately
describe the contents of packages. Traceability of food products is also of importance. For example, the
country of origin must always be listed on food labels and all intermediaries, such as suppliers and
distributors, must be included as well. It also has to be taken into account that in Sweden, foodstuff products
in plastic bottles and metal cans can only be sold if the company participates in an approved recycling
system, which has an annual registration fee.

Food labels in grocery retailers
In Sweden, there are a number of voluntary labels and certificates that food manufacturers may want to
acquire and use as a marketing tool. For example, the popular KRAV certificate is not mandatory for organic
food producers in Sweden, but it is highly recommended, as most organic food products in Sweden have
this certificate. In general, food labels in Sweden are favoured by consumers, because they serve as an aid
for consumers to quickly identify high quality products made by companies whose values they wish to
support. Some of the most widespread labels for food and beverages in Sweden are summarized in Table
10.
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Table 10. The most common labels used for food and beverages in Sweden
Label/Logo

The Keyhole
(Nyckelhalet)83

KRAV label84

Svenskt Sigill85

Nordic Swan Ecolabel86

The EU organic logo87

MSC label88
83

Description
The Keyhole (Nyckelhalet) is a Nordic nutrition label which was launched by The
Swedish National Food Agency (Livsmedelsverket). The Keyhole label aims helping
consumers to identify the healthier options when buying food, such as marking
products with a low content of sugar, salt, fats, no added sweeteners etc. The label
has gained rapid success with substantial support from Swedish food producers and
major retailers on the market. Most of the Swedish consumers recognize the brand,
and many find that healthy food choices have become easier. Labelling with the
symbol is voluntary and free of charge. The label is obtainable for prepacked food
products in retail and is also used in restaurants and eateries.
The KRAV label is a Swedish organic label that has been used since 1985. Its long
presence in Swedish supermarkets has made the label very recognizable to Swedish
consumers. In fact, approximately 98% of Swedish consumers are aware of the KRAV
label and its commitment to protecting the environment, livestock, and human health.
KRAV requirements have to be followed in addition to those requested by EU-Organic
certificate labelling system.
Svenskt Sigill label combines identification of both organic and locally produced food,
with the Swedish National Farmer’s Association (Lantbrukarnas Riksförbund) standing
behing the label. Svenskt Sigill guarantees that the food is produced by a Swedish
manufacturer, which also has ensured a reduced environmental impact, animal
welfare, while providing excellent food safety. The additional mark “Climate certified”
(“Klimatcertifierad”) means that the manufacturer has taken special measures to
reduce the climate impact in production. The supplementary label “Natural”
(“Naturbete”) means that the manufacturer has taken care of natural pastures and
biodiversity.
The Nordic Swan Ecolabel is a voluntary ecolabelling scheme for the Nordic countries
- Denmark, Finland, Iceland, Norway and Sweden, established in 1989. The label aims
to reduce the environmental impact from production and consumption of goods, and
to make it easy for consumers to choose the environmentally best goods and services.
Although the label is not applicable to foods and beverages, it is often used to indicate
environmentally friendly liquid food packaging and food disposables.
The EU organic logo is another common organic label in Sweden. It is a sign of
recognition to organic products produced in the EU. The logo can only be used on
products if they contain at least 95% of organic ingredients. This makes it easier for
the consumers to identify organic products and helps farmers to market them across
the entirety of the EU. The logo can also be used on organic foods imported from third
countries, however, if they have been certified as organic by an authorised control
agency or body in the EU. This means that they have fulfilled strict conditions on how
they must be produced, processed, transported and stored. Next to the EU organic
logo, a code number of the control body must be displayed as well as the place where
the agricultural raw materials composing the product have been farmed.
MSC is an international label of the Marine Stewardship Council, which is an
independent organization that works to preserve the natural marine environment and
ensure the wild fish stocks. The label can be used by fish producers when the catch
meets the label's rules for environmentally friendly and sustainable fishing. The MSC
scheme is based on three principles – firstly, fishing must be at a level that is
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sustainable for fish stocks, secondly, fishing must be regulated in a way that preserves
the marine ecosystems, and, thirdly, fisheries must comply with all local, national and
international laws and have a management system that maintains sustainability. In
addition to MSC, which certifies wild-caught fish, there is also an ASC label, which
certifies environmentally sustainable breeding practices.

All of these labels are voluntary, but many companies find that most Swedish consumers have a high
awareness of schemes available on the market, and are increasingly choosing to adopt at least one label.
For organic foods and beverages, labelling is especially important, because nearly all products in Sweden
are labelled. Beside the local Swedish lebelling schemes mentioned, international labels are also used,
although not as often. The most popular of the international labels in Sweden include French EcoCert mark,
the German BioSiegel label, the German Demeter label, the Dutch EKO Quality label, as well as international
Fairtrade and Rainforest Alliance labels, and others.

9. Conclusions and recommendations
Swedish economy has historically been cited as one of the world’s strongest economies, with low public
debt, a current account surplus and among the highest economic growth rates in the developed countries.
However, for such a relatively small, open economy, which is financially integrated and deeply dependent
on trade with other countries, it is very vulnerable to external environment and the predicted fall of global
demand in the coming years are expected to negatively impact country’s growth. However, the current state
of the Swedish economy is stable and no sharp decline is projected in the short term.
Even though Sweden has a largely export-oriented economy, the traditionally significant role of agriculture
and food manufacturing has decreased in the past three decades, with the economy undergoing vast
structural changes by partially moving production activities to low-wage countries, and increasingly focusing
on industries such as IT, trade, healthcare, finance and tourism. With that, Sweden’s manufacturing industry
of food and beverages has experienced a slight, but steady contraction.
The local manufacturers also have faced difficulties in holding their market power, as consumer preferences
are starting to shift in Sweden from foods traditionally consumed a lot in the Swedish diet, such as meat,
dairy products and eggs, as well as beer, toward greater consumption of vegetables and fruits and other
plant-based products. All of this requires restructuring of the local manufacturing industry, which has so
heavily relied on producing traditionally preferred foods in Sweden. The slowdown in Sweden’s food and
beverages manufacturing industries, however, opens up more opportunities for foreign importers which can
supply newly demanded foods that the local industry has not been able to offer to Swedish consumers.
But overall, Swedish manufacturers still rule in supplying the local market, especially when it comes to
manufacturing of meat and meat products, dairy products, as well as bakery and farinaceous products.
Swedish food and beverages manufacturing industry is also strengthened by the fact that local production
is among the key factors which influence buying decisions of Swedish consumers. However, the role of
imported food in Sweden is increasing, as the local industry cannot supply all of the current demand. With
imports of food and beverages in Sweden exceeding exports, Sweden’s trade balance remains explicitly
negative, with the trade balance gap increasing for the last years. Negative trade balance in Sweden is in
most food and beverage product groups, but the demand is the highest for fruit and nuts, meat, dairy
produce, eggs and honey, beverages, as well as vegetables.
Overall, Sweden’s trade data wih Ukraine reveals that Ukraine is not utilizing its trade opportunities with
Sweden at full scale. One of the key limiting factors for this is that cereals eare among Ukrain’es top export
product groups within food and beverages. However, Ukraine has not been able to achieve high exports of
cereals to Sweden because of limited import opportunities, as it is not among the top import products in this
country. However, Sweden still imports large amounts of cereals each year, so market opportunities exist,
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but importers have to take into account the highly competitive environment with other import partner
countries. Taking this into account, better trade opportunities for Ukrainian food and beverages
manufacturers in Sweden can be found in other categories, namely, meat and meat offal, as well as dairy
produce, eggs and honey. In these categories, there is both high enough import demand from Sweden, and
also high enough Ukraine’s export capabilities to supply these products.
Besides the already mentioned, Ukrainian exporter of any food product group must take into account that
the Swedish market is driven by mainly health, sustainability and ethical considerations of consumers, with
the key consumption trends being organic and natural products, clean foods free from additives, vegetarian
and vegan foods, healthy snacks and convenience foods. For Swedish consumers, price is becoming a less
important factor in their choice, with factors such as environmental friendliness, animal welfare, local
production and others being valued higher.
Also, taking into account the high value placed upon locally produced foods among consumers, it is not
uncommon for Swedish manufacturers to import cheaper raw materials from foreign countries, while
maintaining the capability to produce a product that can be marketed as of Swedish origin. Also, it is even
more common for Swedish retail giants to use this scheme when developing own private labels, the market
share of which are rapidly growing due to involvement of brands such as ICA and Axfood.
The rapid development of private labels of the leading grocery retail chains, has added to the stiff
competition, especially in the sector of packaged foods and beverages. Industry experts believe that this
market shift is creating a disruption in the Swedish grocery trade competition with the overwhelming offer
of retailers’ own branded products on its shelves with slightly lower prices. However, for foreign importers,
manufacturing for private labels is a good market opportunity to explore, especially in the niche of higher
quality private labels in the so-called premium segment, which mostly consists of organic products.
At the same time, the rising power of grocery retailers and their own private labels has increased the
competition among producers and retailers in Sweden, and major pressure is put on trade operators across
all of the product supply chain. Also, can be quite difficult to compete with branded products in the Swedish
market, especially if the brand originates from smaller non-EU countries. This is why food suppliers in Sweden
must compete not only with product quality, prices and brands, successful representation and recognition of
the supplier and its products is also of major importance. Online presence and local trade show visits are a
must when trying to establish new trade connections in Sweden.
While there are several strategies for small and medium Ukraine manufcturers to enter the Swedish market,
at first it can be suggested to search for potential cooperation partners which reside in the country locally.
This is one of the cheapest possible cooperation options, as in this scheme the partner will largely be
responsible for selling the product in the export market. The partner will have more extensive knowledge of
consumer preferences and specific consumption habits, allowing manufacturers to focus on product
development and production quality. Also, the recommended path for most small to medium sized
manufacturers would be to trade in bulk with the target consumer being retailers with own private-labels,
food service industry, as well as in food processing industry.
The most efficient trade channels could be specialized importers and wholesalers, which have good
knowledge of the legal requirements and the local market, as well as offer a wider contact network. A
particularly attractive trade channel are those importers which also are processors and marketers of their
own branded products or offer private-label development services for major retailers. However, several key
entry models for Ukrainian food exporters have been described and compared in Table 11, such as direct
export to retailers, food producers and food service industry, as well as indirect export via importers and
wholesalers.

Table 11. Key market entry models for Ukrainian food exporters targeting Sweden
Entry Model
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Advantages

Disadvantages
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Suitability

Indirect export via
importers/
wholesalers

Direct export to
food processors,
producers
and
food
service
providers

• Ability to compete with
lower prices due to
cutting out middlemen
• Good opportunities for
supplying foodstuffs for
private-label development
• An in-depth knowledge of
the client needs

Indirect export via
importers/
wholesalers

• Good accessibility for
foreign importers
• Local knowledge and
contact network
• Assistance with
marketing, promotion
and trade requirements
• Good opportunities for
specialty foodstuff
suppliers
• Ability to compete with
lower prices due to
cutting out middlemen
• Full control over the
supply process
• An in-depth knowledge of
the client needs
• Good opportunities for
specialty food suppliers

Branded products
Branded products

Direct export to
retailers

Supported by:

• Good accessibility
• Local knowledge and
contact network
• Assistance with trade
requirements
• Many importers also act
as processors/ private
label developers
• Ability to compete with
lower prices due to
cutting out middlemen
• Full control over the
supply process
• An in-depth knowledge of
the client needs

Direct export to
retailers
Bulk products

Bulk products

Bulk products
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• Must mainly compete
with mainly price

High

• Difficult to establish
connections
• Must ensure fulfilment of
specific purchase
requirements
• Must mainly compete
with either the price or
be able to offer special
foodstuffs
• Specific purchase
requirements
• Difficult to establish
connections
• Must have good
knowledge of Swedish
consumers and trade
requirements
• Must mainly compete
with either the price or
be able to offer specialty
foodstuffs
• Specific purchase and
delivery requirements
• Must have good
knowledge of Swedish
consumers and trade
requirements
• Need to have a strong
brand to compete
• Consumers prefer local
brands
• Packaging and marketing
related costs
• Difficult to establish
connections
• Must have good
knowledge of Swedish
consumers and trade
requirements
• Need to have a strong
brand to compete
• Consumers prefer local
brands
• Packaging and marketing
related costs
• Specific purchase and
delivery requirements

High

Medium

Medium to
low

Low
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By comparing main advantages and disadvantages of each model for Ukrainian food businesses, it was
determined that the most suitable models are either indirect export models based on trade in bulk,
particularly – indirect export via importers and wholesalers, or direct export to food processors, producers
and food service providers, or via developing relationship with grocery retailers that have a major focus on
private-labels, and act as their subcontractor. The indirect export trade model is recommended most for
small to medium sized manufacturers, as it has more advantages and present less barriers than others. Also,
in this model there are no additional costs associated with marketing and the competition is based more on
the price. For exporting and distributing food products in bulk, traditional trade partnerships are
recommended, but for high quality, organic and other specialty foods, specialist operators should be
contracted.
Overall, the currently stable state of Swedish economy, strong purchasing powera and increased household
expenditure, in combination with very high price levels, makes the market very attractive for foreign
importers. In addition, the local manufacturing of food and beverages is slowly contracting. At the same
time, competition among importers is tightening, but with proper knowledge of the local market, consumer
segmentation and key trends, there is a potential in most food product groups in Sweden, especially in the
organic category.
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APPENDIX
Table 12. Detailed breakdown of turnover of food and beverages in grocery retailers by product group in
Sweden (incl. VAT), 2017 89
Product group
Expenditure product group

Food, total

Turnover in 2017, EUR
mln, current prices

Share of total turnover
in 2017 of food and
alcoholic beverages, %

100.0%

3460.7

5.3%

15.4%

133.5

30.9%

0.5%

Bread

1 761.0

-2.9%

7.0%

Pasta

272.2

-4.2%

1.1%

Pastry

685.3

28.9%

2.7%

Other cereal products

608.6

9.5%

2.4%

Meat and meat products

4 064.7

1.8%

18.1%

Cattle, pig, sheep, lamb meat and game

2 013.1

6.5%

8.1%

Dried, salted or smoked meat

1 439.0

-3.9%

5.8%

Rice

Other preserved or prepared meat

Fish and fish products
Fish and shellfish, fresh, chilled, frozen,
dried, smoked or salted
Preserved or prepared fish and shellfish

Dairy products, cheese and eggs

22 415.0

Turnover growth from
2012-2017, %

20.3%

Bread and cereals

612.6

1.0%

2.4%

1 315.8

2.8%

5.9%

734.3

16.5%

2.9%

581.4

-10.4%

2.3%

3 819.0

2.3%

17.0%

Milk

633.6

-4.4%

2.5%

Yoghurt and soured milk

621.7

-12.9%

2.5%

2 181.1

8.1%

8.7%

Eggs

382.5

12.8%

1.5%

Butter, margarine and oils

651.8

12.3%

2.9%

Butter

172.3

42.9%

0.7%

Margarine and other edible fats

336.2

-4.1%

1.3%

Cooking oil

143.3

31.5%

0.6%

Fruit and fruit products

2 029.2

24.6%

9.1%

Fruit

1 721.2

32.9%

6.9%

278.1

-5.0%

1.1%

29.9

-27.2%

0.1%

Vegetables and vegetable products

2 813.2

22.6%

12.6%

Vegetables and potatoes

1 807.4

22.0%

7.2%

21.1

90.9%

0.1%

Other preserved or prepared vegetables

514.3

26.8%

2.1%

Potatoe products

470.4

18.5%

1.9%

2 813.2

22.6%

12.6%

Cheese and other milk products

Dried fruit
Preserved fruit and fruit-based products

Dried vegetables

Sugar, jam and confectionery
Sugar

80.6

-17.8%

0.3%

171.0

-5.3%

0.7%

Confectionery, chocholate and ice cream

2 928.0

20.3%

11.7%

Sauces, spices, soups, etc.

1 081.0

-3.4%

4.8%

670.5

-1.1%

2.7%

Jam and marmelade

Sauces and seasonings
89
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Statistics Sweden. Turnover (incl V.A.T) of food and drinks for the Retail trade and the Retail sale of automotive fuel, by COICOP.
Year 2000 – 2017. Available at: http://www.statistikdatabasen.scb.se/pxweb/en/ssd/START__HA__HA0103/Livs/
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Salt, spices and aromatic plant

36.7

48.7%

0.1%

373.8

-10.1%

1.5%

2 591.2

24.2%

100.0%

645.9

-2.7%

2.6%

85.2

3.4%

0.3%

Yeast, deserts, soups and other products
Non-alcoholic beverages, total
Coffee
Tea
Cocoa

37.4

-11.9%

0.1%

1 064.6

32.3%

4.3%

758.2

5.7%

3.0%

4 125.0

5.7%

100.0%

753.7

-4.1%

18.3%

2 196.8

7.5%

53.3%

Soft drinks and mineral waters
Fruit and vegetable jiuces
Alcoholic beverages, total
Spirits and liquor
Wine
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Beer< 3.51 % (volume)

262.8

4.9%

6.4%

Beer> 3.50 % (volume)

911.8

10.6%

22.1%
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