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Introduktion          Livsmedelsdetaljhandeln i de baltiska staterna har vuxit snabbt de senaste 

åren.  Den framtida strukturen förväntas bli liknade den i övriga EU.  Men 
en liknade marknadsstruktur behöver inte innebära att affärerna kan 
expandera från en region till en annan utan att ta hänsyn till olika 
kulturella skillnader och konsumenternas attityder.  Den här avhandlingen 
undersöker skillnaderna mellan den baltiska och nordisk detaljhandeln 
inom livsmedelsektorn. 

 
Syfte Syftet med denna avhandling är att peka på regionala skillnader mellan de 

baltiska och nordiska marknaderna, som t.ex. marknadsstruktur 
konsumenternas attityder mot olika sorters affärer, butikernas egna 
märken, lågprismärken och ekologiska produkter.  

 
Metod Forskningen har utförs genom en kvalitativ undersökning av 

matdetaljhandlarna på de estniska, finska och svenska marknaderna.  En 
konsumentundersökning, med studenter som målgrupp, har också utförts.  
Intervjuer och frågeformulär användes för att samla in data som sedan 
jämfördes med information från böcker och annat skrivit material.  

  
Konklusion Undersökningen kom fram till att marknadsläget i Estland fortfarande är 

under utveckling, där de största och minsta butikstyperna utvecklas 
snabbare än de medelstora.  Medan lågprismarknaden är förhållandevis ny 
för de nordiska konsumenterna, är den redan förhållandevis välutvecklad i 
Estland.  Fastän de utländska företagen har internationaliseringsplaner, så 
ligger det i deras eget intresse att ta hänsyn till lokala skillnader och vara 
mer förändringsbenägna när de expanderar i Estland.  

 
 De nordiska och baltiska konsumenterna inom målgruppen föredrar 

ungefär samma typer av affärer och produkter, men de estniska 
studenterna är lite mer nyfikna och intresserade av ekologiska produkter. 
De estniska matvarukedjorna har en potential att utveckla sina egna 
märken och lågprismärken, som initialt kan bli framgångsrikt.  Men i det 
långa loppet kan de estniska konsumenternas attityd mot sådana märken 
och utländska produkter bli ett hinder mot den tillväxten.   
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Abstract 
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Supervisor Jan-Evert Nilsson 
 
Institution  School of Technoculture, Humanities and Planning 
 Blekinge Institute of Technology 
   
Course Master Thesis in European Spatial Planning, FMD010 
 
Introduction            Food retailing in the Baltic States has developed rapidly in recent times. 

The future structure is expected to become similar to that of other regions 
in the European Union. However, a similar market structure may not mean 
that businesses can expand from one region to another without taking 
differing consumer attitudes and cultures into account.  This study 
examines differences between Baltic and Nordic food retailing and 
consumer behaviour based on an analysis of Estonia, Finland and Sweden. 

 
Purpose The purpose of the thesis is to highlight regional disparities between the 

Nordic and Baltic food retailing sectors in terms of market structure and 
consumer attitudes towards store types, own-label brands, low price 
brands and ecological products. 

 
Method The research has been conducted through a qualitative study of food 

retailers currently operating on the Estonian, Swedish and Finnish market.  
A quantitative study of consumer behaviour with students as the target 
group has also been carried out.  Interviews and questionnaires were used 
to collect data that has been compared to the information collected by the 
literature study. 

 
Conclusion The study identified that the market situation in Estonia is still in a period 

of development with the largest and smallest store formats developing at a 
faster pace than mid-sized outlets.  While the hard-discount format is 
relatively new for Nordic customers it is already maturing in Estonia.  
Despite companies’ internationalisation strategies, it is in their own 
interests to take local differences into account and take a more adaptive 
rather than standardised approach when expanding into Estonia.  

 
Nordic and Baltic consumers in the study group and their preferences for 
store and product choice are similar with a slightly higher level of 
curiosity and interest towards ecological products among the Estonians.  
For the retailers in Estonia, there is a potential to develop own-label and 
low-price brands which may experience initial success.  However, in the 
longer term Estonian consumer attitudes towards such brands and foreign 
products could be an obstacle to their growth in the market.  
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1 INTRODUCTION 

 

According to Maslow’s Hierarchy of Needs (San Diego State University n.d.) humans must 

satisfy the most basic objectives before they can move on to those on a higher level. Thus, an 

individual must satisfy physiological needs (such as food and liquid) before he or she will be 

able to expend energy on less fundamental objectives.  

 

Besides being physiologically necessary, food plays a major part in most peoples’ lives. From 

the infant age and onwards a large part of our learning and our lives are food related. 

(Holmberg 1996, p88)   

 

To have food a consumer must either grow it themselves or buy it from a third person. In the 

modern world, the physiological needs of food and liquid are mainly provided to the individual 

by intermediaries such as food retailers and wholesalers.   

 

When discussing different aspects of food consumption and the consumer, McKenzie (1986) 

identifies five fundamental laws (Holmberg 1996, p89):  

 

• Food preparation, storage and consumption act as an aid to feeling of security. 

• Food selection and preparation act as a direct substitute for maternal creativity. 

• Food choice demonstrates group acceptance, conformity, prestige. 

• Food compensates for denial so is used as a support during times of crisis. 

• Our choice of food and drink as a means of demonstrating mood and personality.” 

 

The focus of this research will be on the third law. It is intended to study food choice in 

Estonia and compare this with Finland and Sweden.  The focus will be not only on the products 

that consumers choose within these countries but also from which types of stores they purchase 

them.  The internationalisation of food retailers and their strategies also plays an important role 

in this area since both Finnish and Swedish retailers have been present in Estonia for several 

years.  

 

The study will involve analysis of selected retail companies in the three countries as well as 

customer opinion and behaviour towards both the stores and the products they sell. 
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1.1 Problem 

 

As firms move out of their domestic market on to the international stage, they are faced 

with differing business arenas.  The nations they expand to can vary with regard to 

consumer behaviour, language, legal system, technological infrastructure and business 

culture to name just a few.  The question is how important are international differences 

for firms operating across borders.  Do firms need to adapt to the international diversity 

encountered or can they find ways of overcoming the constraints imposed on them by 

national structures and behaviours.  (De Wit & Meyer, 2004 p534)  

 

International differences don’t seem to bother hard discount retailer Lidl.  The company 

has been on a European expansion drive since the mid 90s and will shortly cover most 

of the countries of the European Union. This retailer follows a standardisation strategy 

having similar looking stores in all of the countries where they operate.  Even if the 

store is not newly built, the interior of a Lidl store in Great Britain is very similar to that 

of a Lidl store in Sweden or Spain with a store size of between 1200 and 1700 square 

metres.  With some regional exceptions in fresh food items, the product range at Lidl is 

similar across Europe and tends to be manufactured in Germany rather than locally.  On 

a visit to a Lidl store in Sweden, one in Finland and another in Great Britain it was 

found that own-label products dominate the food range in all countries with only a 

handful of well known, mainly national brands found on the shelves.  

 

Do Estonians want more choice? 

 

Estonia, a member of the EU since 2004 has so far avoided the sight of Lidl’s logo in 

its towns and cities. However, the company is shortly expected to open its first Estonian 

stores having already begun the process of creating a logistics network.  If the 

company’s expansion in Estonia is to be anything like that in Finland and Sweden it 

will only take a few years before Lidl builds a nationwide presence.   

 

Economic factors play a significant role for consumers.  Middle class shoppers no 

longer find discount stores such as Lidl undesirable.  According to research by 

ACNielsen on behalf of the Netto hard discount chain, middle class shoppers have also 
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woken up to the benefits of discount shopping.  Netto's customer profile now means 

that Mercedes and BMWs are a common sight in the stores' car parks. (The Retail 

Bulletin, 2005) 

 

Despite the lack of Lidl’s presence so far, Estonia is no stranger to the internalisation 

plans of other foreign food retailers with Finnish Kesko and SOK, Swedish ICA and 

Lithuanian VP Market all operating stores in competition with a small number of 

Estonian chains.   

 

In clear contrast to Lidl, the Swedish and Finnish retailers appear to follow a more 

differentiated strategy in their foreign stores’ product ranges.  At first glance when 

visiting a food store in Estonia, a shopper who is more used to shopping in Sweden or 

Finland, would notice a clear difference in the products on the shelves. This is not to 

say that the actual products are different since the same manufacturers selling food in 

Sweden and Finland are also present in Estonia.  However, something that is 

commonplace in nearly every Finnish and Swedish supermarket is almost unheard on 

the shelves in Estonia – own-label products. Looking further at the products on offer 

also reveals that two other product ranges that are everyday in the Nordic countries are 

rare in Estonia’s food stores – ecological products and low-price brands.   

 

It is our belief that the Finnish and Swedish food retailing companies present in Estonia 

have adapted their business to the market, particularly in terms of product choice but 

also in store format when comparing with their home market.  It is expected that rather 

than bring their own concept to the new countries completely they have adapted to 

become more similar to national food retailers in Estonia.   

 

This contrasts with the internationalisation strategies of larger international players in 

Europe’s food market such as Lidl which follows a standardisation strategy.  With a 

near 100% own-label reliance and low-price stance set to take on Estonia the question 

is raised - Do Estonian’s want more choice? Why don’t retailers in Estonia today offer 

a wide selection of own-label products, low-price and ecological products as their 

Nordic counterparts do?  How will the Lidl strategy of standardised internationalisation 

fit with the Estonian consumer?   
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The plan is to investigate reasons why retailers expanding from one European Union 

country to another may need to change their operating strategy in new markets focusing 

on the importance of consumer behaviour in this area.   

 

 

1.2 Purpose 

 

The purpose of the thesis is to highlight regional disparities between the Nordic and 

Baltic food retailing sectors in terms of market structure, internationalisation and 

consumer attitudes towards store types, own-label brands, low price brands and 

ecological products.  

 

 

1.3 Reasons for Choice of Countries 

 

With 25 member states, the European Union (EU) is a large area that would encounter 

strong cultural differences and require a lengthy study in order to fully investigate 

possible reasons why retailers may need to choose different operating strategies when 

expanding across the continent.  Unfortunately the financial requirements and time 

constraints for the research did not allow for such an expansive study and therefore it 

was decided to focus on two particular regions of the EU.  

 

The Nordic and Baltic regions were chosen as the basis for the study, in particular the 

countries Estonia, as a new member state and its neighbours Finland and Sweden which 

have been members of the EU since 1995.  The authors’ ability to understand the 

languages of the chosen countries, life experience as consumers in the region together 

with knowledge that food retailers operating in Finland and Sweden also had, or in the 

case of Lidl were about to have, a presence in Estonia added weight to the decision to 

concentrate on these countries.   

 

As can be seen from figure 1.01 below, although Estonia is the smallest of the three 

countries in terms of both land area (excluding water areas) and population, it has the 

highest population density per square kilometre.  When looking at this figure in terms 

of the number of people of shopping age (considered to be those over 15) there is a 
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striking difference between Estonia and its Nordic neighbours.  This would suggest that 

Estonian consumers should have greater access to food retail outlets than those in 

Finland and Sweden.   It can be argued that Estonia’s high population density is not 

reflective of the entire country since rural areas differ greatly from the large city 

regions, particularly the capital.  However, a similar situation also exists in the 

comparison countries of Finland and Sweden.  

 

 
Figure 1.01:  Population and Land in the Studied Countries 

Source: CIA World Factbook, 2005 

 

 

1.4 Market Overview 

 

In all three countries there are a number of companies providing the population with 

access to food through retail outlets.   Independent retailers and alternative channels to 

food retail stores also exist, more so in Estonia than in Finland and Sweden.  

 

1.4.1 Estonia 

 
According to the research group TNS Emor, Estonian shoppers spent an average of 

EUR 12,50 on food per day in 2004.   More and more of this money is being spent in 

the stores of retailers that were unheard of in Estonia ten years ago and this is set to 

continue. 
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The retailing industry appears to be growing rapidly with all players having significant 

expansion plans. Market investigation shows that many of the competitors that are 

already present in Estonia, continue to open up more outlets. The Estonian retail market 

for food is growing strongly, at least approximately by 5-15% per year within the next 

3-5 years, partly due to the growing incomes (European Commission, 2004). This is 

confirmed by Sibul and Voog (2005, p38) who claim that “Food retailing in the Baltic 

countries has grown rapidly in recent years.  Turnover of food retailers has increased by 

over 10% every year, a stronger growth rate than the salary level of the population.” 

 

The Estonian food retail market is worth around 5.2 billion euros of which only around 

one billion is in the hands of Estonian owners (Sibul & Voog, 2005, p39).  Foreign 

companies make up the bulk of the retail chains in Estonia controlling over 60% of 

such stores and all having expansion plans for more stores in the future.  Tallinn, the 

capital of Estonia, has the largest presence of chain stores with supermarkets and 

hypermarkets dotted around the city.  “Supermarkets have experienced growth, 

especially in the suburbs, at the expense of small shops. Currently, the food retail trade 

is largely controlled by only a handful of companies” (USDA Foreign Agricultural 

Service 2004).   

 

Tourism is worth taking note of in Estonian food retail.  Tourists account for around 

15% of turnover in Estonian food stores.  The largest part of the increased sales will 

find their way to Finland in particular. (Sibul & Voog, 2005, p39) 

 

The rapid development of the food retail market in Estonia has seen a shift in shopping 

patterns with customers opting for the all-under-one-roof chain stores rather than the 

more traditional market places and category specific food stores.  The introduction of 

retail chain concepts to Estonia has dramatically reduced the importance of these 

traditional players and changed the shopping patterns of the country’s consumers.  The 

market share of retail chains continues to increase, in 2004 over 56% of the food retail 

market was in the hands of retail chains, up 10% from 2001 (TNS Emor / USDA 

Foreign Agricultural Service, 2004).   

 

In Estonia concentration is expected to occur in the retail sector through mergers of the 

currently existing companies or sale of Estonian companies to foreign owners.  
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According to experts, the Estonian retail market is extremely competitive at the 

moment.  (Sibul & Voog, 2005, p40) 

 

Despite the stabilisation of Estonian incomes since the 1990s allowing more of people’s 

income to cover more of their basic needs, the average per capita income is still low.  

According to the Pellervo Economic Institute PTT (n.d), the consumption volumes of 

most food products are smaller than the optimum basket necessary for healthy nutrition.  

Therefore prices are an important factor in Baltic consumers purchase decisions.  

According to TNS Emor, 63% of Baltic consumers consider good prices are the one of 

the strongest arguments in choosing the store in which they purchase groceries.  A 

growing trend for the retailers has become the offering of special offer campaigns and 

lower price sales (Kersten Sibul and Aivar Voog, p41). 

 

1.4.2 Finland and Sweden 

 
The food retail sector in Finland is largely integrated and concentrated with the three 

largest import and wholesale companies controlling around 80% of the market for food 

and beverages.  In Finland, the 375 largest stores accounted for half of total retail food 

sales of EUR 9 billion in 2002.  There were 4163 food retail outlets in 2002, which was 

slightly fewer than the previous year. Due to the severe Nordic winters and relatively 

short growing season, Finland relies heavily on imported food and agricultural 

products.  (USDA Foreign Agricultural Service, 2004) 

 

Six companies together dominate the food industry with an aggregate market share of 

around 95%.  The chains have a nationwide network of foodstores with the largest 

companies also operating in other areas of retail such as department stores and home 

improvement outlets.  

 

Food retailing in Sweden is also highly concentrated and is dominated by three large 

players who together control around 75% of the approximately EUR 14 billion market. 

There were 6,060 food retail outlets in Sweden in 2002 compared to 13,000 in 1970. 

(USDA Foreign Agricultural Service, 2004) 
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It would be easy to assume that the private trader is almost unheard of in Finnish and 

Swedish food retail.  This however, is not the case since many food stores are operated 

by private entrepreneurs despite being are part of a chain.  This is due to the high 

presence of franchising, symbol groups and more importantly a merchant system used 

by the market leading companies.    

 

Foreign retail actors have started to enter the Finnish and Swedish food retail market. In 

Finland, Lidl has been present since 2002 and the Spar chain is Swedish owned. While 

the Spar business was a simple acquisition, Lidl, the German hard discount chain 

entered the Finnish market by simultaneously opening up ten outlets around the country 

in August 2002.  According to a market survey, Lidl’s products are priced at about 10-

15% below the average Finnish food prices and about 90% are private label products. 

Lidl’s entry into the Finnish food retail sector has undoubtedly increased the 

competition in the Finnish retailing sector. Since opening up their first outlets in August 

2002, Lidl has grabbed a 2.5% market share in Finland, pressing prices at about the 

same rate. 

 

In the year 2002 the hard discount chain Netto Marknad was established as a joint 

venture between ICA and Dansk Supermarked, followed one year later by the German 

Lidl.  “One interesting thing about these actors is that they emphasise a more 

pronounced discount concept than that of the Swedish actors (Blank & Persson, 2004).  

Despite providing a number of small ICA stores to the new chain at its establishment, 

ICA appears to be a sleeping partner in the Netto Marknad venture.   

 

 

1.5 Methodology 

 

Research covers the search for and retrieval of information for a specific purpose. 

Research has many categories, from medical research to literary research.  Due to the 

nature of the thesis, three types of business research are embraced (Wikipedia 

Encyclopaedia, 2005): Consumer Research, Market Research, and Product Research  

 

 



14 
  

The research was conducted initially using secondary material to gain background 

information followed by collection of data from retailers in the region and finally a 

focus group to explore the issues.  

 

1.5.1. Literature Study 

 
The literature study has provided information about the current state of the market and 

given information regarding other findings on the subject.  Furthermore, this 

information is later compared with the results of the research in order to provide some 

answers to the questions initially intended to be answered by this thesis.   

 

1.5.2. Qualitative research 

 

The aim of the qualitative research has been defined as to “develop deeper 

understanding of certain kinds of human behaviour rather than to provide statistics”.  

(Central European University, 2003)  One of the tasks of the thesis was collect 

empirical data of the retailers’ products ranges and strategic plans that belongs to the 

qualitative research method. 

 

A common model questionnaire was developed in order to interview the companies that 

were chosen for the research with slight modifications for each company according to 

the research needs.  The companies were interviewed using oral and written methods. 

Sample questionnaires can be found from the appendices.  

 

E-mail questionnaires were sent to the companies ICA, Kesko, Rimi Baltic and Lidl.  

Telephone based interviews were made with ETK, Selver and VP-market and took an 

average time of 20 minutes. The information gathered from each interview was 

organised and classified according to each of the topics and sub-topics in the proposed 

index.  The data was then compiled with the material presented in this thesis. 

 

For the process of data interpretation, the results of the investigation were compared to 

the theoretical information. 
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1.5.3. Quantitative Research 

 

Since one of the objectives of the research is to examine consumer preferences towards 

store types and brands, it was decided that the most appropriate way to obtain 

information was to use quantitative methods collecting empirical data directly from the 

students – the target group of the survey. 

 

150 Estonian, Finnish and Swedish students were questioned about their food shopping 

habits as well as attitudes towards domestic and foreign products, brands and ecological 

products.  Examples of the questionnaires can be seen from the appendices.   In order to 

collect the answers in a flexible way for both student and researcher a fairly detailed 

internet based questionnaire was used.    

 

Given the lack of time and resources, a controlled group was used for the research since 

it was not practically possible to conduct an analysis on a large scale to gain a wider 

impression of the Estonian population.  Students were chosen due to the relative ease of 

access to this group.  In refining the search further it was decided to concentrate the 

research on the three university cities of Tartu in Estonia, Turku in Finland and the 

Malmö/Lund area in Sweden.  

 

With the exception of some regional differences relating to brand names, the questions 

asked of the participants were the same in every country.  The questionnaire was made 

available in the local language of the students own countries rather than English in 

order to ensure a quick response rate.  Although, some small differences in the 

questions may have occurred on translation the effect of this is expected to be 

negligible.   The online questionnaire remained open in each country until the target 

number of answers had been achieved.  

 

Additional questions were asked of the students in Finland and Sweden concerning 

their attitude towards hard-discounter Lidl which does not have stores in Estonia.   
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1.6 Limitations 

 

Empirical data concerning consumer attitudes was collected from a sample group of 

students in the three countries.  It is understood that a small and focussed sample group 

cannot represent the opinion of the whole population in each country.  Therefore, the 

results concerning consumer behaviour should be looked at as an example of answers 

that may be received when conducting a larger scale investigation rather than actual 

consumer opinion in general.  

 

The results concerning company product ranges and stores are correct to the best 

knowledge of the authors and also include an element of personal experience.  

However, as the research has been mainly conducted from Sweden some minor 

discrepancies may exist. 
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2 FOOD RETAILING IN ESTONIA, FINLAND AND SWEDEN 

 

Food retailing in Estonia, Finland and Sweden is carried out by numerous companies, co-

operatives, independent retailers and private traders through various channels.  This chapter 

seeks to explain the differences between the large companies’ chain operations and the 

independent retailers who may operate only one store.  The food retail store channels in the 

three countries are introduced and the reader is acquainted with an overview of the market in 

terms of store numbers, companies operating in the sector and their market share.   

 

2.1 Food Stores in Estonia, Finland and Sweden 

 

 

 
Figure 2.01:  Concentration of Food Stores in Estonia, Finland and Sweden 

Source:  USDA Foreign Agricultural Service, CIA World Factbook, 2004/05 

 

There are significant differences between the numbers of different store types in each 

country. According to the USDA Foreign Agricultural Service, Sweden has the most 

food stores with an estimated 5800 outlets operating at the end of 2004.  Finland has 

4000 while Estonia has around 2500.  Even though Sweden has more stores in terms of 

actual numbers of outlets, it has the least in comparison with the population.  As can be 

seen in figure 2.01, there is a clear difference between Estonia and the other countries 
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with every 536 Estonians having access to one food store for every 18 square 

kilometres.  This is in contrast with Finland and Sweden where there is one food store 

for approximately every 1400 people or every 73 square kilometres.  As detailed in the 

introductory chapter, a difference was expected although the scale has been somewhat 

surprising.   

 

Figure 2.02 below shows the number of stores in all three countries in total as well as 

by chain and independent operator.  To highlight the differences between the nations in 

more detail, a comparison has been made by looking at what the number of stores 

would be if the population of Finland and Sweden were the same as the population of 

Estonia.  This type of comparison will be used throughout the chapter.   

 

 
Figure 2.02:  Store Numbers in Estonia compared with Finland and Sweden 

Source:  USDA Foreign Agricultural Service, Retail Chains in the countries 2004/05 

 

The details in Figure 2.02 support the argument that there are comparatively more food 

stores in Estonia than in its Nordic neighbours.  The striking difference between the 

countries is the considerably higher number of Estonian independent operators.  In 

terms of chain operations however the number of stores in Estonia is already reaching 

the comparable figure for Sweden.   Reasons for these differences are possibly due to 

the young market situation in Estonia compared to the more mature Nordic markets.  

While expansion of the chain retail sector has been quite rapid in Estonia, the decline of 

non-chain operations has been much slower.  Over time it is expected that the number 

of stores will become more equal between the countries if more small retailers 

disappear.  
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2.2 Companies to be Studied 

 

In order to develop the study it was decided to focus on a small number of companies.  

As the major focus of the study is on Estonia, four companies operating there were 

chosen along with one company each from Finland and Sweden.    

 

The Finnish and Swedish companies chosen were Kesko and ICA since they are market 

leaders in their home countries and are also present in Estonia through a joint venture.  

The German retailer Lidl’s operations in Finland and Sweden were also looked at in the 

study since it will shortly begin operations in Estonia. The companies were well 

represented in the respective Finnish and Swedish study areas.   

 

Both international and domestic retailers were chosen for analysis in Estonia.  The 

international retailers were the ICA and Kesko joint venture and market leader Rimi 

Baltic and the Lithuanian VP-Market.   The domestic food retailers were the ETK co-

operative and Selver/Tirsi.  All of the companies have a presence in the Estonian study 

area.    

 

 
Figure 2.03:  Store numbers of the Companies chosen for the research 

Source:  The Companies, 2005 

 

Details of the store numbers of the chosen companies can be seen in Figure 2.03 above.  

The Estonian chains are considerably smaller in terms of store numbers when compared 

with the situation at Finland and Sweden’s market leaders.  Once again, the young state 

of the Estonian market compared with the Nordic region can account for this 

difference.  This is confirmed when looking at the comparative figures for Lidl in 
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Finland and Sweden where it is a newcomer to the market and has approximately the 

same number of stores as Estonia’s latest entrant VP-Market.    

 

2.3 Chain Operations and Independents 

 

A company engaged in food retailing and owning several stores usually forms its stores 

into a common chain.  “Chain stores are a range of retail outlets which share a brand 

and central management, usually with standardised business methods and practices. 

Such stores may be branches owned by one company or franchises owned by local 

individuals or firms and operated under contract with the parent corporation. Features 

common to all chains are centralised marketing and purchasing, which often result in 

economies of scale, meaning lower costs and presumably higher profits” (Wikipedia 

Encyclopaedia, 2005). 

 

In order to serve different segments of a market, it is not uncommon for some larger 

companies to own more than one chain.  Some Nordic companies operate up to six 

different chains representing different segments.  In most markets chain store groups 

collectively tend to hold the major part of market share.  This is often the case despite a 

higher number of independent stores than those in the chain.    An independent retailer 

tends to be a private entrepreneur operating at least one store.  The general trend is that 

independent retailers are disappearing while chain operators are growing.  

 

It can be argued by some that the standard range of products offered by food retail 

chains can be culturally detrimental, damaging smaller scale production activity by 

purchasing only from larger suppliers and offering customers less choice than an 

independent retailer by only stocking the most popular lines.  On the other hand, a large 

chain store may actually offer more products at considerably lower prices than an 

independent retailer.  As a larger purchasing power it is able to source products in 

greater volumes and from further away than the independent who often relies on 

sourcing products from a local wholesaler.  In the case of the Nordic countries most 

wholesalers also operate significant retail chain operations of their own.   

 

Critics of chains allege that they are economically damaging to communities because 

they extract capital that otherwise would re-circulate in the local economy with 
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independently owned businesses.  The displacement of independent businesses by 

chains has generated controversy in many nations and has sparked increased 

collaboration among independent businesses and communities to prevent chain 

proliferation. (Wikipedia Encyclopaedia, 2005) 

 

Independent retailers can compete with the chain operating companies by forming 

strategic alliances with other independent retailers or joining a larger retailer as a 

franchisee.  Alliances include so called symbol groups which bring together 

independent retailers through centralised purchasing under a common brand and shared 

marketing.  Despite the centralised operations the retailer remains completely 

independent.   “Franchising is a method of doing business wherein a franchisor licenses 

trademarks and methods of doing business to a franchisee in exchange for a recurring 

royalty fee usually” (Wikipedia Encyclopaedia, 2005).   

 

2.3.1 Nordic Merchant Model 

 

In addition to symbol groups and franchising the Nordic countries boasts a merchant 

system that is a mix of both.  It is primarily in operation by the companies ICA in 

Sweden and Kesko in Finland and represents the market leading chain operation in both 

countries. Similar to the franchising system, private entrepreneurs are independent legal 

entities, but connected to the central company in terms of sourcing, marketing 

operations and the joint presentations of logos and brands.  Traditionally they have also 

become shareholders in the central company.  Although a similar system has been 

found in Germany and possibly exists also in other countries, the term Nordic merchant 

system or model will be used in this report.  

 

ICA serves as an overall support function for ICA stores. The cooperation is based on 

an agreement through which the stores join forces under the ICA name to secure better 

purchasing terms and carve out a clearer image in the marketplace.  (ICA Sverige AB, 

2004)  There are two types of agreement, one for food only stores and another for stores 

selling both food and non-food ranges.  
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The majority of the Finnish Kesko and Swedish ICA food stores have an agreement, 

which is a shareholder and financing agreement whereby the central company (Kesko 

or ICA) retains the rights to the store location while the retailer runs the store, through a 

company.  Depending on the store’s size and annual sales, the retailer pays a royalty 

and in some cases a profit share to the central company.  The central company’s 

property division owns many of the store properties or holds leases on them.  

 

In stores where there is a food and non-food mix the non-food departments are operated 

as branches by the central company.  The property is usually owned by central 

company’s property division which rents out the food department premises to the 

merchant’s food retail company.   

 

In Sweden retailers in the merchant system decide for themselves their product range 

and the price of the products sold in their stores but co-operate on special offers.  In 

Finland this has traditionally been the case although there is now a move towards more 

control from the central company through uniform pricing and product range in the 

largest stores.  This is achieved through new agreements with the entrepreneurs.  While 

this has increased availability of certain products to consumers and made prices more 

competitive with rivals it has caused disagreement among some of the private 

entrepreneurs several of whom were forced to relinquish their business on refusing to 

sign the new agreements.  

 

In Estonia there was no evidence of wide scale franchising, symbol groups or the 

Nordic merchant model in the food retailing sector. ICA and Kesko together own and 

operate all of their stores in Estonia through the joint venture company Rimi Baltic.  

“The entrepreneurial spirit of the model used in Sweden is important also in the other 

countries, but we do not at this point consider changing the way the stores the Baltic 

countries are run.”  (Janne Petersson, ICA Sweden, 2005) 

 

 

2.4 Store Types  

 

Food retailing, be that through a chain operator or an independent takes places through 

various channels the most common of which is the retail store. Food retailing 
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companies operate several different store formats most of which can be found in any 

European country.  A list of the most common store formats is given below:  

 

2.4.1 Hypermarkets and Superstores 

 

Located on the outskirts of town, hypermarkets and superstores are usually part of a 

retail park with other large stores in close proximity. Due to the location a car is 

desirable to get to these stores and large free car parks are usually part of the service 

offering.  In some towns bus services are also offered.  Hypermarkets have their roots 

in the food retail stores and accordingly food remains a major part of the product range 

sold in these stores.  In addition to a wide range of food and household products 

numerous other non-food lines can be found.  

 

According to the Institute of Grocery Distribution (IGD.com, 2004) a hypermarket is a 

store with a sales area of 3 600 square metres or more.  The largest hypermarkets 

usually have a 50/50 food/non-food split.  Compact hypermarkets, being smaller, tend 

to focus on providing a wide range of fresh foods and service in addition to a slimmed 

down non-food range.  A superstore is a store with a sales area of between 2 250 and 3 

600 square metres focussing mainly on food.  

 

Store numbers in the three countries are given in figure 2.04 below including a 

breakdown of figures for the analysis companies.   While Kesko and ICA operated both 

formats in Finland and Sweden they only operated hypermarkets in Estonia.  ETK was 

only present in the hypermarket sector while Selver/Tirsi was the only Estonian retailer 

to operate both formats.  Neither Lidl nor VP-Market operates such stores in Estonia.  
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Figure 2.04:  Hypermarkets and Superstores in Total and by Studied Company in the Three Countries 

Source:  The Companies, Eniro 2005 

 

 

  

 
Figure 2.05: Distribution of Hypermarkets and Superstores in Estonia, Finland and Sweden 

Source:  The companies, CIA World Factbook, Eniro 2005 

 

There are 20 hypermarkets in Estonia representing only 1% of all stores and yet 

controlling around 25% of the Estonian food market (TNS Emor, 2004).  Hypermarkets 

are also important to the food retail sector in Finland where there are 114 such stores 
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controlled by the three largest companies.  For every 38 000 Finns of shopping age 

there is one hypermarket compared with one for every 56 000 Estonians.  This would 

suggest that, should consumers prefer this type of retail concept, there is room for 

development of more hypermarkets in Estonia.  Looking in greater detail at Estonia, 

(Figure 2.05) it can be seen that 75% of all hypermarkets are located in the capital city 

area.  This compares with only 18% and 19% in Finland and Sweden respectively and 

suggests that the retailers in Estonia have concentrated their hypermarket efforts on the 

capital city region due to its higher population and purchasing power.  Probably 

expansion of hypermarkets to the rest of the country will occur in due course.  The 

expansion to smaller towns may be concentrated on a scaled down version of the 

hypermarket or development of more superstores. 

 

Sweden (Figure 2.05) is the surprise in the analysis with Swedish consumers having to 

make do with only 92 hypermarkets translating to one hypermarket for every 80 500 

Swedes of shopping age.  The pattern of distribution of the hypermarkets however, is 

similar to that of Finland.  Both countries have an almost equal number of superstores 

with Finland having 174 and Sweden 169.  When looking at this in terms of population 

of shopping age however a significant difference becomes apparent with there being 

one superstore for every 25 000 Finns while Swedes share one store among 44 000 

people.   Comparing the capital city areas, both Tallinn and Stockholm have relatively 

few superstores while the Finnish capital region has over 30. 

 

With only eight superstores, the sector is less well developed in Estonia than in its 

Nordic neighbours.  This would suggest room for further growth in the sector.   

 

2.4.2 Supermarkets 

 

These stores are smaller and tend to focus primarily on food and household goods.  A 

supermarket has a sales area of between 280 and 2 250 square metres. (Institute of 

Grocery Distribution, 2004) Supermarkets are normally located closer to town and city 

centres as well as part of modern suburban shopping centres.  Prices are competitive for 

their area but not usually as cheap as in the Hypermarkets and Superstores.   

Additionally, it was found that Estonia and Finland also have a small number of 
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department stores that operate Food Halls within their stores.  These tend to attract 

middle and high-income buyers as well as tourists.   For the purpose of the research 

Food Halls will be classed as supermarkets.   

 

 
Figure 2.06:  Supermarkets in Total and by Studied Company in the Three Countries 

Source:  The Companies, Eniro 2005 

 

As shown in Figure 2.06, supermarkets are common throughout both Finland and 

Sweden but significantly less so in Estonia.  There is a gap in the market between small 

stores and superstores/hypermarkets that may be filled in future as existing actors, 

particularly VP-Market become more adventurous in their expansion plans.   

 

2.4.3 Hard-Discounters 

 
These stores sell a limited range of products, usually less than 1200 and focus on dry 

grocery with a strict focus on price.  There are limited in-store fixtures and goods are 

often bulk-stacked on pallets (Institute of Grocery Distribution, 2004). In addition to 

food they tend to run promotions on a weekly basis on a number of non-food items. 

Although it is generally assumed that hard discounters attract low income customers, 

the Danish hard discount supermarket company Netto disagrees. “Saving money is a 

classless activity and as more people realise they can save on their weekly shop at 

Netto, the more the middle classes begin to shop at Netto.  What's happening 

internationally very much mirrors our experience when we launched in Denmark 15 

years ago. Back then Danish shoppers were suspicious of discount stores but today it's 

now trendy to shop at a Netto” (The Retail Bulletin, 2005) 

 

There is also a discount food store format called the Soft-Discounter selling a 

considerably larger range of products than their hard-discount equivalent but with 
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similar characteristics such as the low number of staff and lack of specialised, less 

frequently purchased items.   However, due to the large range of products sold in such 

stores this format has been categorised as a supermarket for the purpose of this study.   

 

 

 
Figure 2.07:  Hard Discounters in Total and by Studied Company in the Three Countries 

Source:  The Companies, Eniro  2005 

 

As Figure 2.07 shows, there are two players operating in this market in all three 

countries although Lidl has yet to open a store in Estonia.  In Sweden and Finland there 

is one hard discount store for an average of every 56 500 people of shopping age.  In 

Estonia the situation is different with one store for every 23 975, a figure than Lidl is 

likely to reduce even further in the near future.  In the capital city region Estonia has 21 

hard discount stores while Finland has 14 and Sweden 17.  Hard discount stores are 

considerably more important to the Estonian market than they are to the Finnish and 

Swedish markets.  Estonia’s 47 hard discount stores have a market share of over 12% 

compared to less than 3% in Finland and Sweden.    In a reversal of the usual trend, 

Finland and Sweden are the younger markets for hard discounters and Estonia is more 

mature.  The figures for Finland and Sweden can be expected to increase to similar 

comparative levels as Estonia.  However, it is debateable if the number of stores in 

Estonia can rise much more as other store formats increase their numbers and battle for 

the hard discounters’ share of the market with increased product choice and services.   

 

Distribution of stores already appears to be fairly even looking at the details in Figure 

2.08.  In all of the countries the largest owner of the hard discounters is foreign.  

Sweden has no domestic hard-discount chain while Finland has only a very small chain.  

“Lidl will shortly begin activity in the Baltic States.  A large period of construction 

change in the discount sector still lies ahead.”  (Sibul & Voog, 2005, p40)  
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Figure 2.08:  Distribution of Hard Discount Stores in Finland, Sweden and Estonia 

Source:  The companies, CIA World Factbook, Eniro 2005 

 

2.4.4 Convenience Stores and Small Foodstores 

 

These stores have a sales area of less than 280 square metres, and sell products from at 

least 8 different grocery categories.  The independent retailer is mainly present in this 

sector (Institute of Grocery Distribution, 2004). According to Finnish legislation a store 

of under 400 square metres is classed as a convenience outlet.  These stores are grouped 

together for the purpose of the research.  Convenience stores tend to be located in city 
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areas and petrol station forecourts open long hours while other small food stores are 

usually open for shorter periods of the day.  Despite this difference both store types 

share common characteristics of small sales areas and location close to where people 

live or work.   In general petrol station outlets of the oil retailers have not been counted 

as part of this study due to lack of information about such sites.   

 

 
Figure 2.09:  Small and Convenience Stores in Total and by Studied Company in the Three Countries 

Source:  The Companies, Eniro 2005 

 

Convenience stores and small food stores remain popular in all of the countries (Figure 

2.09). Traditional independent grocery stores are predominantly located in smaller 

towns throughout the countryside. However, it is still difficult to distinguish an 

independent grocery store from a convenience store. Competition between the small 

groceries is intense, and the emergence of niche stores is evident. Some independent 

stores are being converted to convenience stores or bought out by developing chains. 

The largest sales are reported by chain stores (USDA Foreign Agricultural Service 

2005).    

 

2.4.5 Alternative Channels 

 
These channels include kiosks, home-shopping either through mail order or the internet 

and street markets. Kiosks sell a small range of foodstuffs and are frequently operated 

by independents trading either under their own name or as part of a symbol group or 

franchise.  In remote areas of all three countries there are also mobile food stores 

driving around. 

 

Street or open air markets are usually located in town centres and are operated by 

groups of independent traders, in some cases, particular the sale of food, market stalls 
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are located inside a market hall.  Individual stalls usually specialise in one area, e.g. 

vegetables or cheese.  In Finland and Sweden this is a niche market with very limited 

market share usually attracting tourists and seasonal purchasers.   

 

Although decreasing, street markets in Estonia remain more popular than in its Nordic 

neighbours.  Recent studies by TNS Emor showed a drop in the popularity of street 

markets. Customers are increasingly shopping at retail stores where selections are 

larger and heightened competition has either lowered prices or kept them down (USDA 

Foreign Agricultural Service, 2002).   

 

The network of Estonian retail stores has grown strongly at the expense of the more 

traditional markets which have seen their market share gradually eroded over recent 

years.   The share of the street market for groceries in Tallinn for example was around 

50% in the 1990s, 30% in 2000 and only 16% in 2004.  Taking the whole of Estonia 

into account, the market share of the street market is only around 6% today.  (Sibul & 

Voog, 2005, p39) 
 

 

2.5 The Estonian Food Retail Market  

 
 

  
Figure 2.10:  Estonian Store Formats and Market Share of Chain and Private Operations 

Source: The Companies 2005, USDA Foreign Agricultural Service, TNS Emor, 2004 

 

Despite the growth of chain operations in the past ten years the independent retailer 

reigns supreme in terms of store numbers on the Estonian market with 80% of all food 
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stores as seen in figure 2.10.  It is likely that some of the independent retailers operate 

more than more outlet but not such a significant number to constitute a chain.   

  

As there was no evidence found of major franchise systems or symbol groups in 

Estonia the independent retailers are assumed to source their groceries from 

wholesalers or in some cases, the chain operators and therefore probably carry a similar 

product range in their stores.  

 

The chain operators have been building their business in Estonia since the 1990s.  

Today, despite representing only 20% of all Estonian food stores they control more 

than 60% of the market for food as can be seen in Figure 2.10.  When comparing this 

data with the store numbers of the more established Finnish and Swedish markets this 

would suggest that Estonia may have too many food stores.  More concentration will 

probably take place in the future with smaller stores either being acquired by chain 

operators or closing due to competition from these companies.   The lack of symbol 

groups to enable the independents to take advantage of joint purchasing agreements 

may help to contribute to the demise of the independent retailers should price 

competition become more intense in the future.   

 

As can be seen in figure 2.11, there are nine chain operators in Estonia.   Four are 

foreign and tend to represent the larger store sectors while the smaller store sector is 

dominated by Estonian retail companies.  Two companies, Rimi Baltic and ETK have 

central warehousing and logistics system in operation.  They will be joined shortly by 

Lidl, the German hard-discount chain which is currently constructing a logistics centre 

outside Tallinn.  “Considering Lidl’s operations in Finland and Sweden, opening of 

their logistics centre will be simultaneous with the opening of the first stores. It is 

known that Lidl is looking for store sites in Estonia and taking contact with grocery 

companies” (Estonian Trade Council, 2005).  
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Figure 2.11:  Chain Operators in Estonia 

Source: The Companies, 2005 
 

Rimi Baltic, the largest chain in Estonia with around 24% market share is a 50/50 joint 

venture company between Kesko from Finland and ICA from Sweden.  The company 

was created at the beginning of 2005 through the merger of the two companies’ Baltic 

food retailing businesses.  Kesko was an aggressive player in the market even before 

the merger and was the largest chain retailer with a 21% market share through its 

Citymarket Hypermarkets and Säästumarket hard-discounters.  The addition of Rimi 

has brought only 3.1% additional share to the company.  Rimi Baltic aims to maintain 

its leading position in the Estonian marketplace holding onto its market share of 25% 

through continued expansion and development.   Since April 2005 the company 

operates HyperRimi hypermarkets (formerly Citymarket), Rimi Supermarkets and 

Säästumarket hard-discount stores.  

 
Figure 2.12:  Food Retail Market Shares in Estonia 

Source: TNS Emor, 2004 

 

Eesti Tarbijateühistute Keskühistu (ETK) is an Estonian company comprising 24 

different consumer owned co-operatives.  It is the largest food retailer in Estonia in 

terms of store numbers and the second largest in terms of market share.  Its 
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Maksimarket hypermarket and Konsum supermarkets represent just over 9% of the 

Estonian market.  During the year ETK’s sixth Maksimarket store will open in Võru.  

The company also operates 126 stores in the small and convenience sector through its 

A & O and Edu chains. Market share information was not available.  In addition to the 

chains around 10 small stores that do not belong to a particular chain are operated by 

some of the co-operatives.  At least the Hiiumaa co-operative also operates a mobile 

food store – Rändpood.  

 

Prisma is a hypermarket chain owned by the Finnish co-operative SOK (Suomen 

Osuukauppojen Keskuskunta).  When comparing market share and store numbers 

Prisma is the most successful chain in Estonia achieving a 9% market share from only 

four stores.  This highlights the importance of the hypermarket concept in Estonia.   

Prisma has joint purchasing agreements with ETK.    

 

Selver is a nationwide Estonian chain owned by the Estonian department store group 

Tallinna Kaubamaja. It operates four compact hypermarkets and eight superstores 

which together account for around 8½% of the food retail market.  The company is 

currently Estonia’s only superstore operator.  In addition it operates two Food Halls in 

the department stores of its parent company and has ambitious expansion plans for the 

south of Estonia.  “Selver plans to open two new Selver outlets every year” (European 

Commission, 2004).   

 

Tirsi was a privately owned chain of three supermarkets all of which are located in the 

Tartu area.  It had a 2½% national market share in 2004 which converts to over 20% in 

its local area.  During the period the research was being conducted Selver announced 

that it would acquire the business of Tirsi.  Following completion of the acquisition in 

April 2005 Selver’s press release stated that Tirsi stores would be converted to Selver 

outlets by June of the same year.  

 

VP-Market is the largest retail supermarket chain in the Baltic States.  It is a 

Lithuanian company that entered the Estonian retail market in 2004 and now has 

around 15 small and convenience stores through its T-Market chain accounting for 

around 2% of the market.  It has publicly announced that it would open a new store in 

every town in Estonia with a population of 10 000 or more and according to an 
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Estonian newspaper, VP-Market plan to open 40 T-Market stores during the next three 

years. VP-Market is the most international of all the companies currently on the 

Estonian market already operating in five countries and with ambitions to expand to 

Finland and Belarus. According to the European Commission (2004) VP-Market in 

Estonia competes with Rimi Baltic’s Säästumarket in the discount store segment. 

However, the T-Market store format consists of stores selling around 4500 - 6000 

products open long hours, typically 8-22.  This is in contrast to Rimi Baltic’s 

Säästumarket which operates a hard-discount format selling around 1000 products with 

shorter opening hours.  Therefore VP-Market is classed as a small and convenience 

retailer for the purposes of this report.  

 

OG Elektra is the largest regional player in Estonia operating 24 food stores through 

the Grossi Toidukaubad chain located in North East Estonia.  OG Elektra is also a food 

manufacturing company.  Comarket was established in 2003 and today operates 

around 10 stores throughout Estonia. R-Kiosk is Finland’s leading Kiosk operator and 

also dominates this sector in Estonia with over 200 outlets nationwide.  It was the first 

foreign food retailer to establish itself in Estonia.  Due to the small number of food 

products sold in its stores it is expected that R-Kiosk’s market share is rather low.  

 

 

2.6 The Finnish Food Retail Market  

 

 
 

Figure 2.13: Finnish Store Formats and Market Share of Chain and Private Operations 

Source: The Companies, 2005; USDA Foreign Agricultural Service, 2004 
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Finnish consumers appear to have fully embraced the chain concept in Finland.  The 

chain operators control around 97% of market share in the Finnish food retail sector .Of 

Finland’s 4000 food stores just under 700 or 17% are operated by completely 

independent food retailers.   The wholesale market is the most likely place that the 

majority of Finnish independent food retailers source the products sold on their shelves.  

Some of the same retailers present in Finland’s food retail market are also present in its 

wholesale market with both Kesko and Wihuri (described later) being market leaders in 

this area.  It is also expected that many independent retailers specialise in certain 

products of foreign origin and therefore may source all or most of their products outside 

of Finland.   

 

Symbol groups exist in Finnish food retailing.  Wihuri is behind the largest symbol, 

“Tarmo lähikauppias”.  The Tarmo stores have been counted as chain convenience and 

small food stores in the figures above (Figure 2.13).   

 

Despite the initial appearance that independent retailers are not common in Finland 

such retailers actually represent more stores and market share than the statistics show.  

This is because of the use of franchising and the Nordic merchant model at food stores 

throughout Finland.  Spar Finland operates Finland’s largest franchise model providing 

around 200 retailers with access to its brand and product range but also operates just 

under 100 of its own stores and seeks to increase this number.  The Nordic merchant 

model is provided to private entrepreneurs in Finland by Kesko who until very recently 

did not operate any of its own food stores.   

 

 
Figure 2.14: Finnish Chain Operators and their Store Formats  

Source: The Companies, 2005 
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German Lidl and Swedish Spar (Axfood) are Finland’s only foreign owned food retail 

chains.  Despite there being seven separate large chain companies (Figure 2.14), the 

distribution system has been centralised into four companies.  Lidl and Kesko are the 

only retailers to operate their own systems while SOK and Tradeka jointly own the 

logistics company Inex Partners.  Inex serves their stores and sources products meaning 

the same products and brands can be found in competitors’ stores.  Similarly Spar, 

Wihuri and Stockmann jointly own the logistics company Tuko.  Although both Spar 

and Stockmann have own label products that are not sold in competitors’ stores, Tuko 

sources products for a universal brand “Eldorado” which is sold in all of the stores.   

The Finnish Eldorado brand is different to the brand of the same name sold in Sweden. 

 

Kesko has traditionally been the market leader in Finnish food retail but in recent years 

has lost some of its share, particularly to the co-operative societies who have invested 

heavily in new hypermarkets and improved product ranges.  In terms of store numbers 

it is still the largest with just under 1000 stores nationwide plus a small number of 

mobile shops in rural areas.  The key food businesses of Kesko are the chain operations 

of the K-Food stores, catering sales and wholesaling.  Centralised purchasing gives 

competitive advantages by creating volume and synergy benefits. Also, Kesko works in 

cooperation with major European food chains through AMS (Associated Marketing 

Services).  

 

With the exception of the 11 Cassa hard-discount supermarkets, private entrepreneurs 

operate all of the food stores through the Nordic merchant system.   Together these 

stores give Kesko a market share of 34%.  Kesko is present in all of the sectors with the 

exception of Kiosks.  In hypermarkets and superstores Kesko has more stores than 

other retailers with 51 and 153 stores respectively.    

 

The Cassa stores are a trial operation of 11 stores around Finland.  They compete with 

Lidl in the hard-discount sector and offer a roughly similar concept to that of Lidl 

focussing on a wide range of low price brands and own label products plus a season 

range of non-food offers.  Kesko owns and operates the entire chain. 
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Figure 2.15:  Market Shares of Finnish Retailers 

Source:  The Companies, 2005 
 

Suomen Osuuskauppojen Keskuskunta (SOK), the central organisation for Finland’s 

21 regional co-operative societies develops chain concepts for the group which together 

controls 34% of the Finnish market for food retail.  There are 44 hypermarkets under 

the Prisma name, 363 S-Market supermarkets and around 236 small and convenience 

stores trading as Alepa or Sale.  The larger S-Market stores may fit into the superstore 

category however SOK makes no distinction between superstores and supermarkets.   

SOK established the Sentti hard discount chain in 2002 but abandoned it after one year 

closing all of the stores.  The company’s earlier venture into soft discount retailing, 

Alepa was converted to a convenience format.   

 

Tradeka with a 10% share of the market is the country’s largest small and convenience 

store operator with 450 Siwa shops, 100 Valintatalo supermarkets and 19 Euromarket 

hypermarkets.  Apart from the Siwa stores, the company has a small presence in the 

capital city area.  Tradeka also operates supermarkets in Russia.   

 

Spar Finland became a subsidiary of Swedish Axfood shortly after Kesko was forced 

by the European Commission to sell its interest in the company.  Today Spar Finland 

controls 8% of the market through 13 superstores and 287 supermarkets.  The group 

owns and operates around a third of the stores while the remaining are run through 

franchising agreements.   Spar Finland also has a small number of Spar Express Kiosks.  

 

Wihuri is a family owned business and Finland’s largest privately owned retailer with 

a 5% share of the market through 8 Etujätti superstores and 140 Ruokavarasto small 
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and convenience stores.  Wihuri also operates two symbol group concepts, Tarmo with 

approximately 40 small and convenience stores and 10 Kioski with an unknown 

number of Kiosks.  

 

Stockmann is the smallest chain operator in Finland.  Despite this, it is the most 

successful achieving an 8% share of the market through only six Food Hall 

supermarkets.  Location and a choice of products not available in other stores have been 

attributed to the success of the chain, which also attracts a large number of tourists.  

 

Newcomer Lidl has been gaining market share through rapid expansion of its store 

network since 2002 but still remains the smallest of the chain operators with a 2% 

market share through 62 stores.   

 

R-Kioski is the leading Kiosk chain with 700 outlets.  Street markets have little 

importance in the Finnish food sector.  Market Halls can be found in large cities selling 

speciality fresh foods.  Internet and home shopping is present in Finland on a small 

scale, a limited internet service is provided in the capital city region by Spar and 

selected Kesko merchants.  

 

 

2.7 The Swedish Food Retail Market  

 

  
 

Figure 2.16: Swedish Store Formats and Market Share of Chain and Private Operations 
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Although not quite as strong as Finland, chain operations also control a large share of 

the Swedish market.  The chain operators control over 80% of the food retail market 

through 66% of all Swedish food stores.  The numbers in figure 2.16 above do not 

include details of stores belonging to Swedish symbol groups.    

 

The three largest companies in Sweden together account for almost 75% of market 

share, besides the major groupings there are also a number of independent chains that 

make up a significant share of sales at regional levels, but not at the national level, 

where they in contrast are considered to be small. Bergendahls, for instance, is an 

independent chain established in the southwest of Sweden. It is sometimes recognised 

as the fourth grouping on the Swedish market but holds only around three percent of 

total market share.  (Blank & Persson, 2004) 

 

Each of the large groups has developed a tight integration of purchasing, importing, 

wholesaling, distribution and retailing. Imports of foods are either handled by the 

chains themselves or through specialized importers and agents. ICA and Coop are also 

engaged in joint buying groups: ICA through its membership of AMS, a Europe-wide 

organisation and Coop through its co-operation with Scandinavian Coop Norden and 

Finnish Inex Partners.   

 

Just as in Finland, the number of chain store operations compared with private retailers 

can be deceiving since the entrepreneur also has opportunities to be part of a larger 

chain in Sweden.  ICA operates the Nordic merchant system in Sweden.  It is fairly 

similar to that of Finland’s Kesko.  ICA merchants are allowed to co-operate on 

purchasing, marketing and transport. However, it is important to emphasise that, 

according to the Competition Law, individual stores are prohibited from co-operation 

on prices, except for occasional special offers. This implies that each individual ICA 

store can be seen as a competitor to other ICA stores.  Such a situation is in contrast to 

the situation in Finland where Kesko aims to harmonise the prices of its retailers and 

emphasises the chain operation characteristics of its stores.   

 

Franchising is also common in Sweden.  Axfood is the largest franchiser allowing 

private entrepreneurs to operate its Willys and Hemköp concepts although the company 
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continues to own more of its own stores than it franchises.  Symbol groups also exist in 

Swedish food retailing and again Axfood is the leader also in this area with formats for 

kiosks as well as small and convenience stores.  Bergendahls also operates a symbol 

group through its 100 strong MatÖppet chain.   Vi-butikerna, formerly Vivo, is a 

symbol group owned by its members and comprises 80 stores.   

 

German Lidl and Danish Netto are Sweden’s only significant foreign owned food retail 

chains.  Additionally ICA, once wholly Swedish is today a subsidiary of Ahold one of 

the world’s largest retailers.   

 

 
Figure 2.17: Swedish Chain Operators and their Store Formats 

 

ICA is regarded as the biggest actor on the market, holding about 38% of total market 

share.  Centralised purchasing gives competitive advantages by creating volume and 

synergy benefits; accordingly ICA works in cooperation with major European food 

chains through AMS (Associated Marketing Services).  ICA is present in all sectors 

with the exception of Discount and Kiosk.  The company is the leader in the superstore 

sector with 120 ICA Kvantum outlets and in the supermarket branch with its 471 ICA 

Supermarkets.   Additionally ICA dominates in the Small and convenience sector with 

close to 1000 stores mainly under the ICA Nära name. ICA is not the leader in 

hypermarkets having only 37 Maxi stores.    

 

Although ICA does not operate its own food stores, ICA and private entrepreneurs run 

the Maxi hypermarkets jointly similarly to the Kesko model.   ICA has previously 

engaged in the soft discount sector in Sweden through the Rimi concept.  Today the 

Rimi stores have been converted to other ICA formats or transferred to Netto.  ICA 

itself does not operate a discount format. 
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Figure 2.18: Market Share of Swedish Food Retailers 

Source:  Axfood Sweden 2005, Blank & Persson, 2004 

 

 

Coop originates from the 19th century and is a centrally co-ordinated group of regional 

consumer co-operatives.  Through its nearly 800 stores the group holds an 18% market 

share.  It is the leader in hypermarkets with 50 Coop Forum stores.  It also operates 32 

Coop Extra superstores, 471 Konsum supermarkets and 11 Coop Nära small and 

convenience outlets.   

 

Axfood was founded in the year 2000 through a merger of several smaller food stores 

and today holds on to an 18% market share.  Its soft discount supermarket format 

Willys is Sweden’s fastest growing supermarket chain and is the profit cow of the 

group.  Willys and Hemköp together represent Axfood’s supermarket presence of 

almost some 300 stores.  In addition Axfood operates the 45 strong Willys Hemma 

chain of small and convenience stores.   Roughly 30% of Axfood’s stores are operated 

by franchisees, in addition it represents a further 300 stores through the Tempo and 

Handlar’n symbol group that operates in the small and discount sector as well.  Axfood 

also maintains the Red & Blue Kiosk symbol group of around 40 outlets.  

 

Bergendahls is a private company, essentially a regional player in southern Sweden but 

with one store in the Stockholm area. It has a 3% market share through 5 City Gross 

hypermarkets, 17 AGs superstores and a further 100 stores operated by private 

entrepreneurs through the MatÖppet symbol chain.  The company also supplies to the 

Vi-butikerna symbol group.  
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Lidl with 1.3% market share and 85 stores and Netto with 0.7% market share and 52 

stores make up Sweden’s hard discount sector.  Pressbyrån and 7-Eleven are the 

leading Kiosk operators in Sweden with 395 Kiosks mainly operated by franchisees.  
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3 THE COMPANIES’ PRODUCT RANGES 

 

In this chapter, the product ranges of the retailers chosen for the study are looked at in greater 

detail.  The importance of brands in food retailing is explored and the reader is introduced to 

the differences between Manufacturer Brands, Own-Brands, Low-Price Brands and Ecological 

brands.  Additionally the phenomenon of consumer nationalism is briefly explored when 

looking at the differences between foreign and domestic food products.  

 

Among the chosen companies the number of food products found on the shelves of the 

retailers’ different store types can differ significantly.  There is a large difference between the 

number of products sold through the Rimi Baltic joint venture in Estonia and those of its parent 

companies in Finland and Sweden.  Comparing with Kesko and ICA's own stores, several 

thousand more products are sold at the company’s hypermarkets and supermarkets in Estonia.  

VP Market’s product numbers match those of ICA and Kesko as do the figures at ETK’s 

hypermarket and supermarket operations.  However, the product range in ETK’s smaller stores 

is possibly better suited to a hard-discount format than a convenience store.    Selver is alone in 

having fewer food products on the shelves of its mainly large format stores compared with 

other similar sized stores.  

  

 

Figure 3.01:  Number of Food Products Sold in the Stores of the Chosen Companies 

Source:  The Companies, 2005 
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Depending on store size, Lidl’s food product range was between 1000 and 1200 products in 

both Sweden and Finland, similar to the other hard discount stores in the three countries.  This 

figure is reflected throughout Lidl’s European stores.  

 

 

3.1 Brand Ranges  

 
With the possible exception of hard-discounters possibly the widest range of brands in 

retailing can be found in foodstores.  This provides the consumer with choice but also 

requires them to make a decision about which particular brand of a similar product they 

will choose to purchase.  Several main- and sub- brand types exist, not only 

manufacturer’s brands but also retailers’ own label brands, ecological and low price 

brands among others.  Existing surveys undertaken concerning the influence of brands 

on consumer behaviour are lacking in information. In most surveys, discussion is 

restricted to the influence of one type of brand on consumers - the manufacturer brand.  

One definition of a brand (Tutor2u, n.d.) is a name, term, sign, symbol or design, or a 

combination of these, that is intended to identify the goods and services of one business 

or group of businesses and to differentiate them from those of competitors. 

 

Interbrand - a leading branding consultancy - define a brand in this way: “A mixture of 

tangible and intangible attributes symbolised in a trademark, which, if properly 

managed, creates influence and generates value” (Tutor2u, n.d.).  Managing brands is a 

key part of the product strategy of any business, particularly those operating in highly 

competitive consumer markets.   

 

Nevertheless, at the same time brands play an important role in the success of attracting 

the customer, they are a means of differentiating a company’s products and services 

from those of its competitors. There is plenty of evidence to prove that customers will 

pay a substantial price premium for a good brand and remain loyal to that brand. It is 

important, therefore, to understand what brands are and why they are important 

(Tutor2u, n.d.).  Macdonald sums this up by saying “it is not factories that make profits, 
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but relationships with customers, and it is company and brand names which secure 

those relationships”. Businesses that invest in and sustain leading brands prosper 

whereas those that fail are left to fight for the lower profits available in commodity 

markets.  There are many advantages to businesses that build successful brands. These 

include: Higher profit margins, Better distribution, and Customer loyalty. 

 

Businesses that operate successful brands are also much more likely to enjoy higher 

profits. A brand is created by augmenting a core product with distinctive values that 

distinguish it from the competition. This is the process of creating brand value. 

 

 

Figure 3.02:  An Example of the Four Brand Categories 

Source: ICA AB, 2005 

 

According to Tutor2u there are two main types of brand – manufacturer brands and 

own-label brands.  Own-Label brands are a very diverse and in many retailers there are 

sub brands under the main own-label of the retailer.  In addition, several retailers offer 

an additional low price brand which is often exclusive to their own stores.  Accordingly 

a third category is added to the list of brand types.  A fourth category of ecological 

brands is also listed as this is one area of brands studied in the research.  Figure 3.02 is 
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an example of the four brand categories of a similar product alongside each other as 

shown in marketing material from a Swedish supermarket.   

 

 

3.2 Manufacturer Brands  

 
These are created by producers and bear their chosen brand name. The brand is owned 

by the producer who is also responsible for the marketing of the brand. By building 

their brand names, manufacturers can gain widespread distribution (for example by 

retailers who want to offer the brand) and build customer loyalty. 

 

Finnish and Swedish food manufacturers have been very successful in exporting their 

products to both Estonia.  Additionally, due to the success of their business, the 

companies have even established manufacturing bases in these countries to satisfy 

demand.  Among Finnish companies with significant presence in the Estonian 

manufacturer brand sector are Fazer Bakeries, Valio Dairies and Ingman Ice Cream.  

The Swedish company, Procordia Food, itself a division of Norwegian Orkla sells 

several brands in Estonia.  There are also has several domestic food manufacturing 

companies particularly in the dairy and meat processing areas.  

 
 

3.3 Own-Label Brands 

 
Own-label brands are created and owned by businesses that operate in the distribution 

channel – often referred to as “distributors”.  Often these distributors are retailers, but 

not exclusively. Sometimes the retailer’s entire product range will be own-label (for 

example in the case of some hard-discounters). However, more often than not, the 

distributor will mix own-label and manufacturers brands.  Own-label branding, if well 

carried out, can often offer the consumer excellent value for money through lower 

prices and provide the distributor with additional bargaining power when it comes to 

negotiating prices and terms with manufacturer brands.  “One of the reasons for lower 

prices on own-label branded products is that there is no need for the producers to 

advertise such products since the retailers themselves buy up big quantities.” (Hindrek 

Riikoja 2004) 
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Own-label Sub Brands include home and leisure products and household goods among 

others.  “The investment in private labels has also entailed that retailers have begun 

refining and improving products and even developing entire new product lines.” 

(Axfood Sweden, 2005, p14).  “For example, in the larger stores of Lithuanian VP-

Market own-branded clothes can even be found.” (Hindrek Riikoja 2004).  However, 

often distributors do not mention their own name on such sub brands in order to give 

them the appearance of a manufacturer brand.    

 

At the beginning own-label brands were created for the price sensitive consumers.  

Nowadays the meaning of store own-label branded products is changing. They can have 

high quality and be more expensive than the alternatives (Hindrek Riikoja 2004).  A 

fairly recent phenomenon in own-label sub brands has been that of the Premium and 

Healthy own-label ranges.  Premium ranges are marketed as a luxury product 

competing with the manufacturer brands.   

 

Evidence of the healthy range of sub own-brands could be found in Sweden where ICA 

recently launched a small series of products under the “ICA Gott liv” name designed to 

help maintain a better controlled diet.  In Finland Kesko has no distinctive healthy 

range as yet.    No evidence was found in either retailer of a premium sub own-brand at 

the moment. 

 

Private labels are not a goal in themselves for food retailers.  The driving force behind 

this trend is that by taking a firmer grip on their own product selection, retailers can 

influence customer benefit as well as their own profitability in a decisive manner. 

Shoppers who choose an own-label brand know that they are always paying a lower price 

for a product with comparable quality to a well known brand product.  Attitude surveys 

among customers in Europe also indicate a consistently positive attitude to private labels.  

For retailers, private labels offer economies of scale that are highly significant for 

profitability. Moreover, they help retailers build up their own expertise in areas like price, 

production and quality. Quite simply, retailers become better at procuring products in 

other parts of their selection, which also benefit consumers, since retailers strengthen 

their knowledge and can draw benefit from this in purchasing negotiations. Private labels 
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also add potential to producers who might have high-quality niche products, but small 

volumes. (Axfood Sweden, 2005, p14).    

 

 
Figure 3.04:  Market Shares for Own-Label Brands in Selected European Countries 

  Source:  Source: (Hindrek Riikoja 2004, ICA Sverige AB n.d.) 
 

Own-label brands have emerged in Estonia in last few years but are severely limited in 

range and account for less than 1% of the whole range of other brands.  The own-label 

brands are usually restricted to a small number of fresh and natural products while 

some stores do not have any at all.  The percentage of the store own-label brands is well 

below average when compared to other EU countries (Figure 3.04).  In the rest of the 

Europe own-label brands have been around for well over 40 years.  Most can be found 

in Great Britain, Switzerland and Germany.  In such countries the percentage of own 

label products is around 35 % and it is increasing rapidly. Reasons for the high figures 

in these countries include a larger and more competitive market as well as the 

numerous own-brand dominant hard-discount chains in operation which affects the 

overall figures.   

 

Many Estonian food retailers package meat, bakery products and culinary dishes under 

their own-label brands from service counters within the store (Grossi toidukaubad, 

2005).  This type of Own-Label branding has not been counted during the study since 

such products are not counted as being own-label in Finland and Sweden and therefore 

cannot be compared.   The Estonian companies’ belief that counter service food 

products are own label because they carry the price and weight sticker of the company 

has caused some problems when conducting research into the number of own-label 

products the stores actually sell.   Throughout this report, own-label brand is used to 

describe products that are manufactured and packaged away from the store.   
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3.3.1 Situation at the Chosen Companies 

 
The share of own-label products in Estonia is low.  While Finnish and Swedish stores 

boast an own-label range of more than 10% throughout most store types, their Estonian 

counterparts fair poorly.   Figure 3.05 shows the results in greater detail:  

 

 
Figure 3.05:  Share of Own Brand Products Sold in the Stores of the Chosen Companies 

Source:  The Companies, 2005 

 

Selver/Tirsi was the only Estonian company to offer a range of own-label products.  Its 

Tirsi stores sell pre-packed vegetables and bakery goods prepared away from the store 

bearing the company’s own brand names while Selver has recently launched a range of 

around 45 own-label products “such as bottled water, honey, biscuits, sweets, juice, 

vitamin drinks, bread and household goods under the Selveri brand.”   (AS A-Selver, 

2005)   

 

In terms of own brands, T-market, owned by Lithuanian company VP-Market 

considerably distinguishes itself from its competitors on the Estonian market.  There are 

almost 400 products with the chain’s own-brand.  Additionally, prices are 

approximately 10% cheaper than in other shops for similar products (Hindrek Riikoja 

2004).   

  
Figure 3.06: Selver and Rimi Baltic’s Own Label Products 

Source:  AS A Selver, Rimi Baltic (Lithuania), 2005 
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Despite the significance of own label for Kesko and ICA who both have over 1200 own 

label products in their home markets, the number of own-brand products available in 

Rimi Baltic stores is less than 15, most of which were launched in 2004 before the 

merger of ICA’s Rimi with Kesko’s Baltic operations.   Rimi Baltic’s own label 

products sold in Estonia are decided upon in Latvia rather than locally and at the 

moment comprise potato crisps, canned vegetables, canned fruit, pasta and ketchup.  

Considering that Rimi Baltic’s stores sell more food products than the stores of their 

parent companies its surprising that the own brand has not been further developed in 

Estonia.    

 

Lidl’s product range is made up almost entirely of own label ranges.  Even locally 

produced products specific to the country in which they are sold are usually packed for 

Lidl.  However, rather than put its name and logo directly on the package Lidl has 

created a range of brand names in order to give the appearance to customers that the 

store sells branded goods albeit unknown brands.  

 

 

3.4 Low-Price Brands  

 
There are two types of low price brands.  One example is pan-European brands which 

are the result of cross border co-operation between retailers and are usually sold 

exclusively by one distributor in each country.  Alternatively distributors choose to 

create their own low price brand without such co-operation.  Low price brands usually 

have simplified packaging and are sold at lower prices than similar products.   Often the 

distributor’s name is not mentioned on the packaging except for address information.  

  

Figure 3.07: The EuroShopper brand as sold in Rimi Baltic’s stores 

Source:  Rimi Baltic (Lithuania), 2005 
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The EuroShopper low price brand was the only low price brand available across all 

three markets.  It is the result of co-operation between ten major European retailers.  

ICA said that it offered its merchants 350 products under the EuroShopper name, in 

Finland there were 400.  For Kesko, EuroShopper is the main brand offer for its Cassa 

hard-discount stores in Finland   Rimi Baltic informed that they have only 20 products 

from the EuroShopper range.  No evidence was found of any other low price brands 

sold in Estonia.     

 

It was decided that the products sold in the Lidl stores fit into the own-brand group 

rather than the low price group and therefore Lidl is not classed as having low price 

brands in its stores.  However, as the consumer research in chapter five will show, 

many customers do not agree.  

 

 
Figure 3.08: The Share of Low Price Brands 

Source:  The Companies, 2005 

 

 

3.5 Ecological Products 

 
Ecological brands can be either manufacturer brands or own-label.  For the purpose of 

this study we categorise these brands into their own group.  Ecological brands can 

include both foodstuffs and household products, in particular cleaning products.  

Alternative descriptions of ecological products are organic foods and environmentally 

friendly household goods.     
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Ecological food products are produced using organic farming methods. Food produced 

organically has always commanded a higher price than conventionally produced foods, 

a factor which was previously felt to have hindered the expansion of organic farming.  

A growing consumer market is thus one of the main factors encouraging farmers to 

convert to organic agricultural production (European Commission, 2005).   

 

Organic has the following characteristics (Soil Association n.d): 

• It's healthy.  On average, organic food contains higher levels of vitamin C and 

essential minerals such as calcium, magnesium, iron and chromium as well as 

cancer-fighting antioxidants. 

- Organic food doesn't contain food additives which can cause health problems 

such as heart disease, osteoporosis, migraines and hyperactivity.  

- Over 400 chemical pesticides are routinely used in conventional farming and 

residues are often present in non-organic food.  

- There is growing concern about the high use of antibiotics on farm animals 

and the possible effects on human health. Soil Association standards prohibit 

the routine use of antibiotics.  

• Genetically modified (GM) crops and ingredients are not allowed under organic 

standards.  

• Organic food comes from trusted sources. All organic farms and food 

companies are inspected at least once a year. The standards for organic food are 

laid down in European law. 

• Animal welfare is taken very seriously under organic standards 

• Good for wildlife and the environment  

 

In March 2000 the European Commission introduced a logo (Figure 3.09) bearing the 

words 'Organic Farming - EC Control System' to be used on a voluntary basis by 

producers whose systems and products have been found on inspection to satisfy EU 

regulations.  
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Figure 3.09: The European Commission’s Logo for Organic Food 

Source: European Commission, 2005 

 

However, despite being available for use for over five years, this logo can be hardly 

ever found on ecological food products.  A visit to an ICA Supermarket in Sweden 

during April 2005 found that the logo was not displayed on any products.  Instead, the 

producers (and presumably also the retailers) still prefer to use their country’s own 

labels for environmentally friendly and ecological products as seen in figure 3.10.    

 

Figure 3.10: The Finnish, Swedish and Estonian Symbols for Ecological Products 
Source: Rand, 2004 

 
 

In Finland and Sweden even non-food products receive an ecological label products with 

the Nordic swan label or the ecological brand  Bra Miljöval (Figure 3.10)  making an 

appearance on several brands of kitchen and WC paper, hand- and machine dishwasher 

liquid and clothes washing powder.     

 

At the moment almost ecological products are sold in Estonia without any distinctive 

mark and among other ordinary products because it is too troublesome to organise the 

departments due to the small amount of these products and different assortment. 

Therefore, the consumers have difficulties to find the products in the shops. 

(Крестьянин 2/04/2005).  In spring 2005 a new logo was launched for ecological 

products (Figure 3.10).      
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It can be explained that today only a limited number of Estonian farmers are involved 

in organic farming. There are 810 organic farming farmers who cultivate almost 5% of 

Estonia’s agricultural land. (Ökoloogiliste Tehnoloogiate Keskus, n.d.) 

 

Lack of ecological products on the shelves of the Estonian supermarkets can be 

explained by the fact that farmers produce products for themselves, the excesses are 

sold to regular consumers who come directly to the farmers. The most common 

consumers of ecological food directly from the farm are parents who care about the 

health of their children. Meat is handed over to groups of enterprises, there it is 

processed together with other meats and loses its own valuable characteristics. 

(Быкова, О, 2005). 

 

Estonian domestic organic food marketing is underdeveloped.  The most spread organic 

food promotion is to sell the ecological products from the farms, the sale to the 

hospitals, schools, kinder gardens and small domestic shops. At the moment there are 

two companies that deal with organic food marketing they are AS Urtica and the 

Organic farming producers Union (Rand T, 2005, p32)  

 

However, the Estonian eco farmers explain the reasons for the lack of ecological 

products on the Estonian market in a different way ((Быкова, О 2005).  The grant given 

to the farmers by PRIA (Estonian agricultural registers and information board) is too 

small, one of the smallest in EU. It is difficult to make profit by growing ecological 

products. In practice, products that have not been processed with chemicals quickly 

start to deteriorate.   

 

In addition to the sale of ecological products in stores, a special internet and telephone 

order service exists provided by the company “Ökosahver” who delivers the goods to the 

homes of its clients.  In addition, three shops “Tervisepood” sell ecological products by 

special order (Быкова О, 2005). 
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3.5.1 Situation at the Chosen Companies 

 

While ecological products are available across a range of items in the ICA and Kesko 

stores they are much less common in Estonia.  The co-operative ETK was the only 

company that was able to give a figure on how many such products their stores sold.  

According to Lidl, their stores in Sweden and Finland do not currently sell ecological 

products.     

 

 
Figure 3.11: The Share of Ecological Products 

Source: The Companies, 2005 

 

 

3.6 Domestic and Foreign Products 

 
The products sold in the different retail stores are not all manufactured in the home 

country.  Particularly among the larger food retailing companies a good number of the 

products sold on the shelves of the store have been produced in another country from 

that in which they are sold.   This is also the case in the three countries (Figure 3.12).  

 

Both Kesko and ICA were unable to give information about the number of products of 

foreign origin in their stores.  Therefore, an analysis of the products at an ICA 

Supermarket in Sweden and a K-Market in Finland was carried out which revealed 

around 35% of products at the ICA store and 30% of products in the Kesko store were 

of foreign origin.  With the exception of meat products, the majority of own-label 

brands and almost all low-price brands in the store were of foreign origin.   

 

In Estonia, information was a little easier to come by revealing that the Estonian 

retailers tend to buy more products from Estonia than the foreign companies.   
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Lithuanian VP-Market sources 75% of its products abroad while Rimi Baltic, 

somewhat surprisingly claimed only 30% of the products sold in its stores were of 

foreign origin despite its Finnish and Swedish owners.   

 

 
Figure 3.12: Domestic and Foreign Product Shares 

Source: The Companies, 2005 

 

Lidl has a high number of foreign, especially German products in its stores. In Sweden 

even most fresh items were sourced from abroad.  This is in contrast to Finland where 

many such products are sourced from Finnish suppliers.  

 

The results of the research concerning domestic and foreign products suggest that 

consumers in all three countries would have a preference for domestic products 

considering the high number of such products in all of the stores.  Even in the case of 

VP-Market which has a large number of products from other Baltic states, Estonian 

consumers might consider products from their neighbouring countries as being “almost 

domestic”.  
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4 INTERNATIONALISATION AND THE COMPANIES 

 

In this chapter the concept of internationalisation is introduced in relation to food retailers 

through the strategies which different companies use in order to maintain their position on the 

market.  These can be effected by offering consumers products through the many different 

store types already explained in the earlier chapters.   Firstly, the reader becomes acquainted 

with the various competitive strategies.  Secondly a brief analysis is given of the chosen 

companies and which of the strategies they appear to have chosen.  Following on from this, 

standardisation and adaptation is described and applied to the retailers in terms of their product 

ranges.  

 

The food industry has always been an international one; archaeologists have shown that the 

ancient Romans were able to export their favourite Mediterranean foods across Europe whilst 

in the 17th Century the British diarist Samuel Pepys reported eating a meal in which no 

ingredient had come from within the British Isles.  All stages of the food chain are subject to 

international competition.  This even includes retailing, where competition was once confined 

to national barriers.  (Institute of Grocery Distribution, 2004) 

 

The major changes in the worldwide commerce of the 1990s show heavy retailer 

concentration, Europe is a little behind in the process but has begun to follow the world trends 

and the markets of the post communist countries could play a major role in this development 

(Antoides & van Raaij, 1999).   Estonia, as such a country, has seen significant development in 

the food retail sector since its independence.  However, in comparison with its Nordic 

neighbours the sector is still in a developing stage.  

 

The restructuring of the Nordic retail food sector continues as pan-Nordic mergers and co-

operative agreements seek to achieve greater efficiencies and economies of scale to fend off 

other European competitors. The Swedish and Finnish retail chains are meeting the 

intensifying competition by increasing efficiency through centralising purchases, international 

alliances and expanding their operations in the Nordic and Baltic countries. In such 

concentrated markets where retailers have such large market shares, growth in the home 

market becomes virtually impossible.  The fastest growing concept in the food retail trade in 
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Sweden and Finland are discount stores, volumes have tripled over the last ten years. Growth 

figures are showing no signs of levelling off, and this, of course, has stirred interest among 

foreign players to enter the domestically dominated Nordic food retail market. Going abroad, 

therefore, becomes the only possible road to growth and the Swedish and Finnish retailers are 

being pressured into finding new and larger forms of co-operation and mergers at an 

international level. (USDA Foreign Agricultural Service) 

 

The Swedish and Finnish retail food industry has long been characterised by stable structures 

and a low degree of internationalisation.  However, this picture began to change in 1999 when 

the Netherlands’s retail food giant Ahold took over a 50% interest in Sweden’s leading retailer 

ICA. Subsequently, there has been a wave of consolidations among the Nordic retailers and the 

companies are becoming more Nordic than domestic in their perspective. Looming 

international competition has increased the role of volume dynamics in the food retail sector in 

the Nordic market. All the major players are seeking to minimise their costs by coordinating 

central purchasing and taking advantage of the economies of scale. Also, the Nordic retailers 

are aggressively promoting the development of private label product lines. The general trend 

remains unchanged in Sweden and Finland, with hypermarkets and large supermarkets 

increasing sales volumes, while small and medium-sized stores lag behind. The number of 

retail outlets continues to decrease, although at a somewhat slower pace. (USDA Foreign 

Agricultural Service) 

 

 

4.1 Generic Competitive Strategies 

 

In addition to the companies in our investigation there are also other companies 

conducting food retail on the Estonian market.  Naturally all of these companies 

compete with each other to gain a share of the Estonian shoppers’ wallets and 

accordingly each company should be able to identify its strategic position when 

competing with the other companies.   

 

One of the central questions in the competitive strategy of a company is its relative 

position within its industry. Positioning determines whether a firm’s profitability is 

above or below the industry average. A firm that can position itself well may earn high 

rates of return even though industry structure' is unfavourable and the average 
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profitability of the industry is therefore modest.  The fundamental basis of above-

average performance in the long run is sustainable competitive advantage. Though a 

firm can have a myriad of strengths and weaknesses vis-à-vis its competitors, there are 

two basic types of competitive advantage a firm can possess: low cost; or 

differentiation. The significance of any strength or weakness a firm possesses is 

ultimately a function of its impact on relative cost or differentiation. Cost advantage 

and differentiation in turn stem from industry structure. They result from a firm's ability 

to cope with the five forces better than its rivals. (Porter, 1985 p11) 

 

The first fundamental determinant of a firm’s profitability is industry attractiveness. 

Competitive strategy must grow out of a sophisticated understanding of the rules of 

competition that determine an industry’s attractiveness. The ultimate aim of 

competitive strategy is to cope with and ideally to change those rules in the favour of 

the firm. In any industry, whether it is domestic or international or produces a product 

or a service, the rules of competition are embodied in five competitive forces: the entry 

of new competitors, the threat of substitutes, the bargaining power of buyers, the 

bargaining power of suppliers, and the rivalry among the existing competitors. (De Wit, 

Meyer & Porter, 2004/1998 p258) 

 

In any particular industry, not all of the five forces will be equally important and the 

particular structural factors that are important will differ. Every industry is unique and 

has its own unique structure. The five forces framework does not eliminate the need for 

creativity in finding new ways of competing in an industry. Instead, it directs managers’ 

creative energies toward those aspects of industry structure that are most important to 

long-run profitability. The framework aims, in the process, to process, to raise the odds 

of discovering a desirable strategic innovation. (De Wit, Meyer & Porter, 2004/1998 

p258) 

 

Strategies that change industry structure can be a double-edged sword, because a firm 

can destroy industry structure and profitability as readily as it can improve it. Generics 

may enhance the price sensitivity of buyers, trigger price competition, and erode the 

high advertising barriers that have kept out new entrants. Joint ventures also can raise 

exit barriers because all the participants in a venture must agree before it can be closed 

down. (De Wit, Meyer & Porter, 2004/1998 p259) 
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The notion underlying the concept of generic strategies is that competitive advantage is 

at the heart of any strategy, and achieving competitive advantage requires a firm to 

make a choice about the type of advantage it seeks to attain and the scope within which 

it will attain it. Being "all things to all people" is a recipe for strategic mediocrity and 

below-average performance because it often means that a firm has no competitive 

advantage at all.  When expanding beyond their national borders, companies may 

choose to adopt a different generic strategy in the new country to that of their home 

country.  Later the strategies of the studied companies are looked at in greater detail.  

However, it is first necessary to understand the different types of generic strategy that 

companies may choose to take.  

 

4.1.1 Cost Leadership 

 

Cost leadership is perhaps the clearest of the three generic strategies. In it, a firm sets 

out to become the low-cost provider in its industry. The firm has a broad scope and 

serves many industry segments, and may even operate in related industries.  The firm’s 

breadth is often important to its cost advantage. The sources of cost advantage are 

varied and depend on the structure of the industry.  Low-cost status involves more than 

just going down the learning curve. A low-cost provider must find and explain all 

sources of cost advantage. Low-cost providers typically sell a standard, or no-frills, 

product and place considerable emphasis on reaping scale or absolute cost advantage 

from all sources. If a firm can achieve and sustain overall cost leadership, then it will be 

an above average performer in its industry provided it can command prices at or near 

the industry average. At equivalent or lower prices than its rivals, a cost leader's low-

cost position translates into higher, returns. A cost leader, however, cannot ignore the 

bases of differentiation. If its product is not perceived as comparable or acceptable by 

buyers, a cost leader will be forced to discount prices well below those of its 

competitors to gain sales. This may nullify the benefits of its favourable cost position.  

 

A cost leader must achieve parity or proximity in the bases of differentiation relative to 

its competitors to be an above-average performance, even though it relies on cost 

leadership for its competitive advantage.  Parity in the bases of differentiation allows a 
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cost leader to translate its cost advantage directly, into higher profits than competitors.  

Proximity in differentiation means that the price discount necessary to achieve an 

acceptable market share does not offset a cost leader's cost advantage and hence the 

cost leader earns above average returns. 

 . 

The strategic logic of cost leadership usually requires that a firm be the cost leader, not 

one of several firms vying for this position.  Many firms have made serious strategic 

errors by failing to recognise this. When there is more than one aspiring cost leader, 

rivalry among them is usually fierce because every point of market share is viewed as 

crucial unless one of them can gain a cost lead and "persuade" others to abandon their 

strategies.    

 

 (Porter, 1985 p12-14) 

 

 “Once supermarkets manifested a cost leadership strategy but when new cheaper store 

concepts have been developed their character has also changed.” (Nilsson, 2005 e-

mail).  Today, in the food retail sector companies practising a cost-leadership strategy 

often operate in the hard-discount end of the market selling relatively few products at 

low prices from basic stores with limited customer services.   

 

4.1.2 Differentiation 

 

The second generic strategy is differentiation. In a differentiation strategy, a firm seeks 

to be unique in its industry along some dimensions that are widely valued by buyers. It 

selects one or more attributes that many buyers in an industry perceive as important and 

uniquely positions itself to meet those needs. It is rewarded for its uniqueness with a 

premium price. 

 

The means for differentiation are peculiar to each industry. Differentiation can be based 

on the product itself, the delivery system by which it is sold, the marketing approach, 

and a broad range of other factors.  A firm that can achieve and sustain differentiation 

will be an above-average performer in its industry if its price premium exceeds the 

extra costs incurred in being unique. A differentiator, therefore, must always seek ways 
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of differentiating that lead to a price premium greater than the cost of differentiating. A 

differentiator cannot ignore its cost position, because its premium prices will be 

nullified by a markedly inferior cost position. A differentiator thus aims at cost parity or 

proximity relative to its competitors, by reducing cost in all areas that do not affect 

differentiation. 

 

The logic of the differentiation strategy requires that a firm choose attributes in which 

to differentiate itself that are different from its rivals. A firm must truly be unique at 

something or be perceived as unique it is to expect a premium price. In contrast to cost-

leadership, however, there can be more than one successful differentiation strategy in 

an industry if there are a number of attributes that are widely valued by buyers.   

 

(Porter, 1985 p14) 

 

In food retailing there can be several different types of differentiator.  Superstores and 

Hypermarkets show how the customer offer has been extended to provide a wider range 

of products including non-foods.  While the superstore and hypermarket concept has 

now been copied by many retailers it remains different to more traditional grocery 

channels and, for those companies that operate such formats, is an advantage over 

competitors that do not since they have the potential to attract a wide range of 

customers from across the socio-economic scale.  

 

4.1.3 Focus 

 

The third generic strategy is focus. This strategy is quite different from the others 

because it rests on the choice of a narrow competitive scope within an industry. The 

focuser selects a segment or group of segments in the industry and tailors its strategy to 

serving them to the exclusion of others. By optimising its strategy for the target seg-

ments, the focuser seeks to achieve a competitive advantage in its target segments even 

though it does not possess a competitive advantage overall.   

 

The focus strategy has two variants. In cost focus a firm seeks a cost advantage in its 

target segment, while in differentiation focus a firm seeks differentiation in its target 
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segment. Both variants of the focus strategy rest on differences between a focuser's 

target segments and other segments/in the industry. The target segments must either 

have buyers; with unusual needs or else the production and delivery system that best 

serves the target segment must differ from that, of other industry segments. Cost focus 

exploits differences in cost behaviour in some segments, while differentiation focus 

exploits the special needs of buyers in certain segments. Such differences imply that the 

segments are poorly served by broadly-targeted competitors who serve them at the 

same time as they serve others. The focuser can thus achieve competitive advantage by 

dedicating itself to the segments exclusively.  However, narrow focus in and of itself is 

not sufficient for above average performance. 

 

A focuser takes advantage of sub-optimisation in either direction by broadly-targeted 

competitors. Competitors may be underperforming in meeting the needs of a particular 

segment which opens the possibility for differentiation focus.   

 

If a focuser’s target segment is not different from other segments, then the focus 

strategy will not succeed. If a firm can achieve sustainable cost leadership (cost focus) 

or differentiation (differentiation focus) in its segment and the segment is structurally 

attractive, then the focuser will be an above-average performer in its industry.  There is 

often room for several sustainable focus strategies in an industry, provided that focusers 

choose different target segments. Most industries have a variety of segments and each 

one that involves a different buyer need is a candidate for a focus strategy.  

 

(Porter, 1985 p15) 

 

Convenience food stores and small food stores are clearly focussed to certain market 

segments, usually people who either live or work within the vicinity of such a store.   

 

4.1.4 Stuck in the Middle 

 

A firm that engages in each generic strategy but fails to achieve any of them is "stuck in 

the middle.  It possesses no competitive advantage. This strategic position is usually a 

recipe for below-average performance. A firm that is stuck in the middle will compete 
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at a disadvantage because the cost leader, differentiators, or focusers will be better 

positioned to compete in any segment. If a firm that is stuck in the middle is lucky 

enough to discover a profitable product or buyer, competitors with a sustainable 

competitive advantage will quickly eliminate the spoils. 

 

In most industries, quite a few competitors are stuck in the middle. A firm that is stuck 

in the middle will earn attractive profits only if the structure of its industry is highly 

favourable, or if the firm is fortunate enough to have competitors that are also stuck in 

the middle. Usually, however, such a firm will be much less profitable than rivals 

achieving one of the generic strategies.   

 

Becoming stuck in the middle is often a manifestation of a firm's unwillingness to make 

choices about how to compete. It tries for competitive advantage through every means 

and achieves none, because achieving different types of competitive advantage usually 

requires inconsistent actions. Becoming stuck in the middle also affects successful 

firms, who compromise their generic strategy for the sake of growth and prestige.  

 

The temptation to blur a generic strategy, and therefore become stuck in the middle, is 

particularly great for a focuser once it has dominated its target segments. Focus 

involves deliberately limiting potential sales volume. Success can lead a focuser to lose 

sight of the reasons for its success and compromise its focus strategy for growth's sake. 

Rather than compromise its generic strategy, a firm is usually better off finding new 

industries in which to grow where it can use its generic strategy again or exploit 

interrelationships. 

 

Companies that operate the more traditional supermarket concepts could be classed as 

stuck in the middle if they do not adjust their strategy to the needs of consumers.  

Supermarkets are rarely focussed on a particular type of customer, often do not differ 

from one chain to the next and, if they do not offer good service and wide choice have 

little to attract customers to change from their existing channel.  
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4.2 Strategies and the Retailers 

 

4.2.1 Kesko 

 
The Finnish Kesko operates in most of the different store type categories, for this 

reason it can be said that the company has more than one strategy.  Looking into greater 

detail at the operations of Kesko’s food business it can be found that there are three 

different companies each with their own strategy. 

   

• Pikoil (K-Pikkolo) – Differentiation Focus 

• Cassa – Cost Leader 

• Merchant Retailers – Somewhere between stuck in the middle and differentiated 

 

The convenience store chain K-Pikkolo is operated by Pikoil a 50/50 joint-venture 

between Kesko and Finnish fuel retailer Neste.  Many of the stores are company owned 

while a small number operate through the Nordic merchant system.  As a convenience 

store operator the chain seeks a specific group of customers - impulse purchasers rather 

than those making their regular weekly shop.  Accordingly prices are slightly higher 

however, unlike other convenience store operators the range of products is still 

extensive for the size of the store and additional services such as hot food counters and 

in-store bakeries are offered which cannot be found at the convenience stores of other 

retailers.  These factors indicate Pikoil is following a differentiated focus strategy.  

 

Cassa is Kesko’s hard-discount subsidiary.  In a change from the company’s operating 

model for food stores the stores within the Cassa chain are entirely company owned and 

operated suggesting cost savings can be achieved from actually operating the stores the 

company owns rather than allowing an independent retailer to do so.  The chain sells a 

standard range of products based on the EuroShopper brand complemented by a small 

range of Kesko’s other own brands as well as some manufacturer brands.  Some may 

argue that Cassa is simply a copy of Lidl and not really a cost-leader since it is not 

differentiated enough from the German retailer.  However, Cassa relies on the 

EuroShopper brand as well as Kesko’s own-brands.  These two brands are well known 

throughout Finland and are also available at other Kesko stores meaning that products 
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can much more easily be compared and accepted by Cassa’s new customers than the 

relatively unknown products sold in Lidl’s stores.   This helps to strengthen the view 

that Cassa does follow a cost-leader strategy.  

 

Kesko’s Nordic merchant model is unique among other food retail companies in the 

Finnish market which can suggest some level of differentiation if it is assumed that the 

consumer values such a system.  Indeed this may still apply for Kesko’s smaller store 

formats where customers can more easily realise that the store is operated by a 

merchant rather than directly by the company and premium prices can even be charged 

by these retailers compared to the prices charges in Kesko’s larger stores.  However, in 

the case of superstores and hypermarkets it is difficult to realise that the store is not 

operated by Kesko since there is no sub-branding with the merchant’s name as in the 

case of smaller stores.  Additionally, larger formats are subjected to greater price 

competition and therefore premium prices are not an option.  

 

Other Finnish companies operate superstores and hypermarkets, have similar prices, a 

similar range of products including own-brand, low-price and ecological and offer their 

customers a bonus card in the same way as Kesko does.  There is very little to 

differentiate a Citymarket from a Prisma or a Euromarket indeed many Prisma and 

Citymarket stores are located next to each other – the consumer decides which they 

prefer or shops at both.   This suggests that Kesko’s largest food operation is fast 

beginning to follow a stuck in the middle strategy.  The sheer size of Kesko’s operation 

and its number of stores are the reasons for the company’s continued success.  

However, in a tough market with low growth rates its diversification into the hard-

discount and convenience sector as well as international expansion help to show that 

the company does recognise itself as stuck in the middle and is seeking to address the 

issue.  

 

4.2.2 ICA 

 

ICA’s uniqueness is, like in Finland, the Nordic merchant system.  Possibly due to the 

higher number of small ICA stores and large amount of dual branding of the ICA name 

and that of the merchant (up to and including superstore level) its easier for Swedish 
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customers to recognise that the store is operated by a merchant rather than ICA directly.  

Again this may provide advantages to ICA in the small store segment however, in 

larger stores, just as in Finland, ICA is duplicated by other retailers.  The company also 

faces more intense competition from other retailers, particularly Axfood which has 

differentiated its Willys supermarket concept to better compete in the market.    

 

ICA therefore fits roughly in the stuck in the middle segment of the market.  Although 

it operates stores in several segments there is little difference between an ICA store and 

that of another retailer.  One of ICA’s strengths that it has now begun to leverage, and 

may help it to become more differentiated, is its brand range.  By launching the Got Liv 

range ICA offers its customers something that other stores do not.  To maintain the 

position ICA may indeed copy the actions of British retailers by launching a premium 

brand range.  

 

ICA’s international expansion into Norway, Denmark (later withdrawn) and the Baltics 

also suggest the company has grown as far as it can in Sweden, the size of the company 

being its success in the country rather than a particular strategy.  Price competition is 

intensifying in Sweden however and the launch of new own-label brand ranges is 

possibly ICA’s answer to become differentiated once again.  

 

4.2.3 Rimi Baltic 

 

Rimi Baltic appears to operate in two different strategies though at the moment, since 

its hard-discount format operates in a unique position on the market it is even possible 

to suggest that these stores fit with the whole company’s differentiation strategy.  

 

In hypermarkets Rimi operates Estonia’s largest chain however looking at the concept 

of the hypermarket in general it can be suggested that there is little to differentiate 

Rimi’s stores from the Maksimarket, Prisma and Selver hypermarkets.  However, while 

the average Estonian Rimi hypermarket carries between 60 000 and 80 000 products (of 

which 20 000 food products), the other retailers carry between 33 500 and 45 000 

products and a smaller food range.  Rimi hypermarkets therefore can cater for more of 

their customer’s one stop shopping needs than their competitors and provide greater 
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choice.    In supermarkets too, Rimi has a wider product range than its competitors.   

The appearance of the stores also provides a more pleasant shopping environment than 

the stores of the competition, adding to the differentiation strategy that Rimi follows.  

 

Rimi’s hard discount chain, Säästumarket follows a cost leadership strategy, as the only 

hard-discount chain operation currently present in Estonia it has no firms vying for the 

position making it the cost leader offering customers a limited range of basic items at 

low prices.   

 

4.2.4 ETK 

 

ETK is a classic example of a stuck in the middle retailer.   It has a large number of 

legacy stores left over from the soviet era selling a limited range of products but with 

no particular strategy.  Ideally the small stores would fit into the hard-discount segment 

based on their small product ranges however, the locations of many of the stores 

suggest a convenience operation with an increased product range and opening hours 

would better suit.   

 

Additionally it attempts to compete with other retailers in the supermarket and 

hypermarket concept but offers neither particularly lower prices than the competitors 

nor additional services or product ranges.  Through the Maksimarket chain the 

company has a fresh food focus with Maksiköök in-store kitchens however, since the 

rest of the store lacks an overall focus on fresh foods the strategy could be failing to be 

as successful in attracting customers as that of Selver.    

 

Other than the lack of investment in its stores to bring them up to the standards and 

appearance of its competitors and its co-operative method of operation, unique in 

Estonian chain retailing, ETK has no characteristics of being a differentiated retailer 

nor is it a cost leader.   The extensive small store network covering much of the country 

including small towns where other chains have yet to expand gives the retailer an 

advantage to become a focussed retailer but will require investment in the store 

portfolio.    
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4.2.5 Selver/Tirsi 

 

Selver operates a differentiated focus strategy.  According to the company, the 

customer is the key and Selver seeks to become the best Estonian food retailer.  Selver 

locates its stores where they will best attract people into them.  Rather than in town 

centres or in suburbs where people live, Selver stores are found in between these two 

places to attract as much passing trade as possible. To aid this, the stores are as brightly 

coloured on the outside as they are on the inside, with ample parking and a bus stop 

located nearby.   

 

Selver focuses on customers who appreciate fresh food and an attractive shopping 

environment - it also charges a premium for doing so.  Although its stores are not as 

large as the others and its range of food products are less than competitors Selver seeks 

to differentiate itself by focussing on freshly prepared products by providing a Selver 

Kitchen in every store where a wide range of foods are produced.   Additionally, Selver 

is the only nationwide Estonian company to have an own-label range.  

 

4.2.6 VP Market 

 

VP Market operates in the small and convenience, supermarket and hypermarket 

sectors however, in Estonia it is currently only present in the small and convenience 

sector with the T-Market format.  The location of the Estonian T-Market stores is 

usually in neighbourhood areas providing a range of around 5000 regularly purchased 

food items.  

 

Product range and store location suggest that T-Market has a focused strategy but it is 

hardly different from similar small store chain operators such as the Estonian 

companies Comarket and Grossi.  However, several media sources suggest that T-

Market has lower prices than its competitors in the sector, certainly with the backing of 

a large international group behind it T-Market does have the resources to offer lower 

prices on their products, particularly with a large own brand range and high number of 
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foreign products.  Therefore VP Market in Estonia can be considered as a cost-focussed 

retailer.   Due to the products sold in VP-Market’s stores being around 75% foreign 

origin the curious customer is provided with an alternative source of products than the 

mainstream retailers.  While this suggests differentiation it may be that this is just a 

characteristic of the cost-focussed strategy rather than a deliberate strategy for VP-

Market.  

 

4.2.7 Lidl 

 

Lidl fits neatly into the cost leadership strategy group.  Lidl aims to be the low cost 

provider in the food retail industry.  With a limited range of products the company does 

not seek to serve all of the needs of its customers but rather to serve a broad range of 

customers by offering low prices on everyday, frequently purchased food products. 

Some customers may purchase some, cheaper items at Lidl and others that they cannot 

find at another store.  The company is able to take advantage of significant cost savings 

through bulk buying and a large international presence.   

 

In Sweden the company may be at risk of nullifying the benefits of its cost leadership 

strategy.  The company still appears to be working on providing products that 

customers perceive as comparable and acceptable.  Milk, for example, is often heavily 

discounted in Swedish Lidl stores to a level well below that of other retailers and yet 

media reports suggest Lidl is regularly disposing of large quantities of unsold milk.  

Other media reports claim that Lidl has reduced the number of staff in some of its 

stores due to customer numbers being well below expectations.   

 

 

4.3 Standardisation and Adaptation 

 

A firm operating in two or more countries needs to find some way of organising itself 

to deal with its border-spanning nature.  Managing across borders is difficult and costly, 

the simplest solution would be to organise all operations on a country-by-country basis 

and to leave all country units as autonomous as possible. Yet, internationalisation is 

only economically rational if the international whole is more than the sum of the 
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country parts. In other words, internationalisation only makes sense if enough cross-

border synergies can be reaped to offset the extra cost of foreignness and distance. (De 

Wit & Meyer, 2004 p540)  

 

Therefore, the firm needs to have international integration mechanisms to facilitate the 

realisation of cross-border synergies. One of the most important integration 

mechanisms used in international management is Standardisation.  An easy way to reap 

cross-border synergies is to do the same thing in each country, without any costly 

adaptation. Such standardisation can be applied to all aspects of the business model - 

the product offerings, value-adding activities and resources employed. Standardisation 

is particularly important for achieving economies of scale, but can be equally valuable 

for serving border-crossing clients who want to encounter a predictable offering (Hamel 

and Prahalad, 1985). 

 

The larger international companies operating on the food retail market in Estonia do 

not, at first glance appear to have standardised their operations in terms of products sold 

in their stores, instead opting to adapt their product ranges to the market.  This will be 

shown in greater detail later in the company profiles.  The imminent arrival of Lidl, 

with its largely standardised operations might provoke changes to the strategies of 

competing companies and is a contrast to the current situation.  

 

A firm can achieve cross-border synergies by leveraging resources, integrating 

activities and aligning product offerings across two or more countries. Creating 

additional value in this way is the very raison d’être of the international firm. If 

internationalising companies would fully adapt to local conditions, without leveraging a 

home-grown quality, they would have no advantage over local firms, while they would 

be burdened by the extra costs of international business (e.g. overcoming distance and 

foreignness). Therefore, international companies need to realise at least enough cross-

border synergies to compensate for the additional expenses of operating in multiple 

countries.  (De Wit & Meyer, 2004 p542) 

 

Instead of standardising products or activities, international firms can also align their 

varied activities in different countries by means of cross-border co-ordination. Getting 

the activities in the various countries aligned is often inspired by the need to serve 
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border-crossing clients in a co-ordinated manner, or to counter these clients’ policy of 

playing off the firm’s subsidiaries against one another.  International co-ordination can 

be valuable when responding to or attacking competitors as well. A co-ordinated assault 

on a few markets, financed by the profits from many markets, can sometimes lead to 

competitive success (Prahalad and Doz, 1987). 

 

The opportunities for synergy across borders represent a strong demand on both 

international and domestic companies.  The quicker a company is able to take 

advantage of such synergies, the more advantage it holds over its competitors. 

 

 
It is important to understand the reasons why companies may or may not choose to 

standardise themselves when expanding internationally. It requires almost no 

argumentation that internationally operating companies are faced with a tension 

between treating the world as one market and acknowledging national differences. 

During the last few decades, achieving a balance between international uniformity and 

meeting local demands has been the dominant theme. All researchers have recognised 

the tension between international standardisation and local adaptation. The key question 

has been whether international firms have the liberty to standardise or face the pressure 

to adapt. (De Wit & Meyer, 2004 p542)  

 

Despite the advantages that many theorists claim standardisation carries some also 

point out the disadvantages of such a strategy.  National markets do have differences 

which can include the following among others:  

 

• Differences in market structure – Even between the neighbouring countries of 

Estonia, Sweden and Finland there are differences in this area.  While all three 

countries have a mix of private and co-operative retail chains both Sweden and 

Finland have a heavily concentrated market with chain dominance.  Numerous 

private traders do operate in Finland and Sweden but under the symbols of the 

dominant Kesko and ICA chains respectively.  In Estonia on the other hand, 

such symbol groups do not exist and national chains are owned and operated 

either by co-operatives (ETK) or private companies (Kaubamaja).     
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• Differences in customer needs and buying behaviour - Customers in each 

national market can have needs that are significantly different than the needs 

exhibited in other countries. The nature of these customer differences can vary 

from divergent cultural expectations and use circumstances, to incompatible 

technical systems and languages employed.  Not only the customers’ needs can 

differ across countries, but so can their buying behaviour. For example, 

customers can be different with regard to the way they structure buying 

decisions, the types of information they consider and the relationship they wish 

to have with their suppliers.  This area is looked at in greater detail in the 

consumer behaviour chapter.  

 

Responsiveness to these local differences is not only a matter of adaptation. Simple 

adaptation can be reactive and slow, being responsive means that the firm has to have 

the ability to be proactive and fast.  As each market develops in a different way and at a 

different pace, the international firm needs to be able to respond quickly and adequately 

to remain in tune. It is clear that international managers cannot afford to neglect being 

responsive to local conditions. Yet, at the same time, they need to realise cross-border 

synergies to create additional value. Unfortunately for managers, these two key 

demands placed on the international firm are, at least to some extent, in conflict with 

one another. Striving for cross-border synergies on a global scale will interfere with 

being locally responsive and vice versa. Therefore, the question is how these two 

conflicting demands can be reconciled - how can the international manager deal with 

the paradox of globalization and localization? (De Wit & Meyer, 2004 p546) 

 

 

4.4 Standardisation Myths 

 

Douglas and Wind (The Myth of Globalisation, 1997) identify Standardisation as 

having three underlying assumptions which can cause problems for companies deciding 

to pursue such strategies:  

 

• Customer needs and interests are becoming increasingly homogeneous world-

wide 
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• People around the world are willing to sacrifice preferences in product features, 

functions, design, and the like for lower prices at high quality. 

• Substantial economies of scale in production and marketing can be achieved 

through supplying global markets 

 

4.4.1 Homogenisation of Customer Needs and Interests  

 

A key premise of the philosophy of global products is that customers’ needs and 

interests are becoming increasingly homogeneous world-wide. But while global 

segments with similar interests and response patterns may be identified in some product 

markets, it is by no means clear that this is a universal trend. Furthermore, there is 

substantial evidence to suggest an increasing diversity of consumer within countries, 

and the emergence of idiosyncratic country specific segments.  Numerous companies 

adapt lines to idiosyncratic country preferences, and develop local brands or product 

variants targeted to local market segments.   

 

There is a growing body of evidence that suggests substantial heterogeneity within 

countries. In the United States, for example, the VALS (Value of American Lifestyles) 

study has identified nine value segments, while other studies have identified major 

differences in behaviour between regions and sub-cultural segments. Many other 

countries are also characterised by substantial regional differences as well as different 

lifestyle and value segments. 

 

The evidence thus suggests that the similarities in customer behaviour are restricted to a 

relatively limited number of target segments, or product markets, while for the most 

part, there are substantial differences between countries. Proponents of standardisation 

counter that the international strategist should focus on similarities among countries 

rather than differences. This may, however, imply ignoring a major part of a local 

market, and the potential profits that may be obtained from tapping other market 

segments. 
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4.4.2 Lower Prices for Compromised but Acceptable Quality 

 

Another critical component of the argument for global standardization is that people 

around the world are willing to sacrifice preferences in product features, functions, 

design, and the like for lower prices, assuming equivalent quality. Aggressive low 

pricing for quality products that meet the common needs of customers in markets 

around the world is believed to further expand the global markets facing the firm.  

Although an appealing argument, this has three major problems: 

 

• Lack of evidence of increased price sensitivity - Evidence to suggest that 

customers are universally willing to trade off specific product features for a 

lower price is largely lacking. While in many product markets there is 

invariably a price-sensitive segment, there is no indication that this is on the 

increase. On the contrary, in many product and service markets an interest in 

multiple product features, product quality, and service appears to be growing. 

• Low price positioning is a highly vulnerable strategy - Also, from a strategic 

point of view, emphasis on price positioning may be undesirable, especially in 

international markets, since it offers no long-term competitive advantage. A 

price-positioning strategy is always vulnerable to new technological 

developments that may lower costs, as well as to attack from competitors with 

lower overhead, and lower operating or labour costs. In addition, price-sensitive 

customers typically are not brand or source loyal. 

• Standardised low price can be overpriced in some countries and under-priced 

in others - Finally, a strategy based on a combination of a standardised product 

at a low price, when implemented in countries that vary in their competitive 

structure as well as the level of economic development, is likely to result in 

products that are over designed and overpriced for some markets and under 

designed and under priced for others. Cost advantages may also be negated by 

transportation and distribution costs as well as tariff barriers and/or price 

regulation. 
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4.4.3 Economies of Scale  

 

The third assumption underlying the philosophy of global standardisation is that a key 

force driving strategy is product technology and that substantial economies of scale can 

be achieved by supplying global markets. This does, however, neglect three critical and 

interrelated points: 

 

• Technological developments in flexible factory automation enable economies of 

scale to be achieved at lower levels of output and do not require production of a 

single standardized product.  

• Cost of production is only one and often not the critical component in 

determining the total cost of the product. 

• Strategy should not be solely product driven but should take into account the 

other components of a marketing strategy, such as the positioning, packaging, 

brand name, advertising, PR, consumer and trade promotion and distribution. 

 

The standardisation philosophy is primarily product driven. The focus on product and 

brand related aspects of strategy in discussions of global standardisation are misleading, 

since it ignores the other key strategy variables.  

 

Strategy in international markets should also take into consideration other aspects of the 

marketing mix, and the extent to which these are standardised across country markets 

rather than adapted to local idiosyncratic characteristics. 

 

 

4.5 Standardisation, Adaptation and the International Retailers in Estonia  

 

4.5.1 Rimi Baltic 

 
Rimi Baltic is an example of a company that has adapted much of its business to the 

local market. Its parent companies, ICA and Kesko have not greatly used 

standardisation in order to achieve the internationalisation of their operations into the 
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Baltic States.   One of the major differences between Rimi Baltic and its Nordic parents 

is the operating model of the stores.  In Estonia Rimi Baltic owns and operates all of its 

stores whereas the Nordic merchant model is the primary way of operating the stores in 

Finland and Sweden.  

 

The Rimi name is well known in Scandinavia.  It is the leading soft-discount 

supermarket chain in Norway and a part of ICA’s Norwegian operations.  Until 2002 

the Rimi name was also seen in Sweden although all stores have now converted to ICA.  

The Estonian Rimi stores have a different profile to that of Rimi in Scandinavia and 

indeed the stores themselves differ from those operated by the parent companies in 

Finland and Sweden.  The Rimi hypermarkets carry a much larger food and non-food 

product range than in the home country.  Additionally there is a much greater emphasis 

on fresh foods and service counters.  In a typical ICA Maxi hypermarket there may 

only be one fresh service counter compared to a wide range of counters in a Rimi store.  

These adaptations suggest that Rimi Baltic has taken the differences in customer needs 

and buying behaviour into account.   

  

Säästumarket, Rimi Baltic’s hard discount store also differs from the operations of its 

parents.  Originally part of Kesko’s Estonian operations, Säästumarket differed 

completely to Kesko’s Finnish stores when it opened in Estonia.  Only in 2004 did 

Kesko begin to operate hard discount stores also in Finland.   

 

Rimi Baltic could have the possibility to achieve cross border synergies through co-

operating on a larger scale with its parent companies in areas such as purchasing.  

However, looking at the number of Finnish and Swedish products sold in Rimi Baltic 

stores in comparison to domestic products such purchasing agreements would appear to 

be on a small scale for the time being.   

 

However, some form of synergy and indeed standardisation does exist with Rimi Baltic 

even though it is not directly connected with the parent companies.  The company 

would appear to be beginning to view the markets of Estonia, Latvia and Lithuania as 

one market.  Today, the Estonian, Latvian and Lithuanian operations of Rimi Baltic are 

beginning to be co-ordinated from a centralised head office in Latvia rather than 

through more local head offices in each country.  This can be advantageous for the 
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company in order to respond to the competition of other, more international retailers in 

the Baltic States such as the Lithuanian VP-Market or in the future, Lidl.  However, the 

company might risk upsetting its customers in Estonia if it seeks to decrease the 

number of Estonian products on the shelves of its stores.  

 

At present the very small range of own-brand and low-price products sold at the stores 

of Rimi Baltic is homogenous to the whole Baltic market with no country specific items 

in the ranges.  If the range were to increase in product numbers this could risk ignoring 

idiosyncratic country preferences which may exist between a customer in Tallinn more 

used to Finnish and Swedish influences and one in Vilnius where influences from 

Belarus and Poland may affect their tastes.  While the own-label and low-price brand 

ranges remain small the effect on idiosyncratic country preferences is minimal.  This 

may be a reason why Rimi Baltic has such a small range in these categories consisting 

of only the most commonly purchased products.     

  

However, increasing the number of homogenous products could leverage economic 

synergies for the company and a balance would have to be found for the larger own-

label range to achieve success.  Since own-label and low price products are usually 

cheaper for the consumer than branded goods, the argument can be made that the 

consumer will anyway buy standardised products in a cost trade off.   Rimi Baltic 

however, does not appear to agree with this stance.   

 

4.5.2 VP Market 

 

VP Market is the most standardised of the international retailers currently operating 

stores in Estonia benefiting from synergies of similar store formats and product ranges 

across all of the countries in which it operates.  Its small stores offer a similar range and 

number of products and services across the countries Estonia, Latvia, Lithuania, 

Romania and shortly in Bulgaria.  Originally called T-Market in every country, 

Lithuanian and Romanian stores now carry a more local name.  Although a local name 

suggests adaptation, the use of new signage is not particularly high in cost.   
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Figure 4.01:  VP Market’s Multilingual Own Label Brand Range 

Source: VP-Market, 2005   

 

VP market’s own brand range is important to the product range of the stores and the 

Optima own label brand (Figure 4.01) can be found across the countries in which VP 

operates since the products are labelled in several languages.   Additionally a number of 

other Lithuanian and Latvian food products can be found on the shelves of Estonian T-

Market stores.  These products have local language packaging and simply a sticker in 

Estonian to identify the contents.  This clearly suggests that VP market treats Estonia in 

a similar way to the other Baltic countries in which it operates and does not see a need 

for differentiation towards Estonian consumers to a great extent.   VP Market therefore, 

does not regard idiosyncratic country preferences highly when developing their own 

brand ranges.  

 

VP Market is well documented in Estonian media sources as being cheaper than its 

competitors operating similar store formats.   This, together with the information about 

brand ranges at the Estonian T-Market stores would suggest that VP Market believes its 

customers are willing to trade off specific product features for lower prices.   

 

4.5.3 Lidl 

 

Lidl is present in more countries across Europe than any of the other companies 

analysed in this research.  Accordingly, a standardisation attitude towards 

internationalisation can naturally be expected from this cost-leadership focussed 

company.   
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Lidl probably reaps the most benefit from cross border synergies of the studied 

retailers.  Despite having presence in terms of office and distribution activity in each 

country in which it operates the national operations are far from autonomous with 

control of the operations still remaining centralised in Germany.   Lidl’s business model 

is similar in each country with identical looking stores and (lack of) services.  Like 

McDonalds, Lidl’s offer is fairly predictable in every country basically comprising a 

limited range of groceries with a small number of ever changing non-food special offers 

that are used to attract customers into the store.   

 

In terms of the product range, Lidl also embraces the concept of standardisation with its 

own-label ranges often carrying product information in over ten different languages to 

enable the same product to be sold in several different markets.   However, even Lidl is 

subject to different consumer attitudes and there is evidence that the chain recognises 

the pressure to adapt by providing different products in different countries in addition to 

the larger standardised range.  In Finland especially, there are a significant number of 

fresh foods that have been produced for the chain by Finnish suppliers.  Such items, 

including Nordic rye bread and very low fat cheese suit the Finnish shopper very well 

but may not appeal to the tastes of consumers in Spain.   Even consumer nationalism 

issues have been identified by the chain with Finnish milk and meat products taking a 

place on the shelves rather than possibly cheaper imports.  In Sweden however, rather 

than being offered Swedish products, consumers are offered German milk and meat in 

Swedish packaging.    

 

Therefore, somewhat surprisingly, it can be assumed that even the highly standardised 

Lidl can be responsive to the requirements of their customers in terms of product range.  

Lidl’s Finnish and Swedish operations are at this stage still fairly young making it 

difficult to tell if they will continue to be able to adapt to market conditions in the long 

term while still leveraging cross border synergies however, the distinct lack of 

customers experienced when visiting Swedish Lidl stores and the bustling atmosphere 

of Finnish Lidl stores suggests that the company has better achieved the balance 

between standardisation and adaptation in Finland than it has in Sweden.   
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5 CONSUMER BEHAVIOUR  

 

In this chapter the shopping habits of consumers are studied in order to form an idea of whether 

or not the store concepts, product ranges and strategies of the companies are appropriate 

towards consumer requirements. This is done through a combination of theoretical perspectives 

on consumer behaviour, information from the earlier chapters and an analysis of 150 student 

consumers across the three countries.     

 

The students were from the three university cities of Tartu in Estonia, Turku in Finland and the 

Malmö/Lund area in Sweden.  In addition to questions about food shopping habits and 

preferences, each participant was asked a small number of demographical questions in case 

some details would become useful to the main part of the analysis at a later stage.  Due to the 

nature of the chosen study sample, the age group of the participants is between 20 and 31 years 

of age.  The graphics in this chapter are based on the data from the research made by the 

authors.  

 

 

5.1 Consumer Behaviour and Food Retailing  

 

According to Porter, satisfying the needs of the buyer is the central aim of a business.  

Relating this to Maslow’s Hierarchy of Needs as identified in the introduction it 

becomes evident that for food retailers, customer satisfaction and understanding the 

needs and behaviour of the consumer are key elements to success.  This can be looked 

at in terms of the value a retailer creates for its customers.  “Satisfying buyer needs is 

indeed a prerequisite to the viability of an industry and the firms within it. Buyers must 

be willing to pay a price for a product that exceeds its cost of production (and 

distribution), or an industry will not survive in the long run.” (Porter 1998). 

 

While the satisfaction of the buyer is a requirement to ensure profitability in an 

industry, it alone is not sufficient in determining profitability.  The missing element is 

whether firms can capture the value they create for buyers, or whether this value is 

competed away to others. Applying food retailing to the five forces model as described 

in the earlier chapter allows us to make a brief analysis of this area.   
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The threat of new entrants identifies the possibility that new companies shall decide to 

enter an already developed industry and compete for a share of the value, thereby 

diluting the value available.  This is achieved either by passing value on to the 

consumer in the form of lower prices or redistributing it by raising the costs of 

competing.  In terms of food retailing, price leaders such as the hard discounters may 

provide value to the buyer through lower than average prices in order to attract 

customers from already existing retailers in the market.  Differentiated retailers exercise 

value provision through various channels such as higher quality, wider product ranges 

and additional services while the retailer following the focussed strategy, services such 

as long opening hours and close proximity to the customer.  

 

“The power of buyers determines the extent to which they retain most of the value 

created for themselves, leaving firms in an industry only modest return” (Porter 1998).  

The general belief in food retailing is that the buyers exercise their power mainly in 

terms of demand for low prices and not necessarily in terms of product ranges and 

additional store services.  However, the research shows that additional factors other 

than low prices help to attract customers to stores.   

 

The threat of substitutes determines the extent to which some other product can meet  

the same buyer needs, and thus places a ceiling on the amount a buyer is willing to pay 

for an industry’s product.  In the food retailing industry own-label products and low-

price brands can be considered as substitutes to the more well known branded goods.  

According to Mats Jansson, President and CEO of Axfood Sweden, this is no longer the 

case since both price and brand ranges together are now important.  “Brands that 

previously weren’t exposed to any competition – or at least not to price pressure – now 

are and they aren’t used to it.  I know myself, from my days in the food industry, about 

the high profit margins that we took for granted.  It means that the customers have had 

their say; they like to buy products (Jansson, 2005). 

 

The power of suppliers determines the extent to which value created for buyers will be 

appropriated by suppliers rather than by firms in an industry.  In the case of the 

Estonian market, which is generally lacking in own-label and low-price products 
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suppliers could have the opportunity to exercise power on the retailers since the same 

branded products are sold in different stores with few alternatives.  Clearly in such a 

case the value is appropriated by the supplier rather than the consumer since the 

consumer’s choice has been limited.  Nevertheless, from another point of view, the 

reason for the similarity between products (product homogeneity) can be explained by 

the fact that the Estonian market is too small and the tastes of consumers are fairly 

stable.  Further to this, changing the existing situation would require a significant 

financial and time contribution on the part of the retailers without a guarantee of 

success.   

 

“The intensity of rivalry acts similarly to the threat of entry. It determines the extent to 

which firms already in an industry will compete away the value they create for buyers 

among themselves, passing it on to buyers in lower prices or dissipating it in higher 

costs of competing” (Porter 1998).   

 

With a general lack of own brand and low price brands in all Estonian stores the 

products found on the shelves tend to be the same from store to store.  The manager of 

Prisma Estonia, Janne Lihavainen, says that the product range does not differ from its 

major competitors Citymarket and Rimi and this is not the goal of Prisma. “It is 

important, that our prices are competitive. This is success of business” (Estonian 

Consumer Union, 2005).  This shows that, for the Estonian retailers, consumer 

requirements are currently identified by the need for low prices and not through 

increased choice.  Taking a somewhat backward view, the purpose of retailers in 

Estonia has been to sell products and gain profit a profit for doing so but not to promote 

new products and brands into the Estonian market.    

 

As Estonian consumer behaviour develops the pile it high and sell it cheap strategy 

could result in failure for those retailers which fail to adapt to the demands of their 

customers.   Accordingly, with the emergence of VP-Market in Estonia, the creation of 

Rimi Baltic, merger of Selver/Tirsi and the imminent arrival of Lidl, Estonia’s retailers 

have now begun to develop their product offering.   
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5.2 Consumers 

 

Consumers today are given a choice of both places to shop and products to buy when 

searching for food and drink to fulfil their basic physiological needs.   The behaviour of 

the individual determines where they choose to shop and the brands they select to 

purchase.  Engel et al define consumer behaviour as those activities directly involved in 

obtaining, consuming, and disposing of products and services, including the decision 

processes that precede and follow these actions.  The research and industry interest in 

how consumers make decisions has to a large extent been related to brand choice, price 

importance etc. “Decision making can be seen as a process, or studied more singularly 

focusing on a particular outcome”. (Holmberg 1996, p93) 

 

Dr Lars Perner (San Diego State University n.d.) takes a similar view of consumer 

behaviour identifying it as the study of individuals, groups, or organisations and the 

processes they use to select, secure, use, and dispose of products.  This can include 

services, experiences, or ideas to satisfy needs as well as the impacts that these 

processes have on the consumer and society.  Perner identifies the following points:    

 

• Behaviour occurs either for the individual, or in the context of a group (e.g., 

friends influence what kinds of products a person buys). 

• Consumer behaviour involves the use and disposal of products as well as the 

study of how they are purchased. Product use is often of great interest to the 

marketer, because this may influence how a product is best positioned or how 

we can encourage increased consumption.  

• Consumer behaviour involves services and ideas as well as tangible products. In 

recent years food retailers have increased the number of additional services (e.g. 

cafés, regular client cards, crèches) they provided to their customers in order to 

remain competitive.  

 

It can be assumed that Estonians have traditionally been more interested in choice 

rather than price considering that in the pre-1991 Soviet times prices were the same in 

every store and choice was fairly limited.  Following Estonia’s independence several 

independent retailers appeared throughout the country offering a great choice of 
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products, some of which had never been seen before in Estonia.  Previously price 

competition did not exist.   Customers were not used to shopping for lower prices; the 

goods on offer played a more important deciding factor for the consumer.  Indeed some 

ten years ago there were a larger number of food products available in Estonia than 

there are today.   

 

5.2.1 Consumer Typology 

 

Every individual has their own specific preferences in food purchasing that are 

continuously influenced by external changeable factors such as such as time, income 

and taste. However, marketers try to cluster different types of consumers together in 

specific groups in order to make their work somewhat easier.   

 

When looking at food purchasing in particular, Hofmeister-Tóth and Gyulavári 

(Budapest University of Economic Sciences, 1999) claim different types of food 

consumers can be identified through six different clusters.  This is based on the analysis 

of price preference, healthy nutrition, routine buying, brand preference and time 

preference.   

 

• Time Savers – These shoppers have a high income and good education but work 

long hours so have little time for shopping.  They choose products and brands 

they know rather than new products and purchase from stores in a well known 

chain rather than discount stores or independent retailers.  Quality is important.   

• Innovators – This cluster is motivated by curiosity and is most willing to try 

new products even though they may not have money to do so.  Both branded 

and non-branded goods catch the eye of this type of shopper who enjoys 

shopping and appreciates pleasant shopping conditions as well as good service. 

• Quality for Price Shoppers - Hofmeister-Tóth and Gyulavári expect these 

shoppers to be among the less affluent middle classes.  Used to quality, they 

have high standards and are willing to shop around to get the best quality at the 

lowest price.  

• Hypermarket Shoppers – In this group, consumers have moved from small food 

stores to hypermarkets or superstores and are happy to have done so.  They take 
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time on their purchasing decisions, buy in bulk and are rarely seen at smaller 

stores.  Quality and value for money are important and they are usually loyal to 

their favoured brands.  Most of the people in this cluster have access to a car 

and live in cities or large towns.  

• Routine Buyers – Shoppers in this cluster are mostly middle aged city dwellers 

who tend to purchase the cheapest products and do not care about brands.  They 

shop in the same store each week and purchase the same range of products.   

• Money Savers – These consumers are usually on a low income and spend little 

on food.  They take time to look for low prices and make their purchasing 

decisions in store reacting to special offers.  Neither quality nor brands are of 

great importance to these shoppers.  

 

When conducting a survey of food shopping habits among consumers in a Central 

European capital, the Hofmeister-Tóth and Gyulavári customer typology model found a 

fairly even distribution of the groups with Innovators and Quality for Price shoppers 

being marginally the largest clusters   Similarly, the study of students in Estonia, 

Finland and Sweden also showed a high presence of the same consumer groups among 

the respondents (Figure 5.01).   

 

 
Figure 5.01: Consumer Typology in Estonia, Finland and Sweden 

 

The result of the Finnish and Estonian student consumers is fairly similar with only 

some small exceptions.  Most of the answers are distributed between innovation, time 

saver and quality for price preferences. In contrast to this, a significant part of Swedish 

students belong to the Hypermarket shopper’s typology, even if the reality is that most 

of them are shopping in supermarkets as the research showed.  The Routine Buyers 
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model is hardly represented among the students.  This is an expected outcome since, 

according to Hofmeister-Tóth and Gyulavári the people who belong to this group are 

usually middle-aged and tend to buy the cheapest products without any interest in 

brands.  

 

According to the research, the students shopped in several different store formats 

making it impossible to identify one particular format as fitting with the majority of the 

students shopping habits in each typology category.  Even money savers could be found 

shopping at stores that were more expensive than the competition.  Therefore, despite 

the characteristics of the shopper, external factors such as their location, environment 

and accessibility to transport probably determine where the consumer does their 

shopping much more than their typology.    Among the larger categories the majority of 

customers were found shopping at supermarkets, superstores and hypermarkets.  A 

handful of time saver shoppers were found shopping in convenience stores mainly due 

to their location.   The following observations could be made concerning the students:  

 

• They like to save their time and consequently buy everything in one shop, both 

regular and impulse shopping.  This creates favourable conditions for the 

emergence of hypermarket style one stop shops.  

• They are willing to try new things even if they cost more than usual brands.  

This is a good sign for the new brand promoters in the respect that students are 

perspective valuable buyers of their products  

• Students look for a high quality and low price combination. Stores that are 

willing to offer own-label branded products can take advantage of this group.  

 

5.2.2 Where the Students Shop  

One of the first questions asked of the students was which store they regularly used for 

their food shopping.  The information given was also used in conjunction with other 

data throughout the research analysis.   
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Figure 5.02: Where the Estonian Students Shop & National Market Share 

 

Figure 5.02 shows the large differences between national market shares of the Estonian 

companies, local market shares and the way the students in Tartu shop.  As can be 

expected there are significant regional differences with Tirsi taking a large share and 

Comarket appearing in the statistics even though it does not do so nationally.  

Additionally, other phenomena can be seen from the data – more of the students shop at 

chain stores with the share of non-chain operations accounting for only 8% compared 

with 25% nationally.   Finally, it can be seen that none of the students bought their 

regular groceries from the street market or non-retail other sources (e.g. cash and 

carry).   

 

42% of the students said that they regularly shopped at a store belonging to Rimi Baltic.  

Looking more closely at the details it was found that only a small number of those 

students shopping with Rimi Baltic chose Säästumarket with the remainder choosing to 

shop at Rimi’s hypermarket outlets.  Rimi’s differentiated strategy of providing 

customers with an extensive product range larger than that of its competitors, good 

services and long opening hours has clear dividends for the company since, as the high 

number of customers and the following analysis will show; these factors match the 

requirements of the Estonian consumer.   

 

The share of ETK is smaller in Tartu among the students than the company has 

nationally.  This could be explained by the lack of a Maksimarket hypermarket in the 

city however, there are at least five Konsum supermarkets in Tartu and yet more 

customers chose to shop at the stores of ETK’s competitors with fewer stores.  The 
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stuck in the middle strategy of ETK suggests that there is little on offer to attract the 

customers to shop at the stores and the lack of enthusiasm among the students to shop 

at ETK stores helps to confirm this.  

 

Tirsi, with just 3 stores in total has a significant share of the market among students 

considering that (at least until its acquisition by Selver) it has little opportunity to 

compete with the bulk purchasing of larger organisations and therefore is unable to 

strongly compete on price.  Students who told that they regularly shopped at Tirsi 

claimed the good products on offer were on of the major factors for their choice of 

store.  Focus on the product therefore, is the key to gaining shoppers for Tirsi.  

 

 

Figure 5.03: Where the Finnish Students Shop & National Market Share 

 

In Finland Kesko is the preferred choice of almost half of the respondents (Figure 

5.03).  This, it is believed is partly due to the sheer size of the operation and partly due 

to the differentiated focus of the new Kesko ventures, particularly in the convenience 

sector.  These can be attractive to the curious shopper as well as the time saver.   

Similarly Kesko, as Finland’s leading hypermarket chain also appeals to many 

hypermarket shoppers as well as time savers.   Finland is also the only country where 

the co-operative retail sector manages to attract a large number of student customers.  
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Figure 5.04: Where the Swedish Students Shop & National Market Share 

 

As can be seen in figure 5.04, the number of students from the study shopping at ICA 

stores is slightly higher than the company’s market share.  As earlier mentioned, this is 

most likely due to the company’s significant market presence and size rather than a 

particular strategy since the company has earlier been identified as a stuck in the middle 

retailer.  Axfood on the other hand appears to have taken a large part of the share of 

other retailers, namely Coop.  In this case, strategy can play a role as the majority of the 

students claimed to shop at Axfood’s soft-discount supermarket chain Willys which 

operates a differentiated profile – something that appeals to various types of student, 

particularly innovators and quality for price shoppers.   .    

 

The power of the regional player is not so important to Swedish food retail as it is to the 

Estonian market.  While Estonian Tirsi has a good market share in its home town of 

Tartu, Bergendahls has been unable to greatly increase its market share over the 

national level despite having three superstores and one hypermarket in the Malmö/Lund 

region.    

 

5.2.3 Factors Influencing Consumer Decisions 

 
Additionally some other factors influence on consumers’ decision-making and provide 

a more detailed description of consumer behaviour supporting the above mentioned 

typology of shopping orientation for consumers.    

 

Culture is part of the external influences that impact the consumer. That is, culture 

represents influences that are imposed on the consumer by other individuals. The 
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definition of culture is "The complex whole which includes knowledge, belief, art, 

morals, custom, and any other capabilities and habits acquired by man person as a 

member of society."  

 

Individual members of families often serve different roles in decisions that ultimately 

draw on shared family resources. Some individuals are information gatherers/holders, 

who seek out information about products of relevance. These individuals often have a 

great deal of power because they may selectively pass on information that favours their 

chosen alternatives. Influencers do not ultimately have the power to decide between 

alternatives, but they may make their wishes known by asking for specific products or 

causing embarrassing situations if their demands are not met. The decision maker(s) 

have the power to determine issues such as what to buy, where to buy and when to buy 

(San Diego State University n.d.).  

 

The role of the decision maker is separate from that of the purchaser. From the point of 

view of the marketer, this introduces some problems since the purchaser can be targeted 

by point-of-sale (POS) marketing efforts that cannot be aimed at the decision maker. 

Also note that the distinction between the purchaser and decision maker may be 

somewhat blurred (San Diego State University n.d.):  

• The decision maker may specify what kind of product to buy, but not which 

brand;  

• The purchaser may have to make a substitution if the desired brand is not in 

stock.  The purchaser may disregard instructions (by error or deliberately).  

 

Humans are inherently social animals, and individuals greatly influence each other. A 

useful framework of analysis of group influence on the individual is the so called 

reference group.  The term comes about because an individual uses a relevant group as 

a standard of reference against which one is compared (San Diego State University 

n.d.). Friends and colleagues also influence greatly on preferences in purchasing.  
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The study of the students revealed that, friends and family played an important role in 

the purchasing decisions of the Finns (43%) and Swedes (38%).  However, the 

Estonians consider themselves to be more independent decision makers with only 24% 

saying that their friends and family affected their purchasing decisions and a clear 

majority, (72%) claiming that they were not influenced by other factors at all.   In 

Finland and Sweden less of the students considered themselves to be independent 

shoppers at 39% and 30% respectively.  Media sources, particularly direct mail 

advertising by the food retailers were found to influence the purchasing decision of 

32% of the Swedish students and 18% of Finnish students yet only 3% of Estonians.   

Further investigation revealed that food retailers advertise more frequently and 

aggressively via direct mail in Sweden than in the other two countries.   

 

Time is another important factor in consumer behaviour.  For working people, time is a 

key factor that steers daily shopping habits, if nothing else.  Small households and a 

lack of time are increasing demand for ready-made meals. Among these consumer 

categories, eating out is also competing with food stores, and in recent decades this has 

resulted in an explosive development in the restaurant industry. (Axfood Sweden, 2005, 

p8)  

 

In order to address the time issue for analysis in relation to regular store choice the 

students were about how they react to long queues in stores.  While 70% of Finns in the 

study and 67% of Swedes would change their food store if they always had to stand in a 

long queue, only 51% of Estonians would do so.    

 

Preferences for the time of shopping were found to be very similar in all three countries 

with weekday evenings and weekday afternoons being the most popular times for 

around 75% of the students.  Weekday mornings were not a popular time (6-8%) and 

despite a more relaxed attitude to weekend opening hours in Estonia and to some extent 

Sweden, Sunday shopping was preferred by only 6% of Estonians and 2½% of Swedes.  

The high number of the students preferring to shop in the evenings (54%, 42% and 46% 

respectively) has been well noted in Estonia where hypermarkets are often open until 

23:00.  In Finland hypermarkets are closed by 21:00 weekdays and 18:00 Saturdays 

allowing the service focused convenience stores to benefit from those who prefer 
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shopping late into the night.   As can be seen in figure 5.05, the higher number of 

Finnish students preferring to shop at convenience stores reflects this.  

 

 

5.3 Store Type Preferences 

 

Information that can be found in Figure 5.05 supports a number of conclusions that 

were made in the preceding text.  First of all, the major part of all respondents preferred 

larger sized stores such as hypermarkets, superstores and supermarkets.  This helps to 

prove the results of the research concerning the prevalent type of Time Saver Shopper 

among the youth who want to be able to find everything in one place.  Nevertheless a 

high percentage of the students would prefer to shop in a hypermarket type store even if 

they are not shopping there now, supporting the conclusion from the previous chapter 

about the favourable conditions for the emergence of hypermarket format stores.  

 

 
Figure 5.05:  Store Preferences among Estonian, Finnish and Swedish Consumers   

 

 
 

5.4 Manufacturer Brands   

 
As could be seen in Chapter 3, manufacturer brands make up the largest share of most 

food stores’ product ranges.  In Estonia especially where most companies except VP-

Market have almost 100% manufacturer brand ranges on their shelves.  In comparison, 

the figure in Finland and Sweden is under 90%.    
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A manufacturer name brings in itself information about the producer, origin, and 

quality of a product.  By building their brand names, manufacturers can gain 

widespread distribution (for example by retailers who want to sell the brand) and build 

customer loyalty.  Additionally, a chosen brand name can help to win the consumers’ 

favour.  Customers express a preference to buy domestic products rather than imported 

foreign producers.  Manufacturers can take this ethnocentric tendency in consumer 

behaviour into account when promoting their own goods on the local market though 

giving a name to a product that sounds familiar to the residents of the country.    

 

Adaptation of manufacturer brands to suit national tastes is common in the three 

countries.  The soft drink brand BOB in Sweden is known as Ekströms in Finland and 

Põltsamaa in Estonia giving a more national image for the product despite the fact is 

has been made in Kumla Sweden. The same is true for the Göteborgs brand of biscuits 

in Sweden which sells as Kantolan in Finland.  Perhaps one of the most widespread 

methods of product internationalisation through adaptation can be seen with major 

manufacturer Unilever who use a united logo for their Heartbrand ice creams but local 

names (Figure 5.06). On the other hand, some brands are neutral to all countries such as 

Felix and therefore there is no need to re-brand the product for sale to different 

nationalities.  

 

 
Figure 5.06: Local Names - Same Products in Belgium, Britain, Sweden/Finland, Germany and Austria 

Source: Unilver, 2005 

 

This attempt by manufacturers to fool their customers into believing a product made in 

another country is in fact domestic has had some effect on the students.  Additionally 

there are a number of more international brands which, due to their name, have given 

the impression of being domestic.  For example according to research, the Finnish 

Alma and Swedish Felix brands are recognised as native to 80% of the students (Figure 

5.07).  Alma is in fact a name used for the Estonian market by Finnish dairy Valio 

while Felix is sold in all three countries.   
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Figure 5.07:  Perceptions of Estonian customers concerning product nationality 

 

For the Finnish students names such as the Swedish Findus and Felix as well as French 

LU (Figure 5.08) were thought of as domestic products by around 30% of the 

respondents.   

 

    
Figure 5.08:  Perceptions of Finnish customers concerning product nationality 

 

 

For the Swedish respondents a number of students considered Knorr to be Swedish, the 

name can even be translated into the Swedish language however; most Knorr products 

are manufactured in Italy.  The Finnish brands Serla and Fazer were also considered to 

be Swedish by a number of students (Figure 5.09).   
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Figure 5.09:  Perceptions of Swedish customers concerning product nationality 

 

On the other hand, brand names can also confuse customers into believing that a 

domestic product is foreign.  The juice brand Tropic in Finland and spice mix brand 

Santa-Maria in Sweden have names hinting on a more southern origin that cannot be 

recognised as local for the inhabitants from the north.  For 20% of the Swedes even the 

name Felix was considered to be foreign despite most production of Felix brands taking 

place in Sweden. 

 

Furthermore, consumers usually consider brands from some of their neighbouring 

countries as domestic since the name of a product does not always refer clearly to the 

origin.  Usually such products can be found in abundance on the store shelves due to 

the relatively easy ability to transport goods between neighbouring countries.  This 

encourages people to think that some foreign products are domestic. Additionally, as 

they become more successful, the big producers tend to create manufacturing presences 

in the countries where they distribute their goods. For instance, some of the Finnish 

dairy products under the Alma brand are now produced in Estonia.  This raises the 

question should a product under the Alma name manufactured in Estonia be considered 

as a domestic or foreign. Discussion on this matter can be found in Domestic and 

Foreign Products sub chapter.  

 

All of the consumer types among the students are likely to purchase manufacturer 

brands for as long as there is no clear alternative.  Therefore, it can be seen that there is 

a demand for these products.  With a lack of alternative choices in most cases, 

particularly in Estonia, customers need to buy manufacturer brands.  The arrival of the 

hard discounters to Finland and Sweden is beginning to increase the consumer’s choice 

for alternatives while Estonia’s Säästumarket still carries a large number of 
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manufacturer brands in its stores.  Lidl’s opening in Estonia will provide the consumer 

with their first wide scale range of alternatives to manufacturer brands.      

 

 

5.5 Own-Label Brands 

 

Own-label brands bring additional advantage to the consumers through cheaper prices 

for products which usually have a comparable quality to well known brands.  For the 

retailers, additional bargaining power can be gained when it comes to negotiating prices 

and terms with manufacturers.   Own-label products can be easily found in almost every 

retail chain store in the Nordic countries.  In Estonia however, store private labels are 

just emerging on the market and some retail chains have yet to introduce any such items 

to their product range.  

 

The popularity of own-brands among consumers mostly depends on loyalty of the 

purchasers.  One part of the of the research was devoted to the investigation of attitudes 

among the students towards private labels and the perspectives of introduction of the 

store-own label brands into purchasing by this rising generation of customers. 

 

The survey results show that 60% of the Estonian students would buy the store own-

labelled products if they were able to (see Figure 5.10) and 80% of them would 

consider the quality of those products as good.  Taking into account that the own-labels 

can be hardly ever found in the stores and the consumers are not familiar with such type 

of brand the results can be examined as favourable for further expansion of the store 

private labels. 

 

 
 

Figure 5.10: Perceptions of Estonian Students towards Own-Label Brands 
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In comparison, almost all Finnish and Swedish students answered positively to the 

same question and most think that own label brands have the same quality as 

manufacturer brands (Figures 5.11 & 5.12).  This can be explained by the increased 

awareness of Nordic students towards own-label brands than that of their Estonian 

counterparts.  

 
 

Figure 5.11: Perceptions of Finnish Students towards Own-Label Brands 
     
 

 
Figure 5.12: Perceptions of Swedish Students towards Own-Label Brands 

 
 
Own-label brands in all three countries could still be further developed compared with 

other European countries.  As the research has shown, there is a demand for own-label 

products in all three countries, yet the number of own-label brands in most Estonian 

food stores is still well below the 1% mark compared with over 10% in Finland and 

Sweden.    

 

A good own-brand range has the potential to appeal to most types of consumer 

throughout the scale from Time Saver to Money Saver.  Only routine buyers may not 

try own-label brands.  According to the research, time savers make up a large share of 

the customer group, as students who will later enter working life, their time saving 
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attitude is likely to continue. These consumers, who already put their trust in well-

known chain operators rather than smaller retailers, are likely to purchase own-brands.  

As they trust the name of the retailer for their store, the same is probably true for the 

company’s products as well.  This is one good way to attract time savers to a store since 

it provides them with an increased choice without having to take time to make a 

purchase decision.  Innovators, as a naturally curious group often on a low income will 

also appreciate the opportunity of more choice at a lower price than the manufacturer 

brand alternatives.  

 

In Estonia, VP-Market was the only company to exceed the 1% share with around 7½% 

of the products sold in its T-Market stores being own-label.  Although the products sold 

are homogenous to the entire Baltic market this assists T-Market in its strategy of being 

a cost-focussed retailer.  Through using a homogenous Baltic own-label, the company 

is able to provide its customers with a range of products at a low price despite operating 

smaller stores than its major price competitors in other store format categories.   

 

Homogenous cross border own-brands also carry an additional risk as they compete 

with low price brands in their appearance if not in their quality.  Low Price brands are 

traditionally sold in more than one country and therefore the packaging can contain 

several languages in the same way a cross border own-brand would.   

 

Even though it is one of the smaller companies in the study, Selver has already begun to 

introduce an own brand and has more products under its own name than the larger 

Rimi.  Since Selver operates only in Estonia, its own label products are designed for the 

Estonian market and avoid idiosyncratic country preference issues with consumers.  

This fits well within Selver’s differentiated focus strategy since it can provide 

customers with a range of products designed for the Estonian customer that they cannot 

find elsewhere.   The acquisition of Tirsi will probably help Selver to continue to 

expand its own label ranges by taking advantage of the company’s vegetable packing 

and bakery operations.  

 

For ETK, the lack of own label brands only adds to the stuck-in-the-middle strategy of 

the company.  Own-label products are attractive for the consumer and a way for the 

company to gain increased custom.  ETK, as a co-operative organisation has a great 
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potential to join with co-operatives from other countries in order to develop a quality 

own-label range although it would need to concentrate on homogenous, everyday 

products to avoid the idiosyncratic national taste issues.  It would also carry the risk of 

increasing the appearance of the own-label brand being similar to a low price brand but 

the benefits of co-operation enabling ETK to attract customers through lower prices 

could offset this disadvantage.  

 

Despite being the largest chain, with the largest market share and more food products 

on its shelves than the other retailers, Rimi Baltic has relatively few own label products. 

An increased range of own brands, particularly if some products would be dedicated to 

the Estonian stores alone rather than the current entire Baltic market would help Rimi 

Baltic to continue to attract customers to their stores as other retailers develop own–

brands in response to consumer demand.  However, as Rimi Baltic has a differentiated 

strategy, perhaps it intends to continue offering customers solely manufacturer brands.  

An idea that is unlikely to bring continued success since, even without widespread 

presence of own-label brands, the Estonian participants in the research want to be able 

to purchase them.   

 

At the present time, with a demand for own labels not being sufficiently fulfilled by the 

retail chains in Estonia, Lidl could be in an advantageous position to satisfy the needs 

of the Estonian public.  However, even this near 100% own-brand reliant company 

risks confusing its customers who could consider the brands sold in the store to be 

unknown names rather than own-brands due to the lack of affinity to the company’s 

own name on the product packaging.  

 

 

5.6 Low-Price Brands 

 

Low-price brands tend to be as popular among the students as own-label brands. 

Approximately 75% of the respondents from each country would buy a discount brand 

product if they could find it in the store there they normally purchase their groceries.  

Heightened interest towards low-prices brands could be explained by a willingness to 

save time and money during shopping and to try new things.  Many students tend to 

buy food products of good quality but with a low price. Low-price branded products 
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were considered as good quality by most of the respondents. Despite this positive 

attitude towards low-price products, most Estonian students are not familiar with them.  

According to the research only 14% of Estonians have heard about the low price brand 

EuroShopper whereas in Finland and Sweden almost 100% of the students had heard of 

this brand.   This is not surprising considering the low number of EuroShopper products 

sold in Rimi Baltic’s stores.    

 

Low price brands may not appeal to time saver consumers as much as they would to 

other categories due to their lack of a well-known brand or name connection to the store 

chain itself.  Similarly, routine shoppers may not even notice the appearance of low 

price brands in their store.  However, most people belonging to other consumer groups 

can be expected to at least try these brands if not regularly purchase them.   For the 

Estonian student group, low price brands were well received suggesting a lot of 

potential for the brand, particularly among those with a limited income.   

 

So far, Rimi Baltic is the only retailer in Estonia to sell low price brands by offering the 

EuroShopper brand across the Baltic States.  However, as such a small number of items 

are available in the range; it has not made a major impact on the consumer.  For VP 

Market, the current Optima cross border own-label is likely to become the company’s 

low-price brand in the future as the Lithuanian company’s foreign markets develop and 

it becomes viable to develop a more country specific own label range as the company 

already has in Lithuania.   For Selver, a low-price brand represents an opportunity to 

attract customers to its stores that would normally consider the food and quality 

focussed chain to be too expensive.  However, since the company is not international it 

would need to find a partner in order to keep costs at a minimum.   

 

As already mentioned for own-label products, ETK would benefit greatly from co-

operating with other co-operative groups to introduce a low price range to its stores.  

The Scandinavian and Finnish Co-operatives’ X-tra brand could be a good solution also 

for ETK.  The introduction of such a wide range of products in a relatively short period 

of time could even help the company move out of its stuck-in-the-middle position and 

prepare for Lidl’s expansion into its markets by stealing a march over the competition.    
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Despite of an optimistic forecast for the own-label and low-price brands in Estonian 

market some obstacles to promote them in the market might appear though. First of all, 

according to the survey most of the youth haven’t ever heard or/and are not familiar 

with characteristics of above mentioned brands. Secondly, because of lack of 

advertising people in Estonia are not familiar with those type of brands and as still 

many people have an opinion that cheap product are usually of good quality and if they 

would have a choice between a lower price product and more expensive well-known 

brand, they could choose the last one, as the research showed the Estonians are ready to 

pay more for quality. It is assumed that people, even young generation, are quite 

suspicious towards lower prices,  the reason of such behaviour could be hidden in early 

90s then were a lot of private sellers appeared and in order to make order at any cost 

they swindled the consumers by advertising low-quality products as good.  

 

 

5.7 Ecological Brands 

 

In the research several questions were asked to find out if ecological products are 

known and have popularity among students.  This group is strongly considered to 

represent perspective consumers for ecological products by numerous groups. The 

results can be useful for retailers for their further strategic decisions in the promotion of 

environmentally friendly ecological products.  According to the questionnaire answers 

almost all students from the observed countries have heard about ecological products, 

the percentage of positive answers however is slightly lower among Estonians (Figure 

5.13) 

 

 
Figure 5.13: Students who have heard about ecological products 
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As Estonian consumers have only recently been introduced to ecological products by 

the food retailers, the following question arises, do they realise what ecological 

products really are? The investigation showed that most of the respondents have given 

the right answers (Figure 5.14), though more than a quarter of them haven’t answered 

at all which can be partly explained by insufficient knowledge of organically produced 

food. 

 

 
Figure 5.14: Perceptions of Estonian Students towards Ecological Products 

   
 
As it was assumed most Swedish and Finnish students were already aware of what 

ecological products were, they were asked to answer what they think about ecological 

products. The results were similar for both countries, half of the respondents agreed that 

these products are good but too expensive. 10% would like to buy environmentally 

friendly products if they could, at the same time another 10% think that these products 

have bad taste and low quality, more than 5% assume that they are the same as the 

alternatives. The main distinction among the both countries is that the more Swedish 

respondents buy ecological products than their counterparts in Finland, 13% vs. 4 % 

respectively.  It can be assumed that the outcome of the questionnaire would be similar 

if a target group other than students were used as widespread opinion exists about the 

high prices of organic farming products yet despite knowledge about the potential 

health and environmental benefits only a few consumers buy them.  

 

At the outset of the research, it was supposed that Estonians would be less informed 

about ecological products that their counterparts from Sweden and Finland.  However, 

the research outcome shows similar answers from the observed countries. From Figure 
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5.15 it can be seen that Estonian and Finnish students are more confident in their 

knowledge of ecological products than their Swedish neighbours.  As the target group 

of the research are students the results can be different for other age groups in observed 

countries as usually it is assumed that young educated people generally have a greater 

thirst for general knowledge.  

 

 
Figure 5.15: Students’ Perceptions towards the Environmental Friendliness of Ecological Products 

 

Can the situation of low consumption of ecological products be changed?  Perhaps, if 

the partial reason is that people don’t know they can buy ecological products in the 

store where they shop.  Figure 5.16 shows the high number of students in Finland and 

Sweden who are aware that they can find these products in the stores where they shop.  

More than half of Estonians however do not know if the stores where they shop offer 

ecological products.  

 

 

 
Figure 5.16: Availability of Ecological Products 
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The respondents were also asked if they would buy a product marked as ecological or 

environmentally friendly instead an alternative. The answers varied from one country to 

another. Half of Estonian and more than 30% of Finnish students are willing to pay for 

ecological products if they are domestic.  This introduces the phenomenon of consumer 

nationalism also to ecological products.   

 

 
Figure 5.17: Availability of Ecological Products 

 
 
Estonian students care more about their health and less about the price of goods than 

their counterparts in the two Nordic countries (Figure 5.17).   The Estonian Green 

Movement has made their own survey about consumer attitude towards ecological 

brands which confirms the willingness of Estonians to purchase this type of product.  

As can be seen from Figure 5.18, there is a high level of interest towards ecological 

products among Estonian consumers as well as a willingness to pay a premium for 

them. Similar results were received from the answers of the Estonian students. 

 

 
Figure 5.18: Estonian Consumers and Willingness to Pay for Ecological Products 

Source: Allan Kokkota, 2003 
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The following main conclusions can be made based on the outcome of the research: 

 

• There is a relative awareness of students in the three observed countries about 

ecological products and their characteristics 

• Environmentally friendly products are assumed to be too expensive by Nordic 

respondents 

• There is a lack of knowledge about existence and the range of ecological 

products on the store shelves where the Estonians shop 

• There is a relative willingness of students in all three counties to buy ecological 

products instead alternatives 

• Young people and other sections of the population in Estonia have a high 

interest toward ecologically branded products and are ready pay a premium for 

them.  

 

According to the research, the Estonian student consumers do want to be able to buy 

ecological products.  More so than the Finnish and Swedish customers who have 

greater access to such products through retailers than do the Estonians.  Despite this, 

very few such products were found on the shelves of the Estonian companies.  If the 

demand among the students could be reflected as a view of the population as a whole, 

then increasing the availability of ecological products available provides all of the 

studied retailers with increased potential.  However, considering the company 

strategies, it is more likely for food focussed Selver and differentiated Rimi Baltic to do 

so than cost focus VP-Market or cost leader Lidl.   

 

5.8 Domestic & Foreign Products  

 

Existing literature supports the view that consumers have distinct preferences for local 

or international brands or more specifically, brands from particular countries. 

Consumers in developed countries tend to prefer their own countries’ products - a 

phenomenon that is labelled consumer nationalism.  Moreover, the perception is that 

products from developing countries are often of low or variable quality (Uncles & 

Saurazas 2000, p1301).  
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Nevertheless, many consumers in developed countries buy non-local brands, and there 

are many country-of-origin studies to support the notion that the knowledge consumers 

have of a product’s country-of-origin is an important influence on their choice 

behaviour (Li and Dant 1997).  More generally, it has been argued that consumers in 

developing countries do not necessarily have the same level of patriotism towards their 

countries’ products, although the level will vary depending on the product category and 

consumer involvement.  This is in line with the view that a positive relationship exists 

between product evaluations and degree of economic development (Gaedeke, 1973). 

 

Many theorists argue that the concept of consumer ethnocentrism has a significant 

influence on the attitudes of consumers when considering purchasing domestic or 

foreign products. This concept basically says that people view everything in their own 

group (in this case their own country) as the centre and make a comparison of that with 

everything around them (e.g. other countries).  Similarly, Adorno et al. (1950) define 

ethnocentrism in terms of an individual who tends to be ‘ethnically-centred’, meaning 

to strongly accept the culturally ‘alike’ and reject the culturally ‘unlike’. From this 

viewpoint, ethnocentrism is seen from an evaluative perspective, as an attitude of 

judging all other cultures by the standards of one’s own culture (Uncles & Saurazas 

2000). Anthropologists generally agree that ethnocentrism is found in every culture 

(Havilland, 1999). The feelings that we are right and they are wrong pervade every 

aspects of a culture’s existence (Samovar and Porter, 1995). 

 

Consumers with high level of ethnocentric tendency are likely to believe that buying a 

foreign product is not right. Therefore, they have a tendency to use local products. 

However, when consumers evaluate a product, they tend to evaluate it based on their 

overall perception of the quality or on the attributes of the product itself. For this 

reason, consumer ethnocentrism may have a positive relationship with intention to buy 

local products but may not be related to foreign product judgment. (Tho, Trang, and 

Barrett)  
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The research outcome is in accordance with the theory of consumer behaviour.  Making 

the survey, the target group was asked to answer to the following questions:   

 

• Given a choice would you buy foreign or domestic products? 

• Do you think domestic products are better than foreign? 

 

The students’ food choice is dependent on a product’s country-of-origin highlighting 

the effects of consumer nationalism. More than 90% of the respondents from the three 

countries stated they would buy a domestic product rather than a foreign.  However, 

answers on the question if domestic products are better than foreign vary. While almost 

100% Estonian respondents are convinced that domestic food is better, less than 70% of 

Finnish and only half of Swedish students agree with that statement.   It is also 

worthwhile to mention that a prevalent number of youth from Sweden and Finland in 

particular who prefer to buy domestic products don’t think that they are better than 

foreign this shows an ethnocentric tendency among the Nordic students.  

 

However this raises the question of what characteristics must a product have in order to 

be considered as domestic by the consumers?  There is no one right answer to this 

question and the results cannot show a precise picture about consumer preferences. For 

example, is a product made in the home country by a foreign company still domestic? 

According to the research Estonian and Swedish respondents basically call them 

domestic.  In Finland, where consumer nationalism is more prevalent, slightly more 

than half of the students are thinking in the same way.  The main reasons why people 

consider goods as being domestic is because of use the local land, labour force, raw 

material, technology and a conviction that the profit will stay in the home country. At 

the same time their opponents believe that a product made in the home country by a 

foreign company is not domestic and give similar arguments to defend their opinion. 

Another significant delusion is on the origin of goods which can be hidden in the brand 

name of the product as discussed in the earlier Manufacturer Brands sub chapter.   

 

Despite so called nationalistic consumer behaviour students are mostly willing to try 

new foreign products equally with domestic counterparts. Once again, this proves that 

the research target group is open for experimentation in food purchasing. It is 
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remarkable to note that Finnish and Swedish students buying new products would look 

more for the lower prices of such products to aid their purchasing decision than their 

Estonian counterparts.  This can be another reason to strengthen the preliminary 

assumption that Estonians are seeking a wider choice of products.  

 

As for the retailers in this situation, the Estonian companies have the highest number of 

domestic products at between 10 and 20% of all food products sold.  Rimi Baltic has a 

similar figure to that used in Kesko Finland where 30% of all food goods sold are of 

foreign origin compared with 35% in ICA Sweden.   VP Market is the only retailer to 

have a larger number of foreign products than domestic.    

  

 

5.9 Lidl 

 

Although Lidl has not yet opened stores in Estonia, it can be assumed that the company 

will have an impact on the current brand situation in the country when it does.  Despite 

not being able to ask the Estonian students about their attitude towards Lidl until they 

have been able to experience a Lidl store in their country it was still considered 

interesting to learn more about the attitudes of the Finnish and Swedish students 

towards the company.  Lidl has only been present in Finland and Sweden since around 

2002.  However, the company has already managed to steal 2% and 1.3% respectively 

of the market in these countries.  

 

 
Figure 5.19: General Thoughts on Lidl in Finland and Sweden 
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The students where asked what thought about Lidl in general. The most popular 

answers can be found in Figure 5.19.  Despite offering low prices, shopping at Lidl is 

often disappointing to the students from both countries because they have either 

experienced or believe that the company sells low quality products, in particular 

because of a poor choice of fresh fruits and vegetables.  Additionally Swedish 

respondents note the limited range of products, many of them stated they will not 

choose Lidl for their food purchases. 10% of the Finnish respondents are not satisfied 

with the unattractive store interior while another 10% consider Lidl as a good food shop 

although they also considered the assortment of goods to be too low.   

 

The students are also aware of media publicity about unfavourable employment policy 

inside the company which makes Lidl even less popular among the student consumers.  

However, some of the respondents mention the strong competitive position on the 

market and its wise affairs management; they recognise the necessity of its existence 

for people with low income and note the differentiation of the products from other 

shops as a positive factor.  At the same time some of the students were discontented 

because of the abundance of foreign products, in particular German and lack of 

domestic products which shows extreme consumer nationalism among Nordic students.  

 

However, with its limited assortment of goods Lidl probably does not offer the 

Estonian consumer enough choice in the long term.  Additionally, the company is 

facing a much stronger barrier to entry than it has in, for example Finland where no 

hard discount operator had previously operated.  In Estonia, the hard discount sector is 

dominated by Rimi Baltic’s Säästumarket with a 12% market share and nationwide 

coverage.  For the hard discount sector, 12% market share is already significant when 

comparing with the much lower share that hard discounters have managed to achieve in 

Finland and Sweden.  It will be difficult for Lidl to gain a large part of that share if 

other competitors also seek to steal a slice of the market by offering both choice and 

competitive price.    

 

For Lidl, entering the Estonian market will probably bring initial success due in part to 

the novelty factor that the company will bring.  As most Estonians, are not used to own 

brands, or a large range of foreign food products Lidl will offer them a new choice.   
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6 CONCLUSION 

 

The purpose of the research was to highlight regional disparities between the Nordic and Baltic 

food retailing sectors by comparing Finland and Sweden with Estonia.   

 

In terms of market structure, the situation in Estonia is still in a period of change with the 

larger and smaller store formats developing at a faster pace than mid-sized outlets.  In the 

future it can be expected that the dominance of chain operators over the independent operators 

seen in Sweden and Finland will also become even more apparent in Estonia.   

 

The first chain operators in Estonia have initially concentrated on large stores and hard 

discounters in a reverse situation to the historical development of retail chains in the Nordic 

countries.  The hard-discount store type is relatively new for Nordic customers while it is 

probably beginning to mature in Estonia.  The development has left a gap in the market 

between traditional small independent stores and the large hypermarkets and superstores.  This 

is now being filled by the newer chain operators such as VP Market, Comarket and Grossi with 

their smaller supermarkets and convenience stores.    

 

Therefore, the general composition of the Estonian food retail market and its store types is 

developing towards a model similar to that found in most other areas of the European Union.  

The dominance of chain operations and the declining presence of independent retailers and 

alternative channels such as street markets experienced now in Estonia is only repeating events 

that have occurred in other countries.    

 

Additionally, differences exist within each store category.  For example most Estonian 

hypermarkets carry a greater number of products than such stores in Finland.  Similarly, the 

newer entrants in the Estonian small and convenience store sector also stock more items on 

their shelves than an equivalent store in Sweden.  This suggests that the Estonians have a 

greater demand for choice than their Finnish and Swedish counterparts.   

 

Another difference in the composition of the markets between the countries can be found in the 

store ownership and management structure of the market leader in Estonia Rimi Baltic 

compared to that of its Finnish and Swedish parents Kesko and ICA.   In fact there are no 

 



112 
  

symbol groups, or franchise chains present in Estonian food retail, a general trend that is not 

mirrored in the Finnish or Swedish markets.  Concerning their internationalisation strategy, 

both Kesko and ICA have been required to completely adapt to the Estonian market by 

choosing to operate their own stores rather than implement the Nordic merchant system.   It is 

difficult to tell without further investigation if there is a real lack of demand for this type of 

system among the large number of independent retailers in Estonia.  As no system has yet been 

developed with the existing large number of independent retailers in Estonia, this could be a 

potential area for ICA and Kesko to leverage their knowledge from their Finnish and Swedish 

operations.  Since Rimi Baltic is currently only present in the larger store categories, such a 

move could also allow the company to expand into the smaller store categories.   

 

 

In terms of the range of products and brands found in Estonian stores and the attitudes of 

consumers, differences were also found between the Nordic and Baltic neighbours.  As 

expected, the number of Own-Label, Low-Price and Ecological Brands on the shelves of the 

Estonian stores was considerably lower than those found in the Finnish and Swedish outlets 

with a complete lack of own-label and low price brands in some stores and relatively few in 

others.  As the research into this area was in progress some companies were also launching 

their first own label products.  Reasons for this sudden change can be because of increasing 

competition as well as the companies’ strategic goals.   

 

The small scale launch of own-label brands this year has done little to change the situation 

since there is still a lack of own-label brands in general when comparing to Finland and 

Sweden.  Additionally low-price brands and ecological brands have yet to be developed.  This 

is somewhat surprising when looking at the high customer demand among Estonian students 

for all three brand ranges as shown in the research.  The result for the demand for ecological 

brands, regardless of price, was particularly surprising since it outstripped that of Finland and 

Sweden where such products are already more widely available.  While some companies are 

now developing own brands, other retailers might be too concentrated on the price play 

considering such a move too expensive and requiring too much investment. 

 

The number of domestic products found in the stores of Rimi Baltic was higher than expected 

of a foreign retailer in Estonia but corresponded roughly to a similar figure in Finland and 

Sweden suggesting some form of standardisation in an otherwise adaptive company.  The 
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number of domestic products found at the other international retailers VP-Market and Lidl 

were much lower and in line with expectations from the standardised operators.  The results of 

the research suggest that Rimi Baltic’s strategy towards a greater number of domestic products 

has been an important factor to ensure that the company has succeeded in Estonia.  Although 

the Estonian respondents are innovative and willing to try new and foreign products, they, like 

their Nordic neighbours, are likely to return to the domestic product once the novelty value of a 

new product has disappeared.   

 

Appreciation of greater choice is one of the most apparent differences between the attitudes of 

the Estonian student consumer compared with those of the Finnish and Swedish.  Although 

there was a great deal of interest towards new domestic and foreign products as well as the 

different types of brands among all the nationalities, in some cases demand for new product 

ranges was far greater among the Estonian students.   This can probably be attributed to the 

general lack of different brand ranges in Estonia whereas the Finnish and Swedish customers 

may have already become complacent to having such a choice.    

 

It was found that the willingness of the international companies involved in food retail on the 

Baltic market to adapt to local conditions depended on their general strategies.  Some were 

more willing than others to address the differences between consumers in different countries.  

On the other side of the balance is Lidl with its cost-focus, standardisation strategy mainly 

offering imported products.  However, even with Lidl some percentage of domestic products 

can be found in its stores giving weight to the conclusion that despite the standardisation 

strategy food retailers such as Lidl follow when expanding to a new country, they do take into 

account the tastes of local consumers in order to be successful in the longer term.   The case of 

Lidl in Finland and Sweden helps to show this since the chain was more popular among the 

research participants in Finland than in Sweden possibly due to the larger number of domestic 

products at the Finnish stores.  

 

The study has identified a number of disparities in food retailing between the two regions and 

suggests that there is potential for the development of particular product ranges and store types 

in the future.  The results of consumer attitudes shown in the sample group have provided an 

insight into the differences between a group of shoppers from the Nordic and Baltic countries 

which should be seen as an incentive for interested parties to conduct further investigation.  
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8 APENDICIES 

8.1 Students’ Questionnaire – Swedish Version 

Allmän 
• Ålder 
• Kön 
• Hur många personer är ni i hushållet? 
• Bor du i stan, i en förort eller på landet? (I city/I stan; I en förort/på 

Landet) 
• Har du tillgång till bil när du ska handlar mat? (Ja; Nej; Ibland) 
• I vilken affär handlar du mest vid vanliga inköp? (7-Eleven, AGs, 

CityGross, Coop Nära, Coop Extra, Coop Forum, Coop Konsum, 
Hemköp, ICA Express, ICA Kvantum, ICA Maxi, ICA Nära, ICA 
Supermarket, Övrig ICA butik, Konsum, Lidl, MatÖppet, Netto, 
Närmast Butik, OKQ8, Preem, Pressbyrån, Shell, Spar, Statoil, 
Torgmarknad, Vivo, Willys, Willys Hemma, Övrig bensinstation, Övrig 
butik) 

• Varför? Vad är det som gör att den affären du väljer är den bästa? 
• I vilken affär handlar du mest vid impulsköp? (7-Eleven, AGs, 

CityGross, Coop Nära, Coop Extra, Coop Forum, Coop Konsum, 
Hemköp, ICA Express, ICA Kvantum, ICA Maxi, ICA Nära, ICA 
Supermarket, Övrig ICA butik, Konsum, Lidl, MatÖppet, Netto, 
Närmast Butik, OKQ8, Preem, Pressbyrån, Shell, Spar, Statoil, 
Torgmarknad, Vivo, Willys, Willys Hemma, Övrig bensinstation, Övrig 
butik) 

• Varför? Vad är det som gör att den affären du väljer är den bästa? 
• Vem/vad påverkar ditt beslut att handla där du handlar? (t.ex. om du 

får höra att något är billigare i en butik, påverkar det då ditt beslut?) 
(Inte någon, Kompisar, Familj, Kollegor, Skolkompisar, Radio, 
Tidningar, TV, Övrig) 

• Hur viktigt är det att personalen är serviceminded när du handlar mat? 
(jätte viktigt, viktigt, inte viktigt) 

• Skulle du kunna tänka dig att byta butik om köerna ofta är väldigt 
långa i den butik du brukar handlar? (Ja; Nej; Jag vet inte) 

 
Rätt eller Fel? 
Titta på följande påståenden och kryssa för alla som du tycker stämmer för dig 
när du handlar mat: 

- Jag föredrar att hitta allt jag behöver i en affär, även om det kostar lite 
mer 

- Jag shoppar runt och köper några saker i en affär och billigare saker i 
en annan 

- Jag vill betala så lite som möjligt, även om det betyder att jag har 
mindre valmöjligheter 

- Jag skulle aldrig handla i lågprisaffärer 
- Jag provar gärna nya produkter, även om dom kostar mer än mitt 

vanliga märke 
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- Om något jag tycker om är för dyrt så köper jag hellre mindre än att 
inte köpa det alls 

- Jag är beredd att betala mer för kvalité 
- Jag kan tänka mig att besöka många olika affärer för att få bästa kvalité 

till lägsta möjliga pris 
- Jag köper hellre märkesvaror än billigare alternativ 
- Jag köper hellre billigare alternativ än märkesvaror 
- Jag bryr mig inte om priserna alls, jag köper bara det jag behöver 
- Jag köper varor jag normalt inte skulle köpa, om dom har extrapris 
- Jag har inte så mycket tid till matinköp 
- Jag vill gärna ta den tid jag behöver för mina matinköp 
- Jag vill gärna ta den tid jag behöver för mina matinköp 
- Jag tycker om att handla mat 
- Jag tycker om att prova nya saker, jag är nyfiken av mig 
• Jag tycker om att handla på…(Stormarknader (t. ex. Maxi, Forum); 

Stor Supermarket (t. ex. Kvantum, AGs); Supermarket (t. ex. ICA 
Supermarket); Närbutiker; Lågprismarknad (t.ex. Lidl, Netto); 
Torgmarknader; Bensinstationer (t.ex. ICA Express, Shell Select) 

• Jag föredrar att handla…(Vardagar på morgonen; Vardagar på 
eftermiddagen; Vardagar på kvällen; På lördag; På söndag) 

 
Ekologisk Mat 

• Har du hört talas om ekologiska/miljövänliga produkter? (Ja, Nej) 
• Vad tycker du om ekologisk mat? 
• Kan du köpa ekologiska/miljövänliga produkter där du brukar handla? 

(Ja, Nej, Jag vet inte). Om ja, vad köper du? 
• Tycker du att ekologiska varor också är miljövänliga? (Ja, Nej, Jag vet 

inte) 
• Om en vara var märkt som ekologisk eller milövänlig, skulle du köpa 

den istället för det du brukar köpa? (Om den var svensk; Om den var 
sama pris; Om den var billigare; Om den var bra fär min hälsa; Om 
den hade snyggare förpackning; Nej) 

 
 
Utländska och Svenska Produkter 

• Om du fick välja, skulle du köpa utländska eller svenska produkter? 
(utländska; svenska) 

• Om en vara är tillverkad i Sverige av ett utländskt företag, tycker du då 
att den fortfarande är en svensk produkt? (Ja, den är svensk; Nej, den 
är utländsk) 

• varför? 
• Tycker du att svenska produkter har bättre kvalité som utländska 

produkter? (Ja, Nej) 
• Vilket land tror du att följande märken är från? – Sverige eller 

Utomlands (Felix, Barilla, Serla, Valio, Fazer, Findus, Danone, Santa 
Maria, Nescafé, Knorr) 
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Produkter och Märke 
 

• Om du ser en ny svensk produkt i en affär, skulle du köpa den? (Ja, jag 
kommer att prova den; Om den var biligare; Nej, ja köper alltid 
samma märke; Nej, jag föredrar utländska produkter; Om den hade 
snyggare förpackning; Om jag har hört talas om den) 

• Om du ser en ny utländsk produkt i en affär, skulle du köpa den? (Ja, 
jag kommer att prova den; Om den var biligare; Nej, ja köper alltid 
samma märke; Nej, jag föredrar svenska produkter; Om den hade 
snyggare förpackning; Om jag har hört talas om den) 

• Har affären där du handlar produkter med sitt egna märke? (t.ex. ICA 
handlarnas köttbullar, Willys Apelsinjuice) (Ja; Nej, Jag vet inte) 

• Om affären där du handlar har/skulle ha produkter av sitt egna märke, 
skulle du då köpa dom? (Ja; Nej) 

• Tycker du att affärernas egna märken har samma kvalité som stora 
märken? (Ja; Nej; Egna märken har bättre kvalité än stora märken) 

• Om du går till en affär och tittar efter billiga produkter, bryr du dig då 
om det är märkesprodukter? (Ja; Nej) 

• Om affären där du handlar har sitt egna lågprismärke, skulle du köpa 
det? (Ja; Nej) 

• Har du hört talas om märket “Euroshopper”? (Ja; Nej; Ja, jag köper 
det)  

 
LIDL 

• Vad tycker du generellt om lågprismarknaden "LIDL"?   
• Vilket påstående tycker du är korrekt? 

- LIDL säljer bara sina egna produkter / LIDL säljer bara 
produkter som har det egna märket 

- LIDL säljer mest sitt eget märke förutom en handfull produkter 
från välkända märken 

- LIDL har många märken som jag inte hört talas om förut 
- LIDL saluför inga produkter med LIDLs eget märke. 
- Produkterna och märkena som LIDL saluför skiljer sig inte från 

andra matbutiker 
 

• Vad tycker du om förpackningen av LIDLs varor? (Den ser billig ut; 
Den ser snygg ut; Jag bryr mig inte; Jag skulle aldrig köper LIDLs 
Varor; Jag gillar den inte) 

• Vad anser du om kvaliteten på LIDLs (mat) varor? (Samma som andre 
matbutiker; Samma som lågprismärke (t. ex. Euroshopper, X-tra, 
Eldorado); Samma som egna märke i en annan butik (t. ex. ICA, 
Signum); Samma som välkända märken (t.ex. Felix, Findus); Dålig; 
Jag skulle aldrig köper LIDLs Varor) 

• Finns det tillräckligt mycket att välja mellan på LIDL? (Ja; Nej) 
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8.2 Students’ Questionnaire – Estonian Version 

• Vanus 
• Sugu 
• Kui palju on inimesi Teie majapidamises? 
• Kus Te elate? (kesklinnas; eeslinnas; maakohas) 
• Kas Te kasutate autot toidu ostmiseks (Ja; Ei; Mõnikord) 
• Kust Te oma toidu enamasti ostate (tavapärane ostmine)? (AjaO, 

Alexela, CityMarket, Elektra, Grossi Toidukaubad, Kaubamaja, 
Konsum, Lukoil, Maksimarket, Prisma, Rimi, Rimi Hypermarket 
Ülemiste, R-kiosk, Selver, Selver Hypermarket, Shell, Statoil, 
Stockmann, Säästumarket, T-Market, Teine pood – lähim, Teine pood, 
turg, teine tankla) 

• Miks? 
• Kust Te oma toidu enamasti ostate (ootamatu/mitteplaanitud ostmine)? 

(AjaO, Alexela, CityMarket, Elektra, Grossi Toidukaubad, Kaubamaja, 
Konsum, Lukoil, Maksimarket, Prisma, Rimi, Rimi Hypermarket 
Ülemiste, R-kiosk, Selver, Selver Hypermarket, Shell, Statoil, 
Stockmann, Säästumarket, T-Market, Teine pood – lähim, Teine pood, 
turg, teine tankla) 

• Miks? 
• Kes mõjutab Teie otsustamist, kust toit osta? (mitte keegi, sõbrad, 

pereliikmed, kolleegid, koolivennad, raadio, ajalehed, TV, Muu) 
• Kas Teile on tähtis teeninduse kvaliteet kaupluses, kus Te ostate oma 

toidu (väga oluline, olulinet, mitte oluline) 
• Kas pikad järjekorrad kaupluses, kus tavaliselt ostate, mõjutavad Teie 

otsust vahetada ostukohta? (Ja; Ei; Ma ei tea) 
• Valige, mida sobib Teile (rohkem kui 1 variant on võimalik): 
- Ma eelistan teha oma sisseostud kõik ühest kauplusest, isegi sel juhul 

kui midagi on natuke kallim 
- Ma ostan osa tooteid ühest kauplusest, osa teisest kauplusest 
- Ma soovin osta odavaimat toitu, mida on võimalik leida, sel juhul on 

valik kitsam 
-  Ma ei ostaks toitu discounter-tüüpi (allahinnatud) kauplusest mitte 

kunagi (näiteks, Säästumarket) 
- Ma proovin uusi tooteid, isegi kui nende hind on kõrgem kui teistel 

toodetel 
- Kui mulle midagi meeldib, mis küll maksab palju, ma ikkagi ostan 

seda, samas ma ostan vähem teisi tooteid 
- Ma olen nõus maksta rohkem kvaliteedi eest 
- Ma olen nõus kulutama ostmisele rohkem aega selleks, et leida parema 

kvaliteediga ja madalama hinnaga tooteid 
- Ma ostan alati kuulsate kaubamärkidega tooteid, mitte odavaid 

alternatiive 
- Ma ostan alati oodavaid alternatiive, mitte kuulsate kaubamärgidega 

tooteid 
- Ma ei vaata hindu, ostan mis mul vaja on 
- Tavaliselt ma ostan tooteid erisoodustusega, kuid tavahinnaga ma ei 

ostaks neid 
- Mul ei ole aega otsida parimaid tooteid 
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- Mul võtab palju aega hea/ kvaliteetse toidu välja valimine 
- Mulle meeldib toitu osta 
- Mulle meeldib proovida uusi tooteid, olen uudishimulik 
• Eelistan teha oma sisseostud…(Hüpermarket (näiteks, Citymarket, 

Prisma); Suur Supermarket (näiteks, Selver); Väike Supermarket 
(näiteks, Konsum), ööpäevane kauplus, turg, discounter-tüüpi kauplus 
(näiteks, Säästumarket), tankla (näiteks, Statoil) 

• Ma eelistan teha sisseostud…(hommikul tööpäevas; pärastlõunal 
tööpäevas; õhtul tööpäevas, laupäeval, pühapäeval) 

• Kas olete kuulnud keskkonnasõbralikest toodetest?  (Ja, Ei) 
• Mida Te mõtlete orgaanilise toidu all? 
• Kas Te saate osta neid seal, kus tavaliselt oma sisseostud teete (Jah, Ei, 

Ma ei tea) 
• kui vastus on "ja",missuguseid tooteid Te saate osta siis? 
• Mis Te arvate, kas orgaanilised tooted on ka keskkonnasõbralikud? 

(Jah, Ei, Ma ei tea) 
• Kui toode on märgistatud nagu keskkonnasõbralik, kas ostate seda, 

alternatiivi asemel? (Kui see on eestimaine toode, Kui tal on sama 
hind, Kui see on hea tervisele, Kui sel tootel on ilu(sam) pakend, Ei 
osta) 

• Kui Teil on valikuvõimalus, kas eelistate välismaise või eestimaise 
toitu? (välismaine, kodumaine) 

• Kui toode on valmistatud Teie kodumaal, kuid välismaise firma poolt, 
kas Teie arvamusel  on see ikka eestimaine toode või mitte? (Ja, see on 
kodumaine toode; Ei ole, see on välismaine toode) 

• Miks? 
• Kas arvate et kodumaine toit on parem kui välismaine? (Ja, Ei) 
• Mis päritoluga on järgmised brändid? – kodumaine või välismaine 

(Felix, Salvest, Aura, Alma, Fazer, Tallegg, Danone, Santa Maria, 
Rama, Knorr) 

• Kui Te näete uut kodumaist toitu, kas ostate seda? (Ja, ma proovin 
seda; Ja, Kui see ona odavam; Ei, ma ostan alati sama brändi; Ei, ma 
eelistan välismaist toidu; Jah, kui sel tootel on ilus(am) pakend; Ja, kui 
ma olen kuulnud sellest) 

• Kui Te näete uut välismaist toitu, kas ostate seda? (Ja, ma proovin 
seda; Ja, Kui see ona odavam; Ei, ma ostan alati sama brändi; Ei, ma 
eelistan kodumaist toidu; Jah, kui sel tootel on ilus(am) pakend; Ja, 
kui ma olen kuulnud sellest) 

• Kas poes, kus Te tavaliselt toitu ostate on olemas toodang oma (poe) 
brändiga? (Ja; Ei; Ma ei tea) 

• Kui poes, kus Te tavaliselt toitu ostate oleks tooteid oma (poe) 
brändiga, kas ostaksite neid? (Ja; Ei) 

• Kui poes, kus Te tavaliselt toitu ostate oleks tooteid oma (poe) 
brändiga, kas ostaksite neid? (Ja; Ei)  

• Mis Te arvate, kas toodetel poodide oma brändidega on sama kvaliteet 
nagu toodetel teiste brändidega või kuulsate brändidega? (Ja; Ei;Nad 
on kvaliteetsem) 

• Kui otsite odavaid tooteid kas pöörate tähelepanu tootemärkidele? (Ja; 
Ei) 
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• Kui poes, kus Te tavaliselt toitu ostate, oleksid (oma kaubamärgiga) 
allahinnatud tooted, kas ostaksite neid? (Ja; Ei) 

• Kas olete kuulnud brändist Euroshopper? (Ja; Ei; Jah, ma ostan seda 
kogu aeg) 
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8.3 A sample of the companies’ questionnaires – questions to ICA 

 

 

- The share (%) of food products sold in ICA stores in Sweden that are 

of Swedish origin and the share of foreign products. If possible an 

estimate of the share of foreign products by country would be of 

advantage 

- The number of food products sold in an average store broke down into 

your formats ICA Nära, Supermarket, Kvantum, Maxi etc. 

- The make up of product ranges in the store. Number of brands sold in 

the different store types under the Euroshopper, ICA and other private 

labels in comparison to manufacture’s label 

- The number also the split (%) of food to non-food of the stores, 

especially the larger Kvantum and Maxi 

- Information about the services available within the stores in terms of 

for example, fresh food counters, bakeries as well as customer services 

such as children’s crèche, café, parent and child parking etc. 

- Information about ICA’s internalisation strategy. The reason’s why 

ICA has expanded to the countries in which it now has operations – in 

particular Estonia 

- How does ICA manage the stores it owns/operates internationally and 

how does it compare with the store ownership and operation policy for 

Swedish stores. Do you have some information about ICA Traders 

system that you operate in Sweden? 

- Has ICA ever considered to operate the same traders structure it does 

in Sweden also in foreign markets? 
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8.4 A sample of the companies’ questionnaires – questions to ETK 

 

 

- Toidu osakaal (%) kõik tootedest, mis müüakse poodides; eestimaise ning 

välismaise toodete osakaal; välismaise toidu osakaal (%) päritolu alusel 

- Toidu maht, mis müüakse keskmiselt ühes kaupluses 

- Miisuguseid kaubamärgide liigid Teil on (ETK tootemärgid, tootjate brandid, 

odavate tootede brandid) ning nende osakaal (%) poodides? 

- Ökoloogiliste toodete maht kättesaadavuses (toit ning mitte toit), nende osakaal 

(%) võrreldes teiste toodetega, nende päritolu ning kaubamärgid 

- Teenindus pakutud poodides, näiteks, värske toit, pagariäri, ning klientide 

teenindus nagu laste sõim, kohvikud, parklad jne. 

- Poodide keti haldamine, haldamise poliitika, strateegia? Missugused on 

arengustrategiad, tuleviku nägemused? 
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