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Sibylla is taking on new markets 
 
Sibylla is a strategic brand that no longer stands in the shadows. Expectations are high. 
 
– Our strategy outlines four key issues. We want to expand 
the availability and visibility of the Sibylla brand in existing 
markets, increase our product range, develop next-
generation grill appliances and enter new markets, is how 
Toni Nora, General Manager of Atria Concept AB, sums 
up the core of Sibylla’s strategy up to 2015. 
 
In Atria’s strategy, Sibylla is cited as an asset on Atria’s path 
to commercial excellence. Nora states that Sibylla is already 
doing well in terms of excellence. Being included in the 
corporate strategy brings more pressure, but also added 
resources to Sibylla’s operations. 
– Sibylla used to be bit of a side business for Atria. We are 
now getting more attention and expectations are higher, says 
Nora. 
 
Sibylla is striving to enter five new countries: Hungary, the Czech Republic, Romania, 
Bulgaria and Slovakia. Work is ongoing to achieve this goal – markets are being 
researched, clients contacted and their needs investigated. The new countries will be 
entered using the shop-in-shop concept at petrol stations. 
 
– This way we don’t need a large organisation, and quick expansion is possible. If we 
close a deal with Shell, for example, they may have 200–400 petrol stations in place in the 
country. This gives us a quick distribution channel for our products. 
 
Flexibility creates excellence  
 
Sibylla’s strength is its holistic concept, which covers everything from appliances and 
products to staff training. In order for such a concept to work well, it has to be flexible. 
Sibylla is doing well in flexibility, since the shop-in-shop concept, with large grills and 
banners, requires more attentive listening to the client than just bringing a product to the 
shelf. Each client’s needs are carefully assessed. New products are constantly being 
developed and special brands are also created for individual clients. 
 
– Not everyone wants to have what others have, so we need to come up with specialities. 
For example, we designed a special product for Shell, the Driver’s Dog, Nora explains. 
 
In Sweden, where the brand’s history goes back more than 80 years, Sibylla is recognised 
by everyone. But in new countries progress is made step by step. Good visibility in the 
point of sale and outside is one of the key factors in building awareness. Having a 
uniform concept across markets is also a matter of importance. 
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One key to success is the sausage grills that Sibylla provides its clients with. Nora states 
that they effectively eliminate the client’s need to look elsewhere. Next year Sibylla will 
provide its clients with next-generation sausage grills with a focus on functionality and 
design. When the product is food, taste is what it all boils down to. Sibylla will have to 
taste like Sibylla, no matter which country you are in. We can only beat the competition 
by quality, not price. 
 
– Of course we have to adjust to the market price level, but we cannot win with the 
lowest price. We need to have consistently better products. If we want our consumer 
price to be lower, we may consider cutting product size, says Nora. 
Continuous product development is also needed. 
 
– We must never sit still. We have to stay one step ahead. We’ll let others do the running 
behind, Nora smiles. 
The goal is to be the leading fast-food provider in the shop-in-shop market. 
 
 
Sibylla 
• Sibylla is one of Sweden’s best-known brands. The first Sibylla hot dogs were 
introduced in 1932. 
• In addition to Sweden, Sibylla also operates in Finland, the Baltic states, Russia and 
Poland. 
• Sibylla’s products are sold at 3,200 retail points. 
• The brand operates mainly through the shop-in-shop concept, usually at petrol stations. 
In Sweden, Sibylla also has its own street kiosks. 
• The selection covers hamburgers, hot dogs, sausages, French fries, meatballs, meat-
filled pastries and kebabs, depending on the country and client. 
• Sibylla is part of the Nordic Fast Food AB (NFF) chain. Franchisees own 49 per cent 
of NFF and Atria Scandinavia’s subsidiary Atria Concept AB owns 51 per cent. 
	  


