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Technology will penetrate all 

areas of social life

We’re living in the fourth industrial revolution — Industry 4.0 — where practices will be intimately connected with 

knowledge, and knowledge will create practices.

New technologies combined with digital innovations will make it possible to engage with longstanding societal, 

environmental and economic issues. Furthermore, our personal access to technology, as well as any limits to its 

access, will continue to influence our relationship with food.

In a context in which data is the new gold, collected from satellites, drones, equipment and machines such as 

those used by the primary sector and the food industry, nature-based solutions will provide a counter-balance to 

the “tech-can-fix-it” paradigm.
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Food systems will be redesigned 

with a new set of goals

The 21st century is creating further turmoil in food systems. The present challenges associated with food security, 

new dietary patterns and the increasing perception of food as a lifestyle commodity will result in growing numbers 

of conflicting ideas regarding how to produce, distribute, sell and consume food. Climate change, loss of 

biodiversity and environmental degradation will become even larger threats to the Nordic-Baltic region and the 

world.

The agri-food industry will become a key player in reversing many environmental issues. The major challenge will 

be ensuring diets that support human and planetary health, while striking a balance between promoting 

international trade in food and agriculture and protecting local food systems.
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Digitalisation is opening new 

horizons

New digital technologies, like artificial intelligence (AI), blockchains, digital twinning, internet of things (IoT) and 

cloud computing, will present new opportunities and challenges for the food system. Digitalisation will ensure the 

decisions we make are more informed than ever before.

The world will become more connected, and digital services more available and sophisticated, but the digital 

divide will also become more pronounced.

By adapting inclusive policies, digitalisation will support the development of small and medium-sized businesses 

in rural areas and mitigate challenges faced by rural areas in general by decreasing the distance between town 

and country.
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Society will become 

increasingly polarised

While the long-term effects and indirect consequences of the processes related to globalisation are debatable, it’s clear that 

transparency, human rights and welfare have improved on a global level. However, it’s also apparent that current global 

structural arrangements do not benefit everyone equally.

Marginal groups will continue to struggle to benefit from the changes surrounding them. A clear indication of this and major 

paradox is that people working in food systems across the globe continue to be among the most food insecure.

The effects of polarisation will manifest through various social processes — differing possibilities, extremely different 

opinions, social distancing of groups and lack of empathy. This will have an impact on trust and, therefore, on any attempts 

to introduce change.
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amount of waste they produce
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Products will be valued based 

on the amount of waste they 

produce

Decoupling economic growth and waste generation will remain one of the most significant and challenging tasks of our time. 

Implementing a circular economy that promotes the recursive movement of goods and materials through remanufacture, 

retake, reuse, repair and recycle will be crucial in order to move away from a throw-away culture. Packaging will be 

reconsidered and single-use items will be phased out.

Food waste reduction will be addressed on multiple fronts. Here, cities will play a significant role, while at the farm level, 

entrepreneurs in the region will attempt to improve on-farm nutrient cycling.

Both high-tech and nature-based solutions will facilitate behaviour change towards a circular paradigm.
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A new appreciation for the 

environment will develop

Nature is and will be an important common and individual resource. Its role in securing collective wellbeing will become ever more 

prominent. Therefore, environmental challenges related to climate change, loss of biodiversity, waste and pollution will be central 

to any decision-making process, with the central aim of promoting sustainability and resilience.

Environmental regulations will become stricter. Following implementation of these regulations, monitoring institutions will also be 

strengthened. With this, new non-governmental and commercial players supporting those looking to improve their environmental 

performance will emerge.

New identities combining traditional and modern ways of engaging with environmental issues will also develop. The role nature

plays in ensuring emotional wellbeing will facilitate the emergence of new services and products.
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our society



#7

Anxiety and fear will become 

pervasive in our society

We’re living our everyday lives in a world full of new individual and collective risks. The possibility of these risks 

materialising as well as the impact of these risks have grown constantly over the past few decades. This has 

generated anxiety that is now affecting our choices, attitudes and behaviours and, our ability to engage with the 

future.

Climate anxiety will grow. Meanwhile, people will have to face many of the issues that frighten them. For some, 

fear and paralysed change will trigger the desire to stay fit and healthy.

Eventually, trust building will become increasingly important in a context in which lack of trust is interfering with a 

sense of control over personal wellbeing and that of the planet.
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New lifestyles will emerge and redefine 

our value systems
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New lifestyles will emerge and 

redefine our value systems

Lifestyles — the combined interests, opinions, behaviours, and behavioural orientations of an individual, group or 

culture — will rapidly change in the Nordic-Baltic region. Collective and individual identities will redefine 

themselves in parallel to value systems. Dietary shifts will lead to a healthier and more environmentally 

sustainable Nordic-Baltic region.

The marketing budgets of large food production enterprises will grow. Self-proclaimed food experts and 

influencers will also gain more power and influence over the personal lifestyle choices of citizens.

Cooking will increase as a hobby rather than a life skill. Furthermore, it will continue to transition from a social 

practice to an individual experience.



Thank you
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https://www.youtube.com/watch?v=z8zuqR95fqA


https://youtu.be/9RHy2So9QZY


12



13



14



15





17

https://solarfoods.fi/map/
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PANEL DISCUSSION – 17TH FEBRUARY 2021

Panel:  What are sustainability trends in the food market? What are effects of 
innovation on sustainability and the buying processes? Is e-commerce going hand 
in hand with innovations? What are valuable food innovations for the future? How 
to connect interest groups and countries in promoting innovative food products? 

Moderator: Mr. Mika Kukkurainen, Managing partner, Nordic FoodTech VC

Panel participants: 

Ms. Mariell Toiger, Marketing Director, Paulig Group, Ms. Piret Lankots, 
Developing Manager in HR & responsibility coordinator, Prisma Peremarket AS, 
Ms. Indre Svelnyte, Marketing and Communication Director, Fazer Bakery Baltic, 
Mr. Audrius Mikalauskas, CEO, Barbora and Ms. Liene Perija, Digital Development 
Director, Rimi Baltic Group.



Mika Kukkurainen 
partner, founder

Nordic FoodTech VC

• Nordic FoodTech VC is the first VC fund investing in future food 

and food technology in Nordics and Baltics

• We invest in innovative early stage companies making positive

impact; good for people, planet and society

• since 4/2020

• target 50 M€, 35 M€ (2/21)

• objective: 30 companies / 5 years

• 4 partners, background in food science, retail, industry, 

entrepreneurship, investing, business development and marketing

• www.nft.vc



GUIDES

PAULIG

We are an international, 

family-owned food and 

beverage company, offering 

sustainable taste 

experiences.

Our success is based on

a value-based, inclusive 

culture.

CUSTOMER 

BRANDS

Stay

curious

Strive for

Excellence

Grow

Together

Paulig has a portfolio of valued and 
loved brands

921
Million Euros

TOTAL

REVENUE

2,223
people

13
countries

Mariell Toiger 

Marketing Director

in Paulig Group, 

Finland & Baltics



GUIDES

PAULIG

Paulig’s sustainability focus 
areas and ambitions 2030

KEY ENABLERS: Resource efficiency, Transparency, Partnership, Dialogue, Digitalisation, Regenerative agriculture

Ambition:
100% of raw materials from high-risk 

areas come from sustainable sources 

verified by external parties

Ambition:
80% less GHG emissions from own operations,

50% less GHG emissions in our value chain

Ambition:
70% of our net sales comes from products 

and services which enable health and 

wellbeing of people and planet

FAIR AND 

INCLUSIVE WAY OF 

WORKING

HEALTH & WELLBEING 

OF PEOPLE

AND PLANET

CLIMATE ACTION 

& CIRCULARITY

|  SUSTAINABILITY APPROACH  | 



Prisma Peremarket AS

Piret Lankots

Developing Manager in HR & 

responsibility coordinator



Prisma in Estonia
.. 7% of market share with 9 stores, more coming

.. open 24/7

.. 60 000 products in assortment

.. the benefits & sustainability goals of S-Group

.. most profitable loyality system

.. renewing of stores with special shop-in-shops offering fresh food in 
Foodmarket, Fazer bakery & Itsudemo sushibar



Sustainability at Fazer
Indre Svelnyte, Marketing & Communications Director at Fazer Bakery
Baltic

Innovative Food Trends and Retail Opportunities in the Baltics and Finland

22.2.2021

© Fazer. All rights reserved
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Indre Svelnyte, Marketing & 
Communications Director
Fazer Bakery Baltic

We see food as a solution

How we grow, produce and consume food has a 

significant impact on the environment, 

on society and on our well-being.

Fazer in brief

Fazer Group’s net sales for continuing

operations totaled 1.1 billion euros.

The Group employed 8,496* people in the

continuing operations in nine countries.

In Baltics we employed 618* employees.

Operating profit for continuing operations

amounted to 51.9 million euros.

*Number of employees in the continuing operations: 31.12.2020

Mission & Vision

Our mission: Food with a Purpose

Our vision: Towards Perfect Days

Shaping the next tastes, traditions and food

experiences, Fazer builds on its strong heritage,

consumer first approach and innovations to

create the sustainable food solutions of the

future.

We are The Food Experience 

Company

Fazer, The Food Experience Company, enables 

people to enjoy the best moments of their day.

Fazer focuses on its fast-moving consumer 

goods. 

Our Brands and 

Products

Third biggest player in Baltic bread market.

Growth focus – innovations and value-

added segments.
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How we grow, produce and use food has a major impact on the environment and the society. 

On the well-being of people and the planet.

In 2020 CO2 emission 
was less by 36% vs
2019.*

Vegan products 
conclude 73% of our 
range in Baltics
portfolio.

39% of our products in
Baltics Best Before
Date was prolonged
from 5 to 7 days.

40% of products
packages changes
from CPP material to 
LDPE material.

(*Results without logist part CO2, ton in 2019 vs 2020 (January-

August)





• “Barbora” is the 1st choice in e-grocery in the Baltics
• 2014: start in Lithuania 
• 2018: start in Latvia and Estonia
• 2021: start in Poland
• 2020 – year of rapid growth: 5Y progress in a few months

✓ K E Y  VA L U E S : 
great customer experience
and high quality service.

>1900 employees95 pick up points
„Barbora Express“

12 000 
orders per day

7 new picking 
centres

✓ S T R E N G T H S of “Barbora“: 
efficent business model, agility, 
customer-centric attitude and
focus on functionality.



E-commerce trends, market situation, development 
plans

LIENE PERIJA

LIENE PERIJA, DIGITAL DEVELOPMENT DIRECTOR

SUSTAINABILITY IN RIMI BALTIC



There are various activities that can be accomplished by 
grocery retailer to achieve climate neutrality (Rimi 2020 
target’s reached)



REDUCING PLASTIC IS AS IMPORTANT AS 
RECYCLING*

▪ Replace single use plastic articles with alternatives

▪ Reduce plastic through changing fruit and 
vegetable packaging 

Single use plastic articles 

replaced % (Baltic, 2020 Q4)

Tons of plastic reduced 

in F&V packaging (Baltic) 

* Only recycling plastic is not efficient – 9% of plastic ever produced has been recycled

▪ Offer alternatives to plastic shopping bags

▪ Offer bags from recycled materials 

▪ Operate E-Commerce with paper 

▪ EE we charge for small plastic bags 5 cents



INNOVATION, ESPECIALLY IN FOOD WASTE HAS A 
GREAT POTENTIAL 

Solutions like zero waste packaging requires new 
solutions on retailers and producers side

Alliances and Hub’s, that support innovation can 
grow the sustainability and Greentech 

community in the Baltic region



THANK YOU!


