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1. Introduction
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We are The Food Experience Company
Fazer, The Food Experience Company, enables
people to enjoy the best moments of their day.
In 1891, the young Karl Fazer opened his first café
with a mission to make food with a purpose –
and a passion to create moments of joy for all
the people around him.

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.
Fazer focuses on its fast-moving consumer
goods.
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The Fazer story
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Fazer in brief

2019

1891

Fazer Group’s net sales for continuing
operations totaled 1.1 billion euros.

The young Karl Fazer opened his first
café with mission to make food with
a purpose – and a passion to create
moments of joy for people around him.
It became Northern Magic.
Made Real. – our brand promise.

The Group employed 8,800* people in the
continuing operations in nine countries.

Today

Operating profit for continuing operations
amounted to 49.1 million euros.
*Number of employees in the continuing operations: 31.12.2019

Fazer, The Food Experience Company, focuses
on its FMCG businesses.
The sale of Fazer Food Services to Compass
Group was completed on 31 January 2020.
The Group operates in eight countries and
exports to around 40 countries.
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.
6
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Fazer’s operations comply with
Fazer’s ethical principles, based
on the Group’s values and on
the UN Global
Compact
© Fazer.
All rights reserved

Fazer Group – Annual Review 2019
Comments by Group President Christoph Vitzthum

2 minutes
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Fazer Group – Annual Review 2019

Group President Christoph Vitzthum and Managing Directors of Business Areas and Units
share their views of year 2019 and beyond
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Fazer Group overview
Fazer Bakery

Net Sales: 565 M€
Personnel: 5,960
Brands: Fazer, Oululainen, Skogaholm,
Hlebny Dom, Druva, Gardesis
Countries: Plant bakeries in Finland,
Sweden, Russia, Latvia and Lithuania

Fazer Group total

Net Sales: 1.1 billion euros
Personnel: 8,800
Countries: Finland, Sweden, Russia, Norway,
Denmark, Estonia, Latvia, Lithuania

Fazer Retail

Fazer Confectionery

Net Sales: 353 M€
Personnel: 1,270
Brands: Karl Fazer, Fazer Pure Dark,
Dumle, Geisha, Jyväshyvä-bíscuits
Countries: Production in Finland

Fazer Lifestyle Foods

Net Sales: 47 M€
Personnel: 790
Brands: Gateau bakery shops
and Fazer cafés
Countries: Finland, Sweden
Established in 2018

Net Sales: 158* M€
Personnel: 470*
Brands: Yosa, Aito, Froosh, Alku, Frebaco
Countries: Finland, Sweden, Denmark,
Norway
Non-dairy grain products, plant-based
meals, on-the-go, porridge, muesli and
B&B products, e.g. flour
Formed in 2017

* Fazer Retail is a business unit within Fazer
Confectionery Business Area since May 2020

*Kaslink, acquired 8/2019, included in figures
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Net Sales in the continuing operations: 2019.
Personnel in the continuing operations: 31.12.2019.
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2. Mission, vision and strategy
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OUR MISSION
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We are The Food Experience Company
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It’s a world of intriguing
challenges and inspiring
opportunities

SMALL ATTACKER BRANDS

EVOLVING & GROWING FOOD SYSTEM
FOODTECH
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DISRUPTIVE TRENDS
MILLENIALS

CHANNELS
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FMCG is evolving to become more diverse and complex

For Fazer, a successful future position and value creation in the food industry
requires mastering three different market environments
Market growth, CAGR%

Established
categories

5%
up to

• Stable outlook
• Clear future track
• High pressure from competition

On-trend
categories

5-20%

• Exposure to strong changes
• Dynamic and changing competitive field
• Evolving consumer preferences

Foodtech

100%+

• New proprietary food technologies
• Broader scale of business models
• Significant impact on all other categories

continuous

up to

Note: Confectionery market growth until 2022 across Nordics and Baltics: CAGR 2 - 4% Lifestyle Foods categories growth until 2022 across Nordics: CAGR 3 - 21% Bakery historical market growth: CAGR 0.6-7%
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Mission & Vision
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Mission & Vision
Our mission: Food with a Purpose
We add a little extra joy, well-being, inspiration, passion
and love to everything we do. We want to enrich people’s
lives with our offering.

Our vision: Towards Perfect Days
This is how we envision the future, together with those
around us: Towards Perfect Days. We can and will work
Towards Perfect Days for the consumers – every day.
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Towards Perfect Days

Our mission, vision
and strategy
The Food Experience
Company with focus on
value creation.

We are
accelerating
our growth
through innovations,
on-trend categories
and Foodtech.

Fazer brand promise:
Northern Magic.
Made Real.
Northern Liberty
True Relationships
Fearless Creativity

We are excelling
in our ways of working to
become the industry
leader in profitability.

We are
developing
leading positions in
the Northern Europe.
We implement cultural change
and drive critical capabilities to
enable our transformation.
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Our values:
Northern Liberty
True Relationships
Fearless Creativity

We are building
an even stronger
position as the
number 1 FMCG
brand in Finland.
We develop food as a solution
for a more sustainable planet
and business.

Food with a purpose

© Fazer. All rights reserved

We are The Food Experience
Company, focusing on FMCG
businesses
• Focus on FMCG and our direct-to-consumer businesses
• Invest in development and renewal of products and business
portfolio, based on deep consumer insight and research
• Place the consumer first in all our operations
– Our renewed brand positioning Northern Magic. Made Real. helps us to
be meaningfully different in the eyes of the consumers in the future too

• Invest in research & development and foodtech and develop our
capability to commercialise significant innovations
• Focus on value creation through portfolio choices, growth,
continued operational excellence and structural improvements
• Strengthen our position as the leading FMCG brand in Finland and
build our position in Northern Europe and beyond with meaningful
branded food experiences in growing categories
18
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Food’s role: Food is an ingredient of
happiness. It creates special moments
in everyday life. It enables you to enjoy
yourself and embrace relationships
with loved ones.
Key consumer insight: Joy and wellbeing are a result of choices that do
good for yourself, others and the world
around us but you need to live in the
moment to feel it.
19
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Our promise is Northern Magic. Made Real.

Northern Liberty

True Relationships

Fearless Creativity

Be and become who you want to be.
Be true to your word. Empower others
to do the same.

Be good for your world.
Make choices that do good for us all.

Live without prejudice.
Be fearless. Be creative.

We build true and honest relationships.
We are genuine and transparent. W e want to
do good for the world around us.

We have the courage to innovate and combine
taste sensations that touch up on magic. 
We value artisanal crafts and pure ingredients.
Our founder Karl Fazer was a fearless pioneer
who brought people new ideas and inspiration
from all over the world. We want you to 
experience the Northern magic Fazer creates.

We build on values that stand for equality,
acceptance and inclusiveness. We care for
each other – as individuals as well as a society.
20
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Production Assets

We build our success
on our people, brands &
products, production &
distribution assets and
our customer relations

Our People

Our passionate,
dedicated
personnel embody
the values of Fazer
and are at the
core of our success.

21
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Well-functioning traditional bakeries,
chocolate, confectionery and
biscuit factories and kitchens.

Distribution Network

Our distribution network covers all of
Finland and Sweden, St Petersburg,
Moscow and the Baltics.

Our Brands and Products
The most valued brands in Finland;
strong brands in our other markets.

Broad offering of high-quality products
and services with excellent taste.

Customer
Relations
Exceptionally
deep customer
relationships;
bringing value
through both
services and
products.

© Fazer. All rights reserved

Constant work to deliver and further improve
the Fazer Experience to consumers
We meet our consumers through retail, our bakery shops,
cafés, in Fazer Experience & online

Online
Consumer
sites

Travel retail
Export to over
40 markets

Fazer
consumers
Retail channels
in 8 countries

(incl. shop-in-shop
bakeries in Finland
and the Baltics)
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Bakery shops
FI 15, SE 33
Cafés
FI 14

Product
experiences

Broader, better, more innovative, fun and engaging product
portfolio for consumers to experience

Retail and
bakery shops

Consumer experience in our retail and bakery shops being
further improved through select concept improvements and
broader shop network

Fazer
Experience

Unique holistic Fazer brand experience
Over 230 000 visitors in 2019 (200 000 previous year)
NPS 2019 75 (previous year 75)

Social & web
channel reach
& engagement

Significant and increasing web encounters – 17 million
encounters per month in Finland and approximately 6 million in
Sweden via Facebook alone

Community
and eCom

Development of a broad but personalised Fazer experience
ecosystem for consumers through which they can interact with
us broadly – beyond what we can offer through retail

Note: channel presence by end of 2019

© Fazer. All rights reserved

We will develop our offering to respond to consumer demands
Both our business & product portfolios are developed to respond to these themes

Indulgence

Health & well-being

Craftsmanship

Indulgence is part of well-being and increasingly
about experiences and lifestyle.

Consumers seek holistic well-being. A balanced,
tasty & nutritious diet with emphasis on greens.

Affordable, high quality, fresh and local premium
products for everyday special moments.

Fazer continuously seeks to meet the consumers’
indulgence needs in new ways – with products &
experiences.

Fazer looks to respond to the consumer quest
for more healthy and sustainable lifestyles.

Fazer looks to meet the customer craftsmanship
demand through artisan bakery products and
handmade chocolate.

Example actions
• Innovation across all businesses
• Vegan-friendly options of classic confectionery
products
• Launch of smaller Bon premium doughnuts and
gluten-free sweet treats

23
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Example actions
• Expansion of Froosh, Fazer Alku and Fazer Yosa
with new product ranges
• Fazer Brainhow continued for improved cognitive
performance
• Healthier product ranges being developed in
Fazer Bakery & Fazer Confectionery
• Increased share of plant-based foods in all
business areas

Example actions
• Expanding the shop-in-shop concept
• Renewing and developing the Café concept and
offering
• Introduction of new product ranges responding to
consumer wishes
• Tweaking existing bakery delicacies with the
latest trends
© Fazer. All rights reserved

Core goals by 2030 guide our sustainability work
How we grow, produce and consume food has a significant impact on the environment,
on society and on our well-being

Our own biggest
environmental impacts come
from energy and waste.
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If food waste would be a
country, it would be the 3rd
biggest green house gas
emitter in the world.

We have a big impact
throughout the value chain:
food production impacts the
societies, people and their
livelihoods and has
environmental impacts.

Reducing consumption of
meat and dairy products is
the single biggest way to
reduce your environmental
impact on
the planet.
© Fazer. All rights reserved

Food with a purpose – Value creation
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We create stakeholder value
• In 2019, Fazer Group employed 15,763 people in
nine countries, of which 8,805 in continuing
operations
• Paid 570 M€ in salaries, wages, and other indirect
employee costs
• Paid 25 M€ in taxes and donations
• Purchased 968 M€ worth of goods and services
from 8,900 suppliers
• Invested 57 M€ (operative investments)

Figures include the Food Services, which were sold on 31 January 2020
26
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3. Facts and figures
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The sale of Fazer Food Services
to strengthen Fazer’s position in
fast-moving consumer goods
Transaction completed on 31 January 2020
• As of 1 February, Fazer Food Services is part of Compass Group

The sales support our goal of building an even stronger
position as FMCG company
• We aim to build an even stronger position as the number one FMCG brand
in Finland
• Our focus will be on executing our strategy, transforming into a modern
sustainable food company with a joint direction

Committed to a smooth transition
• Fazer Group is committed to supporting Food Services in a smooth transition
• We will license the Fazer Food & Co brand and concept in Finland for
three years
28
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Presentation of figures
As Fazer Food Services was sold at the end of January,
the official figures in annual statements will be presented with
a categorisation into “continuing operations” and “discontinued
operations”.
Fazer Food Services is reported as discontinued operations in Fazer
Group’s Financial Statements. The result of discontinued operations
is presented in the income statement net of tax under “Result for the
period, discontinued operations” and the comparative information is
restated accordingly. Assets related to discontinued operations are
reported in balance sheet as “Assets held for sale” and liabilities as
“Liabilities related to assets held for sale”. The balance sheet is not
restated for comparative period. The cash flow statement is not
restated, so it includes discontinued operations in 2019 and 2018.
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Net sales and operating profit

Net sales, M€
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Operating profit, M€

© Fazer. All rights reserved

Cash flow & gross investment, M€

Cash flows from operating activities, M€
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Gross investments, M€
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Interest-bearing net debt & equity ratio, M€

Interest-bearing net debt, M€
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Equity ratio, M€
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Fazer in figures
Equity and return on equity

Equity, M€
Return on equity (ROE), %
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Fazer Group’s net sales by country

Finland 53%
Sweden 21%

Russia 15%
Estonia 2%
Latvia 1%
Lithuania 1%
Denmark 1%
Norway 1%
Others 4%
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Finland

Net sales, M€

2017

Market share

2018

2019

Fazer Bakery

Fazer Confectionery

Net sales by country units, intra-group sales within country has been eliminated
35
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Sweden

Net sales, M€

2017

Market share

2018

2019

Fazer Bakery

Fazer Confectionery

Net sales by country units, intra-group sales within country has been eliminated
36
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Russia

Net sales, M€

2017

Market share

2018

2019

Fazer Bakery
St. Petersburg

Fazer Bakery
Moscow

Fazer
Confectionery

Net sales by country units, intra-group sales within country has been eliminated
37
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Estonia

Net sales, M€

2017

Market share

2018

2019

Fazer Bakery

Fazer Confectionery

Net sales by country units, intra-group sales within country has been eliminated
38
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Latvia

Net sales, M€

2017

Market share

2018

2019

Fazer Bakery

Net sales by country units, intra-group sales within country has been eliminated
39
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Lithuania

Net sales, M€

2017

Market share

2018

2019

Fazer Bakery

Net sales by country units, intra-group sales within country has been eliminated
40
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Norway & Denmark

Norway net sales, M€

2017

Denmark net sales, M€

2018

2019

2017

2018

2019

Net sales by country units, intra-group sales within country has been eliminated
41
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4. Fazer Group Management Team
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Fazer Group Management Team

Christoph Vitzthum

Jouni Grönroos

Nathalie Ahlström

Sebastian Jägerhorn

Mats Liedholm

Ulrika Romantschuk

Lara Saulo

b.1969
Master of Economic
Sciences
President and CEO,
Fazer Group

b.1965
Master of Economic
Sciences
CFO and Deputy CEO,
Fazer Group

b.1974
Master of Science
(Technology)
Managing Director,
Fazer Confectionery and
Executive Vice President,
Fazer Group

b.1969
Master of Laws
Master of Economic
Sciences
Legal and Executive Vice
President, Fazer Group

b.1965
Master of Sciences
(Marketing and
International Business)
Managing Director,
Fazer Lifestyle Foods and
Executive Vice President,
Fazer Group

b.1966
Bachelor of Political Science
Communications &
Branding and Executive
Vice President, Fazer Group

b.1972
Master of Economic
Sciences
People & Transformation
and Executive Vice
President, Fazer Group
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5. Our businesses
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Fazer’s businesses

Fazer Bakery
• Packed fresh & frozen bread
• 85 in-store bakeries*
• Long shelf life products

5,960 employees
Net sales 565 M€
46
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Fazer Lifestyle Foods
• Non-dairy foods, plant-based
meals, on-the-go snacking
and smoothies, porridges,
mueslis
• Fazer Mills’ B2B products
(flours, mixes)
470 employees
Net sales 158 M€

* Number of in-store bakeries 31.12.2019

•
•
•
•
•
•

Fazer Confectionery

Fazer Retail

Chocolate
Sugar confectionery
Chewing gums, pastilles
Home baking
Biscuits, snack bars
Retail operations

• Part of Fazer Confectionery
• 33 Gateau bakery shops in
Sweden and 15 in Finland
• 11 Fazer Cafés, cafés and
restaurants in 3 department
stores in Finland

1,270 employees
Net sales 353 M€

790 employees
Net sales 47 M€
© Fazer. All rights reserved

Fazer Retail part of Fazer
Confectionery
• As part of Fazer’s strategic journey towards a more consumer
centric FMCG-company, Fazer Retail became part of Fazer
Confectionery 1 May 2020
• Starting 1 May 2020, Fazer Retail is a business unit within the
Confectionery Business Area
• Business opportunities for both Retail and Confectionery.
– Fazer Retail is able to better promote and strengthen the
image of confectionery products, answering to various
consumer needs and wishes with conscious indulgence

– Fazer Confectionery benefits from the direct access to
consumers that the Retail venue creates and the valuable
insights and innovation possibilities that the direct consumer
dialogue inspires.
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Fazer Bakery
The leading bakery company
in Finland, St Petersburg and
Moscow, with a major presence in
Sweden and the Baltic countries.

• Sales in over 20 countries.
• We will renew and maintain our
position as market leader in the
Finnish bread category and continue
to invest in innovations supporting
growth in new areas

Ca 5,960 employees
Net sales 565 M€
• Comprehensive offering covering all
bread categories, with cherished brands
such as Fazer, Oululainen, Skogaholm,
Hlebny Dom, Druva and Gardesis.
• Plant bakeries in Finland, Sweden,
Russia, Latvia and Lithuania.
• 85* in-store bakeries in Finnish
hypermarkets and three in the Baltics.

• Fazer-branded bake-off units in
Russian and Finnish retail.

48
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*The number of in-store bakeries
31.12.2019. The number is expected
to reach 107 by the end of 2020

• Vuohelan Herkku, specialised in glutenfree
baking, was acquired in January 2020

© Fazer. All rights reserved

Launching the bestselling Puikula in 2019
• To respond to consumers’ wishes for a soft and delicious, healthy bread
made of oats, Fazer Bakery Finland launched a 100% oat bread Fazer
Puikula Pehmeämpi 100Kaura1.
• The new Fazer Puikula Pehmeämpi 100Kaura received the best taste
results in the history of Fazer Bakery’s consumer tests, outwinning
competing products clearly2.
• The successful launch of Puikula Pehmeämpi 100Kaura increased
Puikula brand’s sales by 11%, quickly becoming the 4th most bought
white bread in units in Finland3. Up to 4.8 M units were sold in 20193.
• The launch did not, however, outperform the sales of the Puikula portfolio.
• Puikula is Fazer Bakery Finland’s biggest brand.
• Currently, Puikula is also the best-known bread brand in Finland4.
1 Aistila, Vaaleiden palaleipien tutkimus 2018, Food% west tuotetesti 5/2018
2 Foodwest tuotetesti 5/2018
3 Fazer Cognos 1-12/2019; ACNielsen PanelTrack, viikot 1-52/2019 kpl:ssa mitattuna, Tuoreet leipomotuotteet, Total Suomi
4 Nepa Brand Tracking 2017-2019
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Expanding our shop-in-shop network
• Through the shop-in-shop channel, Fazer offers consumers
freshly baked artisanal bread as well as sweet and savoury bakery
products in retail
• Consumers appreciate the freshness of the bread and its high-quality
ingredients as well as the craftmanship of the in-store bakers
• The concept brings the luxury of artisanal bread to everyday grocery
shopping and a larger consumer base

• There are over 85* shop-in-shop bakeries around Finland, offering
hand-baked bread made with flour from Fazer’s own mills
• In 2019, we opened 3 new shop-in-shops in Estonia and we will
continue the expansion of the network in 2020

*The number of in-store bakeries 31.12.2019. The number is expected to reach 107 by the end of 2020
50
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Fazer
Lifestyle Foods
Focuses on plant-based meals,
non-dairy products, on-the-go
snacking and smoothies, breakfast
foods such as porridges, cereals
and mueslis.

• Product range includes Fazer Yosa
fermented oat products, Fazer Aito
oat products, Froosh smoothies and
Fazer Mills’ consumer products such
as porridges, mueslis and cereals as
well as Fazer Mills' flours, mixes and
ingredient solutions for businesses.

Ca 470 employees
Net sales 158 M€

• Established in 2017.

• We will invest in our non-dairy strategy
to build an innovative, consumer
insight driven offering.

• Kaslink, bought 8/2019, now integrated
into Fazer Lifestyle Foods.
• Targets modern, health-conscious
consumers with sustainable lifestyles,
facilitating a plant-powered lifestyle
without compromises.
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A xylitol factory of the future
• In 2019, Fazer announced a 50 million euro investment
in the construction of a xylitol factory in Lahti, Finland

• The factory will produce xylitol utilising oat hulls,
a side stream from the oat milling process and
state-of-the-art technology
• Representing an innovative circular economy solution,
the process is the first of its kind. Fazer is currently
patenting the technology used and exploring other
patent possibilities
• The construction process will be completed in
autumn 2020

52
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Fazer
Confectionery
Finland’s leading confectionery
company. Strong market position in
Sweden, the Baltic countries and
global travel retail.

• We will invest in growth in the Nordics
and Baltics, securing the core
business and surprising consumers
with disruptive, true innovations.

Ca 1,270 employees
Net sales 353 M€
• Wide offering, covering every category
of confectionery with brands such as
Karl Fazer, Tutti Frutti, Dumle, and
Geisha.

• We will address sustainable lifestyles
with a balanced offering and
responsible operations, growing our
market share across our markets.

• All confectionery production is located
in Finland.
• Sales in over 40 countries.
• Expanding presence in the global travel
trade, through sales in airports and
other locations in e.g. Asia.
53
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Makea Moka – reducing waste with sweet suprises
• As a way to minimise its environmental impacts from waste, Fazer launched Makea Moka –
candy bags filled with less-than-perfectly shaped and produced sweets

• Makea moka (Sweet mistake) was launched in October 2019, becoming the best-selling candy bag
in Prisma stores in Finland, receiving plenty of coverage and mentioned as innovation of the year
• With an estimated annual volume of 100 tonnes, we will reduce one-third of annual moulded scrap
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Fazer Retail

Combines Fazer Cafés in Finland
and Gateau bakery shops in
Finland and Sweden. Is a
business unit within Fazer
Confectionery Business Area
since 1 May 2020.
Ca 790 employees
Net sales 47 M€

• We reply to the rising demand of
artisan, food and coffee outside
the home.
• We will continue to invest in product
development with a focus on special
diets and innovative novelties.

• Formed in the beginning of 2018.

• Conveys the complete Fazer brand
experience, a possibility to showcase
Fazer's offering and having a direct
dialogue with the consumers.

• We will improve our store concept
even further and invest in the customer
experience by developing our service
culture.

• An artisanal touch evident througout, with
a strong focus on high-quality service and
authentic encounters and experiences.

55

4.5.2020

• 11 Fazer Cafés, cafés and restaurants
in 3 department stores in Finland,
33 Gateau bakery shops in Sweden and
15 in Finland.

© Fazer. All rights reserved

2019 saw the opening of 6 new Fazer Retail units
• Fazer Retail opened a total of 6 new stores in 2019:
Fazer Café Tripla, Gateau Tripla and Gateau Forum
in Finland and Gateau Uppsala, City Station and
Lund Central in Sweden
• 4 of the 6 stores have become top-selling stores
• A new concept tailored to location and customer
needs was implemented at the Gateau stores in
Finland and Sweden
• Fazer Café Tripla represents the classic format and
caters to needs throughout the day with a wide
and high-quality assortment
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Fazer Experience
delights all senses
• Fazer Experience is a unique place
where everybody can experience
Fazer in their own way. Every
interaction promotes continuous
development, dialogue and a better
understanding of consumer needs.

• Opened in 2016 when Fazer
celebrated its 125th anniversary.
• Features unique Finnish
architectural design.

• Visitors can explore a raw material
garden, see how chocolate or sourdough
bread is made, learn about nutrition or
enjoy an exhibition, among other things.
• Fazer Experience was visited in
2019 by more than 230,000 people,
almost 15% more than in 2018
• School pupils and students are offered
an opportunity to visit the centre free of
charge for educational purposes
57
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6. Our people
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Updated values help us provide
Northern Magic. Made Real.
•

In order to achieve our strategic goals and make Northern Magic
real, we are strengthening our common culture built on our
values

•

We want to build our growth and profitability on a consumercentric approach, which requires us to strengthen our common
culture

•

To enable this, we are updating our values and behaviours,
which will be implemented on a company-wide scale

•

Our updated values will echo our brand positioning and
be reflected in our behaviours as well
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Fazer as an employer –
together we are stronger
• Fazer wants to provide a culture of diversity and inclusiveness where all
employees can experience an equal working community with a motivating,
respectful and safe work environment
• We engage in company-wide value discussions to align our values with
our brand promise
• Our brand themes are Northern Liberty, True Relationships and Fearless
Creativity. Northern Magic. Made Real.
• We nurture a culture where our employees perform, engage and develop
together. It means taking initiative, looking further than completing
our task, understanding the impact of our contribution and taking
responsibility for the result
• Fazer is continuously developing its culture, emphasising shared
responsibility for the company's success
• We care for each other and focus on the well-being and engagement of
our employees, continuously developing our people and management
At the end of 2019, Fazer employed ca 8,800 people
in the continuing operations
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We make
magic happen

We improve
every day

Fazer
Values

The Fazer values are
the core of our culture.
How we behave every day
makes our culture come alive
– and Northern Magic real.
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Fazer Innovation Challenge
• Fazer Innovation Challenge, organised by Fazer Lab, encourages
everyone at Fazer to ideate and develop new
growth engines for Fazer
• The Challenge offers a great opportunity to learn new lean startup
skills while working with colleagues from across the company
• 28 teams with growth ideas – a total of 77 employees – applied
for the Innovation challenge

• 18 teams were chosen for pre-coaching
• The six most potential ideas continued their idea development
at 3-days Innovation Jams in Stockholm and Helsinki
• The Grand Finale pitching event included pitches from all six teams
• Three ideas are developed further as Fazer Lab ventures and
the first pilots are taking place during 2020
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Almost 9,000 employees internationally
Employees by business area

Fazer Bakery 5,956
Fazer Retail 788
Fazer Confectionery 1,272

Fazer Lifestyle Foods 471
Others 318

Employees by country

Finland 3,808
Russia 2,416
Sweden 1,886

Latvia 317
Lithuania 267
Estonia 63

Denmark 39
Norway 8
USA 1

Number of employees in continuing operations 31.12.2019
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7. Sustainability
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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.
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Core goals by 2030 guide our sustainability work
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Goal 1:
50% less
emissions
We have defined the year 2015 as
the baseline for this goal. Compared
to this baseline, we reduced our
emissions by 13 per cent in 2019.

The food system is a major
driver of climate change.
Climate change directly affects our
business, e.g. raw material availability.
By taking action to reduce the impacts
of food production, we can make a
difference.
We are committed to reducing
our CO2 emissions throughout the
value chain.
In addition to CO2 emissions, we will
also evaluate our emissions to land
and water.
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Less emissions
• We are working towards CO2 neutral, fossil free,
renewable and recyclable packaging across our
operations
• As part of sustainable packaging, we are reducing the
use of single-use and other plastics at our stores and
cafés, replacing them with biodegradable options
• In 2019, our collaboration with Finland-based Sulapac
yielded its first result after almost 18 months of
product development
• The result was a microplastic-free, compostable
packaging solution for pralines
• The confectionery box became available in the shop
of the Fazer Experience Visitor Centre, in Fazer Cafés,
Gateau bakery shops and, online, in the Fazer Store
at the end of November 2019
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Goal 2:
50% less
food waste

We have defined the year 2015 as
the baseline for this goal. Compared
to this baseline, we reduced food
waste per produced tonne from
0,073 to 0,045 in 2019.

Food waste has a major
negative impact on the climate,
water, land and biodiversity.
Reducing food waste is one of the
key actions to minimise negative
environmental impacts of food and,
at the same time, drive value for
business through lower costs.
We carry out waste and food waste
reduction and recycling activities and
engage in co-operation projects.
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Less food waste
• Fazer wants to reduce food waste across the entire
value chain.

• Fazer Bakeries Finland analysed the amount of bread
waste generated from production to end consumption
and learned that the majority of the food waste comes
from the excess bread production throughout the bread
supply chain.
• With focus on reducing excess bread production,
it has been halved since 2017.
• The reduction has been a joint effort with the customers,
resulting in even fresher bread for both the customers
and consumers.
• In the future, the aim is to further reduce the food waste
and excess by using the current surplus streams (both
dough and bread) as a raw material for new or existing
bread products.
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Goal 3:
100% sustainably
sourced

In 2019, we continued to source
100% sustainable cocoa, palm oil
and soy. We have committed to
100% cage-free eggs by 2024 in
Finland, Sweden and the Baltics
and by 2030 in Russia.

Our operations impact societies,
people and their livelihoods as
well as the environment.
Sustainably sourced for us consists
of 2 levels:
• We develop further basic level
requirements for all suppliers.
• We put extra effort on chosen value
chains such as cocoa, grain, palm oil
and soy.

We want to create an impact through
cooperation, new innovations and
using the best available sustainability
practices.
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100% responsibly sourced cocoa
• We use 100% sustainable cocoa. We source cocoa
through
– Farmer programmes in Ivory Coast and Nigeria and
– UTZ/Rainforest Alliance and Fairtrade Cocoa Programme
-certified cocoa

• From 2018 to 2019 share of own farmer programmes
has gradually increased from 25% to 28% and we
expect the share to even increase in 2020.
• The farmer programmes address social as well as
environmental aspects of cocoa farming and support
the farming communities.
– They have encouraged especially women to participate
in training and improve their standards of living with their
learnings.
– In Ivory coast, we continue to support the farmers in Biéby
village, where Fazer has been supporting the cocoa community
since 2007
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Goal 4:
More plant-based
We have defined the year
2015 as the baseline for this goal.
Compared to this baseline, we
increased our plant-based offering
from 36 per cent in 2015 to
48 per cent in 2019.

We want to support consumers’
quest for more healthy and
sustainable lifestyles.
We develop our offering to reflect the
favourable impacts of plant-based
foods on both the planet and people’s
well-being.
The growing food trends of flexitarism
and plant-based foods are reflected
in our portfolio. One of our growth
areas is Fazer Lifestyle Foods.

73

4.5.2020

© Fazer. All rights reserved

More plant-based
• The growing popularity of plant-based foods
provides ample opportunities for fearless
innovation
• We continue to develop new Fazer Yosa products
for cooking and snacking, with the Yosa Oat
Block as a successful newcomer
• Fazer Yosa Oat Block was selected as one of the
top 10 health foods for the year 2020 by MåBra,
Sweden’s largest health magazine and site
• The Oat Block is a unique plant-based protein
for cooking
• Used and prepared in a range of different ways,
the Oat Block can be enjoyed either hot or cold
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Sustainability –
For People, For Planet and For Business

We want to actively participate in
sustainability dialogue, take a stand
and create solutions that respond to
the global challenges of our time.
Fazer approaches sustainability
through three areas: For People,
For Planet and For Business.
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Fazer’s approach to the United Nations’
Sustainable Development Goals

We have defined the ways in which
our work contributes to the realisation
of the United Nations’ Sustainable
Development Goals (SDGs).
We see food as a solution and know
that the food industry has a significant
impact on reaching the goals.
We are strongly committed to
supporting the implementation of the
SDGs and encourage active
stakeholder dialogue on them.
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Sustainability highlights 2019

• Reputation remained on a good a level in all
markets

• Started construction of a xylitol factory using
oat hull as raw material for xylitol

• 2nd most sustainable brand in Finland in
the Sustainable Brand Index 2019

• Used 100% sustainable cocoa

• Lost time accident frequency have dropped
by 44% from 2013

• Used 100% sustainable certified soy

• Joined the Carbon Action project managed
by the Baltic Sea Action Group (BSAG) and
the Finnish Meteorological Institute
• Established a partnership with Solar Foods
to develop the protein ingredient Solein®
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• Used 100% certified palm oil
• Made positive results in cocoa farmer
programmes in Nigeria and Ivory Coast

• Committed to cage free eggs by 2024
in Finland, Sweden and Baltics and by
2030 in Russia

• Collaborated with World Resource Institute
to measure the carbon footprint of our raw
materials
• Organised waste campaigns to
reduce storage and display waste
as well as plate waste
• Reduced the use of plastic in packaging
• Carried out research cooperation within the
Fazer Brainhow programme
• Used 82% renewable electricity at
production sites
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