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Established in 1903, Atria is one of the leading meat
and food companies in the Nordic countries, Russia
and Estonia. Our company is highly appreciated by
our customers, employees and owners. We have been
producing food for more than 100 years, and we want
to continue to do so, which is why our operations take
account of the planet, people and product.
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Atria’s renewal and growth are based on commercial
excellence and an efficient and responsible way of working.
Our main product, good food, creates a better mood and
sustainable value for all our stakeholders. In 2020, our net
sales were approximately EUR 1.50 billion, and Atria had
around 4,440 employees in Finland, Sweden, Denmark,
Estonia and Russia. Atria Plc’s shares have been listed on
the Nasdaq Helsinki since 1991.
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Net sales, EUR million

2020

2019

1,504.0

1,451.3

40.5

31.1

EBIT, %

2.7

2.1

939.5

928.7

5.7

3.9

Equity ratio, %

46.8

46.9

Net gearing, %

43.6

51.6

Return on equity, %

Equity ratio

Earnings per share
1,00

EUR

50 %
0.81

0,80
0.54

0,60

EBIT (EUR million)
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1,504.0

40.5

The Group’s net sales were EUR 1,504.0
million, representing an increase of
EUR 52.7 million from 2019.

The group’s EBIT was EUR
40.5 million. EBIT increased
by 30% from 2019.
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Net sales by business area
(1,504.0 EUR million)

Personnel by business area
(4,444)

The Group’s carbon
footprint
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Atria Finland ......................1,066.3 MEUR

Atria Finland ............................ 2,398

2016 total 139.0

Scope 2

Atria Sweden ...................... 300.8 MEUR

Atria Sweden .............................. 814

2017 total 126.6

Scope 1

Atria Denmark & Estonia ..106.8 MEUR

Atria Denmark & Estonia .........439

2018 total 121.9

Atria Russia ............................. 66.7 MEUR

Atria Russia .................................. 793

2019 total 118.9
2020 total 101.4

Average number
of personnel

Gross investments,
% of net sales
7 %

5 000

6

Accident frequency rate
within the Group*)

Persons
4,454

The carbon footprint calculation is based on the
international Green House Protocol standard. The
calculation covers carbon dioxide emissions from
Atria’s industrial production process in companies of
which Atria owns more than 50%, in line with Scope 1
and Scope 2.
Scope 1 (red) covers direct emissions from
energy sources that are owned or controlled by the
reporting company, and that are used for heating and
production, for example.
Scope 2 (purple) covers indirect emissions from
purchased electricity, steam and heat production, and
from cooling. Scope 2 reporting is based on a costbased calculation method and employs the emission
values of known energy sources or the national residual
mix. For Russia, the calculation employs the locationbased CO2 emission value reported by the International
Energy Agency (IEA).

30

4,444
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5

20

3 000

4
2.8
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*) The number of accidents leading to an absence of at least 8 hours
divided by 1,000,000 working hours.
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More information about Atria’s sustainability
indicators is provided in the Corporate Social
Responsibility Report 2020.
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Atria stayed on course despite
the turbulent year
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Although 2020 was an exceptional year, Atria’s operations could be described as
astoundingly solid. Our net sales increased, and all our business segments improved
their results compared with the previous year. We also published our new strategy to
become the winning northern European food company.
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Atria Finland
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Atria Russia

2020 was an exceptional year. The new year began with high
expectations – everyone expected a normal continuation
of 2019. At the turn of the year, we had all seen and heard
on the news that a new viral respiratory infection had been
discovered in Wuhan in China. From a European perspective,
it felt far away at the time, but by February, the same virus
was already putting Europe on the rack as well. From then
on, 2020 became a year of living with Covid-19.
Atria did well in navigating the exceptional year. The
company’s net sales increased by EUR 52.7 million to a total
of EUR 1,504.0 million. Our EBIT increased to EUR 40.5
million from approximately EUR 31 million, which is 30 %
increase from 2019. All our business segments improved
their results compared with the previous year. Free cash flow
increased from the previous year by more than EUR 7 million
and was EUR 59.0 million in 2020.

Research and
Development

***

“The food industry is
characterised by steady
overall demand even in
exceptional circumstances.”

Atria’s Annual Report 2020

The food industry is characterised by steady overall demand
even in exceptional circumstances. Variation only occurs in
where people buy their food and the food they buy.
Due to the restrictions implemented to stop the spread of
the coronavirus, and the voluntary measures taken by various
parties, people did not move about as much. Restrictions
were placed on hobbies, and some people started working

6

remotely. At times, the restaurant business was shut down
completely. As people spent more time at home, they
purchased their food from retailers. In turn, fewer people
were eating out.
Atria’s sales to retailers increased by 10 per cent, while
sales to Food Service customers decreased by 20%. In the
summer, our sales development took a fascinating turn: as
the number of corona cases decreased, and things returned
to normal for a while, sales to Food Service customers
quickly recovered to their previous level. There seems to be a
strong tendency to return to our previous way of life as soon
as the situation allows it.
***
Poultry consumption continues to increase. This is a
global phenomenon. Pork consumption in Finland has
been decreasing for a few years, and the same downward
trend continued in 2020. Beef consumption has remained
unchanged. One interesting development is the growth
of the sausage market – the coronavirus has brought us
back to basics, to classics such as sausages. These basics
include chicken and minced meat. It was a rocky year for
convenience foods, as people prepared more meals at home
than usual.
Large fluctuations in demand from one week or month
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million in 2019. All our business segments improved their results.”
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to another are typical of our industry. So we are already
used to fluctuating demand, and this has made it easier for
us to adapt to the corona time. We have put all our energy
into focusing on the basics. On the other hand, we have
not delayed forward-looking measures. Instead, we have
strived to maintain business as usual wherever possible. For
example, investments have not been postponed.
***
In late 2020, we published our new strategy to become the
winning northern European food company. “Winning” here
refers to operational leadership: Atria wants to be a company
that leads by example, reforming the entire industry. Our
industrial operations are located in northern Europe.
We are a food company with a versatile product offering
that includes delicious solutions for all kinds of meals.
The new strategy is a continuation of our Healthy Growth
Strategy, which offers a solid foundation for building
something new. In recent years, we have enhanced
our productivity through means like improved tools for
operational monitoring and control. We are now aiming to
improve our cost-effectiveness through a straightforward
approach. We already have an excellent handle on market
intelligence. It is time to make more use of this data.

We want to be a first-class partner for our customers. During
the pandemic, many of us at Atria have learned a lot of things
the hard way. More than ever, we have come to understand
the value of long-term partnerships and the difficulty of
building new networks. I want to thank all our customers for
placing your trust in Atria.
2020 was a tough year for our personnel. We have had
to work in exceptional circumstances, in a situation where
nobody knows how long the unusual arrangements will last.
However, everyone has done a great job, and both individual
employees and different parts of the organisation have
clearly demonstrated their willingness to take responsibility.
This willpower and the performance it has driven have kept
the situation under control. Thank you all.
I also want to thank our business partners and
shareholders, who have helped us to succeed and thrive in
2020.

“We are now aiming to improve
our cost-effectiveness through
a straightforward approach.
We already have an excellent
handle on market intelligence.
It is time to make more use of
this data.”

Seinäjoki, March 2021
Juha Gröhn
CEO
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Atria’s new strategy will
enable us to become the
winning northern European
food company
Atria Group’s strategy for 2021–2025 guides
the company’s growth into a winning northern
European food company. Renewal of our
company’s operations and offerings, profitable
growth and the increase of shareholder value are
supported by the three pillars of our operations:
commercial excellence, efficient operations and our
way of working, which creates sustainable value for
all our stakeholders. The new strategy continues
our systematic work to develop the operations of a
strong and financially sound company. This work
began during the previous strategy periods. Our
familiar mission remains at the core of operations:
Good food – better mood.

Atria’s Annual Report 2020
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Strategic goals from primary production
to the customer experience
Atria’s new strategic goals reflect our development focus on the entire food chain, from primary production to
the customer experience. Strong financial performance and commercial expertise are complemented by people:
customers, employees and owner-producers. Sustainability will also become a more important strategic strength in
Atria’s operations.

Our financial targets for 2021–2025
• EBIT 5%
• Equity ratio: 40%
• Return on equity: 10%
• Capital distribution: 50% of the profit for the period
• Growth above market

OUR STRATEGIC GOALS: CHARACTERISTICS OF A WINNING NORTHERN EUROPEAN FOOD COMPANY
Goal

Implementation

Best in class financial performance

• Strong financial performance: growing faster than the market.
• Maintaining a strong balance sheet and performance.

Most desired brands

• Atria’s brands are the best-known in their product categories, as well as the most highly recommended in all our business areas.

Preferred partner for the customer

• Customer’s overall satisfaction.
• Successfully and jointly implemented upgrades to shopper experience.
• Likelihood of customer recommending.

Best partner for owner-producers

•
•
•
•

The best sales channel for meat from contract producers across Finland.
Close cooperation throughout the production chain.
The best contract producers, expertise and continuous development improve competitiveness.
Financially strong owner-producers.

Leader in sustainability

•
•
•
•

A carbon-neutral food chain by 2035.
Reducing carbon dioxide emissions by 25% by 2025 compared with 2016.
Increasing antibiotic-free production.
Zero animal welfare violations.

Committed people

•
•
•
•

Strengthening employees’ commitment.
Reducing the number of accidents.
Employee satisfaction with development opportunities.
Mobility for personnel from one job to another across country borders and job rotation within business areas.
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Winning Northern European Food Company
Mission

Most desired brands

We create inspiring food for every occasion
with strong brands and passion
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Strong financial
performance

Good food - better mood
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Preferred partner
for the customers

Ways to win
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STORE
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Our strategic
priorities

Win big
in poultry

Expand in
convenience food

Strengthen in
Food Service,
incl. fast food

Grow profitably
in Sweden

Optimize
red meat

Drive next level
supply chain
efficiency

Vision

Winning Northern European
Food Company

We have confirmed six strategic priorities
for the 2021–2025 strategy period.
Win big in poultry
Poultry consumption is increasing steadily in Finland and
globally. We are aiming for market leadership in poultry
in Finland and are also seeking to strengthen our position
in Sweden. The importance of this goal is reflected in our
decision to invest in a new poultry unit. We want to provide
our customers and consumers with interesting channel
options in all product segments.
Expand in convenience foods
Convenience foods are a growing market, because people
are increasingly consuming ready-made food. By using
customer and market information, we can provide our
customers with the products they want and introduce
interesting new products in our selections. Our strengths
are high quality in all price ranges and strong brands.
Sustainable, reliable and traceable production are our key
competitive advantages.
Strengthen in Food Service, including fast food
The Food Service market continues to grow, because people
are increasingly eating out. We are aiming to grow faster
than the market. We seek to achieve this by strengthening

Atria’s Annual Report 2020

Committed
people

Best partner for
owner-producers

Enablers

Leader in
sustainability

Strategic targets

customer relationships in the Food Service and fast food
sectors in all our business areas. In the fast food sector,
our growth recipe is to increase the number of sales points
and develop new products. Our strengths are a solid supply
chain, reliability, and a high level of product safety and
service.
Grow profitably in Sweden
In Sweden, our goal is to improve the profitability of our
operations and achieve growth. We are seeking growth by
increasing our share in retail, and in the Food Service and
fast food markets. We improve profitability through increased
operational efficiency.
Optimize red meat
Our goal is to improve the profitability of red meat. We
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Commercial
excellence

Efficiency

Atria way
of work

seek to achieve this by improving operational efficiency,
product category management and selection development.
Strengthening export customer relationships also plays a key
role in improving profitability.
Drive next level supply chain efficiency
Our goal is to improve supply chain efficiency in every
operation, from order to delivery. This is our goal in all
business areas. We are improving efficiency by investing
in the latest technology, using monitoring data and
strengthening our employees’ competence.
Watch our strategy video at www.atria.fi/en/group/
company/strategy/
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Our new strategy responds to changes
in the operating environment

Our mission
We create inspiring food for every occasion
with strong brands and passion.
Good food – better mood.

Changes in the operating environment are strongly reflected in Atria’s new strategy. The strategy responds
to changes in consumer purchasing behaviour in particular. Awareness of sustainable food choices and
increased demand for convenience foods, and especially poultry, are highlighted in purchasing decisions.
The Food Service channel and the popularity of private labels are also increasing. The uncertainty of the
international meat and food market and poor predictability pose a key challenge to the entire sector.

Our vision
Winning Northern European Food Company

Atria’s new strategy responds to the following changes that will have a material impact on the food
sector between 2021 and 2025:
Proteins
In terms of demand, the focus
continues to shift from red meat
to poultry and plant-based
options.
Categories
Demand for convenience foods,
ready-made foods and snacking is
growing.

Consumers
Consumers’ awareness of healthy
lifestyles, sustainable development
and animal welfare is increasing.
Macroeconomy
Economic instability and
uncertainty, as well as
protectionism and local focus, are
increasing.

Channels
• Demand and new opportunities
in the Food Service sector are
growing.
• The importance of digital
channels continues to grow,
and the growth of private labels
continues.

Enablers of strategy
Commercial
excellence
• Consumer and
market insight
• Brand and category
management (incl.
productization)
• Customer
experience

Efficiency
• Monitoring
and improving
efficiency
• Modern
technology
• Cost awareness

Atria Way of Work
• Safety First
• Committed people
• Performance
culture

ATRIA’S STRATEGIC PATH
Atria’s strategy to become a Winning Northern European Food Company is a consistent continuation of its strategy for the previous period. During the previous period, Atria implemented
significant efficiency programmes and investments to improve its operational productivity and competitiveness. At the same time, the company succeeded in strengthening its equity ratio.

2009

IMPROVING PRODUCTIVITY

Improving productivity
• Stronger balance sheet and financial position
• Improving profitability and productivity in all countries of
operation
• Investments in growth in Finland, including meat operations,
the feed business and production automation.

2015

ATRIA’S HEALTHY GROWTH

2020

Atria’s Healthy Growth
• Primarily organic growth in all business areas
• Operational profitability will not be compromised: emphasis
on productivity
• Growth investments in technology and other investments that
improve efficiency and productivity.
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WINNING NORTHERN
EUROPEAN FOOD COMPANY

2025

Winning Northern European Food Company
• Strong financial performance
• Growth in poultry, convenience foods and the Food Service
sector through the most attractive brands, deep customer
partnerships and the most sustainable operations in the sector
• Improving the profitability of red meat in Finland and
profitable growth in Sweden

Atria’s Annual Report 2020
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Atria’s Healthy Growth strategy
highlighted profitability
Atria’s Healthy Growth strategy period ended at the
close of 2020. The focus of the strategy period was
on profitability. Other key goals included improving
profitability, accelerating growth and increasing
shareholder value systematically over the long term.
During the 2016–2020 strategy period, Atria aimed to
grow in a mainly organic manner by developing and
expanding its existing operations. The company sought
to drive growth by developing new product segments
and expanding into new market areas. In this respect, the
most significant achievement was entry into the Chinese
pork market.
Alongside organic growth, Atria actively identified

Atria’s most significant production
investments 2016–2020

opportunities for acquisitions and other arrangements
generating healthy growth. These supplemented existing
business operations, as well as offering opportunities
to create entirely new product segments or enter new
market areas. The most significant acquisitions in Finland
were the Kaivon Liha Kaunismaa beef and the Domretor
convenience food companies. In Sweden, Atria acquired
the Lagerbergs poultry company.
Atria managed its Healthy Growth strategy through
three main themes: commercial excellence; efficient
operations; and the Atria Way of Work. More information
about the most important theme-specific successes of
the strategy period is provided in the Board of Directors’
report (Financial Review, p. 46).

ATRIA’S FINANCIAL TARGETS AND RESULTS 2018–2020
Target
EBIT 5%
Equity ratio 40%
Return on equity (ROE) 8%
Capital distribution of the profit for the
period 50%

Result 2020

Result 2019

Lagerbergs poultry company: EUR 33 million
Atria entered the growing Swedish fresh poultry market by
acquiring Lagerbergs in 2016. The acquisition of around EUR
19 million was supplemented by an investment programme
of around EUR 14 million, through which Atria has strongly
improved the productivity and competitiveness of the entire
production chain.

Result 2018

2.7%

2.1%

2.0%

46.8%

46.9%

47.7%

5.7%

3.9%

4.1%

61.4%*)

78.4%

68.8%

*) Board of Directors’ proposal

Atria’s Annual Report 2020

New pig-cutting plant: EUR 36 million
Atria’s new pig-cutting plant was completed in 2017, with
world-leading technologies. This investment of around EUR
36 million has enabled Atria to improve the productivity of
the pig-cutting plant and the competitiveness of its entire
pork chain for the domestic and export markets.
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IMPLEMENTATION OF ATRIA’S HEALTHY GROWTH STRATEGY IN 2020
Strategy enablers

Main themes

Realisation of themes in 2020*)

ATRIA’S RISKS

1. Strong finances
Atria’s strong balance sheet and good
financial position enable growth and
development measures in line with the
strategy.

Commercial
excellence

• Atria’s retail sales grew in all business areas.
• In Finland, Atria’s supplier share grew in the consumerpacked meat, cooking and cold cut product categories.
Atria was the market leader in poultry product categories.
• Atria Finland’s pork exports doubled to more than 20 million
kilos.
• In Sweden, the position of the Lönneberga brand
strengthened. Atria’s supplier share in the poultry product
category grew by approximately 2%.
• In Denmark and Estonia, Atria’s sales to the retail sector
increased significantly.
• In Russia, 200 new Sibylla outlets were opened.
• Sales of Atria’s online meat store multiplied.

Further information about Atria’s risks and risk management
is provided in the
• Governance 2020 section (page 132)
• Financial Review 2020 section (page 51)

Efficiency

• After the outbreak of the corona pandemic all Atria
production plants continued to operate without interruption
and measures to protect the personnel were implemented
without delay.
• Atria Finland adapted quickly to the changes in demand
resulting from the coronavirus pandemic and its delivery
reliability was 99.91%.
• The operating model for continuous production
improvement was systematically applied in all business
areas.
• Atria Sweden’s organisational structure was streamlined to
improve efficiency and commercial processes.
• In Estonia, the introduction of a new minced meat package
improved the efficiency of many internal processes, logistics
and truck occupancy rates.

Atria Way of
Work

• Atria continued to improve sustainability, focusing
particularly on reducing the environmental burden and
carbon footprint of production. In December, Atria
Finland was the first producer in the world to bring carbon
footprint-labelled chicken packaging to retail stores.
• Atria’s Way of Leading programmes continued to ensure
a successful future management culture for the various
business areas.
• The Safely Home from Atria occupational safety and health
programme achieved the best result in Atria’s history.

2. Systematic investments
Atria executes systematic investments
that enable the company to maintain
and improve the productivity and
competitiveness of its operations, even
in the long term.
3. Efficiency
Atria enables the productivity of its
operations and the competitiveness of
its products through efficiency across its
supply chain.
4. Sound market and customer
intelligence
Atria is a pioneer in using consumer
and market data. This enables the
development of commercially successful
product groups and their timely
introduction.
5. Highly competent people
Strategy implementation is supported
by effective personnel planning, timely
recruitment, systematic competence
development and a successful
performance management system.

*) The realisation of the themes is described in more detail in the business area reviews.
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The year 2020 was strongly marked by the Covid-19 pandemic.
The highly contagious coronavirus disease spread far and wide
across the world, impacting the lives of individual people, and
companies and entire countries.
When the infectious disease reached Europe, and Atria’s countries of
operations in particular, we immediately set the main company-wide
goals for preventing its spread.
Atria’s goals for preventing the spread of the SARS-CoV-2 virus
remained the same throughout the period under review: preventing the spread of the virus; protecting our
personnel; and safeguarding Atria’s operations throughout the chain.
The exceptional situations and changes in the operating environment also required management to step up
to the plate. The management teams of the Group and the individual business areas were involved in outlining
Atria’s approach. The Covid-19 task forces established by the Group and all business areas were responsible for
maintaining a continuous view of the situation, drafting new guidelines and planning new practices. Atria followed
the instructions and guidelines issued by the authorities in all its operations.
The SARS-CoV-2 virus is mainly transmitted through droplets, but also through aerosols at close range. There
have been no confirmed cases of contact transmission through packaging, food products or goods. The most
important new practices implemented by Atria were based on preventing the spread of the coronavirus with
respiratory protection, good hand hygiene and social distancing. Many people at Atria started working remotely
early in the spring of 2020, and this will continue in the spring of 2021. Atria issued guidelines on travel, including
travel bans, and limited gatherings and visits to our locations.
Atria has solid safety systems in place even in normal times. We are used to working in the sphere of foodrelated microbes, and are familiar with risk management and product safety practices. The same risk minimisation
tools and product safety management practices are also well-suited to tackling the coronavirus. In addition, we
have had to take into account that this is a human infectious disease, a human pandemic.
Atria handled the exceptional circumstances of the pandemic well. Apart from the new practices, the epidemic
did not greatly affect our operations, and Atria was able to meet consumer demand and customer requirements.
Merja Leino
EVP, Sustainability
Atria Plc

Atria’s Annual Report 2020
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Some Covid-19 practices
likely to become permanent
Atria Finland’s Senior Occupational Health Physician
Timo Kinnunen believes that some of the practices
implemented by Atria during the Covid-19 pandemic are
likely to become permanent: “Respiratory protection will
be used more often than before, and the importance
of good hand hygiene will be highlighted. Remote
meetings will become more common, reducing the
need for business trips. The coronavirus also serves
as a stern warning that will make us treat infectious
diseases in general with more respect and caution going
forward.”
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Increased sales to retailers and decreased sales
to the Food Service sector in all business areas
The Covid-19 pandemic had very similar effects on all Atria’s
business areas: it boosted sales to retailers, and reduced sales to
the Food Service and Fast Food sectors. The increase in retailer
sales was approximately 10 per cent. Sales to Food Service and

Fast Food customers decreased by approximately 20 per cent
due to the coronavirus restrictions implemented in various
business areas.

THE EFFECTS OF THE CORONA PANDEMIC ON ATRIA’S BUSINESS OPERATIONS
Atria Finland
Effect on overall demand for
Atria’s product categories

Product categories showing the
largest growth

Atria Sweden

Atria Denmark & Estonia

In retail trade

Demand grew by about 10%.

Demand grew by about 10%.

In the FS sector
(incl. the Fast
Food sector)

Demand fell by about 20%.

Demand fell by about 20%.

In Denmark demand fell by
about 35% and in Estonia more
than 50%.

Demand grew by about 10%.

Atria Russia
Demand grew by about 10%.
Demand fell by about 5%.

In retail trade

Strongest growth in the
cooking and convenience
food categories.

Strongest growth in cold cuts,
sausages, poultry meat and
convenience food.

In Estonia demand for minced
meat grew in the spring.

No significant effect.

In the FS sector
(incl. the Fast
Food sector)

Decline in all product
categories.

Decline in all product
categories.

• No significant effect.
• Demand for the best cuts fell
in Estonia

Decline in all product
categories, except highquality, air-dried products.

Effect on the production and supply chain

• Delivery reliability was 99.91%
despite great fluctuations
in demand during the early
stages of the pandemic.
• Management system was
revised to secure the
continuity of production and
reliable deliveries.

• Investments to ensure
uninterrupted production.
• Strict health and safety
instructions were adopted to
secure operations.

Strict health and safety
instructions were adopted to
secure operations.

Strict health and safety
instructions and travel
restrictions were adopted to
secure operations.

Effect on production costs and other costs

Additional costs for special arrangements and protecting the personnel.
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Meat consumption
in Europe
Total meat consumption
in Europe has been
stable in the 2000s. The
decline in beef and pork
consumption has been
balanced by an increase
in poultry consumption.
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The consumption of
poultry has increased
steadily over the last
few decades. Pork
consumption began to
decline in 2019 as pork
production in China fell
due to African swine
fever. It is expected to
recover in the next few
years.

Million tonnes

1992

Strategy
2016–2020

160

1990

Strategy
2021–2025

Global meat
consumption, 1990–
2028, million tonnes
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Global pork
production in 2020
World pork production
decreased in 2019, as
pork proction in China
declined about a third
due to African swine
fever (ASF).

97.6

million tonnes

China 38.0 mill. tn
• Share 39.1%
• Change -10.7%

Brazil 4.1 mill. tn
• Share 4.2%
• Change 3.8%

EU 24.2 mill. tn
• Share 24.7%
• Change 0.2%

Russia 3.4 mill. tn
• Share 3.5%
• Change 5.7%

USA 12.8 mill. tn
• Share 13.2%
• Change 2.4%

Others 14.8 mill. tn
• Share 15.2%
• Change -6.0%

Source: USDA, 2021
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Development of
pork prices in
Europe (index,
2015=100)
Pork price shot up
in 2019 after the
collapse of Chinese
pork production due to
African swine fever. In
2020, the price returned
to its pre-disease level.
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Pork production in China
2018–2021
Chinese pork production
declined in 2019 and 2020 as
a result of african swine fever
(ASF). Production volume
was it lowest level at 2020. In
2021 production is forecast to
increase about 10%.
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Source: National Bureau
of Statistic of China, Rabobank, 2021

Chinese pork imports
China’s share of global pork
imports has risen to about
40%. In 2020, the reduced
domestic supply of pork
together with high prices
pushed China’s total meat
imports to a record level
of nearly 10 million tonnes.
Pork accounted for about
4.7 million tonnes.
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Source: China Customs, Rabobank, 2020

Chinese consumers are interested
in high-quality food products
In China, consumption in both urban and rural areas will grow rapidly in the coming years.
Consumers are increasingly interested in high-quality, ecological, customised and safe food
products. The consumption of animal-based products continues to grow, but the demand for
processed plant-based products is also increasing. The demand and supply of pork are slowly
finding a balance. In general, China will maintain its position as a major importer of agricultural
products.
Source: China Agricultural Outlook 2020-2029, Ministry of Agriculture and Rural Affairs, 2020
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Strong growth for Atria’s
pork exports

Strategy
2021–2025

Atria’s export of pork to China increased to over 20 million
kilos in 2020. This accounts for almost 30% of the volume
of meat processed by Atria. Exports to other key export
countries, such as South Korea and Sweden, also increased.
In addition, Atria signed a new cooperation agreement with a
Japanese restaurant chain.
In total, Atria’s exports increased by about 50% from 2019.
It is important to Atria’s export customers that the products
are clean, safe and traceable, and that the rearing of the
animals is antibiotic-free.

Strategy
2016–2020
Operating
environment
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Antibiotic-free pork for
a Japanese restaurant chain
Atria signed a cooperation agreement with a Japanese
restaurant chain for the export of Finnish antibiotic-free pork
to Japan. The Japanese Bikkuri Donkey family restaurant
chain uses Atria pork in its burger steaks.
Bikkuri Donkey is part of the Aleph Inc. Group, which is
committed to sustainable development. Its restaurants only
use responsibly produced ingredients.
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Development
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Poultry market growth in
Finland in 2000–2020
Poultry consumption has increased
steadily in Finland throughout
the 2000s. In 2020, both poultry
consumption and production
increased by about 4%. The
domestic share of consumption
also increased.
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Production

Forecast for poultry
consumption in Finland
According to consumption forecasts
by Atria, poultry consumption (mainly
chicken products) in Finland will
exceed 200 million kilos by 2030 if the
consumption trend remains similar to
that between 2011 and 2020, when the
average annual growth rate was 3.8%.
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Atria introduced carbon
footprint markings on chicken
product packaging
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The first carbon footprint-marked chicken products were
sold in retail stores in December 2020. As far as we know,
Atria is the first producer to use carbon footprint labelling
on its chicken products. Farm-specific traceability of the
meat raw material enables product-specific carbon footprint
labelling. The Alatalo farm’s chicken products were the
first to carry a carbon footprint label. As farm-specific
calculations are completed for more farms, more and more
products will get a carbon footprint marking. The label
shows the climate impact of the product’s entire production
chain in terms of carbon dioxide. The calculation also takes
into account industrial production and packaging. The
carbon footprint calculation was carried out in cooperation
with Envitecpolis Oy and Atria producers.
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The decision to build a new
poultry plant was confirmed
In October, Atria confirmed the decision to build a new
poultry plant in Nurmo. The investment is the largest in
Atria’s history and extremely important to the company.
The value of the investment is approximately EUR 155
million, and it will increase Atria Finland’s poultry
production capacity by approximately 40%.
The construction of the new poultry plant meets the
increased demand for chicken and strengthens Atria’s
position as the market leader in chicken products. The
consumption of chicken has grown strongly both in
Finland and globally for many years, and it is expected to
keep growing.
The new plant will be completed in 2024. Further
information about the progress of the investment
is available on our website at www.atria.fi/konserni/
ajankohtaista/atrian-siipikarjainvestointi-2024/.

The schedule of the new poultry plant

2021

2022

2023

2024

Planning
Excavation
Construction
Equipment installations
Start-up

• Atria confirmed the decision to build a new poultry plant on October 21, 2020
• The designers of the expanding project was chosen on January 20, 2021
• The excavation will begin during the spring 2021.
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BUSINESS AREA
REVIEWS
In terms of operational structure, Atria Group consists of four business areas,
or reporting segments: Atria Finland, Atria Sweden, Atria Denmark & Estonia
and Atria Russia. In 2020, Atria Group’s net sales were EUR 1,504 million,
which was distributed between the business areas follows: Atria Finland 70%,
Atria Sweden 19%, Atria Denmark & Estonia 7% and Atria Russia 4%.
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Atria Finland

Strategy
2021–2025

Atria Finland is responsible for Atria’s operations in Finland. Atria Finland develops, produces, markets and sells
fresh meat and other food products, in addition to providing related services. Atria is the market leader in the
slaughterhouse industry and many of its product categories in Finland. It also has substantial export operations. In
2020, Atria Finland’s net sales were EUR 1,066.3 million, and the company had about 2,400 employees. All of the
meat used in Atria brand is Finnish.

Strategy
2016–2020

Net sales

Personnel

70%

54%

of the Group’s
net sales

of the Group’s
personnel

Operating
environment

Atria’s market position

#

Business area
reviews
Atria Finland
Atria Sweden
Atria Denmark &
Estonia
Atria Russia

1

Atria is the market leader in most of
its main product categories and in
Finland’s slaughtering industry.

Customers
•
•
•
•
•

Research and
Development

Grosery trade
Food Service customers
Export customers
Sibylla concept customers
Food industry

Core product
categories
• Fresh and consumerpacked meat
• Poultry products
• Cooking products,
such as sausages
• Cold cuts
• Convenience food
• Animal feed
• Pet food

Brands
Atria Finland’s leading
brand is Atria, one of
the best-known and
most valuable food
brands in Finland.
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The net sales of Atria Finland grew
by EUR 32.5 million compared to
the previous year, and amounted to
EUR 1,066.3 million. Net sales were
boosted by increased sales to the
retail sector and export customers.
Pork exports to China increased
significantly and the sales of Atria’s
product categories in the Finnish
retail trade also grew more strongly
than in the previous year. Sales to
Food Service customers decreased
significantly due to the coronavirus
pandemic.
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1,066.3

Net sales (EUR million)

Strategy
2021–2025

Strong growth
under challenging
circumstances
The year 2020 was good for Atria Finland’s
growth and profitability. Despite the coronavirus pandemic making our operating
environment exceptionally challenging and
uncertain, we succeeded to make stronger
progress than in the previous year in two of our main channels, retail trade and exports.
In our third main channel, the Food Service sector, the measures taken to limit the
coronavirus pandemic reduced the industry’s total earnings by about one-fifth. Atria’s
development was similar to the general development of the industry.
The coronavirus pandemic also changed the Finnish consumer demand for food
dramatically. Demand for food grew at the same rate as cooking at home, and good
home-cooked meals became highly valued. This was directly reflected in Atria’s sales
to the retail sector. The market for Atria’s cooking, poultry and consumer-packed
meat product categories grew by almost 10%. Atria’s supplier share grew in all product
categories, as did the sales of Atria’s own brands. Overall development was strong. The
same is true of Atria’s pork exports to China: they more than doubled from the previous
year to over 20 million kilos. This was almost 30% of the pork produced by the Nurmo
plant.
The consumption of meat in Finland remained stable. Ninety-three per cent of Finns
eat meat – and specifically meat produced in Finland. About 83% of all meat consumed
in Finland was domestically produced. These figures are very important for Atria’s future
growth. After all, the year 2020 saw the largest investment decision in our history,
amounting to approximately EUR 155 million, to build a new poultry unit near the Nurmo
plants.

1 200

Atria Finland’s EBIT increased EUR
3.1 million from the previous year
to EUR 43.1 million. This was 4.0%
of net sales. Profitability improved
mostly because of increased net
sales, improved productivity and
effective cost control.
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Mika Ala-Fossi
Executive Vice President, Atria Finland
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THE FINNISH BARBECUE MARKET IN 2020 1)

THE POSITION OF ATRIA’S MAIN CATEGORIES IN THE MARKET 1)
Category

Change in overall markets 2)
Value (€)

Consumer-packed meat

10.2%

Volume (%)
7.0%

Manufacturing
share 3)

Atria’s
bränds 4)

Value (€)

Volume

31.7%

#1

Poultry

13.4%

11.3%

44.0%

#1

Cooking

11.9%

6.0%

24.2%

#2

Cold cuts

5.9%

1.2%

21.6%

#1

Convenience food

7.1%

4.6%

13.3%

#2

Total

9.1%

5.8%

24.4%

1) Retail sector, consumer-packed products
2) Percentage of change in comparison to 2019

FINLAND’S MEAT MARKET AND
MEAT PRODUCT MARKETS 2)

Value
(EUR million)

Volume
(EUR million)

Value
(EUR million)

Change-%

Change-%

Change-%

8.4%

5.8%

1) Grocery trade, consumer-packed and bulk products

124

28%

#

Market share of

Market position

9.5%

Atria’s barbecue

of Atria’s

product categories

barbecue product

Change-%

(-4.6% in 2019)

1

categories

1) Atria Insight 2020

3) Atria as a supplier
4) The market position of product categories sold under the Atria brand

TOTAL MARKETS OF ATRIA’S
MAIN PRODUCT CATEGORIES 1)

2,651 387

Value, approx.
(EUR million)

3,080

(VAT 0%)

0.6 (volume) 3.7 (value)
2) Total value of the meat and meat products market in the grocery
trade and food service channels.

An acquisition strengthened Atria’s position
in convenience food selections
Atria Finland acquired the entire share capital of Domretor Oy, a contract manufacturer in the food
industry. Domretor produces a range of convenience food products and semi-prepared foods. The
acquisition strengthens Atria’s position both in the retail convenience food selections and in the
market for Food Service products. Domretor Oy has been an associated company of Atria since
2013 and will continue to operate independently as its own company.
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MEAT PRODUCTION AND CONSUMPTION IN 2020 1)
Volume of meat
processed by Atria (million kg)

Change, %, in comparison to 2019
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Total meat
• Production............................ 409 million kg
• Consumption ........................423 million kg
• Export .......................................65 million kg
• Import....................................... 73 million kg
• Domestic share of consumption.....82.8%

8%

-13%

180
160

Pork
• Production............................. 176 million kg
• Consumption ........................164 million kg
• Export ....................................... 41 million kg
• Import....................................... 27 million kg
• Domestic share of consumption.....83.3%

140

3%
17%

-21%

55.0
55

54.5

100

41.0
41

41.0
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- 1%
- 1%

-17%

-6

-4
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Beef

Compared to the previous
year, the meat volumes
processed by Atria increased
by 3.0 million kilos to 176.6
million kilos. Poultry and pork
processing volumes increased
almost as much. Atria is the
market leader in the slaughter
industry in Finland.

Pork

Atria’s delivery reliability (%)

99.91

-5%
-8

80.0

20

-8%

-10
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Atria’s sound management of
the supply chain increases the
predictability of operations
alongside delivery reliability. Atria’s
supply chain was able to respond
to large fluctuations in demand
during 2019 the year under
review. Delivery reliability was
99.91 percent.

1) Production and consumption of bone-in meat. 80% of bone meat is
boneless, and the loss of cooking varies from 10 to 30% depending on
the product.
Source: Kantar TNS Agri, 2021

Online meat sales multiplied
Online food sales took a big step forward during this exceptional year, and this was
also seen in Atria’s online meat store. In 2020, online sales and deliveries of meat
multiplied. As more cooking was done at home than before, consumers bought
premium meat products from Atria’s online store. Sales of fillets and organic products
grew particularly strongly.
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Poultry
• Production............................. 145 million kg
• Consumption ........................ 152 million kg
• Export ........................................17 million kg
• Import....................................... 21 million kg
• Domestic share of consumption.....86.3%
Beef
• Production............................... 87 million kg
• Consumption ........................103 million kg
• Export ......................................... 7 million kg
• Import....................................... 22 million kg
• Domestic share of consumption.....78.9%
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A new look to bring
the brand to the 2020s

Strategy
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Atria redesigned its brand logo and packaging visuals as part
of the renewal of Atria’s brand image. The new packaging
highlights the traceability of the products to farms,
responsibility and the Finnish origin of the products more
clearly than before. The new logo communicates the brand’s
values more clearly: approachability and warmth in line with
the brand’s goals. The year highlights our long history and
the know-how and reliability that come with it. The new
packaging was lauched in shops in August.
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3 TRENDS
The following consumer trends in the food industry are among those affecting Atria Finland’s operations
and selection in 2020:
Cooking ingredients
• Atria offers a wide range of highquality cooking ingredients.
• Atria’s convenient minced meat
packages and Murea & Nopea
-strips met this consumer demand
well.

High-quality products
• The growing demand for
convenience food in the strongest
for high-quality products.
• The Atria Artesaani range of
microwave meals was a great
success.

Responsibility and origin
• The value of responsibility and
the Finnish origin of the products
continues to grow.
• Atria introduced a carbon
footprinting in poultry product
packaging.
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Gastrogrill Muré serves
the best meat in the world
In June, Atria opened its own meat-focused restaurant
Gastrogrill Muré in Helsinki. At the heart of the restaurant is
Finnish, internationally awarded meat. The restaurant serves
meat prepared in a variety of ways and introduces new flavour combinations. The origin of the meat features strongly
at the restaurant: the journey of each serving to the plate can
be traced back to the farm.
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HEALTHY GROWTH AT ATRIA FINLAND
Strategy enablers

Strategic focal points

HEALTHY
GROWTH
ATRIA
Implementation
of focal
points inAT
2020

1. Large scale
Enables supply for growing and increasingly
diverse demand.

Market insight

2. Strong competitive position
Atria is the market leader or the second-strongest
player in its main product categories, and the market
leader in the slaughterhouse industry.

• Investment in market research, data and analysis (Atria Insight) was increased to support product development, marketing and sales.
• The coronavirus pandemic resulted in rapid changes in consumer demand. The changing market required
swift responses. The growth in consumer demand was the strongest for basic products.

Product category and
brand management

3. Strong and valued Brands
Atria is the best-known food brand in the meat
industry. This enables Atria to launch new product
segments and create new markets.

• Atria responded to the rapid changes in consumer demand by offering products to meet the demand. In
addition to basic products, Atria launched new products such as premium microwave meals and new types
of seasoning packets.
• The brand logo and product packaging were redesigned to match the brand values.

Strong competitive
position

• Atria announced its decision to invest EUR 155 million in building a poultry unit.
• The acquisition of the entire share capital of the convenience food company Domretor strengthened Atria’s
position in both convenience food selections and the Food Service market.

Commercial excellence

• Atria maintained its strong market position: its supplier’s share in the retail sector was 24.4 percent.
• Sales to the retail sector grew in all product categories. Atria’s market share was the largest in the poultry
product category, about 29 percent.
• Sales of Atria’s online meat store multiplied.

Daily operational
efficiency

• Atria responded well to the peak in demand caused by the coronavirus pandemic. Company was able to
produce significantly larger quantities than before and deliver them according to customer wishes.
• The continuous improvement of production was systematically implemented, and improvements were
made in occupational safety, the ingredient and capacity utilisation rates, and in the efficiency of water use.
• Production investments included a new pork packing plant for Chinese exports and a new production line
for Murea & Nopea products.

Supply chain efficiency

• Atria’s supply chain was able to respond to large fluctuations in demand. The delivery reliability was 99.91
per cent.

Resource optimisation

• Atria achieved its key goals for energy and resource efficiency by, for example, reducing its carbon footprint, improving its water efficiency and reducing waste.
• Efforts were made to optimise production and management systems. The investments improved energy
efficiency.
• Use of renewable energy was increased in heat production.
• The results are presented in Atria’s corporate responsibility report at www.atria.fi/en/group/corporate-responsibility/corporate-responsibility-reporting/

Atria Way of Work

• The Safely Home from Atria programme produced excellent results: the number of occupational accidents,
as well as absences were historically low.
• The management system was renewed to meet the requirements of the coronavirus pandemic. Aim is to
protect the personnel from infection and ensure reliable product deliveries.

4. High productivity
The efficiency of industrial processes and consistent
investments in improving productivity ensure price
competitiveness.
5. Responsible and reliable supply chain
Atria’s responsible operations have a positive impact
across the Finnish meat and food chain. Good
cooperation, particularly with producers, secures
deliveries, quality and growth.

Atria’s Annual Report 2020
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Atria Sweden

Strategy
2021–2025

Atria Sweden produces and markets meat products, fresh chicken products, cold cuts and various types of meals
mainly for the Swedish food market. Atria Sweden has several valued, widely known brands, many of which are market
leaders in their respective product categories. Atria is also a strong private label supplier. In 2020, Atria Sweden’s net
sales were around EUR 300.8 million, and the company had 814 employees. The meat raw material used in Atria Sweden’s product groups is mainly of domestic origin.

Strategy
2016–2020

Net sales

Personnel

19%

18%

of the Group’s
net sales

of the Group’s
personnel

Operating
environment

Customers
• Consumer goods retail
trade
• Food Service customers
• Sibylla concept customers
• Export customers

Business area
reviews
Atria Finland
Atria Sweden
Atria Denmark &
Estonia
Atria Russia

Core product
categories
•
•
•
•
•

Cold cuts
Cooking sausages
Fresh poultry products
Convenience food
Vegetable and
delicatessen products

Brands
Atria Sweden has several valued brands. The best known
ones are Lönneberga and Sibylla. Sibylla is Atria Plc’s most
international brand.

Research and
Development
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300.8

Strategy
2021–2025

(EUR 289.4 million in 2019)

Operating
environment

Business area
reviews
Atria Finland
Atria Sweden
Atria Denmark &
Estonia
Atria Russia

Research and
Development

On the road to
profitable growth
For the second year running, Atria
Sweden made progress in achieving its
key strategic goal, the improvement of
profitability. We improved our result by EUR 4.1 million. The operating loss decreased
to one third compared to the corresponding period of the previous year. A central
reason for our improved performance was the improving competitiveness and
profitability of our poultry business.
The significant improvement in profitability was a good outcome in the Swedish
food market hit by the pandemic. The measures to restrict the spreading of the
coronavirus significantly weakened Atria’s Food Service and Fast Food sales, but the
effects on retail sales were the opposite. The sales of Atria’s products to the retail
trade grew exceptionally strongly, both in terms of volume and value. The value of
the poultry product market grew the most, by as much as 19.2%. The market for
sausages also grew by 15.7%. These markets are very important to Atria, and we were
able to increase our supplier share in both.
Although the Swedish Food Service market shrank by about 20% last year, Atria’s
development was not equally poor. We were able to slightly strengthen our market
position. We benefited from our large customer base that includes both private and
public professional kitchens. We actively collaborated with both of these customer
groups in product development and sales. We were able to adapt our supply to the
changes in demand and flexibly launched new products on the market, especially
chicken products. The sales of Finnish beef and pork to professional kitchens also
developed favourably.
Jarmo Lindholm
Executive Vice President, Atria Sweden
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Net sales (EUR million)

350

Atria Sweden’s net sales increased by
EUR 11.4 million year-on-year and were EUR
300.8 million in total. In the local currency, net
sales improved by 3.1 per cent year-on-year.
Net sales were boosted by increased sales
to the retail sector. The Swedish krona also
strengthened against the euro. Sales to Food
Service and Fast Food customers decreased
significantly due to the coronavirus pandemic.
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Atria Sweden’s operating loss decreased by
EUR 4.1 million to EUR -2.0 million. Improved
efficiency, lower costs and the strengthening
of the Swedish krona improved profitability.
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Atria announced an investment plan in Sweden
After the review period, Atria announced the launch of an investment plan to reorganise Atria Sweden’s production lines and to increase productivity. The investment is estimated to total around EUR
30 million. If implemented, the project is expected to be fully completed during 2023.
More information about the investment is provided in the Report by the Board of Directors (page 49).
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THE POSITION OF ATRIA’S MAIN PRODUCT CATEGORIES IN THE SWEDISH RETAIL MARKET
Product category

Value (€)

Changes in Atria’s
share of production

Market position2)

Value (€)

Position

Volume (%)

Cold cuts

8.1%

2.2%

-0.6%

#2

Sausages

16.0%

6.1%

0.9%

#2

Poultry products

18.8%

19%

1.9%

#3

1) Percentage of change in comparison to 2019
2) Position of Atria’s brand categories on the retail market

Source: Atria/Nielsen, 2021

TOTAL MARKETS OF ATRIA’S MAIN PRODUCT CATEGORIES
Value (MEUR)

Market for cold cuts
(MEUR)

Market for sausages
(MEUR)

1,305

536

485

284

Change

Change

Change

Change

(1,154 MEUR in 2019)

Research and
Development

Change in total markets 1)

7.7%

(496 MEUR in 2019)

Market for fresh poultry
products (MEUR)

(239 MEUR in 2019)

(418 MEUR in 2019)

8.1%

18.8%

16.0%

MEAT CONSUMPTION IN SWEDEN
(kg/person) IN 2000–2020

THE SHARE OF DOMESTIC PRODUCTION
IN SWEDEN IN 2000–2019

90
83.1

80
70
60
50
40

30.9

30

24.7
22.6

20

Total meat consumption in Sweden has remained stable
for several years, at around 80 kilos per capita. The
consumption of poultry has increased by 2–4% per year,
whereas the consumption of beef and pork has decreased.
Degree of domesticity of consumption in various types
of meat has been declining in Sweden in the 2000s. The
share of domestic production is the lowest for beef and
the highest for pork. Sweden imports about 40% of the
poultry it consumes, mostly the best value cuts.
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5 TRENDS
The following consumer trends in the food industry are among those affecting
Atria Sweden’s operations and selection.
Responsibility
• We promote people’s health and
well-being through a well-balanced
selection of good food.
• Ethical operations and partnerships
are of key importance in our business
operations and partnerships.
• We are a pioneer in animal welfare: all
the production animals we use must
be healthy and well cared for.
• We reduce environmental and climate
impacts across the value chain. We
have reduced our carbon footprint by
84% since 2016.
Healthiness
• We are making full use of the trend
towards white meat by strengthening
our offering of poultry products.
• We focus on a balanced diet and stay
out of short-lived fads.

Atria’s Annual Report 2020

Consumers as influencers
• We ensure the best value for money.
• We act openly to build trust in our
brands.
• We strengthen our diverse presence
online and on social media.
Ease of use
• We offer new types of convenience
food solutions for busy lifestyles.
• We react to changes in our sales
channels and the resulting changes
in customer and consumer requirements.
• We are developing our Food Service
and Concept business operations
in response to the growing trend of
eating out.
Enjoyment
The coronavirus pandemic has brought
joy to cooking and eating well.
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HEALTHY GROWTH AT ATRIA SWEDEN
Strategy enablers
1. Stronger competitive
position:
Through a focus on
product category
management and the
building of strong and
valued retail brands.

Strategic
focal points

Implementation of focal points in 2020

Market insight

• The development of own market research tool continued, and it was
increasingly used to support decision-making.
• The product category strategy and action plan were reviewed and developed
for the main product categories: poultry, cold cuts, sausages and convenience
food.

Category
and brand
management

• Strong investment was made in the Lönneberga brand in all four product
categories.
• Media investments were targeted at cold cuts to restore their market share in
retail.
• The new Sibylla Pockit concept was successfully test launched.

Commercial
excellence

3. Efficiency:
Improved operational
efficiency and resource
allocation in production.

• The sales channels were adjusted in reaction to changes in the consumers’
purchase behaviour brought about by the pandemic.
• Atria’s share of manufacturing grew in poultry and sausages.

Operational
efficiency

4. Atria Way of Work:
Creating a successful
team and ensuring
safe, responsible and
sustainable operations.

• The programme for developing operational excellence continued at all
production plants. The programme aims for EUR 4 million in annual cost
savings.
• The new business system was implemented and ready to launch at the end of
the year.

Supply chain
efficiency

• A new logistics and transport agreement was completed with positive results.
• The reform of the sales and operational planning process started.
• Investments to improve water treatment at the Sölvesborg and Malmö
production plants were approved.

Resource
optimisation

• Environmental and climate impacts were reduced throughout the value chain.
The targets for energy and resource efficiency were achieved; the carbon
footprint decreased by 84 percent from 2016.

Atria Way of
Leading

• The implementation of the Atria Way of Leading continued, with the goal of
creating a winning corporate culture.
• A solid management culture was ensured for the future through the Atria
Way of Leading programme, and future leadership and competence potential
was ensured through the Talent Management programme and the Group’s
trainee programmes. The programme had to be partly postponed due to the
coronavirus pandemic.
• The organisation structure was streamlined to achieve collaboration and
efficiency, and to implement commercial processes.
• A safe, responsible and sustainable way of working was promoted. Absences
due to accidents at work decreased, especially at the poultry plant in
Sölvesborg.

2. Stronger competitive
position:
Through the growth of
the Food Service and
Concept businesses.
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Atria Denmark & Estonia

Net sales

Atria Denmark & Estonia produces and markets cold cuts, meat and meat products for the Danish and Estonian food
markets. The business area also has export operations. Atria Denmark & Estonia has valued, widely known brands, many
of which are market leaders or hold the second position in their respective categories. Atria has two production plants in
Denmark and one in Estonia. In 2020, the net sales of Atria Denmark & Estonia were EUR 106.8 million, and the company
had 439 employees. The meat raw material used in Atria’s product categories in Denmark and Estonia is mainly of domestic
origin. In Estonia, Atria has its own primary production, and the company is the country’s second largest pork producer.

Personnel

7%

10%

of the Group’s
net sales

of the Group’s
personnel

Operating
environment

Business area
reviews
Atria Finland
Atria Sweden
Atria Denmark &
Estonia
Atria Russia

Customers

Core categories

• Grocery trade
• Food Service customers
• Export customers

• Meat products, particularly
sausages incl. cold cuts
and spreads
• Convenience food
• Fresh and consumerpacked meat

Brands
Atria’s main brands in Denmark are 3-Stjernet and Aalbaek
Specialiteter. Atria’s main brand in Estonia is Maks&Moorits,
supplemented by the regional VK and Wöro brands.

Research and
Development
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The cold cut market is
growing well in Denmark
A strong upward trend was seen in Atria Denmark’s
sales. Atria was able to maintain a strong supplier
share of around 17% in the Danish retail cold cut
market, which grew both in volume and value. The
increase in value was 8.4%. The growth in sales was
driven by significant investments in marketing and
sales. Atria renewed and diversified the product
selections of both its Danish brands, 3-Stjernet
and Aalbaeck. The development of Aalbaeck,
which focuses on premium organic products, was
the most significant: the brand was also able to
considerably increase its sales in Danish discount
chains.
Atria Denmark’s export operations decreased
due to the coronavirus pandemic. The pandemic
also limited our cooperation with the Food Service
sector, which had a good start in the previous year.
The growing use Aalbaeck organic products in
professional kitchens was a positive development.
Svend Schou Borch
Executive Vice President, Atria Denmark

Investment in minced
meat drove development
in Estonia
Atria Estonia kept its position well in a market that
remained almost at the previous year’s level. The
sales volumes of Atria’s product categories in the
Estonian retail sector fell slightly from the previous
year - by 1%. The reduction was exceptional, albeit
understandable, in exceptional circumstances where
the consumers’ purchasing power fell. Prices, on the
other hand, rose by 4.4%. In this market, Atria’s most
successful product category was minced meat.
Atria launched a new, more ecological minced meat
package in Estonia, which increased the delivery
volumes of minced meat to the retail sector by
about 40%.
Atria Estonia’s deliveries to professional kitchens
decreased, as did exports. However, this did not
have a major impact as the retail trade developed so
well.

The net sales of Atria
Denmark & Estonia
increased by EUR 10.2
million in comparison to
the corresponding period
in the previous year and
were EUR 106.8 million in
total. Net sales grew as a
result of increased sales to
both Danish and Estonian
retail sectors. Food Service
sales account for a small
share of Atria Denmark &
Estonia’s net sales.

(EUR 96.6 million in 2019)
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The operating profit of
Atria Denmark & Estonia
increased by EUR 0.9
million to EUR 5.3 million.
This was 4.9% of net sales,
which is almost in line
with the Group’s 5% EBIT
margin target. The result
was improved mostly by
increased sales volumes
at strengthened prices.

EUR million

(EUR 4.4 million in 2019)
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Net sales
(EUR million)
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2021–2025

17

18

19

20

0
EBIT

Olle Horm
Executive Vice President, Atria Estonia
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Denmark

Estonia

Category:
Cold cuts

Category:
Meat, meat products and
convenience foods
Market
position

Manufacturer
share

16.9

%

Business area
reviews
Atria Finland
Atria Sweden
Atria Denmark &
Estonia
Atria Russia

(17.2% in 2019)

Market
position

Manufacturer
share

#2

15.3

#2

%

(15.7% in 2019)

THE MARKETS FOR ATRIA’S MAIN PRODUCT CATEGORIES IN DENMARK AND ESTONIA

Value

669
EUR million

The value of the markets for cold cuts
in Denmark and the value of the market
for meat and meat products in Estonia’s
retail sector in total

Research and
Development
Value

6.4%

Change in the value of Atria’s
main product categories in
Denmark and Estonia on
average

Volume

1.0%

Change
in market
volumes on
average

8.4%

4.4%

2.9%

-1 %

(2.3 % in 2019)
Change in
Denmark

(11.7 % in 2019)
Change in
Estonia

(-0.7 % in 2019)
Change in
Denmark

(12.7 % in 2019)
Change in
Estonia

Atria brought high-quality organic
products to the Food Service market
As part of the business strategy for Denmark, we aim to establish Atria as
a new player in the Food Service market. To achieve this goal, Atria launched
a selection of high-quality Aalbaek dry organic sausages.
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HEALTHY GROWTH AT ATRIA DENMARK & ESTONIA
Strategy enablers

Strategic focal points

Implementation of focal points in 2020

1. Strong competitive position
Atria’s leading market position in the cold cuts segment.
A strong focus on brands, product category management
and the utilisation of market information.

Market insight

• In Denmark, investments were made in healthy food solutions that make consumers’
daily life easier.
• A new digital market tool was being developed in Denmark.

Category and brand management

•
•
•
•

Commercial excellence

• In Denmark Atria maintained its strong market position as the second largest player in
cold cuts.
• The launch of the new Aalbæk Specialiteter beef sausage was a success.
• In Estonia a new minced meat package increased sales in retail.

Daily operational efficiency

• In Denmark, a new strategy was built for the retail and Food Service sectors.
• In Denmark, there was a strong focus on sales management.

Supply chain efficiency

• Continuous production development yielded results.
• In Denmark the Operational Efficiency programme began.

Resource optimisation

• Our work to improve sustainability continued, focusing particularly on reducing the
environmental burden and carbon footprint of production.

Atria Way of Leading

• The Atria Way of Leading and Atria Way to Work training for salaried employees was
completed.

2. Building market position
Maintaining the current market position and building new
sales channels to reach customers.
3. Efficiency
The improvement of supply chain efficiency through performance management and resource optimisation.
4. Atria’s Way of Work
Building a winning team with strong skills and a good
attitude.

Research and
Development

In Denmark, the strategy for the cold cut product category was developed.
Communication and packaging for the 3-Stjernet brand were refreshed.
New hybrid products were launched in the 3-Stjernet product range.
Maks&Moorits became the most popular meat brand in Estonia.

4 TRENDS
The following consumer trends in the food industry affect Atria’s operations and product range in
Denmark and Estonia.
Responsibility
• We started the corporate responsibility strategy
process.
• The carbon footprint of production decreased.
• The use of plastic in packaging decreased and the
use of recycled packaging materials increased.

Convenience and wellness
• We launched new easy-to-use cold cuts.
• We offer a wide range of snack options for various
consumer segments.
• We developed on-the-go product lines.
• A offer a wide range of high-quality organic products.

Decrease in meat consumption
and flexitarianism
• We lauched new meat-vegetable hybrid products.
• We expanded the white meat product range.
• The development of new plant-based
products began.

Responsible food production
• We invested heavely in Danish raw materials in
the 3-Stjernet and Aalbæk brands.
• We invest in the high level of domestic production
and labour, as well as short transport distances.
• The Aalbæk brand focused on organic products.

*) Increasing the consumption of vegetables in a diet.
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Atria Russia

Strategy
2021–2025

Atria Russia markets its meat products and convenience foods mainly in the St Petersburg and Moscow regions. Its
industrial operations are centralised in two production plants in St Petersburg. In addition to its own brands, Atria’s
market position is strengthened by the Sibylla concept and contract manufacturing. In 2020, Atria Russia’s net sales
were EUR 66.7 million, and the company had around 790 employees. Atria purchases its meat raw material from the
international meat markets and from Russia.

Strategy
2016–2020

Net sales

Personnel

4%

18%

of the Group’s
net sales

of the Group’s
personnel

Operating
environment

Customers
• Grocery trade
• Food Service customers
• Sibylla concept customers

Business area
reviews
Atria Finland
Atria Sweden
Atria Denmark &
Estonia
Atria Russia

Core product
categories
• Meat products,
particularly sausages
• Cold cuts
• Convenience food
• Fresh meat

Brands
Atria Russia’s main brands are Pit-Product and CampoMos.
Atria Russia has business operations based on the Sibylla
concept in Russia, Belarus and Kazakhstan. The company
collaborates with the Spanish Casademont Brands.

Research and
Development

Atria’s Annual Report 2020

38

Front page
BUSINESS AREA REVIEWS | ATRIA RUSSIA

Atria’s key
indicators
CEO’s review

Strategy
2021–2025
Strategy
2016–2020
Operating
environment

Business area
reviews
Atria Finland
Atria Sweden
Atria Denmark &
Estonia
Atria Russia

Research and
Development

Growth in
retail sales
Atria Russia has three sales
channels for its product
categories: the retail sector,
Sibylla customers and Food
Service customers. Of these
three, only the retail sector
remained open almost
as usual throughout the
pandemic year.
Atria’s sales to the retail
trade developed well both in
terms of sales volume and
value in local currency. The
growth was driven above all
by the premium Casademont
brand. The sales of its product categories increased throughout
the year. In contrast, the sales of the low-price Pit-Product brand
fell. Price competition in the Pit product categories was fierce. Our
cooperation with the leading Russian retail chains X5, Lenta and
Okey became more diverse and Atria was also able to expand its
offering geographically.
The development of the Sibylla concept was varied. Orders fell
sharply when the pandemic started in the spring, but started to
recover in the summer and eventually increased from the previous
year. The number of Sibylla sales outlets in Russia increased by
about 200 to a total of about 4,300.
Orders and deliveries through Atria’s third channel, Food Service
customers, fell considerably. The operating conditions for the whole
industry deteriorated dramatically: the number of bankruptcies was
high and restaurant sales fell by about 40% from the previous year.
Although Atria’s production and commercial operations
developed favourably in the demanding circumstances, the
profitability of the operations remained poor. The weak performance
was partly due to higher raw material prices. Depending on the type
of meat, prices rose by 10–15%.
Ilari Hyyrynen
Executive Vice President, Atria Russia

66.7

150

(EUR 73.8 million in 2019)

125

Net sales (EUR million)

100

Atria Russia’s net sales decreased
by EUR 7.1 million year-on-year
and were EUR 66.7 million. In
local currency, net sales grew
by 3%. Sales improved especially
towards the end of the year.

MARKET FOR ATRIA’S
MAIN PRODUCT
CATEGORIES

EUR million
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Atria Russia’s operating loss fell
slightly from the previous year
and was EUR -2.9 million. Profitability began to improve in the
second half of the year as sales
strengthened.
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The value-denominated
development of retail
sales in 2020

4.8%

(4.8% in 2019)
Market share for Atria’s
product categories in St.
Petersburg’s retail trade
sector

EBIT

-4.1%
Atria concluded the sale of Pit-Product
After the review period, Atria concluded the sale of its Russian subsidiary Pit-Product to Limited Liability Company Agricultural Complex Mikhailovskiy, which
belongs to the Cherkizovo Group. Cherkizovo is Russia’s leading meat products
manufacturer and a listed company on the Moscow Stock Exchange since 2006.
The sale transaction does not include Atria Russia’s subsidiary Sibylla Rus LLC,
which conducts fast food business in Russia.
More information about the sale is provided in the Report by the Board of Directors
(page 49)
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(13.4% in 2019)

Atria’s development in
the Food Service sector
in 2020

4,300
(4,100 in 2019)

Number of Sibylla sales
outlets
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3 TRENDS
The following consumer trends in the food industry affect
Atria’s operations and product offering in Russia.
Easy and efficient buying
• Development of fast-food and convenience food
selections.
• Sales digitization in response to the increasing use of the
Internet in all age groups.
• Development of sales skills required by the multichannel purchasing behaviour of consumers.
Secure solutions from trusted suppliers
• Expansion of the meat product selection under the
Casademont brand.
• Safety promotion and trust building for Pit brand
customers.
Health and wellness
Development of health-promoting, low-fat and meat-free
niche products.

Research and
Development

HEALTHY GROWTH AT ATRIA RUSSIA
Strategy enablers

Strategic priorities

Implementation of priorities in 2020

1. Sufficient scale
Enables supply for growing and
increasingly diverse demand.
Atria is the most significant
foreign operator in the Russian
food market.

Market insight

• The acquisition of information was enhanced to support
decision-making and planning, as well as sales, marketing
and product category management.

Category and brand
management

• Casademont packaging was redesigned to secure the
brand’s leading position and to strengthen its highquality image.
• The re-launch of the Pit Product brand and product
innovations were supported with campaigns.
• New cooperation models were developed with Food
Service customers to promote local projects.
• The Campomos range was optimised in the low-cost
product segment.

Commercial excellence

• The number of Sibylla sales outlets increased by around
200 to about 4,300.
• The retail product range was expanded together with
selected customers.

Daily operational
efficiency

• Organisational streamlining continued for the purpose of
achieving strategic goals.

Resource optimisation

• Resource efficiency was improved by harmonising the
material efficiency of packaging and by optimising raw
materials and fine-tuning logistics.

Atria Way of Leading

• The continuation of Atria’s Way of Leading and Atria’s
Way to Work trainings was reflected positively in the job
satisfaction experienced by employees.

2. Strong competitive position
Atria is one of the best-known
players in some retail product
categories in St Petersburg in
particular. Sibylla is strong in the
fast food segment across Russia.
In the Food Service sector,
Atria is regarded as the most
reliable operator in its product
categories.
3. Well-known and highly valued
brands
The continuous development of
strong brands and product selections enables Atria to maintain its
market position and enter new
markets.
4. Efficiency
Efficient production and accurately targeted resources in all
operations improve productivity.
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RESEARCH &
DEV ELOPMENT
Comprehensive and proactive market and consumer insight is very important in
Atria’s field of business. Consumers’ food choices are guided by many factors, and
the industry is characterised by fragmented consumer behaviour. Atria’s investments
in research and development totalled around EUR 15.0 million in 2020.

41

Atria’s Annual Report 2020

Front page
Atria in brief
Atria’s key
indicators
CEO’s review

Strategy
2021–2025
Strategy
2016–2020
Operating
environment

Business area
reviews
Atria Finland
Atria Sweden
Atria Denmark &
Estonia
Atria Russia

Research and
Development

RESEARCH & DEVELOPMENT | NEW PRODUCTS

Consistent
investments
in product
development
Atria’s investments in research and development were
at the previous year’s level and totalled EUR 15 million.
Atria’s research and product development operations are
based on comprehensive market and consumer insight.
This information is used in many ways in the development
of both Atria’s new and existing products. In addition to
category and brand management, market and consumer
insight is a prerequisite for successful marketing and
sales management. In addition to its own research and
product development operations, Atria participates in
applied research in product and packaging technology and
nutrition, among other fields.
The redesigning of the Atria brand and packaging in
2020 is an example of product development which is based
on extensive design work and research information, as well
as strong integration with strategy work and commercial
processes.

Research and product
development

EUR

15.0 million

Atria’s research and product
development expenses were at the
previous years’s level
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312
The number of new
products also includes
new packaging and
product support
innovations.
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Qty

% of net sales

Atria Finland

81 (118)

5.6

Atria Sweden

126 (148)

3.4

Atria Denmark & Estonia

62 (68)

7.3

Atria Russia

43 (46)

5.1

Atria’s research and product development operations are
discussed in the Board of Directors’ report (page 50).
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Atria Finland’s new
Murea & Nopea and Atria
Artesaani ready-to-eat meals
made from high-quality
ingredients met the changes
in market demand well.
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Atria Sweden continued to
invest in Lönneberga, its
strongest consumer brand.
The most successful new
products were Lönneberga
poultry products.

Research and
Development

Atria Russia introduced successful new premium product categories under the
Casademont consumer brand. The new products include a “Sobrasada” sausage and
high-quality “Bocaditos” snacks.

Atria Denmark’s most successful new product was Aalbæk Specialiteter’s
sliced beef salami. Atria Estonia’s most significant product was a new, more
environmentally-friendly minced meat package. It reduced the amount of
packaging material by 53 tonnes and increased sales by 43%.
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