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An unusually warm summer
Sometimes the weather messes up the best laid plans. 
Take the summer of 2018, for example: dry and sunny 
throughout Sweden, almost all the way from early May to 
well into August. The farmers suffered, but holiday
makers were happy.

And the weather left its mark on sales at Systembolaget, 
too. Total sales increased, but there was huge variation 
from one category to another. The BBQ ban resulted in a 
reduced demand for red wine, but customer demand for 
the sort of drinks that are usually drunk chilled rose 
substan tially.

You could write off 2018 as an outlier year. But then 
 again, there’ve been a lot of outliers in recent years. 
Breweries suffering a shortage of carbon dioxide.  
Extreme drought or torrential downpours. Extra duties 
on bourbon and all the uncertainty surrounding Brexit. 
The world seems to be changing faster than for many a 
year, and the chances are, these changes will affect 
System bolaget’s range.
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Launch Plan, 2020 
Change often happens so slowly that you don’t even notice it has happened until you look in 

the rear-view mirror. Many of us remember when we bought our first computer, but the way it 

took over our lives… that was a sneakier process. When did you really get into shopping 

online? When did social media get so big that you started spending more time there than with 

your friends? Or are you still one of the shrinking bands of analogue people who pops into 

chat with your neighbour over a cup of coffee and buys dead-tree books from your local 

bookshop?  

We’ve seen a lot of changes on the part of our customers, too, but rarely do we see a surprising 

shift from one month to another. We are seeing increasing individualism, with more and more 

stores being asked for unusual products from unusual countries of origin. We’re seeing locally 

produced, natural, and craft produced become the key factors in more and more purchases. 

And then there’s the fact that more and more people are making use of our online store and 

ordering their items for delivery to their nearest store or their front door. These aren’t explosive 

changes, but they do indicate a steady, ongoing change.  

Sustainability is, of course, another area where we are seeing continuous change. The trend 

towards organic products is probably one of the few changes where we can identify a clear 

starting date, but in the majority of cases, change creeps up on us. Ethical products and light 

weight packaging are showing steady growth, and who knows what changes lie ahead when 

Greta Thunberg’s School Strike friends are old enough to shop with us? Who’s going to buy 

glass bottles weighing over a kilo when that happens?  

Diversity, online retail, and climate change – three important trends we need to be able to 

address in the next few years. They’re trends that might not change the whole playing field 

overnight, but ones that we will certainly be able to look back on, ten years from now, and 

think, “Oh yes, that’s how it was in the 2019s.”  

The spring 2020 launch plan addresses some of the trends we are seeing, but much of our 

work is being done in other areas, too. In the online store, we’re making it easier for customers 

to find the right product for the right occasion. And by the time this launch plan is published, 

the first requests for tender for our new temporary range will be available via the supplier 

portal. And they will keep cropping up without any advance notice in the form of a launch plan, 

because our aim is to speed the whole process up a bit – to enable us to respond more quickly 

to changes in customer demand.  

That having been said, the plans obviously include a lot of items that aren’t a response to any 

specific trend. The sort of items where you don’t have to stick a finger in the air to know that 

they will enrich the range. The sort of items that challenge and complement the old ones. The 

sort of items that the sort of customers who pop in to chat with their neighbours over a cup of 

coffee and who buy books from their local bookstore want.  

The Category Managers, pp 

 

 
 
 
 
 

Ulf Sjödin 

MW 

Group Manager, Product Range 
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Alcohol sales in Sweden, 2018 
 

Systembolaget’s sales in 2018 totalled 504.8 million litres with a total retail value of SEK 38.3 

billion. Volumes increased, year-on-year, by 4.5 per cent, while the retail value increased by 

5.3 per cent. The premiumisation trend previously noted is not apparent in terms of sale as a 

whole in that the increase in volume primarily occurred in beer and cider/mixed drinks, which 

are two category groups that generally have a substantially lower per litre price. A clear 

difference between the increase in volume and the increase in value is still apparent in the 

wine category group, to the benefit of the latter.  

2018 was characterised by an early and very warm summer. Sales prior to Easter were on a 

par with those in 2017, but May saw a tangible change, with sales of beer, cider and mixed 

drinks increasing by more than the other categories, and sales of red wine decreasing. The 

heat and the BBQ ban had a pronounced impact on consumption patterns in 2018. The 

increase in sales tapered off in the autumn, but sales between September and December 

were still 2.5 per cent higher by volume than in 2017.  

The highest growth by volume – one of 12 per cent – was seen in cider and mixed drinks, in 

comparison with a 7 per cent increase in the previous year. Sales of alcohol-free products, 

which fell by 2 per cent in 2017, revived and increased by 6 per cent by volume and 9 per cent 

by value. In absolute terms, however, beer accounted for the largest share of the increase, 

with almost 15 million litres more beer sold in 2018 than in the previous year.  

Sales of organic products increased by 7.9 per cent during the year, which is close to the 

increase noted in 2017, and organic products’ share of total sales increased by 13 per cent by 

volume and 14.7 per cent by value. According to EkoWeb Sweden, wine is the highest value 

organic food product, and Systembolaget accounted for half of the total increase in sales of 

organic food products in 2018.  

We continue to be positive about the future sales trend for organic products, but much will 

depend, in the immediate future, on the availability of organic products, rather than on 

demand. 
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BEER 

Sales of beer increased by 6.1 per cent to 257 million litres in 2018, corresponding to an 

increase in retail value of 6.9 per cent to SEK 9.4 billion. The long-term trend that has seen 

sales of speciality beer out-increase sales of lager beer was broken during the year, probably 

as a result of the warm summer. Beer accounts for 51 per cent of Systembolaget’s sales by 

volume and 24.5 per cent by value.  

Sales of beer in the exclusive range totalled 1.15 million litres, corresponding to a year-on-

year increase of 20 per cent. Sales from the local and small-scale beers range increased 

during the same period by 10 per cent to 2.76 million litres, so it is clear that the number of 

customers with the greatest interest is increasing, despite the waning in the broader interest 

in specialist beers. 

 

Organic beers 

 

After a year of very modest development, sales of organic beer increased by 17 per cent in 

2018 and totalled 16.5 million litres, accounting for 6.4 per cent of all beer sales. The organic 

products’ share of specialist beer sales fell slightly during the year, but we did see, instead, a 

substantial increase in sales of organic lager beers, which are now approaching the organic 

beers’ share of specialist beer sales.   
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Lager beers 

Lager beer 
Retail value 
(SEK m incl. 

VAT) 

% change 
(full year) 

Volume, 
litres (‘000) 

% change 
(full year) 

6101a LAGER CAN <= 355ML (<6.0%) < 
SEK 17 1 977.5 13.3% 57 960.8 12.7% 
6101b LAGER CAN <= 355ML (<6.0%) >= 
SEK 17 95.2 34.9% 1 778.2 31.5% 

6102 LAGER CAN > 355ML (<6.0%) 2 559.0 3.8% 90 560.5 3.9% 

6103 LAGER EXTRA STRONG CAN (6.0%-..) 1 413.9 9.1% 40 406.5 7.3% 

6104 DARK LAGER CAN 55.2 17.1% 1 483.8 11.3% 
6201 LAGER BOTTLE <=355ML & 
<17/>355ML & <20 (<6.0%) 1 175.5 -0.2% 29 719.4 -0.4% 
6202 LAGER BOTTLE <=355ML & 
>=17/>355ML & >=20 (<6.0%) 403.3 14.0% 7 478.1 14.5% 
6203 LAGER EXTRA STRONG BOTTLE 
(6.0%-..) 82.4 -8.4% 2 047.2 -8.6% 

6204 DARK LAGER BOTTLE 39.7 4.7% 892.3 4.9% 

6401 OTHER LAGER 5.3 -7.2% 113.6 -8.7% 

Total 7 807.0 7.1% 232 440.5 6.4% 

 

Lager beers account for by far the largest share of beer sales at just over 90 per cent of the 

category group’s sales. Sales in the lager category increased by 6.4 per cent and, just as last 

year, the biggest increase was seen in lager beers in small cans. The pattern of the shift from 

large to small cans is, in other words, continuing in the same way as in immediately preceding 

years.  

The biggest increases were seen in the higher price segments, where sales of cans increased 

by a massive 31.5 per cent and sales of bottles by 14.5 per cent. If this trend is linked to the 

tapering off trend we are seeing in speciality beers, it is reasonable to believe that customers 

with a particular interest in beer opted for lager beer during the warm summer, albeit in the 

higher price bands. 

Speciality beer 

Speciality beer 
Retail value 
(SEK m incl. 

VAT) 

% change 
(full year) 

Volume, 
litres (‘000) 

% change 
(full year) 

6301 ALE BOTTLE (..-5.9%) 450.1 -2.6% 7 415.3 -2.3% 

6303 ALE CAN (..-5.9%) 105.4 36.7% 1 612.7 34.1% 

6304a PORTER/STOUT BOTTLE/CAN (..-5.9%) 45.9 -4.9% 823.3 -3.7% 

6305 ALE EXTRA STRONG (6.0%-..) 469.4 9.4% 5 823.2 8.0% 

6306 PORTER/STOUT EXTRA STRONG (6.0%-..) 55.0 3.4% 470.3 -2.5% 

6307 WHEAT BEER BOTTLE/CAN 104.2 6.5% 2 083.9 7.1% 

6307a BEER BOTTLE 750ML >= SEK 49 40.2 1.4% 414.5 -1.2% 

6307b SPONTANEOUSLY FERMENTED BEER 19.1 15.1% 184.0 8.1% 

6307c OTHER SOUR BEER 35.9 97.2% 385.8 83.5% 

6308 OTHER BEER 62.6 8.5% 1 455.6 5.5% 

6402 OTHER ALE/PORTER/STOUT 0.3 11.0% 3.9 5.1% 

Total 1 388.0 6.8% 20 672.5 5.2% 
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Sales of speciality beer increased by 5.2 per cent to 20.6 million litres, falling short of the 

growth seen for lager beers. The category increased in retail value by 6.8 per cent and the 

moderate difference between the increase by volume and the increase by retail value is 

indicative of the category’s maturity. The differences between the segments is relatively great 

in terms of development, with the biggest growth seen in ale in cans. The weakest 

development was seen for porter/stout, in what is yet another reflection of the heat of the 

summer last year. 

Sales of Swedish speciality beers increased by 8 per cent, accounting for 46 per cent of total 

sales. A total of 9.6 million litres of speciality beers came from Sweden, with 1.9 million litres 

of this total sold as part of the local and small-scale range. 

Seasonal beer 

Seasonal beer 
Retail value 
(SEK m incl. 

VAT) 

% change 
(full year) 

Volume, 
litres (‘000) 

% change 
(full year) 

6501 EASTER BEER 16.9 -7.1% 304.1 -12.8% 

6503 OKTOBERFEST BEER 27.2 3.1% 566.8 -1.2% 

6504 CHRISTMAS BEER LAGER 78.7 0.3% 1 862.4 -0.3% 
6505 CHRISTMAS BEER SPECIALITY 
BEER 66.8 -1.3% 945.8 -4.0% 

Total 189.6 -0.6% 3 679.1 -2.6% 

 

Sales of seasonal beer fell by 2.6 per cent in 2018. Sales declined in all segments during the 

year, but the greatest decline was in sales of Easter beer, which fell by almost 13 per cent.  

 

CIDER AND MIXED DRINKS 

 

Sales of cider and mixed drinks totalled 21.2 million litres, corresponding to a total retail value 

of SEK 1.1 billion. Sales by volume increased by 12 per cent, year-on-year, while the retail 

value of sales increased by 14 per cent. The category group accounts for a total of 4.2 per 

cent of Systembolaget’s total volume of sales and 2.8 per cent of the retail value.  
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Cider and Mixed drinks 
Retail value 
(SEK m incl. 

VAT) 

% change 
(full year) 

Volume, 
litres (‘000) 

% change 
(full year) 

6601 DRY/MEDIUM DRY CIDER 
BOTTLE 65.2 8.9% 1 223.0 8.8% 
6601s DRY/MEDIUM DRY CIDER 
BOTTLE 750ML >= SEK 49 11.3 7.6% 153.2 4.9% 
6602 DRY/MEDIUM DRY CIDER 
CAN 27.6 8.7% 692.6 7.3% 
6603 MEDIUM SWEET/SWEET 
CIDER BOTTLE 87.2 2.0% 1 806.5 3.3% 
6604 MEDIUM SWEET/SWEET 
CIDER CAN 384.7 18.7% 9 443.5 16.1% 
6606 CIDER AND MIXED DRINKS OTHER 
PACKAGING 0.9 21.1% 10.7 17.1% 

6607 MIXED DRINKS 502.1 14.4% 7 823.0 10.6% 

Total 1 079.1 14.2% 21 152.5 12.0% 
          

 

All segments reported year-on-year increases in sales. Sales in the biggest segment – sweet 

cider in cans – increased by a massive 16 per cent. Mixed drinks also saw substantial 

increases in sales of just over 10 per cent, which is in line with the previously noted pattern 

due to the long, warm summer. 

Sales of organic cider increased by 46 per cent to 2.6 million litres, and organic products’ 

share consequently passed the 10 per cent mark, reaching 12 per cent in 2018. It is 

reasonable to assume that the percentage of young and environmentally aware customers in 

this category group is high, so this increase is likely to continue.  

SPIRITS 

 

Spirits account for 3.9 per cent of Systembolaget’s total sales by volume, but for 19.3 per cent 

of the total retail value. Sales in 2018 totalled 19.5 million litres, corresponding to a retail value 

of SEK 7.4 billion and a year-on-year increase of 2.5 per cent by volume and 2.5 per cent by 

value. These increases for spirits were not due to the summer and we are, instead, seeing a 

relatively even distribution throughout the year. As in previous years, dark rum, gin, and shots 

are responsible for the growth in the spirits category.  

Sales of organic spirits are still lagging well behind the general organic trend, but volumes did 

increase by 13 per cent by volume and by 17 per cent by value during the year. 4.6 per cent 

of total sales by both volume and value are organically labelled. The distilled spirits category 
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has the highest percentage of organic products, at 30 per cent, but there is, in principle, no 

organic offering in the liqueur category.  

 

Digestifs 

Digestifs 
Retail value 
(SEK m incl. 

VAT) 

% change 
(full year) 

Volume, 
litres (‘000) 

% change 
(full year) 

5401 COGNAC 160.3 1.9% 303.4 0.7% 

5402 COGNAC SMALL BOTTLES 35.5 -3.2% 63.8 -5.4% 

5403 OTHER BRANDIES 26.9 8.1% 73.3 5.7% 

5404 OTHER BRANDY SMALL BOTTLES 17.0 -2.4% 45.1 -4.0% 

5405 CALVADOS 32.9 0.3% 66.7 -2.2% 

5406 GRAPPA/MARC 9.0 1.7% 16.7 1.4% 

5407 DARK RUM 290.0 13.9% 561.7 10.3% 

5408 DARK RUM SMALL BOTTLES 35.3 6.8% 88.0 6.6% 

5702 BITTER 81.9 2.2% 174.0 -1.0% 

5705 OTHER SPRITS, SEGMENT 9.0 59.8% 18.9 83.2% 

Total 697.9 7.1% 1 411.6 4.8% 

 

Sales of digestifs increased by 4.8 per cent by volume and 7.1 per cent by retail value. The 

category accounts for 7.3 per cent of the total volume of spirits sold, but for 9.4 per cent of the 

retail value. As in previous years, the trend is being driven entirely by dark rum, sales of which 

increased by 10.3 per cent, albeit that this growth figure is lower than in previous years.   

Sales of cognac and brandy have been declining for some time now, but sales in 2018 were 

on a par with those in 2017. A comparison with competing segments in the whisky category, 

would seem to indicate that the shifts between categories during the year are vanishingly 

small.   

 

Drinks and cocktails 

Drinks & Cocktails 
Retail value 
(SEK m incl. 

VAT) 

% change 
(full year) 

Volume, 
litres (‘000) 

% change 
(full year) 

5101 VODKA AND UNFLAVOURED 
NEUTRAL GRAIN SPIRITS 1 046.8 2.2% 3 503.0 2.0% 
5102 VODKA AND UNFLAVOURED 
NEUTRAL GRAIN SPIRITS – SMALL 
BOTTLES 310.6 -4.8% 955.8 -4.6% 

5103 FLAVOURED VODKA 81.9 7.9% 219.2 7.8% 

5104 GIN 479.7 17.9% 1 342.3 14.2% 

5105 GIN SMALL BOTTLES 89.7 7.7% 247.1 6.9% 

5106 LIGHT RUM 78.9 3.6% 221.7 3.8% 

5107 LIGHT RUM SMALL BOTTLES 22.6 3.5% 59.2 3.0% 

5108 FLAVOURED RUM 180.7 4.2% 495.1 2.5% 

5109 TEQUILA 34.4 2.0% 81.7 3.7% 

5701 ANISEED-FLAVOURED DRINKS 20.7 10.6% 48.4 9.9% 

5703 READY-MIXED DRINKS 35.1 24.0% 203.5 29.6% 

Total 2 381.1 5.0% 7 377.0 4.2% 
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Sales of drinks and cocktails outgrew sales of whisky/whiskey in 2018, regaining their position 

as the largest category with sales of 7.4 million litres, corresponding to a retail value of SEK 

7.4 million. The category accounts for 38 per cent of all spirits sold by volume but for only 32 

per cent by value. Sales increased by 4.2 per cent and the main increase was, once again, 

seen in sales of gin and ready-mixed drinks. Vodka and unflavoured neutral grain spirits which, 

at 4.5 million litres sold, account for the lion’s share of the category, also saw an increase in 

sales, albeit one of only 0.5 per cent.  

Sales of gin increased by 11.3 per cent by volume and by 16 per cent by retail value, which 

equates to a bigger growth than in 2017. The worldwide gin trend is, in other words, continuing 

in Sweden as elsewhere. The premiumisation that is seeing an increase in the popularity of 

more exclusive gin is part of this trend. This is particularly noticeable in the local and small-

scale range, where gin sales increased by 29 per cent during the year to almost 16,000 litres.   

 

Liqueurs 

Liqueurs 
Retail value 
(SEK m incl. 

VAT) 

% change 
(full year) 

Volume, 
litres (‘000) 

% change 
(full year) 

5502a CHOCOLATE, COFFEE AND NUT 
LIQUEURS 42.3 3.6% 117.9 1.4% 

5504a CREAM AND EGG LIQUEUR 132.1 0.3% 465.5 0.1% 

5505 HERB AND DIGESTIF LIQUEUR 43.7 -4.7% 103.3 -3.9% 

5506a FRUIT AND BERRY LIQUEUR 153.6 -4.7% 412.2 -7.6% 

5506b OTHER LIQUEURS AND SHOT LIQUEURS 189.3 22.8% 551.4 31.9% 
5506c OTHER LIQUEURS AND SHOT LIQUEURS 
SMALL BOTTLES 230.1 6.6% 583.2 8.0% 

    5507 SWEDISH PUNSCH 36.5 -3.9% 112.8 -4.4% 

Total 827.5 5.1% 2 346.3 6.1% 

 

Liqueur sales increased by 6.1 per cent to 2.3 million litres in 2018. The retail value increased 

by 5.1 per cent to SEK 827 million, so the category is, unusually enough, displaying a reduction 

in the average per litre price. The reason for this development is that the growth is occurring 

in the shots segment, where alcohol content and, consequently, the per litre price, are 

considerably lower. Almost half of all liqueurs sold now are categorised as shots. 

 

Distilled spirits 

Destilled spirits 
Retail value 
(SEK m incl. 

VAT) 

% change 
(full year) 

Volume, 
litres (‘000) 

% change 
(full year) 

5601 AKVAVIT AND OTHER SPICED GRAIN 
SPIRITS 297.7 0.9% 732.7 0.2% 
5602 AKVAVIT AND OTHER SPICED GRAIN 
SPIRITS SMALL BOTTLES 113.1 -6.5% 269.4 -7.1% 

Total 410.8 -1.3% 1 002.1 -1,9% 

 

Distilled spirits is the smallest category within the spirits category group and accounts for 5.1 

per cent of sales by volume and 5.5 per cent by retail value. Distilled spirits were the only 

category within spirits to decline in 2018, with sales falling by 1.9 per cent to around 1 million 

litres. Sales in the full bottle segment did, however, show some increase during the year, while 
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sales of small bottles fell by 7.1 per cent. Sales of locally and small-scale produced distilled 

spirits increased by 14 per cent, but account for just under 1.5 per cent of distilled spirits sales.  

 

Whisky/Whiskey 

Whisky/Whiskey 

Retail 
value 

(SEK m 
incl. 
VAT) 

% change 
(full year) 

Volume, 
litres (‘000) 

% change 
(full year) 

5201 BLENDED SCOTCH WHISKY 1 005.6 1.0% 2 845.8 1.1% 
5202 BLENDED SCOTCH WHISKY SMALL 
BOTTLES 267.2 -3.0% 695.2 -3.3% 

5203 CANADIAN WHISKY 297.8 -1.7% 924.7 -2.1% 

5204 CANADIAN WHISKY SMALL BOTTLES 80.6 -16.3% 223.5 -17.5% 

5205 AMERICAN WHISKEY 121.1 8.2% 269.1 5.6% 

5206 AMERICAN WHISKEY SMALL BOTTLES 33.8 19.7% 75.7 21.1% 

5207 IRISH WHISKEY 275.5 6.0% 664.9 6.1% 

5208 IRISH WHISKEY SMALL BOTTLES 73.3 0.4% 162.0 0.0% 

5209 OTHER WHISKIES 20.6 6.5% 25.2 -0.6% 
5301a SCOTCH MALT WHISKY < 18 YEARS 
OLD 664.9 0.3% 1 122.2 -0.3% 
5302a SCOTCH MALT WHISKY < 18 YEARS 
OLD SMALL BOTTLES 40.3 -2.1% 55.2 -1.2% 

5303a SCOTCH MALT WHISKY >= 18 YEARS OLD 50.2 21.2% 29.6 22.8% 

5304 OTHER MALT WHISKY 148.6 1.8% 201.1 -1.3% 

Total 3 079.5 0.8% 7 294.1 0.1% 

 

Whisky and whiskey lost their position as the biggest category within the spirits category group 

after an increase in sales of 0.1 per cent. Measured by volume, sales of whisky/whiskey 

totalled 7.29 million litres, while by volume, sales of whisky/whiskey increased by 0.8 per cent 

to SEK 3.08 billion, preserving the category’s position as the largest by retail value.   

Sales of Canadian whisky saw the greatest fall, declining by 5.6 per cent, which is in line with 

the trend in previous years. The country of origin is, however, probably not the reason for the 

trend, which is more likely to be due to the fact that the segment is an out and out low price 

segment and is consequently in opposition to the current premiumisation trend.  

Sales of Irish and American whiskey increased by 4.6 per cent and 7.8 per cent, respectively. 

The trend for these countries of origin has continued along the same lines as in previous years, 

and it is clear that more and more consumers are of the opinion that whiskey should be spelled 

with an “e”.  

Sales of malt whiskies remained, in principle, unchanged throughout the year. The difference 

from sales in 2017 was a mere 360 litres, corresponding to approximately 40 minutes of sales 

in our stores. Virtually all segments reported a decrease in sales, with the exception of Scottish 

malt whisky that is 18 years old or more. Sales increased in this segment by 22.8 per cent by 

volume, confirming that the customer group with the greatest interest in whisky is continuing 

to grow. Sales of the exclusive malt whisky range also increased by almost 30 per cent, further 

confirming this thesis, even if the two figures do, of course, derive in part from the same sales.  
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WINE 

 

Wine sales increased by 2 per cent to 204 million litres, corresponding to 40.4 per cent of 

Systembolaget’s total sales by volume. The retail value of sales increased by 4.9 per cent to 

SEK 20.2 billion, and wine accounts for 52.8 per cent of the total retail value of sales. All 

categories saw growth during the year, with the exception of red wine, where volumes declined 

in what was probably yet another reminder of the warm summer and the BBQ ban.  

Sales in recent years have remained relatively constant and there is nothing to suggest that 

2019 will see a break in this trend, although a continuation of the shift from red wine to other 

categories is conceivable.  

 

Wine packaging 

Wine litres (m) 2014 2015 2016 2017 2018 

Glass 79.0 79.5 81.8 83.2 86.0 

Boxed 103.9 103.0 103.0 102.3 103.8 

Cardboard 12.3 12.0 11.4 10.8 10.2 

PET bottle 2.6 3.1 3.2 3.4 3.7 

Other types of 
packaging 0.0 0.0 0.0 0.0 0.0 

 

Boxed wine retained its 51 per cent market share from the previous year and sales in this 

category grew at the same rate as the entire category group in 2018. Still wines’ share by 

volume totalled 56.2 per cent, corresponding to a year-on-year increase of 0.3 percentage 

points. This volume shift has not, however, occurred from bottled wine sales, but from the tetra 

segment, where sales fell by 5.7 per cent during the year.  

Sales of wine in glass bottles increased slightly, totalling almost 10 per cent, which is a bigger 

increase than in previous years. The PET segment, meanwhile, now accounts for 3.7 million 

litres, or 2 per cent of all still wine.  

Sales of lighter weight glass bottles have continued to increase by number, but we are also 

seeing an increase in really heavy bottles, with sales of bottles up to three times as heavy as 

the light weight limit of 420 grams noted. It is clear that, from a sustainability perspective, more 

work is required in this area in the future. 
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Organic wine 

 

Sales of organic wine increased during the year by 3 per cent to a market share of 22.0 per 

cent. The retail value of sales increased by 6.4 per cent, which is in line with the general price 

trend for wine. Organic wines share of the retail value was 22.0 per cent, with a total volume 

of 44.8 million litres sold at a retail value of SEK 4.4 billion. We are delighted to see that while 

other parts of the retail sector are seeing a stagnation on sales of organic products, our 

customers continue to demand organic products in spite of the difficult position in the global 

market when it comes to availability.  

 

Ethically certified wine 

 

 

Sales of ethically certified wine increased by 13.3 per cent to 12 million litres during the year, 

in what was a pleasing reversal of last year’s decline. The traditional “at risk” countries of 

Chile, Argentina, and South Africa, now account for 22.7 per cent of sales of ethically certified 

wine. A total of 5.9 per cent of the volume of all wines sold are ethically certified. 
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RED WINE 

 

 

Red wine 
Retail value 
(SEK m incl. 

VAT) 

% change 
(full year) 

Volume, 
litres (‘000) 

% change 
(full year) 

2101 RED WINE (0-59) 206.5 -4.1% 2 637.4 0.5% 

2102 RED WINE (60-69) 245.5 -11.8% 2 711.6 -13.3% 

2103 RED WINE (70-79) 714.9 -7.3% 6 857.4 -8.3% 

2104 RED WINE (80-89) 750.8 3.6% 6 407.2 1.8% 

2105 RED WINE (90-99) 983.3 -0.9% 7 621.6 -3.0% 

2106 RED WINE (100-119) 868.7 12.8% 5 794.1 9.3% 

2107 RED WINE (120-149) 477.6 2.6% 2 665.1 0.5% 

2108 RED WINE (150-199) 412.5 8.4% 1 758.8 5.2% 

2109a RED WINE (200-299) 277.4 -3.5% 840.6 -6.8% 

2109b RED WINE (300-499) 78.3 7.6% 159.1 4.4% 

2109c RED WINE (500-..) 49.3 22.6% 40.7 15.2% 

2111 RED WINE LARGE BOTTLES 28.6 7.0% 172.6 4.5% 

2112 RED WINE SMALL BOTTLES (0-186.6SEK/L) 134.9 1.1% 1 019.6 -1.3% 

2113 RED WINE SMALL BOTTLES (186.7-..SEK/L) 34.0 0.5% 125.0 -3.2% 
2204 RED WINE NOT BOX OR BOTTLE 
 >=    500ML 188.0 -8.1% 2 790.8 -11.3% 

2205 RED WINE NOT BOX OR BOTTLE < 500ML 9.8 -2.6% 96.5 -2.3% 

2301 RED WINE BOX > 2L (0-66.6SEK/L) 1 241.2 2.8% 20 142.8 0.2% 

2302 RED WINE BOX > 2L (66.7-99.9SEK/L) 2 761.7 -2.5% 34 853.5 -5.0% 

2303 RED WINE BOX > 2L (100-..SEK/L) 43.7 50.4% 410.5 33.6% 

2311 RED WINE BOX 1,5-2L (0-99.9SEK/L) 27.8 -17.9% 341.2 -22.0% 

2312 RED WINE BOX 1,5-2L (100-..SEK/L) 50.9 27.7% 437.4 25.7% 

Total 9 585.3 0.4% 97 883.6 -2.7% 

 

Sales of red wine fell by 2.7 per cent by volume to 97.9 million litres, but the retail value of 

these sales increased by 0.4 per cent to SEK 9.6 billion. The decline occurred during the 

summer season from May to August, when volumes fell by 7.5 per cent. The decline was 

small, at under 1 per cent, during the rest of the year.  
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We are seeing a substantial decline in sales of bottled wines in the lower price segments, 

while sales of wine in the higher price bands are increasing. Sales in our exclusive range 

increased by 5 per cent during the year, which is a smaller increase than in the previous year, 

but still a big difference in comparison with the category as a whole. The value of retail sales, 

however, increased by over 10 per cent, so customers would seem to be increasingly 

interested in expensive wines. The average price of a bottle in the exclusive TSE range was 

SEK 246.    

Sales of red boxed wines in the highest price band, at over SEK 100 per litre, continued to 

increase during the year, but from a very low level. Sales in the biggest boxed segment – 3 

litre boxes costing between SEK 200 and SEK 299 – fell by 1.8 million litres during the year, 

corresponding to a decline of 5 per cent.   

Sales of wine in cardboard packaging continued to decline, and sales of the large tetra packs 

fell by 11 per cent during the year. This is a long-term decline and one that accelerated last 

year, but it is an eco-friendly type of packaging that we would like to see more of, so we are 

constantly looking for suggestions of suitable countries of origin and varieties that we could 

request in our launch plan. 

 

WHITE WINE 

 

 

 

White wine 
Retail value 
(SEK m incl. 

VAT) 

% change 
(full year) 

Volume, 
litres (‘000) 

% change 
(full year) 

3101 WHITE WINE (0-59) 94.5 -4,9% 1 219.3 -3.0% 

3102 WHITE WINE (60-69) 233.5 -1.3% 2 561.9 -3.3% 

3103 WHITE WINE (70-79) 531.1 2.3% 5 182.9 0.6% 

3104 WHITE WINE (80-89) 380.4 7.6% 3 243.5 5.9% 

3105 WHITE WINE (90-99) 439.4 11.5% 3 413.4 9.4% 

3106 WHITE WINE (100-119) 344.4 7.8% 2 330.4 4.8% 

3107 WHITE WINE (120-149) 260.6 14.1% 1 443.0 10.7% 

3108a WHITE WINE (150-199) 151.8 4.4% 668.1 -0.7% 

3108b WHITE WINE (200-399) 47.9 5.5% 141.1 -0.2% 

3108c WHITE WINE (400-..) 13.4 26.1% 17.3 24.4% 

3110 WHITE WINE LARGE BOTTLES 4.8 7.3% 34.5 -0.8% 
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3111 WHITE WINE SMALL BOTTLES 
 (0- 186.6SEK/L) 80.3 4.2% 650.3 1.8% 
3112 WHITE WINE SMALL BOTTLES 
 (186.7-..SEK/L) 13.3 11.2% 58.1 6.9% 
3205 WHITE WINE NOT BOX OR BOTTLE 
 >= 500ML 351.9 -3.2% 5 376.7 -5.8% 
3206 WHITE WINE NOT BOX OR BOTTLE 
 <  500ML 23.9 0.9% 234.7 0.9% 

3301 WHITE WINE BOX > 2L (0-66.6SEK/L) 1 427.4 6.7% 23 362.9 4.4% 

3302 WHITE WINE BOX > 2L (66.7-99.9SEK/L) 1 015.0 4.6% 13 332.8 4.2% 

3303 WHITE WINE BOX > 2L (100-..SEK/L) 4.2 . 35.4  

3311 WHITE WINE BOX 1.5-2L (0-99.9SEK/L) 47.2 34.9% 575.6 27.4% 

    3312 WHITE WINE BOX 1.5-2L (100-..SEK/L) 71.7 11.7% 519.9 10.2% 

Total 5 536.6 5.7% 64 401.7 3.3% 

 

White wine sales increased by 3.3 per cent to 64.4 million litres, while the retail value of these 

sales increased by 5.7 per cent to SEK 5.5 billion. White wine accounts for 31.6 per cent of 

wine sales and 12.4 per cent of the total volume of sales at Systembolaget.  

Sales of boxed wines increased by 4.7 per cent and consequently, as was the case last year, 

increased by a greater amount than the category as a whole. Boxed wines account for 59 per 

cent of all sales of white wine, with bottled wines accounting for 33 per cent.  

Sales of bottled white wine in high price bands are increasing. Sales in the SEK 400+ segment 

increased by 24.4 per cent, while sales in the exclusive TSE range increased by 27 per cent. 

The average price is, however, lower than for red wine at SEK 205 per bottle and is on a par 

with levels in 2017.     

 

ROSÉ WINE 
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Rosé wine 
Retail value 
(SEK m incl. 

VAT) 

% change 
(full year) 

Volume, 
litres (‘000) 

% change 
(full year) 

4102a ROSÉ WINE (0-79) 236.8 5.7% 2 500.2 3.0% 

4102b ROSÉ WINE (80-99) 261.7 17.7% 2 216.8 15.8% 

4102c ROSÉ WINE (100-..) 147.4 40.2% 912.4 32.9% 

4103 ROSÉ WINE SMALL BOTTLES 21.5 10.0% 176.4 10.1% 

4105 ROSÉ WINE LARGE BOTTLES 1.8 51.5% 12.6 62.5% 

4202 ROSÉ WINE NOT BOX OR BOTTLE 93.1 7.5% 1 379.6 6.8% 

4211 ROSÉ WINE BOX > 2L (0-66.6SEK/L) 287.6 38.3% 4 336.3 38.3% 

4212 ROSÉ WINE BOX > 2L (66.7-..SEK/L) 373.6 10.5% 4 874.5 6.7% 

    4221 ROSÉ WINE BOX 1.5-2L 25.8 7.9% 282.4 -7.3% 

Total 1 449.5 18.0% 16 691.1 15.1% 

 

Sales of rosé wine totalled 16.7 million litres, corresponding to a retail value of SEK 1.4 billion. 

Volumes increased by 15 per cent and the retail value by 18 per cent. Once again, this was 

due to the lovely summer weather and a more normal summer will probably also result in lower 

sales than in 2018.  

Rosé wine and red wine are, as previously noted, communicating categories where sales of 

one decline when sales of the other increase. Fine summer weather boosts rosé sales and 

takes volumes from red wine. In pricing terms, the premiumisation trend for rosé wines is less 

clear than for other categories, and the increase we are seeing in sales of more expensive 

bottles is compensated for by the boxed wines, where by far the biggest growth is in the lower 

price band. A relatively modest increase of 6 per cent in sales of the exclusive TSE range 

confirms that the most exclusive wines are not the best sellers.  

  

SPARKLING WINE 
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Sparkling wine 

Retail 
value 

(SEK m incl. 
VAT) 

% change 
(full year) 

Volume, 
litres (‘000) 

% change 
(full year) 

4301a CHAMPAGNE (0-299) 240.4 14.8% 801.2 12.2% 

4302a CHAMPAGNE (300-499) 320.2 -2.1% 616.4 -4.5% 

4303a CHAMPAGNE (500-999) 45.8 9.2% 56.5 4.0% 

4303b CHAMPAGNE (1000-..) 29.9 22.9% 15.4 21.8% 

4304 CHAMPAGNE SMALL BOTTLES 69.7 3.9% 134.8 6.0% 

4305 CHAMPAGNE BIG BOTTLES 28.9 10.6% 54.1 7.3% 

4306 CHAMPAGNE ROSÉ 26.7 0.8% 48.1 -6.0% 

4307 CHAMPAGNE ROSÉ SMALL BOTTLES 4.0 2.2% 7.5 -0.2% 

4403a SPARKLING WINE (0-79) 432.2 16.8% 4 382.1 13.3% 

4403ba SPARKLING WINE (80-99) 775.1 27.8% 6 251.7 25.1% 

4403bb SPARKLING WINE (100-119) 213.2 11.1% 1 444.8 7.0% 

4403c SPARKLING WINE (120-..) 212.0 8.5% 1 174.8 5.5% 
4404a SPARKLING WINE SMALL BOTTLES (0-

186.6SEK/L) 96.7 15.6% 646.6 10.5% 
4404b SPARKLING WINE SMALL BOTTLES (186.7-

..SEK/L) 19.2 58.7% 90.1 57.3% 

4405 SPARKLING WINE BIG BOTTLES 15.3 7.9% 92.4 4.6% 

4406 SWEET SPARKLING WINE 52.2 -2.1% 516.1 -4.2% 

4407 SWEET SPARKLING WINE SMALL BOTTLES 10.5 5.3% 71.3 1.8% 

4408a SPARKLING ROSÉ (0-79) 121.2 23.4% 1 309.0 17.3% 

4408b SPARKLING ROSÉ (80-..) 103.6 24.7% 749.2 26.2% 

    4409 SPARKLING ROSÉ SMALL BOTTLES 9.1 30.0% 61.3 22.6% 

4410 OTHER SPARKLING 61.1 -3.2% 604.4 -9.2% 

Total 2 886.9 14.8% 19 128.0 14.2% 

 

Sales of sparkling wines continue to increase, growing by 14.2 per cent to 19.1 million litres, 

which is more or less on a par with last year’s increase. The growth in retail value continues 

to be moderate in relation to the growth in volume at 14.8 per cent, which is due to the fact 

that the biggest growth occurred in relatively low-price bands. Sparkling wine now accounts 

for 9.4 per cent of all wine sold, and if sales of bottled wine only are taken into account, 

sparking wine has a market share of the wine category group of 19.1 per cent.  

As was the case last year, most of the segments, with the exception of the sweet and rosé 

champagne ones, are showing growth and there are no indications of this growth levelling off 

in the immediate future. 

Champagne sales increased by 4 per cent by volume, which is on a par with levels last year. 

Sales in most segments are increasing, but it is noticeable that the SEK 300-499 price 

segment saw a decline in sales of 4.5 per cent. This segment includes the big international 

brands and it would seem that a polarisation is occurring, with people choosing either a wine 

from a lower price band or opting for vintage champagne in the higher price bands.    
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APERITIFS AND DESSERT WINES 

 

 

Aperitifs and dessert wines are a very broad category that primarily encompasses a variety of 

fortified wines, but also includes aromatised wines, such as mulled wine. The segment is 

regarded as a service segment, which means that the launch level is relatively low, but that 

the range must be broad and include numerous items because the category includes so many 

unique flavour types.  
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Aperitifs and Dessert wines 
Retail value 
(SEK m incl. 

VAT)) 

% change 
(full year) 

Volume, 
litres (‘000) 

% change 
(full year) 

4502a SHERRY/MONTILLA 20.689348 -4.4% 141.835375 -8.1% 

4504a EXTRA DRY VERMOUTH 26.632927 -2.4% 180.1805 -1.4% 

4504b VERMOUTH 45.0789 -1.5% 355.338625 -0.6% 

4506a APERITIF 113.0748346 20.5% 584.38575 12.5% 

4507 SAKE 5.023926 7.7% 20.88599 4.2% 

4508 DRY FRUIT WINE 3.535395 13.4% 20.296035 19.2% 

4509 OTHER WINE, SEGMENT 12.491093 -41.0% 48.062955 -56.8% 

4601 SWEET WHITE WINE 17.125109 4.8% 105.079125 4.3% 
4602  SWEET WHITE WINE SMALL 
BOTTLES  18.350172 -2.5% 64.48724 -6.6% 

4604a RED PORT 49.736854 0.4% 245.366875 -3.2% 

4605 WHITE PORT 2.789443 4.9% 15.71575 4.1% 

4607a SWEET SHERRY/MONTILLA 9.550325 -2.3% 61.30525 -9.0% 

4609a MADEIRA 11.31358 -1.3% 57.079975 -2.4% 

4611a AROMATISED WINE 70.777078 15.1% 813.51689 9.8% 

4613a SWEET FRUIT WINE 24.442058 -4.7% 192.324067 -4.6% 

4615a OTHER DESSERT WINE 18.301402 -5.4% 120.58935 -6.1% 
4710 MULLED WINE & OTHER 
CHRISTMAS DRINKS 316.588781 1.5% 2518.567 0.8% 
4720  MULLED WINE & OTHER 
CHRISTMAS DRINKS SMALL BOTTLES 7.023178 173.7% 41.66725 137.9% 

Total 772.5244036 3.4% 5586.684002 1.4% 
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The category as a whole saw an increase in sales for the first time from 2010, rising by 1.4 

per cent to 5.6 million litres. Sales fell in the vast majority of segments in 2018, and the 

segments that did show an increase can be categorised more as aperitifs than as dessert 

wines. Sales of full bottles of sweet white wine did, however, show a greater increase than the 

category as a whole.  

Sales in the “Other wine” collective segment fell sharply in a rebound after last summer’s 

introduction of “blue wines” – an interest that died out as quickly as it arose. Sales also fell in 

all of the fortified wines segments, with the exception of port wine, which showed the same 

growth as sweet white wines.   

 

ALCOHOL-FREE 

 

 

Alcohol-free 
Retail value 
(SEK m incl. 

VAT) 

% change 
(full year) 

Volume, 
litres (‘000) 

% change 
(full year) 

7101 ALCOHOL-FREE WINE 111.7 11.4% 1 305.6 9.6% 
7302 ALCOHOL-FREE BEER, CIDER & MIXED 
 DRINKS 68.9 19.3% 1 561.4 12.7% 

7402 MUST (SEASONAL SODAS) 19.8 2.1% 309.1 0.8% 

7601 ALCOHOL-FREE, OTHER 22.3 -15.1% 392.1 -18.2% 

Total 222.7 9.3% 3 568.1 6.1% 

 

Sales of alcohol-free wine increased by 6.1 per cent to 3.6 million litres in 2018, recovering 

from the weak decline in sales seen last year. The retail value of sales increased by 9.3 per 

cent to SEK 223 million. Alcohol-free products are Systembolaget’s smallest drinks category, 

but they still generate a turnover of almost a quarter of a billion kronor, which is more than ten 

times what it was 15 years ago, and more than twice what it was in 2012.  

Sales of alcohol-free products only account for 0.7 per cent of sales by volume and 0.6 per 

cent of the retail value of sales at Systembolaget, but our mandate makes this an incredibly 

important category for us, and we are constantly looking for new products that will increase 

the attractiveness of our range.   
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Launch plan 2020:1 Red wine 

 

Gad Pettersson  

Category Manager for red wine and sparkling wine  
 

Gad Pettersson  

Kategorichef för rött vin och mousserande vin   
 

 

For several years now, red wine has been experiencing a slow decline in its share of total wine 

sales by volume. The overall volume of sales has, however, remained stable, with only very 

small falls, and 2018 consequently stands out from the crowd with a clear decline in volume 

of almost 2.7 per cent. This was, as previously noted, mainly due to the extreme summer 

conditions. 

We are seeing a continuation of the redistribution between different types of packaging within 

the red wine category. Sales of red boxed wine fell by 2.9 per cent by volume, with the biggest 

segment, 2302 Red wine box > 2l (SEK 66.7-99.9/l), accounting for the steepest decline, falling 

by 5 per cent. Clear increases in sales were, however, seen in two segments, namely boxed 

wines costing in excess of SEK 100/l, and the 2301 Red wine box >2l (SEK 0-66.6/l), with the 

latter showing modest growth.  

Sales of red wine in glass bottles fell by 2 per cent, but there is a clear premiumisation trend 

apparent here, with sales in the three segments costing between SEK 100 and SEK 199 

increasing.   

Sales of red wine in PET bottles continued to increase, with a year-on-year growth of 7.6 per 

cent. Sales of red wine in cardboard packagings fell by 11 per cent.  

The overall trend that has seen volume shares for both red boxed wines and cardboard 

packaging decline in favour of red wine in bottles is, therefore, continuing.  

The breakdown of red wine sales (in litres) in 2015 was as follows: 58.2 per cent boxed wines, 

38.1 per cent bottled wines, and 3.7 per cent cardboard packaging. The corresponding figures 

in 2018 were as follows: 54.7 per cent boxed wines, 39.7 per cent bottled wines, and 2.9 per 

cent cardboard packaging.  

Portugal was the only one of the major countries of origin to show a clear increase in its volume 

of sales, growing by 6.5 per cent. The volume shares of France, the USA, and Spain all fell by 

less than 1 per cent, while volume shares for Italy, South Africa, Australia, Argentina, and 

Chile, have all fallen by between 4 and 8 per cent from between 2017 and 2018.  

 

Argentina 

Argentina sales have continued to decline over the past year, with a total of 2.5 million litres 

of red wine sold in 2018, corresponding to a year-on-year decline of almost 8 per cent.  

The segment lacks a single grape variety Malbec and the launch is designed to broaden the 

range.  
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March 2020 2102 RED WINE (60-69) Argentina Malbec 

 

Our fixed range currently lacks premium wines from Argentina at >SEK 200, which is the 

reason for this launch. 

June 2020 2109a RED WINE (200-299) Argentina Malbec or blend containing 

Malbec, 2015 vintage or older.   

 

Australia  

Sales fell by 6.5 per cent, year-on-year, to a volume of 7.6 million litres, making Australia the 

fourth biggest country of origin for red wine in 2018.  

Australia’s production of organic wine is relatively small, relative to its size, and this is reflected 

in our range. The following launch is designed to broaden the organic offering from this country 

of origin.  

March 2020 2106 RED WINE (100-119) Australia Organic. GSM 

 

This launch is designed to broaden the offering of wines made from varietals other than Shiraz 

and Cabernet, which, at present, totally dominate the range.  

June 2020 2106 RED WINE (100-119) Australia  Tempranillo 

 

There is a total lack of a classic Barossa Shiraz in this segment – which is the reason for this 

launch.   

June 2020 2108 RED WINE (150-199) Australia  Barossa Shiraz 

 

Chile 

7.2 million litres of red wine from Chile were sold in 2018, corresponding to a year-on-year 

decline of 5.5 per cent.  

This launch is designed not only to broaden the organic wine offering, but to fill a gap in relation 

to both grape variety and style with regard to the existing range from Chile in this segment. 

March 2020 2104 RED WINE (80-89) Chile Organic, Paìs, southern Chile. 

 

Cinsault is a grape variety that is experiencing increasing international customer demand. It is 

completely absent from our Chilean range, and this launch is designed to fill this gap.   

March 2020 2105 RED WINE (90-99) Chile Cinsault without oak, southern 

Chile. 

    

 

This segment includes no Chilean wines. This launch of premium Cabernet sauvignons is in 

line with existing customer demand.  
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June 2020 2108 RED WINE (150-199) Chile Cabernet sauvignon, 2015 or 

older. 

 

France 

France is the third biggest country of origin, with a volume of 8.7 million litres in 2018. The 

year-on-year decline was moderate at 0.2 per cent.  

These launches fill a gap for two regions of origin that are not represented in the range.  

June 2020 2105 RED WINE (90-99) France Fronton 

March 2020 2106 RED WINE (100-119) France Organic. Loire 

 

Demand for classic Bordeaux is increasing. These two launches are designed to address the 

growing customer interest.  

March 2020 2107 RED WINE (120-149) France Bordeaux, Médoc 

March 2020 2109a RED WINE (200-299) France Pauillac 

 

This segment includes no wine from the Bourgogne, and this launch is designed to fill this 

gap. 

June 2020 2109a RED WINE (200-299) France         Terroir wine Côte-de-Beaune. 

 

Greece 

Our fixed range currently has no red wine from Greece. This launch is designed to offer our 

customers know-how and inspiration when it comes to a less well-known country of origin and 

grape variety.  

June 2020 2106 RED WINE (100-119)    Greece       Xinomavro, 2016 or older. 

 

Italy 

Italy remains, in spite of a year-on-year decline in volume of almost 4 per cent between 2017 

and 2018, by far the biggest country of origin for red wine, with just under 39 million litres of 

red wine sold in 2018. This is more than Spain, France, the USA, and Australia combined sold 

in the same year. 

This launch fills a gap with a region that is currently not included in the segment.  

June 2020 2105 RED WINE (90-99) Italy Trentino Alto-Adige 

 

There is considerable customer demand for wines made from Primitivo and Nebbiolo. These 

launches are designed to increase the depth of the respective segments, in order to address 

this demand.   

June 2020 2106 RED WINE (100-119) Italy Primitivo di Manduria 

March 2020 2108 RED WINE (150-199) Italy Gattinara or Ghemme 
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The following launch is designed to broaden the range in this segment in the form of a wine-

producing area for which there is considerable customer demand. 

March 2020 2302 RED WINE BOX > 2L (SEK 

66.7-99.9/L) 

Italy Chianti, box 2.25 or 3 litres. 

 

New Zealand 

New Zealand red wine accounts for a small share of the total volume of red wine sold, at 

223,000 litres in 2018, corresponding to a 10 per cent reduction, year-on-year. 

This launch is designed both to broaden the range with a grape variety that is in high demand 

and to broaden the range from the country of origin. The range currently only includes Pinot 

noirs from New Zealand.  

March 2020 2107 RED WINE (120-149) New Zealand Syrah, Hawkes Bay or Gisborn. 

SEK 139-159 

 

Portugal 

Sales of Portuguese red wines increased by 6.5 per cent between 2017 and 2018, with a total 

of 5.5 million litres of red wine sold.   

Portugal’s organic wine production levels are low in comparison with other major European 

wine-producing countries, and this is reflected in our range. This launch is designed to broaden 

Portugal’s organic wine offering.  

March 2020 2103 RED WINE (70-79) Portugal Organic. Alentejo blend 

 

This segment includes no Portuguese wine and we are keen to offer a greater breadth. There 

is considerable demand for older vintages and Portugal can offer plenty of these.  

March 2020 2108 RED WINE (150-199) Portugal Older vintages 

 

 

Spain  

Spain is the second largest country of origin for red wine, with 11.5 million litres sold in 2018, 

corresponding to a year-on-year decline of 0.7 per cent.  

We lack an offering in the lower price bands from Spain’s best known wine region, and this 

launch is designed to fill that gap.  

June 2020 2103 RED WINE (70-79) Spain Rioja 

 

The following launch is designed both to broaden the organic offering and to offer breadth in 

the form of an area currently absent from the segment.  

March 2020 2105 RED WINE (90-99) Spain Organic. Emporda 

 

This launch is designed to offer breadth in the segment. 

June 2020 2107 RED WINE (120-149) Spain Penedes, Bordeaux blend 
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This segment currently only contains one wine. The launch is designed both to offer breadth 

in the segment and to enable us to offer organic alternatives. 

March 2020 2311 RED WINE BOX 1.5-2L 

(SEK 0-99.9/L) 

Spain Organic. Grape blends with 

Garnacha and Graciano 

 

South Africa 

7.3 million litres of red wine from South Africa were sold in 2018, corresponding to a year-on-

year decline of 6.5 per cent. South Africa is the sixth biggest country of origin for red wine.  

The segment has no single grape variety Cabernet sauvignon from South Africa and this 

launch is, therefore, designed to fill this gap. 

June 2020 2105 RED WINE (90-99) South Africa Cabernet sauvignon, WIETA 

 

 

This price band also lacks single grape varietals made from Cabernet sauvignon, hence this 

launch. 

March 2020 2107 RED WINE (120-149) South Africa Cabernet sauvignon, SEK 149-

169. 2016 or older. 

 

The aim of this launch is to broaden the offering of ethically certified wine from South Africa.  

June 2020 2302 RED WINE BOX > 2L 

(SEK 66.7-99.9/L) 

South Africa Ethical. Blended varietals, SEK 

189-199, 2.25 litres, or SEK 249-

259, 3 litres. 

 

USA 

With 7.5 million litres sold in 2018, the USA is the fifth largest country of origin for red wine. 

Sales volumes fell from 2017 to 2018 by 0.2 per cent. 

The segment lacks a Californian Cabernet sauvignon, hence this launch. 

March 2020 2105 RED WINE (90-99) USA Cabernet sauvignon, California 

 

 

There is considerable customer demand for Californian Pinot noir in the slightly higher price 

bands. This launch adds depth in the form of the Oregon region of origin in a price band where 

we currently lack an offering.  

March 2020 2108 RED WINE (150-199) USA Pinot noir, Oregon. SEK 160-189 

 

 

There is considerable demand for Zinfandel in bottles and larger boxes and we are, therefore, 

keen to broaden the offering in smaller boxes of this grape variety.  

June 2020 2312 RED WINE BOX 1.5-2L (SEK 

100-./L) 

   USA Zinfandel, California 
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Austria 

Volumes of red wines from Austria increased between 2017 and 2018 by a massive 74 per 

cent, albeit from a very low level. 28,500 litres of red wine were sold in 2018. 

The launch is designed to offer the customers know-how and inspiration in the form of an 

unusual country of origin and its domestic grape varieties 

June 2020 2107 RED WINE (120-149)                     Austria   St Laurent or Blaufränkisch 

 

 

Launch plan 2020:1 White wine 

Johan Lund, 

Category Manager for white wine, rosé wine, aperitif & dessert wine and alcohol-free 

products  

 

White wine sales are stable throughout the year, with extremely few fluctuations. Sales within 

this category continue to increase in terms of both volume and value. There is a clear 

premiumisation trend, with the cheaper segments losing ground to the more expensive ones, 

with the exception of the segment comprising wines costing over SEK 150. Both the large and 

small boxed wine segments showed clear growth, probably as a result of the warm summer, 

when a larger percentage of boxed wines are sold. 

All of the following figures are for sales in 2018 as a whole. 

 

Argentina 

Sales of Argentine white wines have declined in recent years, and a total of 2.2 million litres 

of white wine were sold during the year, corresponding to a decrease of 7 per cent. The 

following launch is designed to fill one of several gaps in our range of Argentine white wine.   

 
March 2020 3105 WHITE WINE (90-99) Argentina Chardonnay/Torrontés or pure 

Chardonnay, possibly ethical. 

 

Australia   

Australia is the fifth largest white wine country with a volume of 6.5 million litres sold, 

corresponding to a 1 per cent year-on-year reduction. The cheaper segments have, for many 

years now, accounted for the biggest volume of sales, but we lack products in the slightly more 

expensive bottled wine segments. We are seeing customer demand for new products in the 

growing small box under SEK 100/litre segment, where the selection is very limited. We are, 

therefore, complementing the range with a wine made from Sauvignon blanc, for which there 

is strong demand. Demand is also increasing for small bottles in higher price bands, so we 

are also offering a small bottle pair with a full bottle. 

 

March 2020 3107 WHITE WINE (120-149) Australia Chardonnay, pair launch with 

half bottle. 
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Bulgaria  

With sales of just over 2 million litres, Bulgaria is not one of the biggest countries of origin in 

the white wine category, but we are seeing growth than indicates increasing demand. We are, 

therefore, complementing the range with a wine made from Sauvignon blanc – a grape variety 

for which there is strong customer demand.  

 

  

Chile  

Chile is the seventh largest white wine country of origin, with a total volume of 4.6 million litres. 

We have been seeing increased demand for Chilean wines for several years now, and this is 

particularly true of wines in the lower price bands. We are, however, now also seeing very 

strong customer demand for slightly more expensive wines and are, therefore, launching a 

Riesling white from a cold climate area in order to complement the segment with a grape 

variety it currently lacks. The increased customer demand also encourages us to ask for a 

Sauvignon blanc for the SEK 80-89 segment, preferably in PET, which is increasingly in 

demand.  

 
June 2020 3104 WHITE WINE (80-89) Chile Sauvignon Blanc, lightweight 

bottle/PET. 

June 2020 3107 WHITE WINE (120-149) Chile Riesling from Casablanca, San 

Antonio. 

 

France  

France has seen its volume share increase for several years, but the total volume sold in 2018 

decreased by 1 per cent, primarily due to poor white wine availability. A total of just over 9.3 

million litres were sold.  

 

Due to the situation with two consecutive poor harvests in southern France, we are not 

currently looking for big volume products. Availability is limited, particularly for organic wine, 

but there are still several well-known areas whose products are in demand from consumers. 

We are looking for two well-known regions of origin for which demand is also increasing in the 

global market. Both are in the price segment where there is a clear increase in demand.  

 

 

Italy 

As a country of origin, Italy saw sales decline in 2018 after a number of years of growth in the 

white category. A total of almost 8.4 million litres of wine were sold, putting Italy in third place 

after South Africa and France and corresponding to a decline in volume of 1 per cent. Much 

of Italy’s wines come from Sicily, which is reflected in our range, and we consequently see a 

need to broaden our range with wines from other areas. Soave is one of the classic white 

March 2020 3112 WHITE WINE SMALL 

BOTTLES (SEK 186.7-./L) 

Australia Chardonnay, pair launch with full 

bottle. 

March 2020 3311 WHITE WINE BOX 1.5-2L 

(SEK 0-99.9/L) 

Australia Sauvignon blanc  

June 2020 3102 WHITE WINE (60-69) Bulgaria Sauvignon blanc 

March 2020 3106 WHITE WINE (100-119) France Picpoul  

June 2020 3107 WHITE WINE (120-149) France Pacherenc de Vic Bilh 
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wines and we are now looking for a small box in the higher price band, where there is some 

increase in demand. Organic wine availability is good in Italy and is increasingly in demand 

from our customers. Demand for wine in small bottles is also increasing, and we are 

consequently looking for an organic pair, a full bottle and a half bottle, from Abruzzo.  

 

 

New Zealand 

New Zealand is in eleventh place by volume, with sales of just over 2.1 million litres, but has 

been experiencing strong growth for many years now. The range is relatively complete, but 

certain areas of origin are lacking. We see a need to broaden the range in the form of wines 

not made from Sauvignon blanc and are accordingly looking for a Chardonnay this time. We 

need a small box in the higher price segment from a grape type currently absent from the 

country of origin.  

 
June 2020 3312 WHITE WINE BOX 1.5-2L 

(SEK 100-./L) 

New Zealand Oaked Chardonnay 

 

Portugal 

Sales of Portuguese wine continue to increase, albeit from low volumes. Several of the 

launches have proved to be popular with our customers and the country currently has good 

availability of wine in different price bands. We are, therefore, responding to the increase in 

demand by launching products in both the lower and higher price bands. We are seeing 

considerable customer demand for domestic grape varieties and so are looking for offerings 

in this area.  

 
March 2020 3102 WHITE WINE (60-69) Portugal Fernão Pires/Arinto 

(Lisbon/Alentejo). 

June 2020 3107 WHITE WINE (120-149) Portugal Douro barrel-fermented sur 

lie 

 

Spain 

With sales of just over 5 million litres, Spain is the sixth biggest white wine country, with annual 

growth rates of between 5 and 7 per cent. We are seeing an interest both in high quality white 

wines and volume wines. The availability of organic wine, which is in demand, is good and we 

are, therefore, looking for organic wine from Penedés and a modern, unoaked wine from Rioja, 

which is always strongly in demand. There is clear customer demand in both segments.   

 
June 2020 3104 WHITE WINE (80-89) Spain White Rioja, without oak. 

June 2020 3106 WHITE WINE (100-119) Spain Organic, Penedes, blend 

with cava grapes. 

June 2020 3105 WHITE WINE (90-99) Italy Organic Trebbiano 

d'Abruzzo, pair launch with 

half bottle. 

June 2020 3111 WHITE WINE SMALL 

BOTTLES (SEK 0-186.6/L) 

Italy Organic, Trebbiano 

d'Abruzzo, pair launch with 

full bottle. 

June 2020 3312 WHITE WINE BOX 1.-2L 

(SEK 100-./L) 

Italy Soave with light oak notes. 
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South Africa 

South Africa is still the biggest white wine country of origin, with a total volume of almost 11.3 

million litres. Interest in wines in lower price bands has shown a clear decline for several years 

now, and there has been a clear shift towards wines in higher price bands. This has resulted 

in a break in the trend in 2018, with only a small growth in volumes sold of 4 per cent. We are, 

therefore, looking for wines in the profile segments where the greatest demand is to be found.   

 
March 2020 3104 WHITE WINE (80-89) South Africa Ethical blend. 

March 2020 3106 WHITE WINE (100-119) South Africa Blend or single grape 

varietal, not Chardonnay. 

  

Germany 

Germany, with a volume of 6.6 million litres, is the fourth largest white wine country of origin. 

We have also seen a shift, in German white wines, from the cheapest segments to the slightly 

more expensive ones and we are, therefore, now looking for a wine in the SEK 100-119 

segment. This time, we are looking for what is, for Germany, a relatively new grape, but for 

which demand is generally strong and which is increasingly available in Germany.  

 
June 2020 3106 WHITE WINE (100-119) Germany Sauvignon blanc 

 

Hungary 

Hungary is another country of origin that is relatively small by volume, but which is increasingly 

in demand with our customers. An increase of 9 per cent in sales saw Hungary achieve a 

volume of 2.2 million litres, placing the country eighth amongst white wine producing countries. 

Wine availability is good in both the lower and higher price bands. We have launched some 

wines in the volume segment but are now looking for a classic grape for our profile segment 

where we are seeing increasing demand, in order to broaden our offering.  

 

March 2020 3105 WHITE WINE (90-99) Hungary Harslevelü 

 

USA 

The USA is ranked twelfth, with a volume of 1.7 million litres and a growth of 3 per cent. We 

are seeing customer demand in both the boxed wines and bottled wines segments and are, 

therefore, looking for a boxed wine in the medium-priced segment for large boxes and, in the 

volume role, a bottled Sauvignon blanc, which is in high demand.   

 
March 2020 3103 WHITE WINE (70-79) USA Sauvignon blanc 

March 2020 3302 WHITE WINE BOX > 2L 

(SEK 66.7-99.9/L) 

USA Chardonnay with oak. 

 

Austria 

Demand for Austrian white wines is primarily in the profile and cutting edge ranges, and the 

total volume is only just over 800,000 litres. Demand for the wines is, however, increasing 

more and more, rising by almost 10 per cent per annum of the past few years. We are now 

looking for a wine in the SEK 100-119 segment made from Grüner Veltliner, which is also 

increasingly in demand by our customers.  

 
March 2020 3106 WHITE WINE (100-119) Austria Grüner Veltliner 
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New packaging size 

We are seeing slow but steady growth in the 3207 White wine not box or bottle <500ml 

segment, which is a relatively small segment with sales of 235,000 litres. The range is 

extremely limited, and we are consequently looking to complement it. We will, therefore, be 

complementing an existing product in the White wine not box or bottle >500ml segment with 

a 250ml packaging. The tendered product chosen will be the one that sells best. The 

evaluation period will be specified in the request for tender. 

  

June 2020 
3206 WHITE WINE NOT BOX 
OR BOTTLE <500ML   

Complementary size for 
existing product, 250ml. 

 

 

 

Launch plan 2020:1 Sparkling wine 

Gad Pettersson  

Category Manager for red wine and sparkling wine  

We are still seeing no tapering off in the increased sales of sparkling wines, although there 

are some signs of an increased interest and expertise on the part of our customers in other 

words the category is beginning to show signs of maturity. Cava and other sparkling wines 

from Spain showed a bigger percentage increase in volume than prosecco, for example, and 

sparkling wines from countries other than the three dominant ones – Italy, Spain, and France 

– are also showing increased volumes.  

There are currently – unlike for all of the other wine categories – no viable alternatives to heavy 

glass bottles. All suggestions on eco-friendly packagings for sparkling wines will be gratefully 

received!   

Whilst the high CO2 pressure in sparkling wines means that thin, lightweight glass bottles are 

not an option, we will still welcome any attempts to replace unnecessarily heavy bottles for 

lighter ones, e.g. a switch from bottles weighing around 1,000g to ones weighing 750g or less.   

 

It is many years since a new rosé champagne was launched, and the segment also lacks an 

organic alternative: hence this launch.  

March 2020 4306 CHAMPAGNE ROSÉ France Organic 

 

We are broadening the segment’s offering with a country of origin not currently included in 

the range.  

March 2020 4403a SPARKLING WINE (0-

79) 

Australia Dry, white, sparkling, 

Charmat method. 
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This segment lacks an organic offering: hence this launch.  

March 2020 4410 OTHER SPARKLING International Organic. Exotic/tropical or 

aperitivo spritz, 750 ml. 

Max 8.5% alcohol, max 

SEK 79. 

 

The segment contains no demi sec cava. The launch is designed to broaden the offering of a 

popular flavour type in a new segment.   

June 2020 4403ba SPARKLING WINE (80-

99) 

Spain Cava Reserva Sec, SEK 

90-99. 

 

This launch of a type of wine that is much in demand by our customers is designed to offer 

depth in the segment and fill a gap in the price band.  

June 2020 4408b SPARKING ROSÉ WINE 

(80-.) 

France Rosé Crémant, SEK 100-

119. 

 

 

Launch plan 2020:1 Rosé wine 

Johan Lund 

Category Manager for white wine, rosé wine, aperitif & dessert wine and alcohol-free 

products  

 

Sales of rosé are increasing once again after a decline in 2017, largely due to the warm 

summer. All segments saw growth, with the exception of the small boxed wines. Growth was 

particularly marked in the bottled wines >SEK 100 segment.  

All three March launches have already been presented in the previous launch plan.  

All of the figures below refer to sales for 2018 as a full year.  

   

 

Chile 

With sales of just over 2 million litres, Chile is the third biggest country of origin for rosé wine. 

Sales increased by 4 per cent, in contrast to a growth in the category as a whole of 15 per 

cent. We are seeing a steady increase in demand, specifically for Chilean rosé, but lack an 

organic alternative in the volume role. We are, therefore, looking for a large organic boxed 

wine in the expensive boxed wine segment.   

 
June 2020 4212 ROSÉ WINE BOX > 

2L (SEK 66.7-./L) 

Chile Organic, Rosé blend. 
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Italy 

At almost 1.3 million litres, Italy is one of the countries seeing the strongest growth in the rosé 

category, with sales increasing by over 70 per cent. We are now complementing our range 

with a classic region of origin lacking in our range.  

 
June 2020 4102b ROSÉ WINE (80-99) Italy Bardolino, Chiaretto 

 

Spain 

Spanish rosé wines also saw strong growth in 2018. With an increase of almost 30 per cent, 

Spain is, as a country of origin, only just behind Chile with just over 2 million litres sold. The 

range is very limited in the cardboard packaging segment. We are also seeing demand for 

organic wine, so are now looking for an organic, Spanish rosé wine based on Spain’s most 

typical rosé grape, Garnacha.  

 
June 2020 4202 ROSÉ WINE NOT 

BOX OR BOTTLE 

Spain Organic, Garnacha rosé, max 

SEK 75, 1 litre. 

 

New packaging 

In March 2018, we launched the first white wine in aluminium cans. We are now, in order to 

complement the existing range of sustainable packagings, looking for a rosé wine in aluminium 

cans, which the range currently lacks. As with the white wine, we are open to several different 

countries of origin including, this time, the USA, Australia, and New Zealand. We are looking 

for a modern style rosé wine.  

 
June 2020 4103 ROSÉ WINE SMALL 

BOTTLES 

Australia/NZ/USA Aluminium can, max 375 ml. 

 

 

Launch plan 2020:1 Aperitifs & Dessert 

wine 

Johan Lund 

Category Manager for white wine, rosé wine, aperitif & dessert wine and alcohol-free 

products  

 

For the first time in a long time, this category showed growth in 2018. This is a very mixed 

category, with many different types of products. The growth has come from a few segments 

and our three launches in this category are all taken from these segments.  

Aperitifs  

Aperitifs are, after mulled wines and aromatised wines, the biggest segment in the category, 

and sales in this segment totalled around 584,000 litres in 2018, corresponding to an increase 

of 12.5 per cent. We are seeing a considerable increase in demand for this type of product 

and are now looking for a new alternative in this segment.  
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March 2020 4506a APERITIF Italy Orange bitter aperitivo, 700 ml, 11-

13%, wine or spirit based. 

 

Sake 

Whilst this is still a very small segment, demand is increasing more and more. 21,000 litres 

were sold last year, corresponding to an increase of just over 4 per cent. We are, therefore, 

looking for a new complement to the segment to enable us to offer greater depth.  

June 2020 4507 SAKE Japan  Standard sake 

 

Aromatised wine 

Aromatised wines are the largest segment in the category, after mulled wine. The volume of 

sales in 2018 totalled 814,000 litres, corresponding to an increase of almost 10 per cent. 

Sangria accounts for a substantial share of this increase, and we are, therefore, looking for a 

new sangria to complement the segment in the form of an organic variant in aluminium cans.   

June 2020 4611a AROMATISED WINE Spain, 

Portugal 

Organic, Sangria, aluminium can, 

max SEK 19.90. 

 

Launch plan 2020:1 Spirits 

Märta Kuylenstierna  

Category Manager for spirits and beer  

 

As in previous years, our spring and summer launch plan focuses slightly more on white spirits 

than the autumn one. What is, however, new this year is that for certain requests, we will be 

buying in multiple articles from a single request for tender, with the second item launched as 

part of the new TST/TSV range. The TSV item will sometimes be launched at the same time 

as the fixed range one and sometimes later, depending on the type of product in which we are 

interested. The new products should not compete with one another.  

For March and June 2020, we will be interested in the following:   

Gin and vodka 

Gin 

Levels of customer interest in gin continue to be high and sales are increasing in both the 

short and the long term, so we will continue to renew the segment. The biggest product 

development is being seen in the areas of rosé gin and flavoured gin. We launched rosé gin 

in 2018 and 2019, so are now looking for flavoured gins in order to broaden our range. We will 

buy in the first and second picks, with the latter launched in the TSV range in September 2020. 

The brand and bottle look are important to gin customers, so the items will be bought in via a 

customer panel.      
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We are continuing to renew the combi pack range and, in order to address the widespread 

interest in gin, are now broadening the offering in the form of a triple pack. We would like the 

three gins to differ from one another in terms of flavour and style, in order to demonstrate to 

the customer, the breadth of gin.  

Vodka 

We are looking for smaller bottles of organic vodka for March 2020 in order to fill a gap in the 

current range.   

March 

2020 

5104 GIN  International Customer panel. Flavoured, 700ml, min. 

40%. Picks 1 and 2 will be bought in, with 

2 launched in the TSV range in 

September 2020.  

June 

2020 

5104 GIN  International Triple combi pack - 3 x 200 ml, min 

37.5%.  

March 

2020 

5102 VODKA SMALL 

BOTTLES 

Sweden Organic. 350 ml, min 40%. Max SEK 119.  

 

Dark rum and flavoured rum 

Dark rum 

Interest levels for dark rum are continuing, with sales increasing by 10.3 per cent in 2018, and 

we are, therefore, continuing to launch new products in this range. In the past, our requests 

for tender have included drier dark rums, so we are now looking for a sweeter dark rum, this 

time from South or Central America.   

Flavoured rum 

The flavoured rum segment is experiencing considerable customer demand, but no request 

for tender has been made since 2016. This launch is, therefore, designed to complement the 

segment and, as we have had a low level of establishment in this segment, we will be buying 

in via a customer panel. The product ranked second by the customer panel will be launched 

simultaneously in the TSV range. Flavouring suggestions would be gratefully received.  

March 

2020 

5407 DARK RUM South and Central America Sweeter style, rich and full-bodied style, 

700ml, min 45%. Max SEK 449. Picks 1 

and 2 will be bought in with 2 launched in 

the TSV range in November. 

March 

2020 

5108 FLAVOURED RUM International Customer panel. 700 ml, min 32%. Max 

SEK 299. Picks 1 and 2 will be bought in 

with 2 launched in the TSV range in June 

2020. 

 

Scotch malt whisky 

The market availability of Scotch malt whisky is substantial. We are continuing to renew the 

Scotch malt whisky under 18 YO segment as we are seeing considerable new interest in new 

products on the part of our customers. In March and June, we are looking for three whiskies, 

one that is at least 12 YO and one that is non-age-specific. As usual, the price point for the 

latter is lower. We will buy in picks 1 and 2 from both requests.  
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We are also now looking for a Scotch malt whisky in a smaller bottle (200ml) in order to ensure 

breadth in the older Scotch malt whisky range and to reduce the cost of purchasing such an 

old whisky.  

March 2020 5301a SCOTCH MALT 

WHISKY < 18 YEARS 

OLD 

Scotland 700 ml, min 40%, min 12 YO. Max SEK 

399. Two purchases launched in March 

and September 2020. 

June 2020 5301a SCOTCH MALT 

WHISKY < 18 YEARS 

OLD 

Scotland 700 ml, min 40%, non-age-specific. Max 

SEK 299. Two purchases launched in 

June and December 2020.  

March 2020 5303a SCOTCH MALT 

WHISKY >= 18 YEARS 

OLD 

Scotland 200 ml, min 40%, min 18 YO. Max SEK 

399. 

 

American rye or wheat whiskey, Irish whiskey, and other malt 

whiskies  

American rye or wheat 

We are seeing continued substantial interest in American whiskey and, in order to broaden 

the range, are looking for a rye or wheat whiskey. Our fixed range currently includes a rye 

whiskey, but we have no wheat at all. Both of these types have the same customer group, 

however, so we are broadening the request for tender to include both options.  

Irish whiskey 

Interest in and customer demand for Irish whiskey are increasing and a number of smaller 

distilleries have opened up in Ireland in recent years, so we are looking for an Irish whiskey in 

the higher price bands.  

Other malt whiskies 

The Other malt whiskies segment is, in principle, exclusively made up of whiskies from 

Sweden and Japan, so we are broadening the range with whiskies from other countries. The 

available range is substantial, as more and more countries are starting to produce and export 

high quality whiskey.  

June 

2020 

5205 AMERICAN WHISKEY USA Rye or wheat. 700 ml, min 40%. Max 

SEK 399. 

June 

2020 

5207 IRISH WHISKEY Ireland 700 ml, min 42%. Max SEK 349. 

March 

2020 

5304 OTHER MALT WHISKY Europe: not Scotland 

or Sweden 

700 ml, min 40%. Max SEK 599. 

June 

2020 

5304 OTHER MALT WHISKY Asia: not Japan 700 ml, min 40%. Max SEK 449. 

 

Fruit & berry liqueur 

The most recent launch of fruit and berry liqueurs for our fixed range, with the exception of a 

sloe gin that our customers perceive mainly as a complement to other gins, was in 2017, so 
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we are now renewing the range offering. Pick 2 will be bought in for TSV and launched in 

October 2020. We welcome suggestions for contemporary and modern taste profiles!  

June 

2020 

5506a FRUIT & BERRY 

LIQUEURS 

Europe/USA 700 ml min 15%. Max SEK 169. Picks 1 

and 2 will be bought in, with 2 launched 

in TSV in October 2020. 

  

Other information: 

We have not required any of the requests for tender within this category to be in PET 

containers or to be organic – you are naturally welcome to tender organic spirits or PET 

containers in response to all requests for tender, unless otherwise specified. If the winning 

product is organic or in a PET container, it will “compete” for the organic Strategic Positions, 

and the organic products will have a guaranteed listing time of 12 months.  
 

 

Launch plan 2020:1 Beer 

Märta Kuylenstierna  

Category Manager for spirits and beer  

 

In simple terms we have, as previously in the Launch Plan and in order to address customer 

demand for beer, based our approach on three customer requirements that we call Base, 

Tradition, and Trend.  

 

Base 

Within the framework of this customer requirement, we ensure a high quality, up to date range 

of beer in lower price bands, with beers from the most common countries or origin and in the 

most common styles.  

Lager in small cans from South East Asia  

In order to broaden the lager in small cans segment, which is dominated by European 

products, we are now looking for a beer that originates in South East Asia. From an 

environmental perspective and given that many products are brewed under licence in Europe, 

we are also opening up the request for tender to beers brewed under licence. The brand’s 

homeland must, however, be in a South East Asian country. Brand is important to customers 

when choosing lagers, so we will be requesting these via customer panels.  

June 

2020 

6101a LAGER CAN <= 355ML 

(<6.0%) < SEK 17 

South East Asia Customer panel 
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Lager in large cans and extra strong lager 

Our fixed range includes no amber lager in large cans, so we are looking for an amber lager 

from Sweden.  

We are also interested in continuing to renew the lager in large cans segment in the form of a 

lager from the Baltic States or Poland. This is in response both to existing demand and to the 

fact that previous trials of products originating from these countries have proved to be of good 

quality at competitive prices.  

Approximately 12 of the 15 products in the extra strong lager in cans are in the style we refer 

to as stronger lager, and we are, therefore, now broadening the segment’s offering with a bock 

beer.  

June 

2020 

6102 LAGER CAN > 355ML (<6.0%) Sweden Amber lager 

March 

2020 

6102 LAGER CAN > 355ML (<6.0%) Baltic States, Poland   

June 

2020 

6103 LAGER EXTRA STRONG CAN 

(6.0%-.) 

Sweden Bock beer 

 

Lager, bottle: gluten-free and new countries of origin  

There is still considerable interest in gluten-free beer and we renew the range regularly. For 

March 2020, we are looking for a gluten-free lager. We are thinking of a product in a lower 

price band as the new item will be widely distributed, and with Sweden as its country of origin, 

as we currently have no such product in the gluten-free range. 

Cyprus, Greece, Malta, and Turkey are popular travel destinations and are countries of origin 

not currently represented in the range, with the exception of one beer from Greece. We are, 

therefore, keen to expand the range with a beer from one of these countries.  

Our fixed range includes no beers from Austria, so we are looking for a lager from there for 

June 2020.  

March 

2020 

6201 LAGER BOTTLE <=355ML & 

<17/>355ML & <20 (<6.0%) 

Sweden Gluten-free 

March 

2020 

6201 LAGER BOTTLE <=355ML & 

<17/>355ML & <20 (<6.0%) 

Cyprus, Greece,  

Malta, Turkey 

June 

2020 

6201 LAGER BOTTLE <=355ML & 

<17/>355ML & <20 (<6.0%) 

Austria   

 

Organic ale 

We are renewing the range of organic ale and are, both from an environmental perspective 

and in order to broaden the range, keen to see a launch in cans, but are also open to bottles.  

March 

2020 

6301 ALE BOTTLE (..-5.9%) or 6303 

ALE CAN (..-5.9%) 

Sweden Organic 
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Tradition 

The launches within the framework of this customer requirement are designed to ensure that 

our range includes the more classic countries of origin and beer styles, and that they are 

renewed at regular intervals.  

German pilsner, two launches 

We currently lack a German pilsner in small cans for broader distribution and are, therefore, 

looking for a beer of this type for launch in March 2020.  

We are also, in order to meet customer demand for classic styles in classic packagings, 

looking for a German pilsner in a 50cl bottle.   

March 

2020 

6101a LAGER CAN <= 355ML (<6.0%) 

< SEK 17 

Germany Pilsner  

June 

2020 

6201 LAGER BOTTLE <=355ML & 

<17/>355ML & <20 (<6.0%) 

Germany 50 cl, pilsner  

 

Ale: classic styles and countries of origin – four launches  

To ensure our offering includes both classic styles and classic countries of origin, we are 

looking to expand our offering with four ales in cans or bottles from three traditional countries 

of origin: Belgium, the UK, and Germany.  

We receive regular requests from our customers for real ale, so we are looking for a bottle-

conditioned ale.  

From Germany, we are looking for a Kölsch beer in order to broaden our classic styles offering. 

This time, we are looking for a can. We have had regular Kölsch launches, as this beer style 

can act as a bridge from lager to specialist beers for our customers. The second pick in the 

tastings will be launched in the new TSV range in the same month.   

Our Customer Services department receives numerous questions about and requests for 

more Belgian beers, and they are in demand in our stores. We are, therefore, launching two 

Belgian beers in March 2020, one of which should be a tripel, because our fixed range 

currently only includes one such.  

 

March 

2020 

6301 ALE BOTTLE (.-5.9%) UK Bottle-conditioned. 

June 

2020 

6303 ALE CAN (.-5.9%) Germany Kölsch. Picks 1 and 2 will be 

bought in, with 2 launched in 

TSV in June 2020.   

March 

2020 

6305 ALE EXTRA STRONG (6.0%-.) Belgium   

March 

2020 

6305 ALE EXTRA STRONG (6.0%-.) Belgium Tripel 
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Sharing bottle from France 

The segment for so-called “sharing bottles” currently includes beers from Belgium, the USA, 

and Sweden, and we are, therefore, now looking to broaden the offering with a beer from 

France.  

June 

2020 

6307a BEER BOTTLE 750ML >= SEK 

49 

France   

 

Trend 

We are revitalising the beer offering within the framework of this customer requirement, adding 

new styles, countries of origin and packaging types, in order to ensure a contemporary offering 

for our customers. We have reduced the number of trend launches in comparison with 

previous launch plans as we will use the new TST/TSV range for this, amongst other things.  

Lager – three launches 

The lager in small cans segment (6101a) grew by 13 per cent in 2018. The reason for this big 

increase was, of course, the warm summer, but we are also seeing a clear shift away from 

large cans and bottles. We regard this as a positive trend in that our mandate entails a 

preference for small packaging, and because cans are more eco-friendly than single-use 

glass. The segment is currently dominated by beer from Sweden, so we are looking for tenders 

from other countries in order to broaden the offering.    

More and more small and medium-sized breweries in the UK are producing high quality, value 

for money lager – a style that is increasingly in demand amongst our customers – and we are, 

therefore, in order to meet customer demand, looking for a lager from this country of origin.  

As a concept, “craft” can be nebulous, but what we mean by it is beer produced in a 

“craftsmanlike” way, and we are seeing substantial interest on the part of our customers in 

local beer from smaller breweries. We are also opening up the request for tender to cans, as 

more and more breweries have the ability to can their beer.  

March 

2020 

6101a LAGER CAN <= 355ML (<6.0%) 

< SEK 17 

France, Spain, Italy   

March 

2020 

6101b LAGER CAN <= 355ML (<6.0%) 

>= 17KR or 6202 LAGER BOTTLE 

<=355ML & >=17/>355ML & >=20 

(<6.0%)  

UK   

June 

2020 

6101b LAGER CAN <= 355ML (<6,0%) 

>= 17KR or 6202 LAGER BOTTLE 

<=355ML & >=17/>355ML & >=20 

(<6.0%)  

Sweden “Craft” 

 

Ale, renewal of countries of origin and styles – four launches  

Sales of specialist beers increased by 5.2 per cent by volume in 2018, with the biggest growth 

seen in ale in cans. The substantial customer interest in beer in cans, and the fact that more 

and more breweries are choosing to can their beer, means that three of these four launches 

will be in cans. We are opening up the fourth request for tender to both bottles and cans, but 
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regard the can trend as positive, in that its environmental impact is less than that of single-use 

glass.    

Several new breweries have opened up in the Netherlands recently, and this is another 

country of origin for which we have no ale, so we are broadening the range with a Dutch beer.  

We are looking for a golden/blond ale from the USA, Canada, or the UK in order to broaden 

the range and satisfy customer demand. The range currently includes around 7 golden/blond 

ales, all of which, bar one, are in bottles. The fact that sales of this style are increasing, coupled 

with countries of origin of interest to our beer customers, will mean these items are launched 

with a broad distribution.   

The fixed range includes two amber ales, both in bottles, so we are broadening the ale range 

with an amber ale in cans, from this beer style’s country of origin, the USA.  

The fixed range currently includes no American strong ale, so we are broadening the range 

with a launch in June 2020. 

June 

2020 

6301 ALE BOTTLE (.-5.9%) or 6303 

ALE CAN (.-5.9%) 

Netherlands   

March 

2020 

6303 ALE CAN (.-5.9%) USA, Canada, UK Golden/Blond ale 

March 

2020 

6303 ALE CAN (.-5.9%) USA Amber ale 

June 

2020 

6305 ALE EXTRA STRONG (6.0%-.)   American strong ale, can 

 

Witbier, flavoured sour beer and lager, and mini kegs 

We are broadening the range with a witbier in cans, this time from Belgium, Canada, or the 

USA. The availability from these countries is good and they are interesting countries of origin 

for our beer customers.  

We are looking for a sour beer with Swedish flavours to address the local trend and interest 

in sour beer. At the time of writing, we have sour beers with blackcurrant, blueberry, and 

raspberry flavours, so we can see an opportunity to broaden the current red and blue berried 

sour beer range to include green and yellow fruits/berries. We will buy in the first and second 

picks in the tastings. We welcome suggestions!  

We are also looking for a flavoured lager to combine three major trends: natural, organic, and 

low alcohol. The request for tender is open both to bottles and cans, but the request for tender 

will include a transparent bottle requirement.   

We are looking for a packaging type not currently found in the fixed range in order both to 

address the convenience trend and to broaden the beer range in ways other that style, country 

of origin, and price band. The packaging type in question is 5 litre mini kegs, with Germany as 

the country of origin, in that many of the market’s 5 litre mini kegs are produced there.   

March 

2020 

6307 WHEAT BEER BOTTLE/CAN Belgium, 

Canada, USA 

Witbier, can 

June 

2020 

6307c OTHER SOUR BEER Sweden Swedish tastes. Two purchases, 

tasted at the same time as March. 
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March 

2020 

6307c OTHER SOUR BEER Sweden Swedish tastes. Two purchases, 

launches in March and June 2020.  

June 

2020 

6308 OTHER BEER 
 

Organic, natural flavouring, max 

4.5%. 

June 

2020 

OTHER LAGER or OTHER ALE Germany Mini key 5L 

 

Other information: 

There is no requirement for any of our beer launches to be organic, but you are welcome to 

tender organic beers in response to all requests for tender. If the winning product is organic, 

it will “compete” for the organic Strategic Positions and have a guaranteed listing time of 12 

months. 

You are naturally also welcome to tender returnable glass or PET bottles, too, for all bottle 

requests for tender, unless otherwise specified.  

 

Launch plan 2020:1 Cider & Mixed drinks 

Emelie Westrup 

Category Manager for cider and mixed drinks  

 

We are looking for more ciders and mixed drinks for the spring and summer than for the 

autumn and winter. We are primarily launching within the sweeter ciders and mixed drink 

segment and will continue to maintain our organic offering.  

 

Semi-sweet/sweet cider in bottles 

No rattling, lighter to carry, and better for the environment – these are just some of the 
properties of the PET bottle. It’s also a popular, in-demand type of packaging with our 
customers, which is why we are broadening the semi-sweet/sweet cider segment with PET 
bottles. There are currently two PET cider bottles in the segment, but none that are apple-
flavoured. We are, therefore, taking this opportunity to ask for an unfiltered apple cider in a 
transparent PET bottle. The product should be organically certified.  

March 

2020 

6603 SEMI-SWEET/SWEET 

CIDER, BOTTLE  

International Organic, unfiltered apple, transparent PET 

bottle, max. SEK 17.90.  

 

Mixed drinks 

Customer demand for mixed drinks continues to be substantial and, together with sweet cider 
in cans, accounted for the biggest growth in 2018. The segment is home to numerous different 
flavours and styles, but customer interest in the mixed drinks segment is more specific than 
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this: they are interested in drinks. We are, therefore, continuing to broaden the range with 
additional drinks-inspired mixed drinks in cans and bottles.  

We have received a number of suggestions for rosé-coloured gin-style mixed drinks that we 
know are already available in adjacent markets. Given the growing interest in gin, and in rosé 
gin in particular, we will meet customer demand by requesting a gin-inspired drink in a slim or 
sleek can.  

We will continue to address this customer interest by also requesting a drink-inspired mixed 
drink with exotic fruit flavours. We are open to both cans and bottles and would welcome 
suggestions as to relevant fruit drinks. We are keen for the mixed drinks to contain lower 
alcohol levels but will not make this a requirement.  
 

March 

2020 

6607 MIXED DRINKS International Gin-style drink, rosé-coloured, max SEK 22.90, 

slim or sleek, max 5%.  

June 

2020 

6607 MIXED DRINKS International Fruit drink/drink-inspired fruit cocktail, max 

SEK 19.90 per bottle or SEK 22.90 per can, 

max 5%.  

 

Semi-sweet/sweet cider in cans 

Almost half (45 per cent) of the cider and mixed drinks sold at Systembolaget now come from 
the sweet cider in cans segment. It is clear that our customers appreciate sweet cider, because 
demand is continuing to grow. We are, therefore, looking for a sweet cider in cans, this time 
with Nordic flavours in order to tie in to the local trend.  
 
Another trend is our customers’ interest in and expectation of sustainable and eco-friendly 
products. We are, therefore, continuing to broaden our organic offering in this range. We 
began asking for organic sweet cider in cans a couple of years ago, as we lacked any such 
offering in this segment. We have gone from having no organic ciders in the can segment in 
2015, to seeing organic products accounting for 17 per cent of sales.   
 

June 

2020 

6604 SEMI-SWEET/SWEET 

CIDER CAN 

International Organic, 250-330ml, Nordic flavours in 

combination with other flavourings.  

 

Dry/semi-dry cider in bottles 

The segment is currently dominated by apple cider, with a few exceptions, such as rosé cider. 
Pear is the most in demand flavour by volume, if we look at the cider range as a whole. We 
are seeing customer demand for a broader taste profile in the drier cider types, with flavours 
that are new to this segment. We are, therefore, looking for a pear cider to complement the 
existing offering with what is a popular flavour amongst our customers.  
 

June 

2020 

6601 DRY/SEMI-DRY CIDER 

BOTTLE 

International Pear cider, 275-375ml, max SEK 19.90, max 

4.5%. 
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Launch plan 2020:1 Alcohol-free 
 

Johan Lund 

Category Manager for white wine, rosé wine, aperitif & dessert wine and alcohol-free 

products  

 

Sales of alcohol-free products tracked the increase in sales seen in the summer of 2018 after 

a year of declining sales. As a result, sales for the year as a whole reached an all-time high – 

increasing by 4 per cent from levels in 2016, which was the most recent record year. Beer, 

cider and mixed drinks accounted for the biggest increases, at 13 per cent, with wine sales 

also increasing by 10 per cent. Even “must” (seasonal sodas) saw a year-on-year increase, 

albeit one that was slightly below that for the category as a whole.  

We are seeing an ongoing substantial increase in alcohol-free beer alternatives of a very high 

standard, and they are also in demand amongst our customers. This is matched by a slow 

increase in quality on the wine side, although many of the wine alternatives still have relatively 

high sugar contents and there is still scope for improvements in quality on the red side. 

We will not be making any changes in terms of what we will request in future, and nor is there 

any scope for expanding the range. We are seeing more and more producers who are coming 

up with alcohol-free alternatives to spirit products and will be trialling a few different types to 

see if there is any customer demand. We are also seeing a positive reception for RTD, 

probably because if offers customers a finished product that allows them to avoid working with 

different components. We can, therefore, see potential for this type of product, provided that 

their flavours are close to the original and do not just taste of juice or soda.  

We are keen to help promote product development for alcohol-free products, but new 

products, breadth and a complete range are also important. We will also be reviewing existing 

listings and evaluating how they match our general strategies for the alcohol-free range.  

We welcome suggestions for new products in all price bands, but we are not interested in 

products already available in grocery stores. The products should also be ones that replace 

existing alcoholic products in our range, so we are, for example, not interested in sodas and 

similar products. We welcome suggestions on a rolling basis but will be following the same 

launch times and dates as for the other launches.  

When it comes to beer alternatives, we are mainly interested in new, complementary products 

in the form of new styles that do not already form part of the range.  

For “must” (seasonal sodas) we will, as in previous years, be focusing on temporary launches 

for the March-May campaign period.  

We are also interested in summer products for the June-August campaign period and will, as 

usual, be looking for mulled wine and Christmas beers for the Christmas season. 

 



Categories and segments

Wine

SPARKLING WINE
Sparkling wine at least 50 cl
Champagne (0–299)
Champagne (300–499)
Champagne (500–999)
Champagne (1 000–..)
Champagne large bottles
Sparkling wine (0–79)
Sparkling wine (80–99)
Sparkling wine (100-119)
Sparkling wine (120–..)
Sparkling wine large bottles
Sweet sparkling wine
Rosé Champagne
Sparkling rosé (0–79)
Sparkling rosé (80–..)
Other sparkling wine

Sparkling wine small bottles
Champagne small bottles
Sparkling wine small bottles 
(0–186.6 SEK/l)
Sparkling wine small bottles 
(186.7–..SEK/l)
Sweet sparkling wine  
small bottles
Rosé Champagne  
small bottles
Sparkling rosé small bottles

RED WINE
Red wine bottle at least 50 cl
Red wine (0–59)
Red wine (60–69)
Red wine (70–79)
Red wine (80–89)
Red wine (90–99)
Red wine (100–119)
Red wine (120–149)
Red wine (150–199)
Red wine (200–299)
Red wine (300–499)
Red wine (500–..)
Red wine large bottles

Red wine carton at least 50 cl
Red wine not box or bottle  
>= 500ml
Red wine box >2 l  
(0–66,6 SEK/l)
Red wine box >2 l  
(66,7–99,9 SEK/l)
Red wine box >2 l (100–..SEK/l)
Red wine box 1.5–2 l  
(0–99,9 SEK/l)
Red wine box 1.5–2 l  
(100–..SEK/l)

Red wine small packaging
Red wine small bottles 
(0–186.6 SEK/l)
Red wine small bottles  
(186.7–..SEK/l)
Red wine not box or bottle  
< 500ml

WHITE WINE
White wine bottle at least 50 cl
White wine (0–59)
White wine (60–69)
White wine (70–79)
White wine (80–89)
White wine (90–99)
White wine (100–119)
White wine (120–149)
White wine (150–199)
White wine (200–399)
White wine (400–..)
White wine large bottles

White wine carton at least 50 cl
White wine not box or bottle 
>= 500ml
White wine box >2 l  
(0–66.6 SEK/l)
White wine box >2 l  
(66.7–99.9 SEK/l)
White wine box >2 l  
(100–..SEK/l)
White wine box 1.5–2 l 
(0–99.9 SEK/l)
White wine box 1.5–2 l  
(100–..SEK/l)

White wine small packaging
White wine small bottles 
(0–186.6 SEK/l)
White wine small bottles 
(186.7–..SEK/l)
White wine not box or bottle  
< 500ml

ROSÉ WINE
Rosé wine bottle at least 50 cl
Rosé wine (0–79)
Rosé wine (80–99)
Rosé wine (100–..)
Rosé wine large bottles

Rosé wine carton at least 50 cl
Rosé wine box >2 l  
(0–66.6 SEK/l)
Rosé wine box >2 l  
(66.7–..SEK/l)
Rosé wine box 1.5–2 l
Rosé wine not box or bottle 

Rosé wine small packaging
Rosé wine small bottles

APERITIF AND DESSERT
Aperitif
Sherry/Montilla
Extra dry Vermouth
Vermouth
Aperitif
Sake
Dry fruit wine
Other wine, segment

Dessert
Sweet white wine
Sweet white wine small bottles
Red port
White port
Sweet sherry/Montilla
Madeira
Aromatised wine
Sweet fruit wine
Other dessert wine

Mulled wine
Mulled wine & other  
Christmas drinks 
Mulled wine & other  
Christmas drinks, small bottles
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CIDER & MIXED DRINKS
Dry cider
Dry/medium-dry cider, bottle 
Dry/medium-dry cider, bottle  
750 ml > = 49 SEK
Dry/medium-dry cider can

Sweet cider & mixed drinks
Medium-sweet/sweet cider 
bottle
Medium-sweet/sweet cider can
Mixed drinks
Cider & mixed drinks,  
other packaging

Seasonal cider & mixed drinks
Christmas cider & mixed drinks

SPECIALITY BEER
Ale
Ale can (..–5.9%)
Ale bottle (..–5.9%)
Ale extra strong (6.0%–..)

Porter & stout
Porter/stout bottle/can  
(..–5.9%)
Porter/stout extra strong  
(6.0%–..)

Wheat beer
Wheat beer bottle/can

Other beer
Beer bottle 750 ml > = 49 SEK
Spontaneous fermented beer
Other sour beer
Other beer
Other ale/porter/stout

Seasonal beer
Easter
Oktoberfest
Christmas beer, lager
Christmas beer, speciality beer

LAGER
Lager
Lager can  
<=355 ml (<6.0%)<17 SEK
Lager can 
<=355 ml(<6.0%)>=17 SEK
Lager can > 355 ml(<6.0%)
Lager extra strong can (6.0%–..)
Lager btl <=355ml &  
<17/>355 ml & <20 (<6.0%) 
Lager btl <=355 ml &  
>=17/>355 ml & >=20 (<6.0%)
Lager extra strong btl (6.0%–..)
Other lager

Dark lager
Dark lager can
Dark lager bottle

Beer, cider & mixed drinks
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Alcohol-free
Alcohol-free wine
Alcohol-free beer, cider & 
mixed drinks
"Must" (Seasonal sodas)
Alcohol-free, other

Alcohol-free

DIGESTIF

Cognac
Cognac
Cognac small bottles

Brandy
Other brandy
Other brandy small bottles

Calvados
Calvados

Grappa/marc
Grappa/marc

Dark rum
Dark rum
Dark rum small bottles

Bitters
Bitters

Other spirits
Other spirits, segment

LIQUEUR

Chocolate, coffee & nut liqueur
Chocolate, coffee & nut liqueur

Cream & egg liqueur
Cream & egg liqueur

Fruit & berry liqueur
Fruit & berry liqueur

Herb & digestif liqueur
Herb & digestif liqueur

Swedish punsch
Swedish punsch

Other liqueur
Other liqueurs & shot liqueurs
Other liqueurs & shot liqueurs 
small bottles

SCHNAPPS

Akvavit and other spiced 
grain spirits
Akvavit and other spiced grain 
spirits
Akvavit and other spiced grain 
spirits small bottles

WHISKY

Blended whisky
Blended Scotch whisky
Blended Scotch whisky small 
bottles
Canadian whisky
Canadian whisky small bottles
American whiskey
American whiskey small bottles
Irish whiskey 
Irish whiskey small bottles
Other whisky

Malt whisky
Scotch malt whisky  
< 18 years old
Scotch malt whisky  
< 18 years old small bottles
Scotch malt whisky  
>= 18 years old
Other malt whisky

DRINKS & COCKTAILS

Vodka and other unflavoured 
neutral grain spirits
Vodka & other unflavoured 
neutral grain spirits 
Vodka & other unflavoured 
neutral grain spirits small 
bottles

Flavoured vodka
Flavoured vodka

Gin
Gin
Gin small bottles

White rum
White rum
White rum small bottles

Flavoured rum
Flavoured rum

Tequila
Tequila

Aniseed-flavoured drinks
Aniseed-flavoured drinks

Ready-mixed drinks
Ready-mixed drinks

Spirits

SEASONAL SPIRITS

Seasonal spirits
Christmas spirits
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Launch plans and requests for tender  

Systembolaget’s Launch Plan describes the launches that we seek and why. The aim 

is to provide suppliers/producers with guidelines on impending requests for tender and 

to provide clear procurement work guidelines for the purchasing unit. The aim is also to 

inform suppliers and producers about how Systembolaget’s purchasing process works 

in terms of range models, launch structures, and strategies.   

The Purchasers draw up launch proposals based on the category action plans, in 

which availability and preconditions for the various areas of responsibility are linked to 

the categories’ requirements. The respective Category Managers then draw up the 

Launch Plan in line with strategies adopted, customer requirements, and the 

Purchasers’ launch proposals.  

Demand is described in general terms in the plan, as the long-term planning horizon 

makes it difficult to be sure in precise detail about tastes, prices, grape varieties, size, 

etc.  

The Category Managers are responsible for the Launch Plan and its content. We 

welcome comments from you, the suppliers, in response to the Launch Plan.  

• Comments should be submitted to Category Managers if the comments relate 

to sales trends and customer insights.  

• Comments should be submitted to Purchasers with regard to availability, 

quality, knowledge of countries or regions of origin, and producer insights.  

• Comments on the Launch Plan can be submitted to Category Managers and 

Purchasers up to 2 months before the publication of the Launch Plan.  

 

 

 

Timeline for Launch Plan comments. 
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The Purchasers are responsible for requests for tender within the framework of the 

Launch Plan. The requests for tender, when published, follow the Launch Plan but are 

more itemised. The requests for tender are published in the Supplier Portal ca. 8-9 

months before each specific launch time.   

You are also welcome to submit comments on the requests for tender.  

• Please comment if you have something to say that might affect the structure of 

the request for tender.  

• Please do not submit product samples randomly – please ask for permission 

before submitting any product samples.  

• You are welcome to ask the Purchasers for feedback and explanations 

regarding any restrictions in the requests for tender.  

• Comments on requests for tender can be submitted to the Purchasers up to 3 

weeks before the requests for tender are published.  

 

 

 
Timeline for request for tender comments. 

 

 



Contact information

PRODUCT RANGE & PURCHASING DIRECTOR

Sara Norell  
+46 8 503 325 60
sara.norell@systembolaget.se

GROUP MANAGER PRODUCT RANGE

Ulf Sjödin
+46 8 503 303 76
ulf.sjodin@systembolaget.se

CONTACT THE CATEGORY MANAGERS

The Category Managers should be contacted in connection 
with enquiries relating to categories, segments, product 
range mix plans, and evaluation. See the Supplier portal 
for the latest category breakdown.

For general questions not related to an individual category, 
please contact the Category Managers at the following 
group email address: kategoriansvariga@systembolaget.se

CATEGORY MANAGERS

Märta Kuylenstierna
+46 8 503 302 92 
marta.kuylenstierna@systembolaget.se

Gad Pettersson
+46 8 503 325 68
gad.pettersson@systembolaget.se

Johan Lund
+46 8 503 306 98
johan.lund@systembolaget.se

ASSISTANT CATEGORY MANAGERS

Maria Staf
+46 8 503 303 70 
maria.staf@systembolaget.se

Linda Thorslund (locum)
+46 8 503 305 37 
linda.thorslund@systembolaget.se

Per Malmring 
+46 8 503 306 39 
per.malmring@systembolaget.se

Emelie Westrup
+46 8 503 327 16
emelie.westrup@systembolaget.se
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CONTACT THE PURCHASERS 
Questions relating to the Purchasers’ areas of responsibility 
should be addressed to the Purchaser in question, while 
general issues relating to tenders, purchasing and launches 
are best addressed to the Assistant Purchaser in question. 

See the Supplier portal for the latest breakdown of areas 
of responsibility.

Staffan Adin
+46 8 503 303 71
staffan.adin@systembolaget.se

Johan Ahlstedt
+46 8 503 303 47
johan.ahlstedt@systembolaget.se

Marcus Dahlin
+46 8 503 329 05
marcus.dahlin@systembolaget.se

David Benge
+46 8 503 303 87 
david.benge@systembolaget.se

Nikita Nordström
+46 8 503 304 57 
nikita.nordstrom@systembolaget.se

Christoffer Eriksson
+46 8 503 302 85
christoffer.eriksson@systembolaget.se

ASSISTANT PURCHASERS
The Assistant Purchasers should primarily be contacted 
via: bitradandeinkopare@systembolaget.se
+46 8 503 303 27

Mikael Waldenström
+46 8 503 300 47
mikael.waldenstrom@systembolaget.se

Laurent Escande (locum)
+46 8 503 300 66
laurent.escande@systembolaget.se

Matilda Dannetun (locum)
+46 8 503 326 27
matilda.dannetun@systembolaget.se

Marie Von Segebaden
+46 8 503 302 91
marie.vonsegebaden@systembolaget.se

Marie Hultin
+46 8 503 300 19
marie.hultin@systembolaget.se

Johan Larsson
+46 8 503 305 66 
johan.larsson@systembolaget.se

Magnus Lindblom
+46 8 503 325 85 
magnus.lindblom@systembolaget.se

GROUP MANAGER PURCHASE

Fredrik Arenander
+46 8 503 301 27
fredrik.arenander@systembolaget.se
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