
Building the next chapter for organic
– What Finland can learn from Sweden

Anton Järild, Communication Strategist at Organic Sweden



Why is organic food 
more important than ever?



Europe's wildfires are a stark 
warning: our dependence on 
fossil fuels — fossil-based 
fertilisers included — has to 
end.



Geopolitical crisis such as the 
war in Ukraine and Iran have 
driven up the cost of fertiliser
and energy. 



Local nutrient cycles and less 
dependence on imported 
inputs like synthetic fertilisers 
makes the food system more 
resilient.



Organic supports at least 8 of 
the 17 global sustainable 
development goals.

Credit: Azote for Stockholm Resilience Centre, Stockholm 
University CC BY-ND 3.0.



85% lower climate footprint 
and 75% greater input self-
sufficiency on closed-loop 
organic farms — compared to 
the Swedish average.*

*Source: Granstedt, A., Larsson, M. & Thomsson, O., 2025. Costs, 
Environmental Gains, and Potential for National Self-Sufficiency with 
Ecological Recycling Agriculture in Sweden – Calculations Based on Case 
Studies of 30 Farms. 



Where we are, 
and how we got here



Share of organic in retail

3,7%
2025

Organic boom

The climate issue

The drought in 2018

The pandemic

War in Ukraine

Inflation

Coop’s the 
organic effect

Growth again?



The documentary film 
“Bananas!”, Swedish Society for 
Nature Conservation’s 
campaign and the debate 
about pesticides contributed to 
the organic boom in 2013-16



A 2017 court ruling called the 
campaign misleading — a 
verdict that still shapes organic 
marketing in Sweden.



The share of campaigns for 
organic products in grocery 
shops has nearly halved – from 
6,7 percent in 2018 to 3,4 
percent in 2025. 



The market development has 
had an impact on organic 
farmland – we’re down at 15,9 
percent. We were at 20 percent 
in 2020. 



Why do Swedes 
buy organic



Motivators
78% Better for the environment

77% Better animal welfare

75% Protects biodiversity

74% Without synthetic pesticides

69% Fewer additives

64% Personal health

Source: GFK, 2023



Barriers
80% Price

29% Can’t find where I shop

29% Prefer local food

21% Hard to tell if a product is organic

17% Too short shelf-life

16% Don’t understand the benefits

Source: GFK, 2023



Consumer concerns

increase in use of pesticides during the last 15 years.

conventional products tested contained pesticide residues.

PESTICIDES IN FARMING AND FOOD

40%
37 of 50

Source: Swedish Society for Nature Conservation, 2026
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Consumer concerns

increase in use of pesticides during the last 15 years.

conventional products tested contained pesticide residues.

are concerned that pesticides will be in the food they eat.

are concerned that pesticides will harm bees and other pollinators.

consumers would like to purchase more organic if they had 
the chance.

think retail should make it easier to choose organic.

of campaigns in retail focus on organic products.

reduction in campaigns for organic during the last years.

PESTICIDES IN FARMING AND FOOD

WHAT CONSUMERS WORRY ABOUT

DEMAND RETAIL ISN’T MEETING

40%
37 of 50

4/10
7/10

2/3
60%
3%
50%
Source: Swedish Society for Nature Conservation, 2026



Three ways of 
understanding the gap



1. Good intentions 
meet the shelf

At home

"I want to eat sustainably, treat 
people and the planet right.”



1. Good intentions 
meet the shelf

At home

"I want to eat sustainably, treat 
people and the planet right.”

In front of the shelf

"What's easiest to cook, tastiest, 
or cheapest right now?"



2. Understanding 
people’s realities



3. The food environment 
decides what’s on your plate

Illustration based on Christopher Turners’ conceptual 
framework for food environments. 

Using the food environment 
perspective, we can take a 
holistic approach to the factors –
social, economic and political –
that influence our food choices.



Success stories to 
build on for the future



The organic effect

• Health first: Coop’s 2015–16 campaign put 
personal health at the centre, and shoppers 
responded.

• Pushed too far: a 2017 court ruling found the 
claims misleading.

• The lesson: keep health-framed messages 
evidence-based and modest in their claims.



Nudging Organic

Could small changes in the food 
environment be part of the solution?

International collaborative project 
together with Pro Luomu, Bionext and 
BioForum.



Design of experiments

6 nudging shops 4 weeks Control group



Pro-self message



Pro-self message



Pro-social – no 
significant effect

Bean sprouts 
increased by 15%

Organic potatoes 
increased by 29%

Results



Södertälje Municipality is a 
pioneer within sustainable  
food in public kitchens



63% organic food in 
their public kitchens.



Diet for a green planet paved the way for their success.

Tasty & 
healthy

Organic 
ingredients –
preferably 
from closed-
loop farms

Plant-rich, 
vegetables, 
pulses and 
wholegrains

Locally 
produced in 
season

Less food 
waste



What are the outcomes?

ü More engaged chefs
ü Healthier students
ü Support for local suppliers
ü Lower climate footprint
ü Benefits for the local economy 
ü Higher share of Swedish-produced



Organic September
A cross-industry campaign founded 
in 2019 that still runs every year —
without external funding.

The campaign fully relies on the 
active involvement of farmers, food 
producers, grocery shops and other 
stakeholders.

Campaign material for everyone to 
use and re-purpose.



Poster

Cardboard pillar

Shelf signage

Shelf wobblerPallet poster

Card 

Floor sticker

Film for digital screens

Folder / leaflet



21 messages + symbols





To summarise…



What Finland can learn

Don’t let a good message 
overpromise
The Organic Effect moved shoppers, then 
became a legal liability, but also led to the 
creation of Organic September and a strong 
communication platform for organic.

Change the shelf and the menu
Nudging Organic and Södertälje redesigned 
where people shop and eat, showing that small 
shifts in the food environment along with better 
procurement strategies can make a big 
difference.

Don’t assume growth is permanent
Sweden’s 7,2% peak in 2016 halved within a 
decade. The lesson isn't to slow down — it's to 
plan now for what keeps growth in place.

You’re behind in the shop, 
not on the farm
13.9% of Finnish farmland is organic, against 
15.9% in Sweden. 



Three messages to close on

1
Close the gap 
AIM FOR
Make organic the easy, obvious 
choice in the moment — not just the 
"right" one.

DO NOW
Pilot pro-self in-store messaging 
(health, taste, quality — not just 
planet) on two or three products 
this year, where price and visibility 
are already close enough to win.
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Three messages to close on

1
Close the gap 
AIM FOR
Make organic the easy, obvious 
choice in the moment — not just the 
"right" one.

DO NOW
Pilot pro-self in-store messaging 
(health, taste, quality — not just 
planet) on two or three products 
this year, where price and visibility 
are already close enough to win.

2
Make your national 
target real
AIM FOR
Increased organic share while 
also focusing on local Finnish 
food.

DO NOW
Turn awareness of the 25%-by-
2030 target into procurement 
rules.

3
Build something that 
survives a bad year
AIM FOR
Growth that holds through 
inflation, war and the next 
crisis.

DO NOW
Lock today’s momentum into a 
target or partnership a budget 
can’t cut.



Thank you!

Questions? 
Reach out to me
Anton Järild

Communication Strategist

Organic Sweden

anton.jarild@organicsweden.se



www.organicsweden.se


