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A concentrated market

S-ryhmä: 49,0 %
+0,2 %-yks.

K-ryhmä: 33,5 %
-0,3 %-yks.

Lidl: 9,5 %
+0,1 %-yks.

Others: 8,0 %
+/-0 %-yks.

Online: 3,3 %
800 M€, +15 % growth
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What does the concentration mean for FMCG?

Bigger and stronger partners
=> A lot of leverage for the grocers: big grocer vs small FMCG supplier

Huge scale for launches

Operational capabilities

Exceptionally high quality data
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More variety in FMCG
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FMCG more profitable, relatively
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Money flows through the grocers

Suuret elintarvikeyhtiöt
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Profitability of the leading grocers

Walmart Kroger Ahold Carrefour Tesco Albertsons Woolworths Loblaws Sainsbury’s Coles Group Jumbo Norges 
gruppen

Salling  
Group

ICA  
Sweden*

Axfood S-Group Lidl  
Finland

Kesko  
food*

7,5 

5,1 

2,7 

4,6 
4,4 

4,6 
4,8 

1,9 

4,5 

3,5 

5,6 

4,4 

3,6 

4,7 

3,1 

4,5 

2,7 

4,5 

EBIT margin 2021

+Bonus: 
3,7%

*=entrepreneur profit not included
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Combined market shares of two biggest grocers 
in selected markets (mostly in 2024 market shares)

Italy US Spain UK Germany France Canada Netherlands Australia Denmark Norway Austria Sweden New Zealand Finland

82,3 
79,0 

75,5 
70,5 

67,4 
63,8 65,8 

58,5 

49,0 
46,0 45,0 45,0 

39,4 

30,1 30,0 
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Other markets have more options
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What could Tokmanni-Spar mean?

More efficient sourcing enables lower prices  
- especially frozen 

More full grocery assortment Tokmanni stores? 

Hypermarket type of concept 

- customers coming for food 

Big influence for Tokmanni 

- not necessarily for grocery market 

No national challenge 

- Local competitive situations 

Spar a major player only in Austria
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More local collaboration
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FMCG needs more leverage

Grocery competition unlikely to increase

Go abroad
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Growth of S-Group has driven the concentration
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Big concepts have driven the change
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Hypermarkets continue to outgrow the market

0,0 %

3,0 %

6,0 %

9,0 %

12,0 %

2018 2019 2020 2021 2022 2023 2024 2025

Market Hypermarkets

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

31,3 %30,8 %
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Prisma - The single biggest winner in the market
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Prisma - The single biggest winner in the market
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S-Group: On the top is the most difficult place to be
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Soft discounting - the only opportunity for 
groceries in Finland?
Willy’s of Finland?

72 

47 45 

20 19 

9,6 
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Kesko - turnaround looming
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Market share changes in the historical context
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Lidl with slowing growth of revenue & profits
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Lidl Finland has a big market share
Lidl market share in selected countries

Germany Netherlands Finland 
(2024)

France England 
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How many more Lidl stores could Finland fit?

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024
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Lidl Finland, number of stores Lidl stores per 100 000 people
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What are the options for Lidl?

Open new stores: expensive and hard to find

Invest in prices: get the sales per store up

Is it worth it? Profits have decline lately 

- pressure to produce 100+ M€ in profits for expansion 
in big markets?
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