
Erkki Pöytäniemi, Organic Food Finland 

Organic food export 
& trade 

SME ORGANICS 5th Field 
Visit

Seinäjoki, Finland, 6.6.2017



❖ my background

❖ case examples 

❖ global organic market

❖ success factors in organic export

❖ new trends

❖ company strategies: sales orientation 



Erkki Pöytäniemi: my background
• MSc. Agronomy


• involved in organics since 1981 

• research and advisory activities 1984-1988

• Kuusian Leipä / Samsara Oy (small organic bakery) 1988-1995

• Kurmakka - Organic Food Oy (1995 …) 


• sales, marketing and consulting in organic food business

• Export activities 


• BioFach 1995/6 ... 

• Makulaku Lakritsa Oy 1997- 2005 

• Helsinki Mills 2001-2011  

• Finnamyl 2003 … 

• OFF Export Group 2004-2012 

• Aloja Starkelsen 2011 … 

• Fazer Mills 2013 … 


• Ingredient imports, f.ex. DO IT bv (www.organic.nl)  2005-2015

• Organic business consulting and mentoring (Tekes, Sapuska) in 

Finland 

• Participating in organic structures internationally (Ifoam EU) 

Strengths:
•organic industry 
insider 
•global networks 
•strong in sales 
and marketing
•business-
orientation

https://www.linkedin.com/in/erkkipoytaniemi/



• Luonnonmukainen Viljely - Siirtymävaiheopas. 1984 (Kivelä, Pöytäniemi)

• An Organic Internationalisation Strategy for Finnish Food Industry. 

Finpro 2000

• Export of Organic Potato Starch: Market Survey. Finnamyl 2003 (not public)

• Luomuelintarvikkeiden jatkojalostus (Processing organic food). (Leskinen, 

Pöytäniemi, Väisänen) 2004

• Market potential of food stuffs produced with natural emulgators and 

fermentation in Central Europe. VTT 2012 (in Finnish, not public)

• Luomujatkojalostajan opas (Guide book for organic food processing. 

Published in Finnish and Swedish) (Nuora, Pöytäniemi) 2013

• Luomutuotteiden vientipotentiaalin analyysi (Analysis of export potential 

of organic products - in Finnish) Pro Luomu 2013 

• Tales of Organics in Finland (Finnish, English) (Nuora, Pöytäniemi) 2013  

• Organic Oat Market Report. Fazer 2015 (not public) 

publications and works:



www.iso-orvokkiniitty.fi

- Natural building
- Permaculture 
- Energy self-sufficiency 
- 6 ha field
- 6 ha forest 
- Beekeeping
- Mushroom cultivation
- Gardening
- Courses & Workshops

http://www.iso-orvokkiniitty.fi


Organic Food Finland  
Export Group 2004 - 2012  

• A model for helping SME’s develop 
export:  

• in collaboration with Finpro 

• companies are funded 30-65% for 
3 years to develop export 

• joint export manager, market 
research, exhibitions  

• usually 4-6 companies participate 
for max 3 years per company  

• synergies in the same value chain 
or same target market (organic) 

• Activities:  

• market research 

• formulating export strategies  

• product adaptation  

• joint stands at exhibitions 

• lead generation  

• export management  

• generated c. 6 M€ annual exports 



• Finnamyl Oy: potato starch (3+3+1v)


• Helsingin Mylly Oy: oat flakes (3+3v)


• Kankaisten Öljykasvit Oy (Virgino), 
rape seed oil (3+3v)


• Norrgård (3+2v): potato flakes


• Kiantama Oy: wild berries (IQF, NFC, 
concentrate, dried) (3+1v)


• Maustaja (3+1v): private label food 
stuffs (jams, ketchup, mustard etc)


• Keskisen Mylly: buckwheat (pasta, 
flour, flakes) (2v) 


• E. Boström Oy: muffins cakes (2v)


• Greenfinn’s: juices (2v)


• Makulaku Lakritsa (2v): liquorice 


• Laihian Mallas (2v): malt


• Nordic Koivu Oy: birch sap (2v)


• ViiniVerla Oy: liquor and berry wines 
(2v)


• Linkosuon Leipomo Oy: rye chips 
(1v) 


• Bioferme Oy: Yosa fermented oat 
yoghurt (1v)


• Sysmän Luomuherkut (1v) muesli 


• Koivulan Leipä (1v): dry rye bread 

Participating companies 2004 - 2012 





Organic Brown Pea Protein
❖ Brown Peas are a heirloom pea variety from Latvia and a 

national dish

❖ Peas fit well in the crop rotation of organic potato growers 
(clover, potato, peas, oats)

❖ Strong trend of plant based proteins 

❖ Native (raw) proteins still functional 

❖ More pea&protein products down the road 

❖ organicpeaprotein.eu 

http://organicpeaprotein.eu






Global Organic Market 
• Global market for organic food: 

US$ 80 billion in 2014


• Market growth 12% YOY / 5,2 x 
from 1999 to 2014  

• Europe and North America cover 
90% of the global revenue. USA 
43%, Europe 42%, Canada 4%

• Total 43,7 Mha certified organic 
agr. land (2014)


• Europe: 11,6 Mha 


• Asia: 3,6 Mha of which 1,9 Mha in 
China



Export: challenges and opportunities for success

• The organic market is a relatively 
mature and competitive market. 


• Huge range of organic products 
are already available. 


• Image: Organic should be Local 
(problem for import?). 


• High quality requirements 
including sustainability and 
ethical issues and naturalness 


• Private or legislative standards on 
different markets (EU reg. not 
always sufficient). 

• Megatrends drive organic market 
growth: Health, Food Safety, 
Sustainability, Ethics 


• >10% year-on-year growth


• Deficit of production in main 
market areas, production growth 
lower than market growth 


• High share of private label 


• Lack of affordable organic 
products.  



The drivers and new trends

❖ Health

❖ Ethics

❖ Environment 

❖ LOHAS

❖ lifestyle of health and sustainability

how serious is the consumer?



Is organic food healthy? 
A win for organic farming: The study brings together many scientific studies that look at the differences between organic 
and non-organic food and farming. An overwhelming win for organic farming, the research concludes that early studies 
have found a number of health benefits from organic food, including: 

1. Reduced risk of allergies in children  

2. Reduced likelihood of obesity in adults who ate organic food 

3. Dietary patterns of people who eat organic are associated with health and environmental benefits, such as reduced 
risk of type 2 diabetes and cardiovascular diseases, and reduced greenhouse gas emissions 

4. Reduced exposure to pesticides through food, which can reduce risk of negative effects to children’s cognitive 
development  

5. Reduced exposure to heavy metals like cadmium, which collects in high concentrations in artificial fertilisers and non-
organic soils   

6. Higher omega-3 fatty acids in milk and meat, thanks to higher grass, clover and forage content of animals’ diet 

7. Reduced risk of antibiotic resistance through organic farming practices, as organic animals are in some cases less 
likely to develop diseases related to intensive production  

8. Improved in-vitro development in offspring when animals were given organic feed, although the significance of findings 
for human health is unclear

http://www.europarl.europa.eu/RegData/etudes/STUD/2016/581922/EPRS_STU(2016)581922_EN.pdf

http://www.europarl.europa.eu/RegData/etudes/STUD/2016/581922/EPRS_STU(2016)581922_EN.pdf


Why organics

Johan Rockström 
Stockholm Resilience Centre 

http://www.stockholmresilience.org

http://www.stockholmresilience.org


New Words



‘The Wheel of Ecological Culture’ illustration by Patrick Jones 

http://theartistasfamily.blogspot.com.au/




The success factor:  
Sales orientation

• production 

• product 

• sales 

• consumer

• define the target group  

• define the image with which 
you can approach that target 
group  

• define the products  

• way of acting 4P



Kiitos!          Thank You! 

Organic Food Finland 

• Erkki Pöytäniemi 

• email: erkki@organic-finland.com

• Lähderinteentie 1, 09120 Karjalohja

• Puh. 050 5505225 


• www.organic-finland.com 

mailto:erkki@organic-finland.com
http://www.organic-finland.com/

