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The Fazer story
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Fazer in brief
•

In 1891, 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

•

Today, Fazer is an international family-owned company offering quality bakery, confectionery, biscuit
and grain products, plant-based meals and non-dairy products, on-the-go food and drinks as well as
food and café services

•

The Group operates in nine countries and exports to around 40 countries

•

The success of Fazer has been built on Karl Fazer’s vision, values and fearless creativity:
– The best product and service quality, beloved brands, passion of skilful people, responsible ways
of working

•

Fazer’s operations comply with Fazer’s ethical principles, based on the Group’s values and on the
UN Global Compact

In 2018
•

Fazer Group’s net sales totalled 1.6 billion euros

•

The Group employed 15,696* people in eight countries

•

Operating profit amounted to 84.2 million euros
*Number of employees: 31.12.2018
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Fazer Group – 2018 and beyond
Comments by Group President Christoph Vitzthum

2 minutes
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Fazer Group – 2018 and beyond

Group President Christoph Vitzthum and Managing Directors of
Business Areas share their ideas of year 2018 and beyond

4 minutes
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Fazer Group overview
Fazer Bakery
Net Sales: 552 M€
Personnel: 6,200
Brands: Fazer, Oululainen, Skogaholm,
Hlebny Dom, Druva, Gardesis
Countries: Plant bakeries in Finland,
Sweden, Russia, Latvia and Lithuania

Fazer Group total
Net Sales: 1.6 billion euros
Personnel: 15,696
Countries: Finland, Sweden, Russia, Norway,
Denmark, Estonia, Latvia, Lithuania, USA

Fazer Food Services
Net Sales: 593 M€
Personnel: 6,800
Brands: Amica, Wip, Tastory,
Fazer Food & Co
Countries: Finland, Sweden, Norway,
Denmark

Fazer Confectionery
Net Sales: 333 M€
Personnel: 1,250
Brands: Karl Fazer, Fazer Pure Dark,
Dumle, Geisha
Countries: Production in Finland

Fazer Lifestyle Foods
Net Sales: 122 M€
Personnel: 290
Brands: Yosa, 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
Established in 2017
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Fazer Retail

Net Sales: 2018. Personnel: 31.12.2018.

Net Sales: 46 M€
Personnel: 820
Brands: Gateau, Fazer
Bakery shops and cafés
Countries: Finland, Sweden
Company
confidential © Fazer. All rights reserved
Established
in 2018

2. Mission, vision and strategy
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INFLUENCES

The business environment and consumer lifestyles are changing
at an increasingly rapid pace – causing food players to take action
Global impacts on societies and business
Politics & Economy
Regulation & Legislation

Population growth
Distribution of wealth

Aging & extended work-life
Obesity & diabetes

Technology & Digitalisation
Sustainability & Environment

Urbanisation
Dialogue of cultures

Fazer’s chosen consumer focus topics
Health &
Well-being

Convenience &
On the go

Indulgence &
Experiences
Trust &
Sustainability

Channel emergence &
diversity

Focus on food: eating habits, food & nutrition
Flexitarism • Vegan • Personalized nutrition • Plant-based • Food as lifestyle • Impactful eating
Portion control • Superfood & “rich in” foods • Sugar, Salt & Wheat • FODMAP • Natural • Protein • Gluten, Grain & Dairy free
10
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INFLUENCES

The business environment and consumer lifestyles are changing
at an increasingly rapid pace – causing food players to take action
Big movements rise
even faster with
widespread impacts

Politics & Economy
Regulation & Legislation

Combination of food and technology

thebusiness
next big innovation source
Global impacts on societiesas
and
Population growth
Distribution of wealth

Appeal of holistic
well-being continues
Health &
Well-being

Urbanisation
Dialogue of cultures

Fazer’s chosen consumer focus topics
Less plastic

Trust &
Sustainability

Gut health as a hot topic
in media and research

Aging & extended work-life
Obesity & diabetes

Brands called to action:
climate, human rights
and food waste

Indulgence &
Experiences

Technology & Digitalisation
Sustainability & Environment

Convenience
extending beyond
snacking
Food experiences
extend to cultivating,
production and retail Convenience &
On the go

Maximum indulgence
Channel emergence &
and surprises as a route diversity
to consumer’s heart
Digitalisation of
food continues

Focus on food: eating habits, food & nutrition

Flexitarism • Vegan • Personalized nutrition • Plant-based • Food as lifestyle • Impactful eating
Portion control • Superfood & “rich in” foods • Sugar, Salt & Wheat • FODMAP • Natural • Protein • Gluten, Grain & Dairy free

Less meat and dairy make
8.4.2019to young adults
11 sense

Plant-based foods continue to
triumph and extend to indulgence

Exercising self-discipline to limit “toxic”
foods and eat ones with positive impact

Company confidential © Fazer. All rights reserved
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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: We spark joy and well-being through meaningful
food experiences
We want to delight, surprise and excite by infusing pleasure,
enjoyment and well-being into people's lives. We want to do
good for the people and the planet.
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The cornerstones of our success
FAZER
BRAND
THEMES

FAZER
BEHAVIOURS

Northern Magic. Made Real. Northern Liberty, True Relationships, Fearless Creativity
Fazer brand themes describe how we do things at Fazer, and what we stand for, and are the core of the Fazer Brand Strategy

We engage l We develop l We perform
Describe how we behave and reach our targets and what we expect from our leaders and employees

FAZER’S MISSION IS

MISSION

FAZER
VALUES

ETHICAL
PRINCIPLES
15
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Food with a Purpose
It describes our purpose
and answers the questions
"What business are we in?” and
"What is our business for?"

FAZER’S VISION IS
VISION

We spark joy and well-being through
meaningful food experiences
Our vision statement provides strategic direction and
describes what we want to achieve in the future

Customer Focus, Quality Excellence, Team Spirit

Our core values form the foundation on which we perform work and conduct ourselves.
The values underlie our work, how we interact with each other, and which strategies we employ to fulfil our mission

Ethical principles guide us in our daily work
© Fazer. All rights reserved

We are speeding up our transformation to
become a modern sustainable food company
• Crystallised our strategy, mission and vision and speeding up our transformation into the
Fazer of the Future
• Renewed brand positioning to be meaningfully different in the eyes of the consumers also
in the future
• Focus on value creation through portfolio choices, growth, continued operational excellence
and structural improvements
• Place the consumer first in all our operations
• Invest in development and renewal of products and business portfolio, based on deep
consumer insight and research
• Rapid expansion of Fazer Lifestyle Foods to capture emerging consumer needs within
sustainability and health & well-being
• Fazer Retail established to drive excellence and growth in consumer facing concepts
• Grow throughout Northern Europe and selectively beyond it with desirable, meaningful
brand experiences in growing categories
• Focus on what matters to deliver our strategy, with emphasis on future proofing for a
digitalised world, high performance and safety culture

16
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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.

Northern Magic. Made Real.
crystallisation of our brand
promise
17
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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 on values that stand for equality,
acceptance and inclusiveness. We care for
each other – as individuals as well as a
society.

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

18
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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 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

19
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Our Brands
and Products
– The most valued
brands
in Finland; strong
brands in our other
markets

– Broad offering of high
quality products &
services
with excellent taste

Production
Assets
– Well-functioning
traditional bakeries,
chocolate, confectionery
and biscuit factories
and kitchens

Distribution Network

Customer Relations

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

– Exceptionally deep customer relationships;
bringing value through both services and
products

© Fazer. All rights reserved

Our growth areas are critical value drivers
Create & grow Fazer
Lifestyle Foods
• Expand offering based on
plant based products,
responding to consumer
quest for more healthy &
sustainable lifestyle
• Organic development
complemented with M&A

20
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Expand
confectionery
in the Nordics
• Implement organic
growth plans for
Sweden & Norway with
focus on chocolate as
primary game changer
• Systematically utilise
M&A to accelerate
growth

Grow chocolate
internationally
• Build the foundation
for a strong position
within chocolate in
select international
markets
• By 2022, established
a foothold in a target
market. M&A a
potential accelerator

Expand own retail

Grow in public and concession

• Strengthen our direct to consumer business
through continued bakery shop, café and
online expansion strategy – explore possibility
to add new concepts

• Structurally work with public authorities
across countries to build momentum, increase
outsourcing level and gain significant growth
in the public sector

• Focus on organic growth in Nordics

• Requires build-up of new capabilities, e.g. in
production and operating models

© 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, restaurants, in Fazer Experience & online
Retail channels
in 8 countries
(incl. shop-in-shop
bakeries in FI)

Online
Consumer
sites

Travel retail
Export to
over
40 markets

Fazer
consumers

Bakery shops
FI 14, SE 32
Cafés
FI 16

Restaurants
FI 506
SE 231
NO 154
DK 125

Product
experiences

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

Restaurants

• ~500 000 daily consumer encounters in our restaurants –
now also increasingly in secondary destination locations

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 200 000 visitors in 2018 (188 000 previous year)
• NPS 2018 75 (previous year 72)

Social & web
channel reach
& engagement

• Significant and increasing web encounters – 17 million
encounters per month in Finland and 3 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 2016
21
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We will develop our offering to respond to consumer demands

Both our business & product portfolios are developed to respond to these themes

Indulgence
Indulgence is part of holistic well-being and
increasingly about experiences and lifestyle.
Fazer continuously seeks to meet the
consumers’ indulgence needs in new ways –
with products & experiences.
Example actions:
• Innovation across all businesses
• New exclusive, limited-edition Ruby
chocolate
• Expansion of Fazer Cafés and Fazer
Bakery Shops to offer everyday luxury
• Confectionery assortment for Fazer Food
Services’ guests

22
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Health & well-being

Craftsmanship

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 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, Fazer Food Services’ offering and
handmade chocolate.

Example actions:
• Expansion of Fazer Yosa range
• Fazer Brainhow project 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
• Small scale production line to enable
production of specialty products in Fazer
Confectionery
• Tastory concept in Fazer Food Services

© 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
• 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
• Avoiding meat and dairy products is the single biggest way to reduce your environmental impact on the planet
23
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SUSTAINABILITY AND STRATEGY

Entering a new business supporting the strategy with healthy
and sustainable oat based products
Strategic targets

Solution

Business case

Profitable growth

Significant amount of oat
hulls as side stream from
the Oat mill

Global growth
opportunities

Our mission - Food with a
Purpose
A healthier alternative
for sugar

Focus on sustainability &
circular economy

*

Oat hull xylitol factory on
Lahti site

Significant reduction of
energy related CO2
emissions at existing Lahti
site

* Fazer sustainability approach core goals by 2030
24
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Food with a purpose – Value creation
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We create stakeholder value
•

In 2018, Fazer Group employed 15,696 people in
nine countries

•

Paid 545 M€ in salaries, wages, and other indirect
employee costs

•

Paid 24 M€ in taxes and donations

•

Purchased 909 M€ worth of goods and services from
9,109 suppliers

•

Invested 51 M€ (operative investments)

26
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3. Facts and figures
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Net sales and operating profit

Net sales, M€

FAS
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Operating profit, M€

FAS

FAS

FAS

© Fazer. All rights reserved

Cash flow & Gross investment, M€

Cash flows from operating activities, M€

FAS
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FAS

Gross investments, M€

FAS

FAS

© Fazer. All rights reserved

Interest-bearing net debt & Equity ratio, M€

Interest-bearing net debt, M€

FAS
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FAS

Equity ratio, M€

FAS

FAS
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Fazer in figures
Equity and return on equity
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Capital employed and profitability

Equity, FAS, M€

Capital employed, FAS, M€

Equity, IFRS, M€

Capital employed, IFRS, M€

Return on equity (ROE), %

Return on investment (ROI), %
© Fazer. All rights reserved

Fazer’s net sales by country 2018

Finland 50%
Sweden 24%
Russia 11%
Denmark 7%
Norway 4%
Estonia 1%
Latvia 1%
Lithuania 1%
Others 2%
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Finland
Net sales, M€

881.9

Market share

884.4

898.0

38%
27%

2016
33
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2017

2018

Fazer
Bakery

27%

Fazer
Confectionery

Fazer Food
Services
© Fazer. All rights reserved

Sweden
Net sales, M€

392.4

2016
34
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Market share
410.3

2017

396.1

2018

24%

7%

Fazer
Bakery

Fazer
Confectionery

26%

Fazer Food
Services
© Fazer. All rights reserved

Russia
Net sales, M€

177.0

Market share

196.1
167.8

28%
15%
2016
35
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2017

2018

Fazer Bakery
St Petersburg

Fazer Bakery
Moscow

2%

Fazer
Confectionery
© Fazer. All rights reserved

Estonia
Net sales, M€

21.3

Market share
22.8

23.2

17%
2016
36
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2017

2018

Fazer
Bakery

9%
Fazer
Confectionery
© Fazer. All rights reserved

Latvia
Net sales, M€

24.2

Market share

25.3

25.4

21%

2016
37
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2017

2018

Fazer
Bakery
© Fazer. All rights reserved

Lithuania
Net sales, M€
16.6

Market share
16.9

17.9

19%

2016
38
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2017

2018

Fazer
Bakery
© Fazer. All rights reserved

Norway
Net sales, M€

65.1

Market share

64.3

63.8

13%
2016
39
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2017

2018

Fazer Food
Services
© Fazer. All rights reserved

Denmark
Net sales, M€

98.0

Market share

95.6

101.9

19%

2016
40
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2017

2018

Fazer Food
Services
© Fazer. All rights reserved

4. Fazer Group Management Team
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Fazer Group Management Team

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

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

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

Andreas Berggren
b.1966
Master of Sciences (Business and
Economics)
Managing Director, Fazer Food
Services and Executive Vice
President, Fazer Group

Petri Kujala
b.1962
Bachelor of Economic Sciences
Managing Director, Fazer Bakery and
Executive Vice President, Fazer
Group

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

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

Lara Saulo
b.1972
Master of Economic Sciences
People & Transformation and
Executive Vice President, Fazer
Group
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Sebastian Jägerhorn
b.1969
Master of Laws
Master of Economic Sciences
Legal and Executive Vice President,
Fazer Group

© Fazer. All rights reserved

5. Our businesses
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Fazer has 4 business areas and 1 business unit

Fazer Bakery
• Packed fresh &
frozen bread
• 67 in-store bakeries
• Long shelf life products
6,200 employees
Net sales 552 M€

44
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Fazer Confectionery
•
•
•
•
•

Chocolate
Sugar confectionery
Chewing gums, pastilles
Home baking
Biscuits, snack bars
1,250 employees
Net sales 333 M€

Fazer
Food Services
Contract catering:
• Business canteens,
public sector, concession
locations (airports,
business parks)
6,800 employees
Net sales 593 M€

Fazer
Lifestyle Foods

Fazer Retail

• Non-dairy foods, plantbased meals, on-the-go
snacking and smoothies,
porridges, mueslis
• Fazer Mills’ B2B products
(flours, mixes)

• 32 Gateau bakery shops in
Sweden and 14 in Finland
• 13 Fazer Cafés, cafés and
restaurants in 3 department
stores in Finland

290 employees
Net sales 121 M€

820 employees
Net sales 46 M€

© Fazer. All rights reserved

Fazer Bakery
• The leading bakery company in Finland, St Petersburg and
Moscow,
with a major presence in Sweden and the Baltic countries
• 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
• 67 in-store bakeries in Finnish hypermarkets
• Fazer-branded bake-off units in Russian and Finnish retail
• Sales in over 20 countries
• We will invest in an innovation culture to support growth in new
areas and increase agility e.g. in the go-to-market process
Ca 6,200 employees Net sales 552 M€
45
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SUCCESS STORY

Shop-in-shop provides premium bread in retail
• 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 67 shop-in-shop bakeries around Finland, offering handbaked bread made with flour from Fazer’s own mills
• The goal is to expand the in-store presence in Finland and pilot the
concept outside Finland. The first pilot store outside Finland will open in
Tallinn, Estonia in early 2019

46

8.4.2019

© Fazer. All rights reserved

Fazer Confectionery
• Finland’s leading confectionery company. Strong market position in
Sweden, the Baltic countries and global travel retail
• Wide offering, covering every category of confectionery with brands
such as Karl Fazer, Tutti Frutti, Dumle, and Geisha
• 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 Asia and the Middle East
• We will implement organic growth plans for Sweden and Norway with a
focus on chocolate as the primary game changer
• We will continue the execution of our portfolio strategy, aiming for fewer
but bigger innovations to grow our strategic brands
Ca 1,250 employees Net sales 333 M€
47
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SUCCESS STORY

Tutti Frutti: focus on natural tastes
• Continued to future-proof our sweets by
favouring plant-based ingredients in recipes
• The Tutti Frutti sweets get their delicious
tastes from fruit juices. Only natural colourings
such as carrot and spirulina are used
• The Tutti Frutti recipe change towards vegan
and more natural ingredients has been
successful and the brand is growing in all
markets, especially in Sweden, where the Tutti
Frutti Original sales increased by 36.5%
• Introducing healthier and vegan choices in the
confectionery offering creates added value in
the indulgence category

48
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Fazer Food Services
• Leading meal solution provider with 1,100 restaurants in Finland, Sweden,
Denmark and Norway
• Established brands include Amica, Wip, Tastory and Fazer Food & Co
• Brings the latest in food to nearly 500,000 guests daily and also sells
through web shops and vending machines
• Meal solutions for business and industry, as well as the healthcare,
welfare, education and defense sectors
• Gastronomy, sustainability, health and well-being, and safety are at
the heart of our operations
• We aim to grow in each of our operating countries and across sectors,
with the public sector, business parks and universities as focus areas
Ca 6,800 employees Net sales 593 M€
49
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SUCCESS STORY

TestEat explores eating habits to increase plant-based foods
• In 2018, Fazer Food Services established the
TestEat pilot restaurant in cooperation with
IBM and VTT Research Centre of Finland
• The restaurant, located on IBM’s premises in
Helsinki but open to all, includes modern
research technology that collects data in both
the kitchen and the lunch room
• The goal of the cooperation is to study how
and what people eat and how they behave in
the lunch restaurant. This will help us find the
best ways to increase the share of plant-based
foods
• The research paves the way for the crEATe
open innovation ecosystem, which is launched
by the three parties in early 2019
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
• Established in 2017
• Targets modern, health-conscious consumers with sustainable
lifestyles
• Product range includes Fazer Yosa fermented oat products and Froosh
smoothies as well as Fazer Mills’ consumer products such as
porridges, mueslis and cereals
• Includes Fazer Mills' flours, mixes and ingredient solutions for
businesses
• We will build an innovative, consumer insight driven offering in the
categories of non-dairy, plant-based meals, cereals and fruits
Ca 290 employees Net sales 121 M€
51
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SUCCESS STORY

Fazer Yosa – oat products with an innovative twist
• The Fazer Yosa assortment includes a
pioneering variety of oat snacks, oat drinks
and savoury products made from Nordic oats,
considered to be the best in the world
• As Fazer Yosa is a well-recognised non-dairy
brand in Finland, the response for the brand’s
2018 re-launch among loyal customers was
very positive
• In Sweden and Denmark, initial feedback has
been very positive
• The non-dairy category is expected to grow,
and our ambition is to become a leading
player by offering superior products that meet
consumer needs
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Fazer Retail
• Combines Fazer Cafés in Finland and Gateau bakery shops in Finland
and Sweden
• Established in the beginning of 2018
• Conveys the complete Fazer brand experience
• An artisanal touch evident throughout, with a strong focus on
high-quality service
• All coffee served in Fazer Cafés is certified
• 13 Fazer Cafés, cafés and restaurants in 3 department stores in
Finland, 32 Gateau bakery shops in Sweden and 14 in Finland
• We will focus our efforts on organic growth in the Nordics and maintain
our strong focus on customer experience, developing out service
culture further
Ca 820 employees Net sales 46 M€
53
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SUCCESS STORY

New Fazer Cáfe concept in urban Töölö
• In November 2018 a new Fazer Café was
opened in Töölö, Helsinki
• Located in a lively market square, a true
concentration of shops and cafés, near a public
library and in the middle of densely populated
residential areas
• The new café concept caters for different parts
of the day and different occasions with a wider
selection of take away and deli products
• Gateau bakery are included in the offering
• The new concept enables improved customer
service with efficient displays and operational
solutions

54
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Fazer Experience delights all senses
• 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 sour
dough bread is
made, learn about nutrition or enjoy an exhibition, among other things
• The Fazer Experience café
is particularly famous for its delicious weekend brunches
• The Fazer Experience shop offers a variety of novelties and traditional
Fazer products
• Fazer Experience also offers meeting services for a variety of needs
• 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
• Fazer Experience was visited in 2018 by more than 200,000 people
55
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6. Our people
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Fazer’s values
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Passion for customer

Quality excellence

Team spirit

We always strive to exceed
our customers’ expectations

Responsibility
in everything we do

We work together,
respecting each other
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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 aim to develop 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 High Performance Culture,
which emphasises shared responsibility for the company's success
• Fazer is developing a diversified working community as a strength and a
success factor

At the end of 2018, Fazer employed ca 15,700 people
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Fazer behaviours – we share, learn and collaborate
across the company to speed up strategy execution
• We reach forward
• We talk, listen and
show respect

We
Develop

We
Engage
Fazer
Values

• We deliver results
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• We co-operate & share
our knowledge
• We develop ourselves
and ways of working

• We take initiative,
find solutions and keep
our promises
• We take responsibility

• We ask, receive and
give feedback

We
Perform
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SUCCESS STORY

Fazer Innovation challenge
• Fazer Lab organised an internal Fazer Innovation Challenge, in which
teams of Fazer employees created and developed ideas for new
products and services

• 110 growth ideas were presented, of which 66 were chosen for pre-study
• The Grand Finale included excellent pitches from 24 teams
• 11 ideas were taken forward in Business Areas’ decision-making and five
are developed further in Fazer Lab
• One of the results, an artisanal hemp bread, has already reached market
• The Challenge was also a way to promote a culture of internal
entrepreneurship and open-minded exploration within the company
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Over 15,000 employees internationally
Employees by business area

Fazer Bakery 6,207
Fazer Food Services 6,812
Fazer Retail 822
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Fazer Confectionery 1,249
Fazer Lifestyle Foods 287
Others 319

Employees by country

Finland 6,952
Sweden 3,581
Russia 2,894

Denmark 1,048
Norway 529
Latvia 296

Lithuania 265
Estonia 131
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7. Sustainability
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How we grow, produce and consume
food has a significant impact on the
environment, on society and on our
well-being.

We see food
as a solution.
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Core goals by 2030 guide our sustainability work
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Goal 1: Less emissions
• 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
• Achievements in 2018:

14%

Energy use decrease*

88%

Renewable electricity

•

Over

40%

CO2 Emissions decrease*

100%

Renewable electricity in
Finland, Sweden and Lithuania

Practical steps to improve energy efficiency at Fazer include
⎻

developing the existing production facilities and processes

⎻

decreasing the amount of production waste

⎻

investing in energy efficient solutions (e.g. heat recovery)

*) From 2011 level
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Goal 2: 50% less food waste
• 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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SUCCESS STORY

Less food waste
• Fazer Food Services in Sweden has
reduced food waste (kitchen and guest
waste) with 42% since 2016
• Fazer Retail (Gateau bakery shops) in
Sweden is working actively to reduce food
waste through donations to organisations
such as Nema Problema Foundation and
the Swedish Church and by selling products
with a reduced price through KARMA
consumer app
• Fazer Bakery shop-in-shops in Finland
have initiated a “Hävikkitalkoot” waste
campaign to reduce bread waste.
Consumers now have a possibility to buy
older bread to a reduced price
68

8.4.2019

Company confidential © Fazer. All rights reserved

Goal 3: Sustainably sourced
• 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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Sustainably sourced
• We use 100% sustainable cocoa. We
source cocoa through direct programmes
and UTZ, Rainforest Alliance and Fairtrade
Cocoa Programme -certified cocoa
• We use 100% RSPO certified palm oil
• We use 100% sustainable certified soy
• We follow WWF’s seafood guide
• Our aim is that by 2025 all grain used by
Fazer bakeries in Finland and Sweden will
meet the Sustainable Grain Farming
Principles
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Goal 4: More plant-based
• 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
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More plant-based
• The demand for more plant-based cooking
products is increasing amongst the Nordic
consumer
• Fazer continues to develop Fazer Yosa
products as a part of its substantial
investments in oats and plant-based products
• The current Fazer Yosa assortment includes
tasty oat-based products for multiple uses
around the clock
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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 2018

• Positive development of reputation in
all main markets

• Used 100% sustainable cocoa

• 3rd most sustainable brand in Finland
in the Sustainable Brand Index 2018

• Used 100% sustainable certified soy

• 3rd most reputable company in
Finland in T-Media’s Reputation &
Trust study 2018
• Lost time accident frequency dropped
by 17% from 2017 and by 46% from
2013
• 125 Opportunities for Working Life
initiative awarded as the Recruitment
Activity of the Year in Finland
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• Used 100% RSPO certified palm oil
• Started a new farmer programme
under the Fazer for Better Cocoa
Programme in Cote d’Ivoire
• Developed sustainable food
innovations e.g. under the Fazer Yosa
brand
• Became the first food industry
company to make a Finnish water
stewardship commitment
• Made a new five-year commitment to
the Baltic Sea Action Group

• Total waste amount decreased
compared to the previous year
• 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 88% renewable electricity at
production sites; 100% renewable
electricity in Finland, Sweden and
Latvia
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