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Mission: We provide healthy food for 
people and planet. Most of our products 
are plant-based or vegetarian and many 
are natural and organic.

Vision: European leader in healthy and 
sustainable food.

The company is headquartered in Malmö, 
Sweden. 

765 employees in Sweden, Denmark, 
Finland, Norway, Germany, France and 
Spain.

Listed on Nasdaq Stockholm.

ABOUT MIDSONA

3,793
MSEK

Division North Europe 23% 

Division South Europe 11% 

Division Nordics 66% 

(All figures FY 2023)

Net sales



DIVISION SOUTH EUROPE

Brands: Happy Bio, Celnat, Vegetalia

Markets: France, Spain

Net sales: 414 MSEK

DIVISION NORTH EUROPE

Brands: Davert

Markets: Germany

Net sales: 872 MSEK

THE NORDICS IS AT OUR CORE

DIVISION NORDICS

Brands: Friggs, Urtekam, Kung 
Markatta, Earth Control, Gainomax, 

Helios 

Markets: Sweden, Denmark, Norway, 
Finland

Net sales: 2,545 MSEK

66%

Percentage of consolidated
net sales

Percentage of
consolidated net sales

11%

Percentage of
consolidated net sales

(All figures FY 2023)



WE TAKE SUSTAINABILITY SERIOUSLY

Midsona recognised by CDP for its climate strategy 

Midsona has been recognized for its climate strategy and 
leadership by the global environmental disclosure system, 
CDP. In 2023, Midsona was awarded the highest rating 
score, A, and is now ranked among the top 400 listed 
companies worldwide out of approximately 21,000 
participating companies.

Most sustainable listed company in the grocery category

Midsona was named the most sustainable listed company 
in the grocery category at the 2023 Sustainable Company 
rankings, held by Lund University, Dagens Industri and 
Aktuell Hållbarhet. The rankings evaluated the 
sustainability work of all 130 Swedish listed companies, 
with a focus on biodiversity, preparation for CSRD, and the 
EU's taxonomy.
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choice for you 
and the planet

OFFERING A UNIQUE SET OF HEALTHY AND SUSTAINABLE PRODUCTS

Midsona’s strategy is to build leading 
positions in selected product categories, 
which are based on strong brands in 
health and well-being.

To get there, Midsona continuously 
focuses on developing its brands to 
effectively address existing and new 
trends. This strategy has contributed to 
Midsona’s leading position in the Nordic 
region and the objective now is to adopt a 
similar approach to become a leader in 
Europe.

Midsona’s wide-ranging portfolio includes 
strong brands such as:

Urtekram, Kung Markatta, Earth Control, 
Happy Bio, Davert, Celnat, Vegetalia, 
Helios and Friggs.



ABOUT MYSELF
WITH A LOVE FOR NATURE, FOOD AND CHALLENGING STATUS QUO



HOW TO KEEP ORGANIC PIONEER BRANDS INTERRESTING IN THE CHANGING WORLD



FIRST: REFLECTING ON BRANDS AND BRAND DRIVEN GROWTH

Being a brand led business means 
you completely align your business 
decisions with your brand strategy, 

your consumers and their needs.

In a brand-led business you and 
your employees carry out your 
work in a way that respects and 

honours the brand, it's vision, 
mission, values, and promise to the 

market.



WE MUST DELIGHT OUR CONSUMER ON EVERY STAGE OF THE BUYER 
CYCLE TO DRIVE GROWTH

9

To understand what drives sustainable growth, Kantar has analysed the performance of 3,900+ brands from our BrandZ  global 
brand equity database, across 58 categories and 21 countries.

Getting the balance on investment right across three areas of marketing activity is critical to your brand success.



MAKING SURE WE COVER BOTH MENTAL AND PHYSICAL AVAILABILITY, 
AND INVEST IN LONG TERM GROWTH
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TO FILL THE LEAKY BUCKET

Source: How brand Grows by Byron Sharp
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The leaky bucket theory suggests 
that companies are always losing 
customers, so to maintain share, 
you have to win an equal number 
of new customers to keep the 
bucket full, so to speak. To grow 
share, you have to be especially 
good at new customer 
acquisition, or you have to slow 
the leak.



HOW FAR HAVE WE COME?



EACH OF OUR ORGANIC FOOD BRANDS HAVE BEEN PIONEERS WITH A CLEAR 
VALUE PROPOSITION TO THE CONSUMER

Our organic food brands 
are pioneers in organic food 
with strong local heritage:
• Urtekram (since 1972 in 

key market Denmark)
• Kung Markatta (since 

1983 in Sweden)
• Helios (since 1969 in 

Norway) 

Our organic brands have 
from the early start clear 
purpose driven values as 
part of the DNA of the 
brands, we are authentic 
with local heritage and have 
genuine care for the people 
& the planet.



ADDING VALUE TO THE RETAILER THROUGH ASSORTMENT 
AND CONVENIENCE IN AN ORGANIC UNIVERSE

Our winning formulas were built on organic pioneering focusing on direct distribution and 

in-store activations of a wide range organic products



BUT WHAT IS HAPPENING WITH THE ORGANIC FOOD MARKET?



SWEDISH SHARE OF ORGANIC SALES IN SIGNIFICANT DECLINE

Source: Svenskt Eko Index Kvartal 2 2024
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NORWEGIAN ORGANIC MARKET GROWING SLOWLY IN VALUE BUT 
DECLINING IN VOLUME

Source: Produksjon av økologiske jordbruksvarer Rapport nr. 5/2024 15.3.202417



THE ORGANIC MARKET SHARE IS DECLINING IN DENMARK

Source: ORGANIC MARKET REPORT 202418



ORGANIC MARKET IS STILL SMALL IN FINLAND, AND IN DECLINE
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LEAVING US WITH RATHER SMALL ORGANIC FOOD MARKET

Sweden – Highest Food Service and Areable Land of organic in the Nordics

Norway – Opportunities in Foodservice

Denmark – Highest  retail share of organic in the Nordics 

Finland – Lowest share of organic in the Nordics

Source: Nordic Organic Food Forum 2024
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WHILE THE MARKET DYNAMICS IS SHIFTING

Sustainability beats organic Organic is market standard



LET’S CATCH THE WAVE



SHOULD WE CONTINUE TO TARGET THE ORGANIC CONSUMER?
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Nordic markets: top factors when shopping for food – 'organic', 2024*

Kantar Profile/Mintel, March 2024

* taken from Mintel's Global Consumer

Base: Denmark, Finland, Norway, Sweden: 1,000 internet users aged 16+ in each market

Source: Kantar Profile/Mintel, March 2024

https://data.mintel.com/databook/global-consumer-march-2024-food-drink-march-2024/?Q7_pin=group-9&QFD2_W10_pin=group-1&country=74&country=76&country=80&country=82#Q6


WHO COULD BE BUYING ORGANIC FOOD?
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WE HAVE AN OPPORTUNITY TO EVOLVE FROM ”ONLY ORGANIC” AND 
TRANSITION TO THE NEXT CURVE

We will have to play on 
two arenas:

• Organic only
stop the decline by 
investing in-store 
activation

• Sustainabile & healthy
Jump to the next s-
curve by tapping into 
the trend of 
sustainability and 
invest for long term 
brand building

1

2
1
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THE MIDSONA MARKETING TRANSFORMATION

MOVE INTO THE DRIVER’S SEAT 
AND LET THE CONSUMER GUIDE 
US IN THE CATEGORIES WHICH 
WE PLAY, WHILE STAYING TRUE 
TO OUR BRAND VALUES



MAKE MORE PEOPLE EAT GOOD, DO GOOD, AND FEEL GOOD



SINCE 2023 WE ARE USING A NEW COMMUNICATION PLATFORM



REBALANCING SHORT TERM SALES ACTIVATION AND LONG TERM BRAND 
BUILDING TO REACH A LARGER AUDIENCE



CONTINUE TO INVEST IN-STORE WITH PERMANENT 2ND PLACEMENTS, 
TO NURTURE THE ORGANIC UNIVERSE

Helis Green Heart Norway

Organic shop in shop universe by 

Urtekram Food Finland

Green Organic Passion by Urtekram Food

Denmark

Kungsprogrammet by Kung Markatta 

Sweden



WHILE WE GO BIG ON COMMUNICATION,
BEYOND ORGANIC

Kung Markatta Urtekram Food



BY THIS SHIFT, WE ARE READY TO JUMP WITH OUR ICONIC BRANDS, 
RECRUTING MORE CONSUMERS AND FILL THE LEAKY BUCKET



NEVER FORGETTING ABOUT OUR LEGACY

www.midsona.com



THANKS FOR LISTENING, THERE IS LIGHT IN THE TUNNEL



ANNA.TORNEBRANT@MIDSONA.COM
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