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One step ahead 
Our product range is like a magnet. All of our dialogues 
with customers, whether it occurs in our stores or via our 
Customer Service Department, show this to be the case. 
Our customer surveys clearly show that people’s general 
perceptions of Systembolaget have a lot to do with their 
specific perceptions of our product range.

This is not particularly surprising. After all, our product 
range is why people come to us. But this magnetism also 
poses a very real challenge. Although levels of customer 
satisfaction with our product range are high, it’s nowhere 
near as high as for the best-liked aspect of Systembolaget 
– our in-store staff.

Our customers’ expectations when it comes to our staff are 
pretty consistent. A customer who encounters a pleasant, 
knowledgeable individual who can help them answer the 
question of what to drink with their dinner, quickly and 
easily, is always going to be satisfied. But when it comes 
to the product range, it’s not quite that simple – this is 
our biggest challenge.

Some people want an abundance of red wine, while others 
want speciality beers. And some are very discerning – 
they want the drink that almost no one has ever heard of. 
We can’t give everyone exactly what they want, but we 
certainly do our best to satisfy as many as possible. This 
launch plan will hopefully move us one step ahead along 
the path to achieving that goal. 
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A society in which alcoholic
drinks can be enjoyed with due regard to health 

considerations so that no one is harmed.

O U R  V I S I O N

To sell responsibly, offering a high quality ser-
vice and providing information on the risks  

associated with alcohol.

O U R  M A N D A T E



Back in 1966, Bobby Kennedy noted that we live in inter-
esting times. Nothing much has changed in that respect. 
Yes, the world is a more stable place now than it was then, 
when the arms race and student riots filled the front pages. 
But we still have more unanswered questions today than 
we have been used to over the past few decades.

How will Brexit affect our trade with the UK, for example and 
what happens with the USA, if Donald Trump builds walls 
to shut out the outside world? And then there’s probably 
the biggest question mark of all for us – exchange rates. 
Because virtually every single one of our products has at 
least one foreign raw material in its ingredients list.

But there are other less dramatic but equally interesting 
changes in the world outside Systembolaget. Many of our 
customers are, for example, becoming increasingly well 
informed and are looking to see something unique and ex-
citing on our shelves. By which they don’t always mean the 
quality of the actual drink – they might be interested in a 
particular producer or production philosophy. Celebrity 
wines, natural wines, and vegan wines all have their loyal 
adherents nowadays, and there are undoubtedly more 
niches that our customers will look to see being filled in the 
years ahead.

2017 will see us start our review of the product range model 
we launched four years ago. The reason we are conducting 
a review of the product range model is not that it isn’t 
working. In fact our Customer Satisfaction Index has risen 
sharply since it was introduced. But as noted above, cus-
tomer demand is an ever-changing thing, and there is  
always scope for improvement. Which is why we will, in the 
months and years ahead, be inviting our suppliers to  
engage with us in discussions of how and what we can 
change to ensure our customers are even more satisfied. 
So if you have some ideas in this area, please don’t hesitate 
to contact one of our Category Managers and discuss 
the improvements you’d like to see.

The way we communicate with people and inspire them 
when it comes to our products goes hand in hand with our 
product range too. Simply having a good product range 
doesn’t cut it. Our customers must know that we do, and 
they must understand the differences between our differ-
ent drinks. Which is why, in 2016, we made major changes 
to the way we communicate when it comes to beer. The 
new beer styles introduced received an overwhelmingly 
positive reception from customers and the media alike. (, 
and) Therefore we will be continuing to provide informa-
tion on different beer styles in 2017.

It’s no great conceptual leap from how we communicate 
about beer to thinking about how we could take the same 
approach when it comes to wine. Many of our customers 
do appreciate the taste clocks and the breakdown into 
types, but what we lack is a simple, stylistic description 
that tells people more or less what to expect in the way of 
taste of the wine – in the same way as “IPA” does for beer, 
for example.

If you, as a supplier, have any ideas on how we can com-
municate in a way that is not only intuitive for wineconnois-
seurs, but is also reasonably easily grasped by the less well 
informed, then we’d love to hear from you.

Having “change” as the theme of this year’s Launch Plan is 
nothing new. That is, after all, the whole point of a launch 
plan and as usual, the 2018 edition offers plenty of innova-
tions that will mean changes on our shelves – at least for a 
while. I believe that our customers will not only find that 
these are interesting times at Systembolaget, but that 
we’ve put a far more positive slant on that than Bobby Ken-
nedy intended!

The Category Managers, p.p.

Ulf Sjödin MW
Group Manager, Product Range 
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Systembolaget monitors the outside world continuously 
in order to ensure that our range is adapted in line with 
current trends and changes in customer demand, we 
consequently monitor both overall changes in consump-
tion patterns and, more specifically, developments in 
customer demand. The macro trends – which is the overall 
changes in society in terms of demographics, geography, 
technology and the economy have an impact on the trends 
which, in turn, bring about changes in our customers’  
expectations and behaviour.

Demographics
The Swedish population is growing and continuing to age. 
There are now over 10 million people living in Sweden, 
and almost half of the population that is aged 20 or above 
is over 50 years of age, while almost 2 million are over 65 
years of age. There are, however, also almost 2.3 million 
Swedes who are under the age of 20 and who have grown 
up in a world with totally different communication and retail 
opportunities from those enjoyed by previous generations.

Living as a couple is common in Sweden, but unlike in 
the majority of other countries, just over one third of all 
households comprise single-person households with no 
children, and they hence continue to be the most common 
household type in Sweden.

Geography
We live in a world in which information, capital, goods, 
services and people are moving with increasing ease be-
tween one country and another. This trend means that 
things that happen outside of our national borders impact 
us more quickly than ever before, whether we are talking 
about news, products, services or entertainment. We are 
also seeing a parallel relocation of people from rural areas 
to towns and cities. Built-up areas in Sweden are now home 
to 8.6 million people and one third of the population live 
in the country’s nine biggest cities. The immigration that 
we have seen in recent years has also contributed to the 
fact that population growth is now spread across most of 
Sweden, with 271 of Sweden’s 290 municipalities experi-
encing population increases in 2016.

Technology
Over 90 per cent of the population now uses the Internet, 
with three out of every four doing so via a smart phone, and 
two thirds using it every day. The emergence of smart 
phones has affected the behaviour of many people in that 
wherever they may be, they can now either prepare for a 
purchase or even make one. This has, in turn, increased 
people’s expectations when it comes to interactions with 
retailers, whatever the channel they choose at the time 
in question. A massive behavioural change of this nature 

makes it even more important than ever before that we base 
our retail operations on what actually generates value for 
many people, and that we base this on genuine know-how.

Retail
Time pressure and must-do’s are an increasingly commonly 
element of people’s lives nowadays, and many of the 
trends in retail involve a range of solutions designed to 
make people’s lives easier. Some involve e-commerce, 
where the companies’ offerings are developed through 
more flexible payment solutions and greater freedom of 
choice when it comes to modes of delivery. The percentage 
of food purchased via the Internet is still very low, but 
now that several of the larger retail chains are investing 
seriously in this area, this share will probably increase. 
Even in the physical retail sector, which still accounts for 
over 90 per cent of sales, retailers are working to make 
life easier and smoother for their customers by expanding 
their network of stores, and offering shop-in-shop solutions 
and new services.

Economy
The Swedish economy is performing relatively strongly, 
but the international economic climate has resulted in a 
degree of uncertainty about the future. Private and public 
sector consumption have been maintained in recent 
years by means of an expansive financial policy and low 
interest rates and the Riksbank has announced that repo 
rates will continue at historically low levels until 2018.

Low interest rates, low inflation, high levels of saving, and 
improvements in the labour market are laying the founda-
tions for continued high levels of private consumption. 
Changes in deduction entitlements, tax increases, and the 
impact of the international economic climate may, however, 
affect both people’s ability and their desire to consume.

TRENDS
It is clear that several of this year’s trends are actually an 
extension of those in previous years, some have become 
stronger, while others have levelled off. Several of the 
trends have become interlinked and been boosted by each 
other, and should be regarded a single trend, rather than 
individual phenomena. We focus on driving forces and 
trends that affect Sweden and Swedes, although several 
of them are also prevalent elsewhere in the world.

Convenience
Time pressure and the need to constantly juggle commit-
ments are a common aspect of everyday living nowadays 
for many people. As a result, more and more people are 
looking for the sort of services that can make their lives 
easier, that free up valuable time – time that can be used 
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to do something they really want to do. It might be anything 
from the ability to order groceries on line for delivery to 
their homes or collection in store, employing domestic 
services, and eating out or ordering takeaway food, to a 
veritable smorgasbord of films, TV series and sports via 
services which allow people to watch wherever and 
whenever they want.

Guidance
As product ranges grow, as options increases, as media 
noise becomes louder, and we are confronted with more 
and more complex offerings, so our need for guidance 
increases. This is where interactions become critical.
Customers do not want to feel like a face in crowd: they 
want to be seen, to have a personal interaction and to have 
easy access to guidance whenever and wherever they 
need it. Personal interaction is what people want most, 
but definitions of what constitutes a personal interaction is 
now gradually changing in line with the increased use of 
digital interfaces. The key here is to come up with ways of 
making the interaction personal, even when not dealing 
with someone face to face.

Accessibility
The increasing use of digital technology is creating new 
opportunities to reach out to people. More and more 
companies are investing in interacting with their customers 
via a combination of physical and digital interfaces. The 
Internet never closes, and even if there are restrictions 
on when the goods can be delivered, the ecommerce 
channel is perceived as being open 24/7, and this, coupled 
with the fact that much of the retail sector has expanded 
its opening hours, not least in large shopping malls, has 
resulted in a gradual change in customers’ expectations 
of accessibility.

Health
The health trend is, admittedly, strong, but it is also dual-
istic. Half of the adult population say that they exercise at 
least once a week, while one third state that they exercise, 
at a maximum, a few times a year. Entries to competitions 
that form part of classic Swedish sporting events are 
breaking new records, and books on health and well-being 
top the bestseller lists, at the same time as we are becom-
ing ever heavier, and almost half of all Swedes nowadays 
are overweight. Total alcohol consumption levels have 
remained relatively stable in recent years, but according 
to CAN (the Swedish Council for Information on Alcohol 
and Other Drugs), almost 450,000 people in Sweden either 
abuse or are addicted to alcohol – which can harm both 
them and the people around them.

Pleasure
The pleasure-seeking trend is continuing and many people 
are keen to treat themselves to something that makes 
them feel good, whether it is time spent alone with a book, 
an experience in the form of a trip somewhere, or a good 

meal. Whether the things to which they treat themselves 
are something locally produced, exotic, exclusive, new 
or “hot” is a matter of opportunity, taste and preference. 
The pleasure trend is apparent from the fact that the 
pricing segment showing the fastest growth over the 
past three years, according to the Swedish Food Federation 
members, is in the premium ranges.

Belonging
Many people view their consumption and their consumer 
behaviour as a means of creating or strengthening an 
identity and a sense of belonging. They want to show 
who they are by the things with which they fill their lives, e.g. 
via social media. Food and drink habits are one method 
they use. Their choices are a means of demonstrating that 
they are active and health-conscious, that they appreciate 
local things, that they are gourmands who yearn for exclu-
sivity, or that they are part of the growing group of people 
who want to live pleasurable, healthy and exciting lives, 
but not at someone else’s expense.

Sustainability
In a world that is perceived as increasingly complex, in 
which we are exposed on a daily basis to a seemingly 
endless number of messages and variety of choices, more 
and more people are looking for something local, some-
thing pure and genuine. Demand for locally produced food 
and drink is increasing, as is the case for products with 
local roots or which clearly signal where and how they were 
produced. Discussions of food quality and sustainability, 
both in the media and everyday life, have helped bring 
about an explosive increase in demand for organic food-
stuffs. And as a result, Swedish and Danish consumers now 
buy more organic produce than anyone else.

Transparency
“Something somebody doesn’t want printed,” is a classic 
definition of news. The increased use of new technology 
has resulted in news spreading more quickly, not least 
through social media. Companies are subjected to ever 
more rapid and stringent examination and the increase in 
corporate transparency is offering consumers greater 
potential for “voting with their wallets”. As a result, it is be-
coming increasingly important that companies, authorities 
and organisations act both responsibly and as role models.

Meaningfulness
Finally, it should be noted that more and more people – 
both customers and employees – are placing greater im-
portance on companies’ operations being fundamentally 
based on sound values. There is a desire not just to make 
money but to be part of building a better world. As part of 
the desire to live up to people’s expectations, therefore, 
we are now seeing a shift from measuring success purely 
in monetary terms to beginning to measure success in 
terms of the positive influence a company has on people 
and the environment. 
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Our customers

It is vital, if we are to keep up with our customers’ changing 
requirements and behavioural patterns, that we monitor not 
only overall trends and development in customer demand, 
but that we also understand why their consumption pat-
terns are changing and their responses to new ideas and 
new solutions. We do this in a variety of different ways:

• Our Customer Satisfaction Index, CSI, comprises 
interviews with over 32,000 customers recruited in 
all of our stores on three separate occasions every 
year. CSI has enabled us to track the way our customers 
see Systembolaget and specific elements of our offer-
ing since 2001, both at an overall level and broken 
down into customer groups and different geographical 
areas, for example. The survey is conducted in collab-
oration with the CFI Group.

• Separate quantitative studies, in which we monitor our 
customers’ perceptions of their interaction with us, 
whether in store, via digital interfaces, our customer 
services department, our agents, or our communica-
tion. We also monitor their perceptions of different 
aspects of our offering, our sustainability work, and 
our services, such as the available-for-order service 
and drinks auctions.

• Qualitative studies, where we examine specific issues 
in greater depth. These studies give us, amongst other 
things, hypotheses on customers’ current attitudes, 
values, needs and know-how, that we can then test 
quantitatively. We also use these as part of an iterative 
process designed to obtain customers’ reactions to 
ideas, proposed solutions in the context of a specific 
project. The customers’ feedback can be used both 
to develop the solutions in question and to give rise to 
new ideas, generate hypotheses, and/or issues that 
can be highlighted at a later stage in the development 
work.

• Trials of new solutions in physical and/or digital envi-
ronments that enable us to see quickly how our cus-
tomers react. These reactions then form the basis for 
future development work. The insights gained from 
these projects are now undergoing full-scale trials in 
our pilot stores in Gränby and Sickla (new layout, 
advice, communication, collection of products or-
dered, etc.) but they have also formed part of our 
work in such areas as the new categorisation of beer, 
the next stage in the development of our customer 
interaction, the development of our agent opera-
tions, and the ongoing development of our availa-
ble-for-order service and our digital interfaces.

• A survey in which a representative sample of 3,000 men 
and women aged between 18 and 74 are interviewed 
has been conducted annually since 2013. The aim of 
the survey is to track the development in the way our 
customers see Systembolaget, aspects of our work, 
and their attitudes to the role of alcohol in society. 
The survey is conducted in collaboration with YouGov.

• Systembolaget’s subsidiary company, IQ, has, since 
2010, conducted an annual survey – the Alcohol Index 
– of a representative selection of 2,000 men and 
women aged 16 and above. The Alcohol Index gives 
us a combined measurement of people’s attitudes to 
alcohol in different situations. The survey is conducted 
in collaboration with Novus.

In 2013, as part of the source data used to develop various 
aspects of our offering, Systembolaget implemented a 
customer segmentation which helps us track development 
in discrete customer groups. The segmentation is contin-
uously updated and comprises seven different customer 
groups and one group that consumes no alcohol at all, 
comprising around 12 per cent of the adult population.

2016 CUSTOMER SATISFACTION INDEX
As noted above, we have been monitoring levels of cus-
tomer satisfaction since 2001, producing, amongst other 
things, our CSI (Customer Satisfaction Index) key perfor-
mance indicator. Data for the CSI is collected in all of our 
stores, three times a year, and a total of 32,410 interviews 
were conducted in 2016. The customers are recruited ran-
domly in the stores and the questionnaire covers issues in 
a range of quality areas such as range and selection, the 
In-store experience, Attitudes towards Systembolaget’s 
social responsibility, and the Staff-customer interaction 
and staff expertise.
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SUMMARY OF THE 2016 CSI
Systembolaget’s customers have never been more satis-
fied and the CSI rose to a new record high index figure of 
84.1. Two of the three areas with the biggest influence on 
CSI trends – Store staff ratings (91) and Range and selection 
(80) – remained more or less on a par with levels last year, 
while Attitudes to Systembolaget’s social responsibility 
(81) improved slightly. Analyses of the results also show 
that Range and selection are one of the quality areas with 
the greatest potential for further boosting the overall CSI 
rating.

RANGE AND SELECTION
The CSI for Range and selection performed very strongly 
last year, but the rising trend has levelled off during the 
year. Customers still perceive the range as being charac-
terised by high quality (88), but the sub-categories have 
not changed substantially over the year, other than with 
regard to the very positive performance by Organic 
products (79) and Ethically labelled products (76). Spir-
its (81), Red wine (81) and White wine (81) are still, along 
with Alcohol-free (81), the categories that are most widely 
perceived as meeting customers’ requirements, while 
satisfaction with Other wines (80), Cider and mixed 
drinks (79) and Beer (78) are slightly lower.

Historically speaking, Systembolaget has found persuad-
ing customers that the new products selection meets 
their requirements challenging. A new way of launching 
new products was introduced in 2014 and this may have 
played a part in the CSI for this category rising by one 
point to 74 and continuing to rise in 2016 (76).

And finally, it is worth noting that the index for the Value 
for money area – which is one of the areas with the least 
impact on CSI – increased by one point from 2015 (75).
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Our offering 

Systembolaget is mandated by the state to sell spirits, wine 
and strong beer responsibly through its retail monopoly, to 
provide a high quality service, and to provide information 
on the harmful effects of alcohol.

Our customers come to Systembolaget to buy alcoholic 
drinks and our range is, therefore, a key component of our 
offering. But the way in which our customers perceive our 
range is influenced, to a very considerable extent, by the 
store’s look and layout, by the digital interaction sites, by 
the way we communicate in relation to the products, and 
by the personnel who interact with the customers. All of 
these factors affect our offering to our customers.

We develop our offering, in line with our mandate and with 
the goal of increasing customer satisfaction. Events in the 
outside world naturally affect how we make our selection 
and improve our range in the future. We will be continuing 
our efforts to extend the new store concept to existing 
stores in 2017. The Beer offering will continue to receive 
additional focus, and another item on our agenda is the 
challenges posed by ongoing digitalisation.

SEAMLESS OFFERING
We are becoming increasingly good at using digital units, 
and our e-commerce is continuing to grow. Retail sector 
developments result, by and large, in increases in customer 
expectations and impose new demands on convenience 
and accessibility in the interactions with Systembolaget too.

We will continue to develop our digital channels in order to 
improve the customer experience, with a heavy focus on the 
presentation of our range. Additional digital elements are 
now also being incorporated into the new store concept, 
making it easier for customers to view our entire range.

Many customers still have low levels of familiarity with 
our available-for-order offering, but overall, more and 
more use is being made of this service. The current offering 
has developed over an extended period of time and we will, 
in future, develop our offering on the basis of customers’ 
expectations and needs.

NEW STORE CONCEPT
We have now, after trials and evaluation in our pilot stores, 
launched a new store concept that emphasises expertise, 
consideration and inspiration, without increasing sales of 
alcohol. The concept is characterised by efforts both to 
convey more expertise and to make it easier for customers 
to find what they are looking for in our range.

We have already made some progress in implementing the 
new concept within our store network. All of our stores 
were given a new colour scheme and layout, and more 
people providing expert advice in 2016, and the next stage 
will involve the roll out of new concept-bearing décor. New 
stores will, of course, be built completely in accordance 
with the new concept.
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How are the new beer styles going?
“Very well! It’s almost a year now since we divided all of our 
beers up into 60 different beer styles that are searchable 
online and identified on the shelf labels in store.

“We’ve conducted an initial follow-up survey and the  
responses were very positive, both from our online  
customers and from our employees who find it helpful 
during their interaction with customers.

“Online customers who visit pages with editorial content 
on the beer styles spend an average of around 7 minutes 
there, which is much longer than the average visit time. 
Our customers have also rated the content very highly, 
but user tests have shown that actually finding the edito-
rial texts can be difficult.”

SO WHAT HAPPENS NOW?
“Our beer voyage has only just begun! The way I see it, 
we’ve now laid the foundations for our beer-related com-
munication and we have the system support we need to 
keep the beer styles updated. Basically, we have a good 
platform to work from. What can really focus on now is 
starting to develop our beer-related communication and 
methodology.”

IN-STORE TESTS
“One thing we have noticed is that the in-store informa-
tion still isn’t clear enough – it’s still difficult for people to 
find what they want. So we’re trialling grouping the beer 
styles at level 3, that is all the IPAs together, all the Czech-
style beers together, and so on. The aim is 1) to help the 
customers find the beers in the same place and to find 
similar alternatives, and 2) to make it easier for our in-
store employees to recommend alternatives and deliver 
a better customer interaction. We’re trialling the new 
placements at Kungsholmstorg in Stockholm and Karl 
Johans gatan in Gothenburg. Check it out, if you can, and 
tell us what you think about the new placement!

“We’re also, in addition to trialling new in-store placement, 
continuing our internal staff training programmes, and 
will be highlighting the beer styles in a 
variety of ways on our website during 
the year.”

Märta Kuylenstierna
Category Manager
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Our range is the heart of our offering, and we must be able 
to offer every customer in Sweden a range that meets their 
needs. We do this be offering a range that is both broad and 
deep. There are, of course, physical limits on the amount 
of items that can be held in stock in our stores, but the 
entire range is available-for-order via systembolaget.se. 
Customers can also order drinks for collection from an 
agent and, in some areas, we also offer home delivery.

Our range is characterised by quality and we build it in a 
brand-neutral, non-discriminatory, and transparent way. 
Our goal is to work hand in hand with our suppliers to con-
tinue developing a range that increases customer satisfac-
tion, that helps reduce the harmful effects of alcohol, and 
that results in an impressive customer interaction.

Systembolaget’s range strategy is an internal steering 
document that governs our work with the range. The range 
strategy, which is revised annually, defines guidelines, 
goals and activities for the entire range and which shall 
enable us to create a range that meets as many customer 
needs as possible but which is also influenced by the way 
we want our offering to be developed in relation to our 
overall strategy.

We are laying extra focus on continuing to secure both a 
broad and a deep beer offering, and, at the same time, 

providing scope for beer in our communication. We will 
continue to work on the basis of the new beer styles, 
which not only gives us new communicative opportunities, 
but also makes new demands on the expertise of our in-
store personnel.

Sustainability is important to us with regard both to our 
mandate and to our customers’ expectations. We will 
continue to develop and expand the range of organic and 
ethically certified products and the increasing percentage 
of lighter weight glass bottles and low environmental  
impact packaging types will, furthermore, help ensure a 
more sustainable product range. We want to enable our 
customers to make more informed choices in connection 
with their alcohol consumption and to offer alternatives 
such as low alcohol drinks, smaller packaging and half 
bottles, and alcohol-free drinks for those who are either 
unable or unwilling to drink alcohol.

THREE TYPES OF PRODUCT RANGE
Systembolaget’s product range is divided into three differ-
ent sections, each of which has different terms and pre-
conditions, namely the Fixed range, the Available-for-order 
range, and the Temporary range.

Our product range
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Product range 
shift 1/9

C A L C U L A T I O N
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Product range 
shift 1/6

Product range 
shift  1/3

Product range 
shift 1/12

C A L C U L A T I O N
O F  P O I N T S
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New item
1/3

New item
1/9

New item
1/121/6

New item

Timeline for new items (non-organic/ethical) in the fixed range.
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Fixed range
The fixed range shall satisfy the demands of the majority of 
Systembolaget’s customers and account for the majority 
of Systembolaget’s sales. The range composition offers 
security, continuity and a long-term approach, and also 
ensures both breadth and depth. The allocation of the 
product range to every single store is carried out in a 
brand-neutral way and is based on customer demand. 
The range’s six different mixes enable Systembolaget to 
ensure that every individual store meets this objective. 
The fixed range is renewed four times a year, in March, 
June, September and December.

Available-for-order range
The available-for-order range includes items that can be 
ordered from the drinks suppliers’ stocks. The items can 
be ordered in stores, from agents, and from our website 
– systembolaget.se. Items in the available-for-order range 
that prove to be very popular with the customers may 
qualify for the fixed range.

Tenders for the available-for-order range are submitted on 
a rolling basis and new products are released every month.

TEMPORARY RANGE
Temporary range – Exclusive
The items in the Temporary range – Exclusive (TSE) are 
primarily aimed at customers with a substantial interest 
in new items. The range comprises products with very 
limited availability and which are in a relatively high price 
bracket. The items are bought in via rolling requests for 
tender without blind tasting as agreed with the respective 
purchasers. The purchasers make the selection based 
on the needs of the range, customer demand, and the 
product’s reputation.

The stores that carry the exclusive range are selected on the 
basis of customer demand in the respective categories. 
This ensures that there are some stores that are only allo-
cated beer, and others that only carry spirits or wines. 
Customers can identify the exclusive range in our stores 
by means of the Limited consignment label. The items 
can also be ordered via our website. The most exclusive 
products of all are not kept in stock at any of our stores 
and are only available for reservation via systembolaget.se 
– so-called “online launches”.

Temporary range – Seasonal
The items in the Temporary Range – Seasonal (TSS) com-
prises the items that are available for a very limited period 
of time because these products are linked to a particular 
festive season or tradition. We carry them for the duration 
of the season and if customer demand is high, they may 
return the following year. Examples include seasonal beer 
for Easter and Christmas, Oktoberfest beer and mulled 
wine.

Temporary range – Local and Small-scale
The items in the Temporary range – Local and Small-
scale (TSLS) are craft products and are carried in up to 10 
stores within a radius of 150 km of the producer. The items 
are available in limited volumes and can also, depending 
on availability, be ordered from the systembolaget.se 
website.

A Private import service is offered for customers who  
require help with ordering an item not listed in any of 
Systembolaget’s regular ranges.

A P R M A Y J U N J U L A U G S E P O C T N O V D E C O C T N O V D E CJ A N F E B M A R A P RM A R M A Y J U N J U L A U G S E P

New item
1/3

New item
1/6

New item
1/9

New item
1/12

Product range 
shift 1/12

C A L C U L A T I O N
O F  P O I N T S

C A L C U L A T I O N
O F  P O I N T S

C A L C U L A T I O N
O F  P O I N T S

Product range 
shift 1/9

Product range 
shift 1/6

Product range 
shift  1/3

C A L C U L A T I O N
O F  P O I N T S

Timeline for organic/ethical new items in the fixed range.
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ROLES
We have divided the range into different product range roles 
in order to ensure that we meet our customers’ require-
ments. The roles are Profile, Cutting Edge, Volume, Service 
and Seasonal. The strategies for the product categories in 
general are complemented by a variety of strategies for 
the respective roles, and the product range’s structure, 
launch level and product placement will, for example, be 
adapted in line with the segments’ respective roles.

Volume product range role
The Volume product role represents the majority of System-
bolaget’s sales, in terms of both number of litres and value. 
Most of our customers buy from the volume role, and the 
quality/price ratio is the most important parameter for 
them. Systembolaget wishes, therefore, to offer a wide 
Volume range that is perceived as offering value for money. 
The Volume product range role includes pale lager in 
cans, wines costing from SEK 0 to SEK 79, and white spirits. 
In this product range role, we endeavour to include as many 
flavour types as possible and focus strongly on responsi-
bility issues, in that it is not possible to make a positive 
impact if parts of our biggest volume range are not ethically 
certified or organic.

Profile product range role
The Profile product range role shall represent both breadth 
and depth, and the customer should perceive it as both 
inspirational and responsible. The range should also en-
courage customers who want to learn more about our 
products and this is an area in which we are keen to show 
off different manufacturing methods, raw materials, and 
the importance of countries of origin to the drinks’ flavour 
profiles. The Profile product range role includes ale, pale 
lager in bottles, malt whiskies, and wine priced between 
SEK 80 and SEK 120. We are looking for both breadth and 
depth in the Profile product range role and it is in this 
role that we usually launch the unusual countries of origin 
and the uncommon flavour profiles, but also where we 
launch the famous grape types from the world’s best-
known wine-producing areas.

Cutting edge product range role
We offer a Cutting Edge range to satisfy the most demand-
ing customers. This role shall generate depth and primarily 

represent classic and recognised countries or regions of 
origin and product types. The Cutting Edge product range 
role also includes the exclusive ranges of beer, spirits and 
wines that are renewed continuously through frequent 
launches of small, limited offerings on systembolaget.se 
and in selected stores. The vast majority of our launches 
occur within the Cutting Edge product range role. The 
Cutting Edge product range role is the narrowest of our 
roles and one where the focus is on expertise and depth, 
rather than on breadth.

Service product range role
The categories within the Service product role ensure that 
our customers are offered a wide selection of products in 
relatively low demand. This means that the range is, in most 
cases, narrow and shallow. The segments within the Service 
product range role are, at the same time, very important 
to those customers who want them and the demand for 
breadth is considerable in that the drinks included in this 
role are usually difficult to replace with other items. We 
will continue to have a low launch level in this role.

Seasonal product range role
The Seasonal product range role is designed to ensure that 
Systembolaget can offer its customers an up-to-date and 
seasonally adjusted range of products. The range shall be 
broad, and shall generate a sense of topicality and inspira-
tion in stores.

RANGE AVAILABILITY
Systembolaget has a nationwide retail network comprising 
approximately 430 stores and just under 500 agents. The 
entire range can, furthermore, be ordered via system-
bolaget.se for delivery to stores, and in some areas, for 
home delivery.

Product range distribution
Our product range is based on individual stores’ customer 
demand in order to ensure that we provide the right 
products for the right customers. There are six different 
store groupings with similar demand in the stores in each 
of the respective groups. Each store grouping receives a 
product range mix tailored to customer demand in these 
specific stores, irrespective of the size of the store or its 
geographic location. The product range mixes differ with 
regard to composition in terms both of volume, profile 
and cutting edge products, and of the number of wine, 
spirits and beer categories. Each store grouping contains 
different sized stores. The smaller stores will receive fewer 
items than the larger ones, but the product range mix is 
the same.

R A N G E S  I N C L U D E D  
I N  R A N K I N G :

Fixed range

Available-for-order
range

R A N G E S  N O T  I N C L U D E D  
I N  R A N K I N G :

Temporary range
Exclusive/TRE

Seasonal/TRS

Local and small scale/TRLS
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Product range mix 1

The customers who shop in store grouping 1 outlets  
demand more beer than the average, and wine is mainly 
sold in boxes and tetra packaging. The product range mix 
comprises all product groups and product range roles, 
but emphasises beer and the product range role, volume. 
Approximately 130 stores receive Product range mix 1 and 
they account for just under 20 per cent of Systembolaget’s 
sales. The stores are largely small or medium-sized ones 
and are located in smaller towns nationwide such as Vim-
merby, Bromölla, and Söderhamn. Some of the suburbs of 
Stockholm and Gothenburg are also represented in this 
grouping, as are a number of stores on the Norwegian 
border.

Product range mix 2

The customers who shop in store grouping 2 outlets have 
an average demand for wine, spirits and beer. The 160 or 
so stores with this product range mix account for 45 per 
cent of Systembolaget’s sales. The stores are located in 
small and medium-sized towns and in the suburbs of 
Stockholm and Gothenburg, and the majority of these 
stores are in the southern and central areas of Sweden. 
Jakobsberg, A6 in Jönköping and Ronneby and Hudiksvall 
are all examples of this type of store.

Product range mix 3

The customers at outlets in store grouping 3 buy more wine 
than customers in the average stores. Here too, boxed or 
tetra-packaged wines account for a significant percentage 
of sales, along with wine in the lower price brackets. Just 
under 40 stores have this product range mix and they 
account for just over 10 per cent Systembolaget’s sales. 
The stores are located in Skåne, along the west coast, 
and in the areas around Stockholm. Vallentuna, Varberg 
and Ystad are all examples of this type of store.

Product range mix 4

The product range mix contains an average breakdown of 
beer, wine and spirits, with the emphasis on items from 
ranges that are part of the Profile and Cutting Edge Product 
range roles. The customers in these stores buy more speci-
ality beers, champagne, other sparkling wines and bottled 
wine, irrespective of price band. Just under 20 stores have 
product range mix 4 and they account for 7 per cent of 
Systembolaget’s sales. The stores are primarily located 
in larger towns and some medium-sized ones. Rotebro in 
Stockholm, Karl Johansgatan in Gothenburg, and Åre are 
all examples of this type of store.

W I N E

Profile/Cutting edge

S P I R I T S

 Profile/
Cutting edge

B E E R

 Profile/
Cutting edge

W I N E

Volume/Service

S P I R I T S

 Volume/
Service

B E E R

 Volume/
Service

S P I R I T S

 Profile/
Cutting edge

B E E R

 Profile/
Cutting edge

W I N E

 Profile/Cutting edge

W I N E

 Volume/Service

S P I R I T S

 Volume/
Service

B E E R

 Volume/
Service

S P I R I T S

 Profile/
Cutting edge

B E E R

 Profile/
Cutting 

edge

W I N E

Profile/Cutting edge

W I N E

Volume/Service

S P I R I T S

 Volume/
Service

B E E R

 Volume/
Service

S P I R I T S

 Profile/
Cutting edge

B E E R

 Profile/
Cutting edge

W I N E

Profile/Cutting edge

W I N E

Volume/Service

S P I R I T S

 Volume/
Service

B E E R

 Volume/
Service
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Product range mix 5

Demand for wine is higher amongst customers in store 
grouping 5 outlets than in the average store and the 
product range mix satisfies customer demand for more 
expensive and more exclusive items. Demand for prod-
ucts from segments in the Product range roles Profile 
and Cutting Edge is high, and the customers buy more 
than the average amount of champagne, other sparkling 
wines and bottled wine priced at over SEK 80. Demand 
for beer is lower than average but higher in the speciality 
beer and pale bottled beer segments. The product range 
mix can be found in just over 70 stores that account for 
just under 20 per cent of sales. The stores are located in 
and around Stockholm, Malmö and Gothenburg, but can 
also be found in smaller towns in southern Sweden. Nova 
in Lund, Hansacompagniet in Malmö and Grebbestad 
are all examples of this type of store.

Product range mix 6

Our two food halls in Stockholm have product range mix 
6 and their customers buy wine, first and foremost. The 
stores are in a setting in which food is sold and breadth is 
consequently important in order to be able to offer drinks 
to go with all types of food. The special circumstances 
generated by very small stores with over the counter 
sales also affect the composition of the range. The spirits 
sold are, by and large, exclusive.

The stores’ locally popular range
In addition to the range determined by the product range 
mixes, every store also carries a local range that is unique 
to each individual store. These items are chosen to com-
plement and broaden the store’s range in light of local 
demand.

S P I R I T S

 Profile/
Cutting edge

B E E R

 Profile/
Cutting 

edge

W I N E

Profile/Cutting edge

W I N E

Volume/Service

S P I R I T S

 Volume/
Service

B E E R

 Volume/
Service

W I N E

Profile/Cutting edge

W I N E

Volume/Service
S P I R I TS

 Volume/
Service

B E E R

 Volume/
Service

B E E R

 Profile/
Cutting 

edge

S P I R I TS

 Profile/
Cutting 

edge

A B C D E

The product range mix is adapted in line with the size of the store.  
Smaller store = fewer items. We call the smallest store size “A” and the largest, “E”.
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Product range changes
Systembolaget has four product range changes per year 
in the stores: on 1st March, 1st June, 1st September and 
1st December. The category managers draw up a product 
range mix plan for every store group ahead of each 
change. The product range mix plan is designed to meet 
customer demand and support Systembolaget’s strategy. 
It describes the number of items in each segment to be 
carried in a given store grouping and store size. The new 
range is based on an evaluation of sales that includes all 
items from the fixed range and the available-for-order 
range. New items in the fixed product range are also 
launched in conjunction with every product range change.

Evaluation
The evaluations for items in the fixed range and the avail-
able-for order range are based on the volume of sales for 
the item and on Systembolaget’s trading margin. All items 
are also assigned a volume correction and a weighting 
factor for market coverage that yields the item’s points 
total. A ranking list per segment is then drawn up, compar-
ing items in the same segment with one another. The item 
with the highest points total receives the most wide-
spread distribution within that segment. Product range 
mixes 1–3 and 4–6 are evaluated separately, resulting in 
two ranking lists per segment. This breakdown improves 
our ability to meet differences in customer demand within 
the various store groupings. 

Why are red wine sales declining?
Red wine still accounts for the biggest share of our wine 
sales. The fact that red wine sales are declining can largely 
be attributed to the increase in sales in other categories. 
Another reason in that the total volume of red wine sales 
has decreased slightly in recent years and this is, in turn, 
primarily due to a reduction in the percentage of sales of 
boxed red wine. Sales of bottled red wine have remained 
constant in terms of volume, but there has been a clear 
shift from cheaper to more expensive bottled wines. We 
are meeting this interest in increasingly expensive bottled 
wines with numerous bottled launches, including many 
from less well-known countries of origin in the old world 
and quite a few more expensive bottles from the new 
world.

HOW DO RED WINE SALES BREAK DOWN BETWEEN 
THE OLD AND THE NEW WORLD?
European red wines are seeing an increase in their share 
of total red wine sales, rising by ca. 1.5 percentage points 
between 2015 and 2016. There are probably a number of 
reasons for this, not least the premiumisation trend with 
more expensive bottled wines, and the fact that the classic 
wine-producing countries – France, Italy and Spain – 
have a broad range of wines of offer here. Another probably 
reason is the sharp increase in demand for organic 
wines, with major countries of origin 
such as South Africa, Australia and the 
USA currently unable to supply signifi-
cant quantities of organic wine. 

Gad Pettersson
Category Manager
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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 (80–119)
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
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  
>2l (0–66.6 SEK/l)
Red wine box  
>2l (66.7–99.9 SEK/l)
Red wine box >2l (100–..SEK/l)
Red wine box  
1.5–2l (0–99.9 SEK/l)
Red wine box  
1.5–2l (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 >2l  
(0–66.6 SEK/L)
White wine box >2l  
(66.7–99.9 SEK/L)
White wine box >2l  
(100–..SEK/L)
White wine box 1.5–2l  
(0–99.9 SEK/L)
White wine box 1.5–2l  
(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
Rosé bottle at least 50 cl
Rosé (0–79)
Rosé (80–99)
Rosé (100–..)

Rosé carton at least 50 cl
Rosé box >2l (0–66.6 SEK/l)
Rosé box >2l (66.7–..SEK/l)
Rosé box 1.5–2l
Rosé not box or bottle 

Rosé small packaging
Rosé small bottles

APÉRITIF AND DESSERT
Apéritif
Sherry/Montilla
Extra dry Vermouth
Vermouth
Apéritif
Sake
Dry fruit wine
Other wine, segment

Dessert
Sweet white wine
Sweet white wine small bottles
Red port
White port
Sweet sherry/Montilla
Madeira
Flavoured 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  
750ml > = SEK 49
Dry/medium-dry cider can

Sweet cider & mixed drinks
Medium-sweet/sweet cider 
bottle
Medium-sweet/sweet cider can
Mixed drinks
Cider other packaging

Seasonal cider & mixed drinks
Christmas cider & mixed drinks

SPECIAL 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
Other beer
Other ale/porter/stout
Beer bottle 750ml > = SEK 49
Spontaneous fermentation beer

Seasonal beer
Easter
Oktoberfest
Christmas beer lager
Christmas beer special beer

LAGER
Pale lager
Lager can  
<= 355ml (<6.0%)< SEK 17
Lager can  
<= 355ml (<6.0%)>= SEK 17
Lager can > 355ml (<6.0%)
Lager extra strong can (6.0%-..)
Lager btl <=355ml & 
<17/>355ml & <20 (<6.0%)
Lager btl <=355ml & 
>=17/>355ml & >=20 (<6.0%)

Dark lager
Dark lager can
Dark lager bottle

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

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

Unspiced distilled spirits
Unspiced distilled spirits
Unspiced distilled 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

Anise
Anise

Ready-mixed drinks
Ready-mixed drinks

Beer, cider & mixed drinks

Spirits
LIQUEUR

Chocolate, coffee & nut liqueur
Chocolate, coffee & nut liqueur

Cream & egg liqueur
Cream & egg liqueur

Fruit & berry liqueur
Fruit & berry liqueur

Swedish punch
Swedish punch

Other liqueur
Other liqueurs
Other liqueurs small bottles

SCHNAPPS

Spiced distilled spirits
Spiced distilled spirits
Spiced distilled spirits small 
bottles

SEASONAL SPIRITS

Seasonal spirits
Christmas spirits
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Alcohol-free
Alcohol-free wine
Alcohol-free beer, cider  
& mixed drinks
Must
Alcohol-free other

Alcohol-free
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Sustainability

Limit the harmful 
effects of alcohol

O U R  P U R P O S E

S U S T A I N A B L E  
S U P P L Y  C H A I N

S U S T A I N A B L E  
C H O I C E S  F O R  T H E  

C U S T O M E R

S U S T A I N A B L E
O P E R A T I O N S

Inclusiveness

Resource-smart 
operations

Know-how, 
responsibility 
and awareness

Alcohol 
information

Decent 
working 

conditions

Environmental 
improve-

ments

Informed 
choice

Research

Business ethics 
and anti-

corruption

Our customers expect us to take responsibility for the prod-
ucts we sell and for everyone affected by our operations. 
Parliament and the Government also impose stringent 
demands on state-owned companies and expect them to 
act as a role model in the context of their sustainability work. 
In 2014, Systembolaget introduced a new sustainability 
strategy that covers the period until 2020. The strategy 
comprises our mandate, working conditions, human 
rights, the environment, anti-corruption work, and equal 
opportunities.

SUSTAINABILITY STRATEGY
Systembolaget exists in order to help reduce the harmful 
effects of alcohol, but we don’t just care about the health 
of our customers and their friends and family – we are also 
keen to take responsibility for and to promote decent 
conditions for both people and the environment through-
out the chain. Our sustainability strategy is based on our 
mandate – to reduce the harmful effects of alcohol – and 
comprises three primary areas.

SUSTAINABLE CHOICES FOR THE CUSTOMER
We aim to create awareness on the part of the customer of 
the risks associated with alcohol and to offer research- 
based expertise, information and inspiration that enables 
the customer to make informed choices on everything 
from lower alcohol content beverages and climate-friendly 
packaging, to organic or ethically certified products.

SUSTAINABLE SUPPLY CHAIN
The products we sell, together with the materials and 
services we buy in, shall be manufactured under conditions 
that are favourable for both people and the environment.

SUSTAINABLE OPERATIONS
We conduct resource-smart operations and provide a 
developmental work environment. Equal opportunity 
shall be the defining feature of employees’ developmental 
opportunities, conditions of employment and other 
working conditions.
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CLIMATE-FRIENDLY PACKAGING
Packaging accounts for one third of Systembolaget’s 
climate footprint and single use glass bottles are respon-
sible (by far) for the biggest footprint of all packaging 
types. We all have a responsibility, both to the future and 
to reduce our collective climate footprint. None of us 
can do everything, but we can all do something. And one 
way in which you, as a supplier can do something is to 
choose a lighter weight packaging for your products. 
Our surveys show that customers’ awareness of climate 
change issues is growing and with that growth comes an 
increasing expectation of being able to make sustainable 
choices in our stores. We will be providing our in-store and 
online customers with additional information on packaging 
and Systembolaget’s environmental work in 2017.

Systembolaget has previously presented a proposal 
designed to bring about a changeover to lighter weight 
bottles. The proposed model would entail the payment 
of a modest fee if the weight of the glass bottle exceeds 
certain weight thresholds. Systembolaget has decided 
to put the introduction of the fee-based model on hold 
until the first quarter of 2018 and, in the meanwhile, to 
conduct an in-depth dialogue with you, our suppliers, 
and other stakeholders on how we achieve a changeover 
to lighter weight glass bottles. Systembolaget is, however, 
still very keen to promote a changeover to lighter weight 
glass bottles.

Supplementary message: Climate-friendly PET bottles, 
lighter weight glass bottles, and returnable bottles will 
be highlighted in stores from 1 March 2017.

STRENGTH THROUGH UNITY
Systembolaget has been working with the alcohol monopo-
lies in Finland, Norway, Iceland and the Faeroes since 
2009 with the aim of ensuring a socially and environmen-
tally sustainable supplier chain. The core of this work is 
provided by the BSCI (Business for Social Compliance 
Initiatives) Code of Conduct which has formed part of 
Systembolaget’s general purchasing terms and condi-
tions since 2012. This means that all of the suppliers that 
make up Systembolaget’s supply chain are responsible 
for ensuring that both their own operations, and those of 
any subcontractors, comply with the requirements of the 
Code of Conduct. Systembolaget off ers both suppliers 
and producers training courses and provides tools and 
support via our supplier portal. 2017 will see the launch 
of a mandatory online course on our Code of Conduct 

for all suppliers. We also implement a number of other 
measures, such as third party audits of producers, and 
incident monitoring.

UPDATED CODE OF CONDUCT
BSCI updated its Code of Conduct in January 2014 and 
throughout 2014, we worked on developing monitoring 
tools and support documents. Systembolaget imple-
mented the updated Code as an appendix to the general 
purchasing terms and conditions from 15 May 2015.

The biggest changes in the updated Code of Conduct 
entail clarification of requirements regarding:

• The dissemination of and mandatory compliance 
with the Code of Conduct by BSCI members to sub-
contractors at every stage of the supply chain.

• The conduct of every single aspect of operations on the 
basis of risk assessments that take into account human 
rights and labour law throughout the supply chain. 
Identified risks shall be systematically addressed.

• Systematic eff orts to register and work with action 
plans with regard to the Code’s requirements, e.g. with 
regard to zero tolerance for child labour, forced labour, 
and life-threatening situations at work.

• The establishment of complaints systems that not only 
aff ord employees the opportunity to submit com-
plaints to employers anonymously, but also include 
communities in the locations in which the operations 
are based.

• A focus on cooperation and continuous improvement.

PRODUCER AUDITS
In 2016, we conducted just over 100 third party audits, 
incident follow-ups, and in-house follow-ups based on the 
updated Code. The most common deviations from the 
Code, whether significant or less critical, relate to wages, 
and to health and safety.

Our strategy is to help bring about improvement and we 
consequently only terminate a business relationship if we 
do not see results from improvement work or if a producer 
refuses to undergo our audits. One producer refused to 
undergo an audit in 2016 and Systembolaget consequently 
terminated the purchase agreement. Another producer 
was uncooperative in the run-up to the audit and sales 
were consequently temporarily halted.

19



Decisions on which producers and farms will be subject 
to audit are based on the following selection model:

• We start by mapping our entire fixed range, which com-
prises approximately 2,500 products and accounts for 
around 95 per cent of Systembolaget’s financial turn-
over. The aim is to see how many of the products are 
produced in “at risk” countries. In 2016, 590 products 
from our fixed range came under this heading.

• We then map these 590 products’ main producers 
and their subcontractors, i.e. farms, and request  
evidence of any other audits and certification proce-
dures carried out. We then, on the basis of this source 
data, conduct either a qualitative or quantitative 
sustainability evaluation.

Audits are then conducted on the basis of the above- 
mentioned evaluations of the producers and farms that 
produce the products where we consider there to be an 
elevated risk of breaches of our Code of Conduct.
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Suppliers and quality

QUALITY ASSURANCE
Quality assurance of Systembolaget’s products is one of 
the fundamentals of our operations when it comes to en-
suring that we offer our customers the best possible 
products. The quality assurance work includes sensoric 
analyses and chemical analyses of both our existing 
range and new launches.

The complaints team monitors products regularly returned 
by customers and provides feedback to you, our suppliers, 
offering the scope for remedial action and improvement. 
We place considerable emphasis on ensuring that the 
product that ends up on the shelf in conjunction with 
new launches in our fixed range corresponds to the 
product tendered. But it is equally important that you, 
the supplier, can rest assured that the product that won 
the request for tender tasting is the product that ends up 
on the shelves in our stores. This work is described below.

REQUEST FOR TENDER IN THE FIXED RANGE
When the requests for tender are issued, we grade risk on 
a scale from A (greatest risk) to C (lowest risk). Experience 
has shown us that the biggest risk of quality discrepancies 
occurs in conjunction with requests for large volumes 
and with the requests that are prioritised from a CSR per-
spective.

SAMPLE TESTING
The product that wins the blind tasting is sent to our labo-
ratory for analysis and the remaining tender samples are 
saved for subsequent comparative checks. For tenders 
A-risk rated requests for tender, the winner is asked to 
submit additional tender samples. The second and third 
place tender samples from the blind tasting are also 
saved to ensure we can carry out the same checks if the 
winning tender proves unable to deliver the agreed quality.

QUALITY FOLLOW-UPS ON SITE AT PRODUCERS
A document entitled Guarantee of Supply shall be  
appended to the tender in conjunction with A-risk rated 
requests for tender. Quality follow-up checks are also 
extensively conducted on site at producers that involve 
us visiting the stated producer of the product that won 
the blind tasting within a couple of days of the tasting 
having been carried out.

During the visit, we check the information provided in the 
tender to ensure its accuracy. The party identified in the 
Guarantee of Supply document as the producer shall be 
the same party as the producer specified in the tender. 
The company that submits the tender to Systembolaget 
must also be identified in the document as the supplier. 
During the visit, we also check that the volumes specified 

in the Guarantee of Supply document exist and that they 
correspond, quality-wise, with the sample purchased. 
The supplier guarantees that all of the information con-
tained in their tender (including the Guarantee of Supply) 
corresponds to actual circumstances. If this proves not 
to be the case, the tender in question will be cancelled.

LAUNCH SAMPLING
The launch samples are primarily used to generate taste 
descriptions and to present the product to journalists, 
but are also used as a checkpoint en route to the launch. 
During launch sampling, we check that the labelling 
complies with applicable requirements and send samples 
to the laboratory for chemical analysis. The extra tender 
samples submitted for A-risk rated launches are used for 
comparison testing purposes. The supplier will be con-
tacted at this stage if the sampling or the chemical analysis 
reveals inconsistencies in relation to the tender samples.
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SAMPLING WHEN SALES BEGIN
Sampling when sales begin constitutes the formal approval 
of the launch and involves comparing the tender samples 
saved with samples taken directly from our stores. Triangle 
testing is always conducted for A-risk rated launches. If 
the triangle test indicates inconsistencies, additional 
comparative quality testing is carried out. If this testing 
yields a negative result, the wines are sent for chemical 
analysis. Triangle tests and comparative quality tests are 
also conducted for B- and C-risk rated launches when 
the comparison tasting indicates inconsistencies. If an 
inconsistency is identified, we contact the supplier. If the 
inconsistency is judged to be significant, we return the 
product.

The supplier is then, in accordance with the purchasing 
terms, given the opportunity to deliver a product with 
the agreed quality. If this is not possible, Systembolaget 
will cancel the purchasing agreement for the product in 
question.

POST-LAUNCH CONTROLS
Post-launch controls take place after 3 months and entail 
comparing the product most recently delivered to the 
stores against the products taken from the stores in con-
junction with sampling when sales begin. The A-risk rated 
items are checked in this way every four weeks in a test 
that includes laboratory analyses.

4  –  6  M O N T H S
B E F O R E  L A U N C H

Tender sampling

Sampling when 
sales begin

‘A’ classified

• All launches are 
 checked 3 months  
 after launch

• Sensory assessment 
 and documentation
• Chemical analysis
• Triangulation testing
• Comparative quality
 testing
• New samples taken
 from store

• Sensory assessment  
 and documentation
• Triangulation testing
• Comparative quality  
 testing
• Chemical analysis

• Sensory assessment
 and documentation
• Chemical analysis
• Samples are saved

Follow-up check

Start of 
sales

10  W E E K S
B E F O R E  L A U N C H

5  –  10  D A Y S
B E F O R E  L A U N C H

E V E R Y  F O U R  W E E K

3  M O N T H S

Launch sampling

• Sensory assessment  
 and documentation
• Chemical analysis
• Brand check
• Journalist sampling
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AMENDED PURCHASING PROCESS PILOT TEST
The purchasing process entails wine suppliers and pro-
ducers tying up volumes from the time when the tender 
is submitted to the point when they receive notification 
of Systembolaget’s intent to purchase. In the spring of 
2016, Systembolaget reviewed its purchasing process in 
cooperation with its suppliers with a view to reducing the 
length of this period. The change is also intended to im-
prove the results of quality follow-ups on site at producers 
during the 2017 launches.

The change means that the length of time for which the 
supplier guarantees that the wine exists – from tender to 
the purchase of a product – will be shortened to 10 working 
days from the day when the tender is submitted.

The pilot trial overlaps with the period when the Launch 
Plan is being drawn up and results and any changes to 
purchasing conditions will, therefore, be announced in 
the spring/early summer of 2017 via the supplier portal.

GENUINE CUSTOMER DEMAND
When the product range model was introduced in 2013, 
our customers gained greater influence over the compo-
sition of the product range. A number of improvements 
were introduced in order to increase the extent to which the 
most in demand products were carried on our shelves. 
Shorter periods between evaluations and the introduc-
tion of weighting factors made the product range more 
dynamic. Locally popular ranges and division of the 
stores in line with two discrete customer requirements 
improved accuracy of our product range selection.

The system also posed a number of challenges. Following 
customer demand in a more systematic way meant that 
we were also increasingly exposed to increases in sales 
that were not due to genuine customer demand.

We have, therefore, instructed our in-store personnel to 
report an incident if they suspect that an in-store purchase 
may be at the behest of a supplier or producer. This type 
of incident has, unfortunately, increased over the past year. 
Most of the incidents proved, upon investigation, to have 
perfectly natural explanations, but in some cases we 
were able to demonstrate instances of support buying. 
There seems, at times, to be a degree of unfamiliarity with 
the rules, so, for purposes of clarification, we have provided 
a few examples of what we mean by support buying below.

Systembolaget’s product range shall reflect actual cus-
tomer demand and only those sales that demonstrate 
actual customer demand shall be taken into account. All 
purchases made by suppliers or which are deemed to 
have been commissioned by a supplier or made on the 
supplier’s behalf must, therefore, be reported immedi-
ately to kategoriansvariga@systembolaget.se.

Time to tender?

Remember that…
• …the persons or person who own(s) the 

wine at the time when the tender is submitted 
must be specified as the producer and/or 
subcontractor in the tender.

• …the volumes and the quality that you 
specify in the tender must be checked by the 
specified producer or producers (either in 
that they own it themselves or in that they 
have an agreement that gives them control 
over volumes).

• …additional information on how to complete 
tender forms is provided both in the intro-
ductory text of the request for tender and 
in a “crib” in the Supplier portal.

• …the tender sample shall be physically, 
chemically and biologically stable and shall 
be treated in the same way as the end prod-
uct will be treated, for example the filtration 
must be the same.

• …the tender sample must be mixed in the 
same proportions and with the same com-
ponents/ingredients as the end product. 
The product delivered in conjunction with the 
launch must correspond, both chemically 
and sensorically, to the tender sample.
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This applies to, for example, the following types of pur-
chase:

• Product samples used by the supplier’s sales personnel 
in the course of their work

• Purchases by the actual supplier that are not for private 
consumption and which will, rather, be used in some 
way in the course of the suppliers’ operations

• Purchases by event organisers where a supplier or 
producer is sponsoring the event in some way

• Purchases by advertising agencies, PR firms, or survey 
companies that can be linked to engagements by a 
supplier

• Purchases by private individuals who receive some 
form of remuneration from a supplier or a supplier’s 
partner where the remuneration can be linked to the 
purchase

The duty to report also applies to purchases made by some-
one who has a community of interest with the supplier if 
the purchase is made to increase sales or to influence 
the evaluation process, and the supplier is aware of or 
should have been aware of this purchase.

Orders placed by suppliers as commissioned by a cus-
tomer, for example in conjunction with trade fairs and 
tastings, are generally not permitted. All orders must be 
placed by the customer themselves via our website or 
through contacts with stores.

The reporting allows us to assess whether the purchase has 
influence the store distribution and evaluation process, 
and to make adjustments in accordance with the reported 
volumes. Confirmed instances of support buying not  
reported by a supplier can result in substantial points  
deductions, a reduction in store coverage or, in a worst-
case scenario, the delisting of the item.

Appendix 7, point 7.2.6 and Appendix 15, point 15.7 of our 
General Purchasing Terms and Conditions contains 
more information about out points calculation process 
and the duty to report.
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Systembolaget’s sales in 2016 totalled 479.5 million litres 
with a retail value of SEK 35.3 billion. Volumes increased, 
year on year, by 1.9 per cent, while the value of the sales 
increased by 3.1 per cent. The alcohol tax rate did not 
change during the period, and the premiumisation trend 
has consequently clearly continued, particularly within 
the wine category group, where the difference between 
the increases in volume and value is slightly greater than 
for all other alcoholic drinks.

As was the case last year, the highest growth occurred in 
the alcohol-free category, which grew by 10.8 per cent to 
3.4 million litres. All category groups reported increases 
in both the volume and value of sales, including spirits, 
where the 1.4 per cent increase was a continuation of the 
previous year’s break in the trend that had seen numerous 
successive years of decline.

Cider and mixed drinks reported an increase of 4.7 per cent 
in what was a clear break from the long-term trend of 
weak declines in sales. The difference between the increase 
in volume and value of sales was, however, small, as was 
the case for the spirits category group. We suspect, 
therefore, that at least part of the increase was due to 
cross-border trade volumes shifting to Systembolaget.

Sales of organic products increased by 27 per cent during 
the year, but despite the increase constituting a levelling 
off of the very high growth rates seen in 2014 (+99.9 per 
cent) and 2015 (+67.7 per cent), this continues to be the 
strongest growth trend within Systembolaget. The total 
sold was 56 million litres, with 40 million litres of these 
sales occurring within the wine category group. Organic 
products’ total share of volume and value reached 11.6 
per cent and 12.9 per cent, respectively.

The organic product growth trend will probably continue 
to level off during the coming year, in that a plateau period 
is natural after such strong growth, but there are still many 
segments that lack organic alternatives and we are particu-
larly interested in new products that could expand our 
organic range.

BEER

Sales of beer increased by 2.5 per cent to 240 million litres 
in 2016. The value increased by 4 per cent to SEK 8.6 billion, 
indicating a continuation of the premiumisation trend. 
The growth in specialty beer sales during was far closer 
to that of lager beer sales, unlike in previous years when 
specialty beer sales grew strongly at the expense of lager 
beer sales.

888,000 litres of beer were sold from the exclusive range, 
corresponding to an increase of 13 per cent. Sales from 
the local and small-scale range also increased by 16 per 
cent to 2.17 million litres, and it is clear that the popularity 
of craft beers is increasing, whatever their origin. The 
sales trend for local and small-scale beers did, however, 
decline in 2016, suggesting that we may be reaching a 
plateau in local demand.

Organic beers

Sales of organic beer continued to increase during the year 
and totalled 13.8 million litres, corresponding to a year on 
year increase of 49 per cent. Organic beers accounted 
for 5.7 per cent of beer sales, which is a relatively low 
figure in comparison with wines, but it should be remember 
that wine did not reach this level in 2013 and scope may, 
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therefore, be reasonably deemed to exist for more organic 
beers in our range than at present. We are, however, pri-
marily focusing on breadth in 2018 in order to give the 
numerous newly launched items time to establish them-
selves and to ensure long-term access to organic raw 
materials.

Lager beers

Lager beers account for by far the largest percentage of 
beer sales, with an over 90 per cent share of the category 
group. Sales for the lager segment increased by 2.1 per 
cent with the biggest increase of all coming from lager 
beer in small cans. The increase of 13.4 per cent in this 
segment corresponds to 17 million cans and it is clear 
that we are seeing a continued shift from large to small 
packagings. We will, therefore, primarily be launching 
new products in the smaller can segment.

We will be launching an Asian beer in 2018 in order to satisfy 
the growing interest in new countries of origin and beer 
styles, and as it has been a while since we launched a 
beer from the Czech Republic, we will be launching both 
a large and a small can from there in 2018. The launch of a 
lager beer from Poland is due partly to the good availabil-
ity of interesting beers from there and to a clear demand 
from some of our customers.

A number of the narrower beer styles in the lager beers 
category are also seeing growth, probably because it is 
now easier for customers to obtain information on the 
way in which various beer styles differ. Czech beer with 
ring pulls and more expensive canned beer from known 
countries of origin in Asia are amongst the new items  
designed to meet the increasingly niched demand from 
our customers.

Speciality beers

Sales of speciality beers increased by 5.8 per cent to 
18.9 million litres, indicating a continued slow-down in 
growth, suggesting that the number of customers with a 
special interest in beers is beginning to stabilise. The value 
of the category’s sales grew by 9.8 per cent, so it is, how-
ever, clear that those with a strong interest in beer are 
investing more in their experience. The same pattern is 
apparent in the USA, for example, where they have noted 
a similar trend to that seen in Sweden.

One sign that the quality of Swedish beer can now hold its 
own against the best in the world is that sales of Swedish 
ale increased by 16 per cent, while ale from other countries 
of origin declined by 3.5 per cent. IPA is showing the big-
gest growth, with sales of bottled IPA increasing by 16 per 
cent. Here too, the local beer brands accounted for virtually 
the entire increase.

Sales of canned ale performed negatively, despite the 
can being better at preserving aromas than bottles, and 
we are consequently expanding the segment’s selection 
with the launch of a blonde ale and a citrus session IPA.

Fruit IPA has been popular, but is currently only available 
in bottles, and we are consequently complementing the 
range with a canned version.

Sales have increased in all segments with the exception 
of canned ale, and in the spring of 2018, we will primarily 
be expanding the range in the form of lighter beer types. 
This expansion will be complemented in the autumn of 
2018 with darker types.

Seasonal beers

Sales of seasonal beers increased by 2.7 per cent to 3.7 
million litres in 2016. The effect apparent in 2015, when it 

LAGER

Value 
(SEK mil., 
incl. VAT)

%
change

(Full-year)

Volum  
litres

(thousand)

%
change

(Full-year)

LAGER CAN <= 355ML (<6.0%) < SEK 17 1,575.7 13.2 46,979.9 12.5

LAGER CAN <= 355ML (<6.0%) >= SEK 17 41.4 62.1 757.9 47.8

LAGER CAN > 355 ML (<6.0%) 2,499.6 -1.8 88,960.9 -2.2

LAGER EXTRA STRONG CAN (6.0%-..) 1,239.0 2.8 36,652.0 2.7

DARK LAGER CAN 48.4 -4.3 1,383.9 -4.9

LAGER BTL <=355ML & <17/>355ML & <20 (<6.0%) 1,299.5 1.8 32,599.2 1.0

LAGER BTL <=355ML & >=17/>355ML & >=20 (<6,0%) 314.5 4.5 5,899.7 0.7

LAGER EXTRA STRONG BOTTLE (6.0%-..) 112.9 -6.7 3,088.4 -7.7

DARK LAGER BOTTLE 38.4 -1.8 866.9 -4.0

OTHER LAGER 6.3 3.9 143.3 -1.8

TOTAL 7,175.6 3.0 217,332.1 2.1

SPECIAL BEER

Value 
(SEK mil., 
incl. VAT)

%
change

(Full-year)

Volum  
litres

(thousand)

%
change

(Full-year)

ALE BOTTLE (..-5.9%) 461.1 4.2 7,498.4 0.9

ALE CAN (..-5.9%) 67.0 -8.5 1,107.2 -12.4

PORTER/STOUT BTL/CAN (..-5.9%) 46.4 4.7 840.3 0.4

ALE EXTRA STRONG (6.0%-..) 391.4 17.7 4,999.2 14.4

PORTER/STOUT EXTRA STRONG (6.0%-..) 44.3 23.5 445.5 16.0

WHEAT BEER BOTTLE/CAN 95.2 7.6 1,922.0 5.2

BEER BOTTLE 750ML >= SEK 49 39.2 23.1 426.0 25.1

SPONTANEOUS FERMENTATION BEER 14.3 23.8 159.4 18.8

OTHER BEER 66.5 19.3 1,478.6 18.0

OTHER ALE/PORTER/STOUT 0.2 9.6 3.6 13.4

TOTAL 1,225.6 9.8 18,880.2 5.8

SEASONAL BEER

Value 
(SEK mil., 
incl. VAT)

%
change

(Full-year)

Volum  
litres

(thousand)

%
change

(Full-year)

EASTER 18.2 -4.5 348.6 -5.2

OKTOBERFEST 23.8 9.3 508.9 6.9

CHRISTMAS LAGER 76.6 -0.3 1,892.5 -0.3

CHRISTMAS BEER SPECIAL BEER 67.4 10.2 991.1 10.1

TOTAL 186.1 4.0 3,741.1 2.7
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looked as though volumes from seasonal beer were shift-
ing to speciality beers, was not at all apparent in 2016.

Seasonal beers experienced a variation in sales in 2016, 
when the increases in sales ahead of the seasons in 
question coincided almost exactly with falls in sales of 
lager beers, while demand for speciality beers remained 
constant.

Cider and mixed drinks

Sales of cider and mixed drinks totalled 17.6 million, corre-
sponding to a value of SEK 919 million. Sales by volume 
increased by 4.7 per cent, year on year, breaking a long-
term declining trend that began in 2010. The category 
group accounts, in total, for 3.7 per cent of the total volume 
of Systembolaget’s sales and 2.6 per cent of the value.

Virtually all segments showed growth, but the category 
group’s increase was primarily due to cider in general and 
dry and medium-dry ciders in particular. The biggest 
change from last year is apparent in sales of sweet bottled 
cider, where last year’s negative trend changed into a 
two-digit growth.

Organic products still have a low market share at 4.9 per 
cent, and we will consequently be launching new products 
in 2018. Customers who buy from this category group 
are generally very interested in organic products and it is, 
therefore, important that we secure access to alternatives 
in all segments.

Sales in PET bottles have fallen in 2016 and the packaging 
format is still a rarity in the cider segment. We will, there

fore, be launching a dry cider in PET packaging in order 
to give our customers a wider choice.

Spirits

Spirits account for 3.9 per cent of Systembolaget’s total 
sales by volume, but for 19.8 per cent of their value. Sales 
in 2016 totalled 18.9 million litres, corresponding to a value 
of SEK 7.0 billion. These figures equate to a year on year 
increase of 1.4 per cent in volume and of 1.8 per cent in 
value, indicating a continuation of the break in the trend 
we saw in 2015 when spirit sales increased for the first time 
in many years.

Spirits are unique in that the volume sold by Systembolaget 
accounts for less than half of the amount consumed by 
Swedes, and one reason for the increasing sales would 
seem to be that volumes are, to some extent, shifting 
from cross-border trade to Systembolaget.

The trend last year that saw an increase in sales of dark 
spirits and liqueurs has continued, but all categories – 
with the exception of schnapps, showing growth.

Digestifs

Sales of digestifs increased by 5.9 per cent by volume 
and by 7.4 per cent by value. This trend is, however, being 
driven entirely by the growth in sales of dark rum, which 
grew by 15.7 per cent. The trend that is seeing dark rum 
take increasing market shares is not unique to Sweden and 
is, in fact, being seeing in the majority of markets. We will, 
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DIGESTIF

Value 
(SEK mil., 
incl. VAT)

%
change

(Full-year)

Volum  
litres

(thousand)

%
change

(Full-year)

COGNAC 159.8 0.7 313.6 0.7

COGNAC SMALL BOTTLES 35.0 -4.9 65.6 -6.2

OTHER BRANDY 26.1 -3.9 72.6 -3.3

OTHER BRANDY SMALL BOTTLES 17.2 -2.0 48.6 -2.7

CALVADOS 35.1 1.6 74.0 -0.4

GRAPPA/MARC 8.2 7.7 16.0 7.4

DARK RUM 212.5 18.0 430.7 15.7

DARK RUM SMALL BOTTLES 33.0 14.6 87.1 10.5

BITTERS 76.2 5.1 174.4 4.5

OTHER SPIRITS, SEGMENT 6.9 73.8 9.9 41.7

TOTAL 609.8 7.4 1,292.5 5.9

CIDER AND MIXED DRINKS

Value 
(SEK mil., 
incl. VAT)

%
change

(Full-year)

Volum  
litres

(thousand)

%
change

(Full-year)

DRY/MEDIUM-DRY CIDER BOTTLE 59.6 13.2 1,074.1 12.8

DRY/MEDIUM-DRY CIDER BOTTLE 750ML >= SEK 49 8.1 7.7 114.4 10.1

DRY/MEDIUM-DRY CIDER CAN 27.9 19.9 664.6 21.9

MEDIUM-SWEET/SWEET CIDER BOTTLE 95.1 19.3 1,879.3 18.3

MEDIUM-SWEET/SWEET CIDER CAN 312.8 3.9 7,387.9 2.8

CIDER OTHER PACKAGING 2.4 -27.6 25.0 -27.2

MIXED DRINKS 413.0 1.7 6,491.6 0.9

TOTAL 919.0 5.2 17,636.9 4.7

27



therefore, continue to expand our offering by launching 
an organic rum. Many customers have specifically asked 
about organic rum in smaller bottles, and our organic rum 
will, therefore, be launched in half bottles.

Sales of cognac fell by 0.5 per cent and, as in the previous 
year, we saw a shift from small bottles to large ones. 
Sales of brandy and calvados also fell, while those of 
grappa/marc increased, albeit from a low level. We have 
no marc in our fixed range and will, therefore, be launching 
one in 2018.

Sales of bitters increased by 4.5 per cent and, here, it is the 
existing products that are seeing growth. A few strong 
brands have shown stable growth and there are, therefore, 
no immediate plans for new launches in this segment.

Drinks and cocktails

Drinks and cocktails are the second largest category, 
with sales of 7.0 million litres corresponding to a value of 
SEK 2.2 billion. Sales increased by 1.6 per cent, but the 
increase was uneven across the segments, and sales of 
unspiced distilled spirits which, with sales of 4.5 million 
litres, account for the lion’s share of the category, fell by 
0.5 per cent. It is difficult to detect any trend towards 
drinks mixed from neutral spirits, as sales of flavoured 
vodka and rum also fell.

The opposite trend is apparent for gin, where sales  
increased, year on year, by 7.1 per cent. This is a trend that 
we have noted for some time now and which is being re-
peated all over the world, and gin accounts for virtually 
the entire increase in the category. The segment is driven 
by premium products and we will, therefore, be broad-
ening the range with an Old Tom – a type not currently 
included in our fixed range.

Light rums are following the general rum trend and show-
ing growth, albeit more unevenly within the segment, 
where sales of some items are growing and others falling. 
Tequila is also following an international trend that has 
seen sales increase, albeit from a low level, and with a 
single item accounting for the entire growth.

Liqueurs

We are continuing to see a positive trend in sales of  
liqueurs, which, with sales of 2.1 million litres, grew by 3.8 
per cent in 2016. The value of these sales totalled SEK 
751 million, corresponding to a year on year increase of 
4.3 per cent. Sales in all segments, with the exception of 
Swedish punch, increased, but by far the biggest growth 
came in the fruit and berry liqueur segment, where sales 
increased by 6.2 per cent. This growth occurred primarily 
within a single brand and is driven by far from traditional 
consumption patterns for liqueurs.

The volume and value of sales of other liqueurs also in-
creased, primarily for smaller bottles. This is a segment 
that contains several items that are not consumed in the 
same way as traditional liqueurs, and it is amongst these 
items that we are seeing the growth occur.

Schnapps

Sales of schnapps fell by 1.1 per cent to 1.05 million litres 
in 2016. The decline was slightly smaller than in previous 
years, but the trend that has seen sales shift from large 
bottles to small ones is continuing.

Thirteen of 21 items in the fixed range experienced  
declines in the volume of sales during the year, and sales in 
the category continued to be concentrated on the major 
holiday seasons – Easter, Midsummer, and Christmas.

DRINKS & COCKTAILS

Value 
(SEK mil., 
incl. VAT)

%
change

(Full-year)

Volum  
litres

(thousand)

%
change

(Full-year)

UNSPICED DISTILLED SPIRITS 1,001.9 0.7 3,408.8 0.7

UNSPICED DISTILLED SPIRITS SMALL BOTTLES 335.6 -4.2 1,061.4 -4.6

FLAVOURED VODKA 78.7 0.0 214.1 -0.5

GIN 369.7 8.8 1,105.5 7.1

GIN SMALL BOTTLES 79.8 4.1 225.1 3.9

WHITE RUM 71.9 6.4 203.9 6.1

WHITE RUM SMALL BOTTLES 20.5 -1.3 55.8 0.3

FLAVOURED RUM 169.2 -0.3 483.9 -1.1

TEQUILA 31.7 4.9 75.6 4.2

ANISE 17.7 2.9 43.4 3.1

READY-MIXED DRINKS 23.5 21.3 132.3 29.2

TOTAL 2,200.2 1.6 7,009.8 1.3

LIQUEUR

Value 
(SEK mil., 
incl. VAT)

%
change

(Full-year)

Volum  
litres

(thousand)

%
change

(Full-year)

CHOCOLATE, COFFEE AND NUT LIQUEURS 39.5 2.4 116.3 1.3

CREAM AND EGG LIQUEURS 134.9 3.2 482.8 3.5

FRUIT AND BERRY LIQUEURS 160.7 5.0 452.4 6.2

SWEDISH PUNCH 38.4 -0.4 123.2 -1.7

OTHER LIQUEURS 158.9 2.2 430.5 0.4

OTHER LIQUEURS SMALL BOTTLES 218.8 7.5 526.6 6.8

TOTAL 751.2 4.3 2,131.8 3.8

SCHNAPPS

Value 
(SEK mil., 
incl. VAT)

%
change

(Full-year)

Volum  
litres

(thousand)

%
change

(Full-year)

SPICED DISTILLED SPIRITS 299.4 -0.9 755.4 -1.5

SPICED DISTILLED SPIRITS SMALL BOTTLES 119.7 0.3 298.0 -0.1

TOTAL 419.1 -0.5 1,053.4 -1.1
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Whisky/Whiskey

Whisky and whiskey are the biggest spirit category, and 
with sales of 7.3 million litres, account for 39 per cent of 
total spirit sales.

The category experienced very weak growth, at 0.1 per 
cent, but there were substantial differences between dif-
ferent segments.

Sales of Scottish blended whisky fell by 1.0 per cent in 
2016, with much of the decline attributable to a single, 
large item. Last year’s increase in volume was, effectively, 
reversed and it is clear that Scottish blended whisky has 
lost volumes both to Scottish single malts and to Irish 
and American whiskey.

Sales of Canadian whisky fell by 1.5 per cent, but the decline 
occurred exclusively within the small bottles segment. 
Sales of larger bottles increased slightly by volume and 
there was also a small increase in value here, albeit largely 
due to price rises.

The segment has not been renewed for some time now 
and we are consequently looking for PET full and half 
bottles for the spring of 2018.

Sales of Irish and American whiskey increased by 2.8 per 
cent and 5.4 per cent, respectively. There was virtually no 
premiumisation trend apparent for Irish whiskeys however, 
while for American whiskies, the increase in the value of 
sales was actually less than the increase in the volume of 
sales, largely as a result of a lower priced item that has 
taken market shares. It is, however, clear that whiskey 
spelled with an extra “e” is winning customers from whisky 
without an “e”.

Sales of Scottish single malt whisky increased by 0.7 per 
cent – a considerably more modest figure than we have 
seen in many previous years. There is substantial nation-
wide interest in this segment and we will, therefore, con-
tinue to launch relatively large numbers of items in this 

category in order to be able to offer our customers a 
wide range of distilleries and types. Sales of malt whiskies 
that are over 18 years old declined sharply, but this was 
due to the poor availability of aged whisky, rather than to 
a decline in interest. We will, therefore, primarily focus 
on meeting demand from our customers by means of 
more launches of limited availability items.

Sales of malt whiskies with countries of origin other than 
Scotland increased by a massive 19 per cent, but the 
growth in value was a more modest 5.4 per cent. The 
segment is strongly dominated by Swedish whisky and we 
will, therefore, be launching products with other countries 
of origin in order to add breadth to the segment.

Wine

Wine sales by volume increased by 0.9 per cent to 199.4 
million litres, corresponding to 41.6 per cent of System-
bolaget’s total sales. The retail value of sales increased 
by 2.8 per cent to SEK 18.6 billion, and wine accordingly 
accounts for 52.7 per cent of the total retail value of System-
bolaget’s sales. No tax increase occurred during the year 
and the relatively clear increase in value is, therefore, an 
indication that the wine category group is continuing to 
follow the premiumisation trend.

It was already apparent that Sweden is a mature market 
for wine and all wine categories were, with the exception 
of sparkling wines, reasonably stable. There is nothing to 
suggest that this situation will change in the years ahead 
and we will, therefore, continue to launch new products 
at more or less the same rate as before. The number of 
launches is clearly higher than in other category groups due 
to the wide variation in countries of origin and flavour 
types demanded by our customers.

Wine packaging

WHISKY

Value 
(SEK mil., 
incl. VAT)

%
change

(Full-year)

Volum  
litres

(thousand)

%
change

(Full-year)

BLENDED SCOTCH WHISKY 967.3 -1.1 2,750.7 -0.8

BLENDED SCOTCH WHISKY SMALL BOTTLES 274.7 -2.5 731.6 -2.4

CANADIAN WHISKY 332.3 1.4 1,066.4 0.8

CANADIAN WHISKY SMALL BOTTLES 103.3 -8.0 303.7 -10.2

AMERICAN WHISKEY 103.1 1.8 236.0 2.0

AMERICAN WHISKEY SMALL BOTTLES 26.6 15.0 58.8 19.0

IRISH WHISKEY 252.0 3.4 613.0 3.3

IRISH WHISKEY SMALL BOTTLES 70.3 1.0 156.8 0.6

OTHER WHISKY 29.0 52.0 40.7 26.9

SCOTCH MALT WHISKY <= 18 YEARS OLD 657.8 2.0 1,121.5 0.9

SCOTCH MALT WHISKY <= 18 YEARS OLD 
SMALL BOTTLES

44.8 -1.2 59.9 -0.3

SCOTCH MALT WHISKY > 18 YEARS OLD 27.2 -13.6 12.5 -24.6

OTHER MALT WHISKY 123.7 5.4 174.9 19.0

TOTAL 3,012.2 0.5 7,326.4 0.1
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GLASS 75.6 77.0 77.7 79.0 79.5 81.7

BOX 98.6 101.3 104.4 103.9 103.0 102.9

CARTON 15.1 14.2 13.2 12.3 12.0 11.4

PET BOTTLE 1.1 1.6 2.3 2.6 3.1 3.2

OTHER PACKAGING 0.6 0.4 0.2 0.0 0.0 0.0
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Boxed wine continues to dominate sales with a 52 per cent 
market share, and volumes remain essentially unchanged 
from last year. Sales of glass bottles increased slightly 
and now account for 41 per cent of sales by volume.

Sales of wine in other forms of cardboard packaging  
declined, while PET bottle sales continued to increase 
slightly and now account for 1.6 per cent of sales. The 
increase in glass bottles’ share of sales was mainly due 
to the growth in sales of sparkling wine – a category that 
is sold exclusively in glass bottles.

We had hoped that the trend towards lighter weight 
glass bottles would be positive during the year, but there 
have been few conversions to lighter weight bottles and 
we are still hoping that the industry will act voluntarily to 
reduce the total weight of glass and hence our impact on 
tomorrow’s climate.

Organic wine

Sales of organic wine increased by 21 per cent to a 20.1 
per cent market share during the year. The share of value 
was slightly lower at 19.8 per cent, but the difference is 
due to the lack of organically certified wine in the higher 
price brackets. A total of 40.0 million litres of organic 
wine were sold at a retail value of SEK 3.7 billion. There are 
grounds to believe that this growth will level off slightly 
in the immediate future, but there are still countries of 
origin that could dramatically increase their share of the 
organic wines market.

Our goal is to incorporate more organic items into ranges 
that currently lack any organic offering and are keen to 
receive suggestions on items that could fill these gaps in 
the range.

Ethically certified wine

Our customers have often asked for ethically certified wine 
during the year in response to the widespread coverage 
of this type of wine in the media. A total of 11 million litres 
of ethically certified wine was sold during the year at a 
retail value of SEK 763 million, corresponding to a year 
on year increase of 3.9 per cent.

5.5 per cent of all of the wine sold by Systembolaget was 
ethically certified, but if we look solely at the three “at risk” 
countries of South Africa, Chile and Argentina, this figure 
rises to 19.3 per cent. There were, however, substantial 
differences between the individual countries and we are 
keen to see suggestions for ethically certified wines, 
particularly from South Africa.

Red wine0
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Sales of red wine fell by 1.3 per cent by volume to 101.7 
million litres, but increased by value by 0.5 per cent to 
SEK 9.38 billion. The reduction occurred, as was the case 
last year, in the boxed wines and tetra segments, while 
sales of bottled wines increased slightly, accounting for 
the increase in the value of sales in the category.

Bottles in the SEK 80+ range have seen positive sales 
trends in virtually all segments. The same is true of half 
bottles, where the more expensive small bottles are 
showing particularly strong growth. We know that many 
customers are seeking better wines in half bottles and will 
continue to launch new items in this segment on a regular 
basis.

Many of the cardboard packaging segments noted de-
clining sales by volume, but the small boxes segment 
was a clear exception to this rule, with sales increasing 
by just over 50 per cent as a result of a launch in a lower 
price bracket. Systembolaget implemented additional 
price segmentation measures in 2017 to enable the further 
development of the box segments and this will, in future, be 
supported by means of new launches in the least densely 
populated segments.

Sales of small consignments increased by 13 per cent to 
554,000 litres during the year, showing that the interest 
in better quality wines is being sustained. This is under-
lined by the fact that the fixed range segments are also 
experiencing growth. Sales of exclusive wines have almost 
doubled by volume since 2011 and we will continue to 
develop our range of small consignments during the year.

Italy continues to be the dominant country for origin for 
red wine, with a 39.4 per cent market share. We did, 
however, see a reduction in Italy’s share of sales in 2016 
for the first time in many years, mainly due to the declining 
volumes noted for several wines made with dried grapes. 
Sales of Italian Zinfandel are, however, continuing to in-
crease.

There is little difference in the volume of sales from the 
countries of origin ranked after Italy, with Spain, South 
Africa, Australia, France, Chile and the USA forming a tight 
group after the leader, and market shares ranging from 
10.6 to 7.1 per cent. Within this group, France and the 
USA have taken the biggest shares during the year. The 
biggest increase in French wines came in the bottled 
wine segment, while the increase in sales of US wines was 
shared between boxed and bottled wines, with Zinfandel 
attracting more interest from our customers than any 
other US wine.

The sugar content of red wine is a recurring subject of 
debate and we have seen an increase in the market share 
of very dry red wines over the year. Sales of these very 
dry types of red wine increased by 7 per cent by volume to 
35 million litres and consequently accounted for around 
35 per cent of all red wine sales. Sales of wine with at 
least 10g of sugar per litre also increased, however, by 2 
per cent to 19 million litres, so it is clear that the range 
needs to include numerous types of wine.

White wine

RED WINE

Value 
(SEK mil., 
incl. VAT)

%
change

(Full-year)

Volum  
litres

(thousand)

%
change

(Full-year)

RED WINE (0–59) 164.2 -13.6 2,182.8 -10.6

RED WINE (60–69) 309.5 -11.1 3,555.1 -11.9

RED WINE (70–79) 780.0 -7.1 7,761.9 -7.7

RED WINE (80–89) 914.2 10.1 8,022.1 9.6

RED WINE (90–99) 744.4 8.1 5,922.4 6.4

RED WINE (100–119) 766.3 4.8 5,468.4 3.2

RED WINE (120–149) 437.4 3.2 2,505.9 0.5

RED WINE (150–199) 357.2 4.7 1,576.4 3.8

RED WINE (200–299) 267.8 14.2 851.5 13.0

RED WINE (300–499) 60.1 -1.7 123.3 -3.1

RED WINE (500–..) 35.3 -0.9 32.3 -5.9

RED WINE LARGE BOTTLES 22.8 -1.5 143.0 -6.1

RED WINE SMALL BOTTLES (0–186.6 SEK/L) 129.2 3.6 1,026.7 1.9

RED WINE SMALL BOTTLES (186.7–..SEK/L) 27.8 8.3 104.6 7.1

RED WINE NOT BOX OR BOTTLE >= 500ML 211.8 -8.6 3,389.3 -9.3

RED WINE NOT BOX OR BOTTLE < 500ML 9.5 -2.9 97.2 -0.5

RED WINE BOX > 2L (0–66,6KR/L) 1,345.7 3.4 22,606.7 3.1

RED WINE BOX > 2L (66.7–99.9KR/L) 2,702.4 -4.5 35,314.2 -5.4

RED WINE BOX > 2L (100–..KR/L) 12.4 16.3 126.6 11.4

RED WINE BOX 1.5–2L (0–99.9KR/L) 27.1 476.1 407.3 495.5

RED WINE BOX 1.5–2L (100–..KR/L) 50.6 -8.3 436.0 -11.5

TOTAL 9,375.7 0.4 101,653.6 -1.3
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White wine sales increased by 1.4 per cent during the 
year to 62.4 million litres, corresponding to a retail value 
of SEK 5.1 billion. The 2.7 per cent increase in value was 
slightly greater than the increase in volume, suggesting 
a small premiumisation trend, although this is mainly being 
driven by price increases. White wine accounts for 31 per 
cent of total wine sales and 13 per cent of the total volume 
of sales by Systembolaget.

The average price per litre of white wine is SEK 81.40 versus 
SEK 92.33 for red wine, and to some extent, this reflects 
the different in customers’ interest in the various catego-
ries. Growth in the category is positive in all bottled seg-
ments costing over SEK 100, so there is a clear growth in 
customers’ interest in better quality wines.

Sales of boxed wines increased by 2.1 per cent, and conse-
quently outperformed those of the category as a whole. 
We have also noted a small polarisation, with sales of the 
more expensive and cheaper boxed wines increasingly 
slightly at the expense of the middle segment. Wines 
made from spicy and aromatic types of grapes are winning 
market shares. South Africa is still the biggest country of 
origin, with a 19.4 per cent market share, but the volume 
of sales in this segment did, however, fall slightly during 
the year.

Twelve countries sell more than 1 million litres of white wine, 
in comparison with only 9 countries for red wine, but these 
countries are not grouped as closely on the sales list. The 
second ranked country, France, for example sells almost 
twice as much by volume as the sixth ranked country, 
Spain. White wine from both of these countries is experi-
encing high rates of sales growth at 7.8 per cent and 6.4 
per cent, respectively, and the potential clearly exists for 
successful launches from many different countries of  

origin. We will, therefore, continue to launch wines from 
smaller countries of origin in 2018 in order to offer inspira-
tion for our wine-interested customers.

Italy is not as big on the white wine front as on the red, 
but still holds third place, with a 12.1 per cent market 
share. The big volumes come from chardonnay blends, but 
an old classic like Frascati is also making a comeback. 
Germany and Argentina are, other than South Africa, the 
only top-ranking countries of origin for whom sales have 
declined. For Argentina, this was due to a poor harvest in 
2016, while for Germany, the downturn was due to a decline 
in the volume of sales of cheaper medium-dry wines. 
More expensive bottled German Rieslings are, however, 
reporting increased sales, so there is a growing interest 
in better quality wines.

Sales of small consignments of white wine increased by 
a massive 25 per cent in 2016 to 196,000 litres. The ratio 
between sales of red and white wines in the more expensive 
customer shopping baskets still strongly favours red wine, 
but the difference has lessened over the years.

Rosé wine

Sales of rosé wine totalled 15.1 million litres, corresponding 
to a retail value of SEK 1.2 billion. This equates to a year 
on year increase of 2.0 per cent by volume and 3.3 per 
cent by retail value. Sales of rosé wines have remained 
relatively constant over the past three years, in spite of 
variations in the weather, and it looks, therefore, as 
though the category has stabilised at the current level, 
which corresponds to 7.5 per cent of total wine sales. 

WHITE WINE

Value 
(SEK mil., 
incl. VAT)

%
change

(Full-year)

Volum  
litres

(thousand)

%
change

(Full-year)

WHITE WINE (0–59) 95.6 -6.1 1,225.2 -6.2

WHITE WINE (60–69) 303.1 -6.0 3,509.8 -6.6

WHITE WINE (70–79) 436.9 8.9 4,445.0 7.1

WHITE WINE (80–89) 426.7 6.2 3,820.8 4.1

WHITE WINE (90–99) 348.5 -0.8 2,767.2 -2.9

WHITE WINE (100–119) 282.4 15.7 1,986.8 14.2

WHITE WINE (120–149) 221.9 4.8 1,274.8 1.5

WHITE WINE (150–199) 110.9 5.4 516.4 2.0

WHITE WINE (200–399) 39.6 3.3 129.4 -2.8

WHITE WINE (400–..) 9.5 6.0 13.9 -2.2

WHITE WINE LARGE BOTTLES 4.5 -8.8 37.4 -8.1

WHITE WINE SMALL BOTTLES (0–186.6 SEK/L) 75.0 2.9 636.5 1.9

WHITE WINE SMALL BOTTLES (186.7–..SEK/L) 9.0 12.5 43.2 10.7

WHITE WINE NOT BOX OR BOTTLE >= 500ML 364.8 -1.0 5,944.8 -0.7

WHITE WINE NOT BOX OR BOTTLE < 500ML 22.3 -1.7 228.1 1.0

WHITE WINE BOX > 2L (0–66.6KR/L) 1,279.8 0.9 21,942.9 0.9

WHITE WINE BOX > 2L (66.7-99.9KR/L) 946.0 0.9 12,866.4 0.5

WHITE WINE BOX 1.5–2L (0–99.9KR/L) 25.3 585.7 383.1 632.7

WHITE WINE BOX 1.5–2L (100-..KR/L) 76.8 1.3 605.9 -2.6

TOTAL 5,078.5 2.6 62,377.6 1.4
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ROSÉ

Value 
(SEK mil., 
incl. VAT)

%
change

(Full-year)

Volum  
litres

(thousand)

%
change

(Full-year)

ROSÉ (0–79) 256.3 -7.9 2,834.0 -7.3

ROSÉ (80–99) 240.2 14.7 2,104.2 13.6

ROSÉ (100–..) 81.9 -2.6 522.2 -9.5

ROSÉ SMALL BOTTLES 20.8 15.3 171.9 11.1

ROSÉ NOT BOX OR BOTTLE 89.9 -7.3 1,412.3 -8.2

ROSÉ BOX > 2L (0–66,6KR/L) 245.4 11.3 3,772.4 10.1

ROSÉ BOX > 2L (66,7–..KR/L) 298.1 2.2 4,048.2 0.0

ROSÉ BOX 1,5–2L 16.6 55.6 194.4 81.0

TOTAL 1,249.1 3.3 15,059.7 2.0,
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The average price per litre was SEK 82.9, which is higher 
than the average for white wine.

Sales of rosé wines and red wines mirror one another, and 
when one increases, the other decreases. Good summer 
weather leads to an increase in sales of rosé, taking volumes 
away from red wine sales, which may, to some extent, ex-
plain why the average price is so high. Unlike in the other 
still wine categories, sales of bottled rosé costing over 
SEK 100 are declining, as is also apparent from the sales of 
limited consignments, which fell by 1 per cent to 89,000 
litres.

Interest in pale, Provençale-style wines continues to be 
strong, but the boxed wine segment also includes some 
wines with non-European countries of origin and a fruitier 
style that are winning market shares. Organic rosé wines 
come from only a few countries of origin and we accord-
ingly welcome suggestions of new wines from countries 
of origin not yet represented in the organic segment.

Sparkling wine

Sparkling wine achieved by far the biggest growth in the 
wine category, with sales increasing by 16.5 per cent to 
14.6 million litres. The growth in value was, however, 
somewhat lower due to the growth largely being driven by 
Prosecco, for which sales increased by 31 per cent during 
the year and which now accounts for a 28 per cent market 
share in the category.

We have seen growth in the vast majority of segments, with 
the exception of the sweet ones, so there is unquestionably 
a broad demand for several different styles and price bands 
within sparkling wines. The category has grown by 50 
per cent since 2013 and more than doubled since 2009, 
and there are still no signs of this growth levelling off. 
This trend is not unique to Sweden and has been seen in 
several markets due to the fact that sparkling wine is, 
less and less, the occasional purchase that it once was.

Champagne sales increased by 6 per cent by volume 
during the year and we are now seeing more people buy 
champagne across the country. Our re-segmentation 
into new pricing segments in the autumn did not result in 
any dramatic change to champagne in terms of geo-
graphical distribution, but we are already seeing a better 
hit rate for the more expensive brands now found on the 
shelves in stores where demand actually exists. There is 
no other segment where demand is as concentrated on 
the major urban regions as is the case for champagne.

We will be slightly increasing the number of new launches 
in the sparkling category, due to the growing interest. 
Customer interest continues to be concentrated on three 
countries of origin, namely Italy, France and Spain, but 
we are also looking for wines from other countries in order 
to broaden our range. Sales in the exclusive segment 
continue to be moderate, but increased by 30 per cent 
to 44,000 litres and we largely made up of champagne.

Aperitifs & Dessert wines
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SPARKLING WINE

Value 
(SEK mil., 
incl. VAT)

%
change

(Full-year)

Volum  
litres

(thousand)

%
change

(Full-year)

CHAMPAGNE (0–299) 210.0 13.3 702.1 12.2

CHAMPAGNE (300–499) 291.3 2.1 574.8 -0.7

CHAMPAGNE (500–999) 40.7 22.4 54.0 22.3

CHAMPAGNE (1,000–..) 23.1 8.6 11.9 3.9

CHAMPAGNE SMALL BOTTLES 66.1 5.9 127.2 2.8

CHAMPAGNE LARGE BOTTLES 26.9 2.6 52.3 -2.2

ROSÉ CHAMPAGNE 27.5 8.3 56.1 8.0

ROSÉ CHAMPAGNE SMALL BOTTLES 4.6 -1.7 9.3 -3.0

SPARKLING WINE (0–79) 310.8 23.9 3,387.3 23.9

SPARKLING WINE (80–119) 675.3 27.4 5,504.7 23.6

SPARKLING WINE (120–..) 144.1 16.0 841.8 12.3

SPARKLING WINE SMALL BOTTLES 78.1 25.7 563.9 21.3

SPARKLING WINE LARGE BOTTLES 13.4 1.3 88.7 -7.3

SWEET SPARKLING WINE 59.7 -5.4 633.7 -5.6

SWEET SPARKLING WINE SMALL BOTTLES 9.8 -5.4 72.6 -5.3

SPARKLING ROSÉ (0–79) 94.2 9.1 1,111.4 7.3

SPARKLING ROSÉ (80–..) 64.8 16.6 448.0 12.8

SPARKLING ROSÉ SMALL BOTTLES 6.0 6.8 46.2 -1.5

OTHER SPARKLING WINE 31.4 -2.3 318.0 -1.5

TOTAL 2,177.7 16.0 14,604.0 16.4
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Aperitifs & dessert wines are a very broad category that 
primarily comprises fortified wines, but also includes  
flavoured wines such as mulled wine. The segments are 
regarded as service segments, which means that we 
have a relatively low launch level but that the range must be 
broad and include numerous items because the category 
includes so many unique flavour types.

Sales within the category as a whole fell by 2.9 per cent to 
5.6 million litres. Sales declined in virtually all of the seg-
ments, with the exception of red port, where sales remained 
stable, and the very small segment for mulled wine in small 
bottles, where sales increased by 3.6 per cent. Sales in 
three segments which increased by volume as a result of 
new launches during the year declined slightly in 2016, so 
the only stable segment over time appears to be red port.

The focus continues to be on securing a base offering 
and we are particularly interested in organic alternatives. 
We will, therefore, be launching an organic sangria in 
2018 and expanding our offering of sweet white wine with 
a moscato d’Asti and a wine from the Loire valley. The 
greater demand for fortified wines seen in the autumn 
will result in requests for these types of wine in our next 
launch plan.

Sales of mulled wine have decreased by volume but  
increased by value. The majority of customers seem less 
price sensitive when it comes to mulled wine than is the 
case for many other types of wine, and the average price is 
considerably higher than for still wines at almost SEK 118 
per litre. Traditional flavours are the most successful and 
we have reduced the number of new launches, lowering the 
buy-back boundaries in the light of the tradition-linked 
nature of the category. We will, however, continue to 
look for organic mulled wines, as one in every five bottles 
sold in 2016 was organic and demand appears to be stable.

Alcohol-free

Sales of alcohol-free beverages continue to increase, rising 
by 10.8 per cent in 2016 to 3.4 million litres. Sales by volume 
have doubled since 2011, but sales by retail value have 
risen even more. 2016 was no exception, and the retail 
value of sales increased by 16.5 per cent to SEK 193 million 
– a total that is even more respectable when one considers 
that it includes no alcohol tax.

It is clear that our customers are becoming increasingly 
knowledgeable when it comes to alcohol-free beverages 
and are choosing their products with care. The category 
is also experiencing strong growth in the grocery retail 
sector and our strategy will continue to be focusing on 
direct alternatives to alcoholic drinks and to prioritise 
quality over a low price.

Beers and “musts” (unfermented fruit juice) have seen 
the strongest growth, but growth is occurring in all seg-
ments. We are also seeing a clear health trend whereby 
more and more people are including alcohol-free products 
in their shopping baskets as they choose to refrain from 
consuming alcohol on certain occasions but are unwilling 
to do so to the detriment of the taste experience.

The launch plan does not specify what we will be looking 
for and suppliers should visit the Supplier portal for further 
information. You will find details of the relevant dates for 
the respective requests for tender and of approximately 
how many products we intend to buy in. You will also find a 
short description of the main type of products for which we 
are looking. When evaluating the products Systembolaget 
takes into account, not only the sensoric quality, but also 
the anticipated customer benefit, the look of the pack-
aging, the novelty value, the brand, and the price.

APERITIF AND DESSERT

Value 
(SEK mil., 
incl. VAT)

%
change

(Full-year)

Volum  
litres

(thousand)

%
change

(Full-year)

SHERRY/MONTILLA 21.1 -9.7 156.6 -10.1

EXTRA DRY VERMOUTH 28.5 -3.3 194.2 -3.1

VERMOUTH 48.5 -4.3 381.3 -4.9

APERITIF 89.7 0.5 520.2 -2.7

SAKE 4.2 7.6 19.2 -0.9

DRY FRUIT WINE 2.8 -5.4 16.0 -11.3

OTHER WINE, SEGMENT 8.6 2.9 31.9 -13.1

SWEET WHITE WINE 16.8 0.1 108.6 -5.2

SWEET WHITE WINE SMALL BOTTLES 19.8 -6.5 74.6 -7.9

RED PORT 49.3 -1.5 257.3 0.0

WHITE PORT 2.7 -3.5 15.4 -4.1

SWEET SHERRY/MONTILLA 10.1 -4.6 71.2 -5.0

MADEIRA 12.0 -4.5 63.8 -4.7

FLAVOURED WINE 58.3 3.0 727.0 -0.8

SWEET FRUIT WINE 24.9 -5.1 215.3 -9.4

OTHER DESSERT WINE 20.3 -6.3 142.7 -4.5

MULLED WINE & OTHER CHRISTMAS DRINKS 303.7 1.7 2,575.9 -1.8

MULLED WINE & OTHER CHRISTMAS DRINKS 
SMALL BOTTLES

3.4 4.3 24.0 3.6

TOTAL 724.7 -0.5 5,595.2 -2.9
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ALCOHOL-FREE

Value 
(SEK mil., 
incl. VAT)

%
change

(Full-year)

Volum  
litres

(thousand)

%
change

(Full-year)

ALCOHOL-FREE WINE 94.5 16.3 1 226.6 6.5

ALCOHOL-FREE BEER, CIDER & MIXED DRINKS 53.4 19.3 1 371.1 11.5

ALCOHOL-FREE MUST 19.8 15.6 309.1 21.3

ALCOHOL-FREE OTHER 25.3 12.5 514.4 13.6

TOTAL 193.0 16.5 3 421.2 10.8

34



Why ”must”?
“We are seeing a continued growth in customer 
interest in “musts”, and we are also seeing a growing 
market with numerous exciting, new “musts”. 

They’re perfect as seasonal items that you can 
sell when they’re completely fresh. There are also 
plenty of diff erent types, so customers have the 
chance to get all nerdy about the 
diff erent types and styles. And on 
top of that, they’re just so good!” 

Johan Lund
Category Manager
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Contact information 

RANGE & PURCHASING DIRECTOR

Sara Norell 
+46 8 503 325 60
sara.norell@systembolaget.se

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

GROUP MANAGER PRODUCT RANGE

Ulf Sjödin
+46 8 503 303 76
ulf.sjodin@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 8 503 325 56
johan.lund@systembolaget.se

ASSISTANT CATEGORY MANAGERS

Maria Staf
+46 8 503 303 70 
maria.staf@systembolaget.se

Louise Hilbers (locum)
+46 8 503 306 41 
louise.hilbers@systembolaget.se

Per Malmring 
+46 8 503 306 39 
per.malmring@systembolaget.se
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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.

Staff an Adin
+46 8 503 303 71
Staff an.adin@systembolaget.se

Johan Ahlstedt
+46 8 503 303 47
johan.ahlstedt@systembolaget.se

Anders Barrén
+46 8 503 311 25
anders.barren@systembolaget.se

David Benge
+46 8 503 303 87
david.benge@systembolaget.se

Sebastian Braun
+46 8 503 325 82
sebastian.braun@systembolaget.se

Karl Arbin (paternity leave)
+46 8 503 310 46
karl.arbin@systembolaget.se

ASSISTANT PURCHASERS
The Assistant Purchasers should primarily be contacted 
via: bitradandeinkopare@systembolaget.se
+46 8 503 303 27

Marcus Dahlin
+46 8 503 329 05
marcus.dahlin@systembolaget.se

Christoff er Eriksson (locum)
+46 8 503 302 85 
christoff er.eriksson@systembolaget.se

Marie Von Segebaden (locum)
+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

Nikita Nordström
+46 8 503 304 57
nikita.nordstrom@systembolaget.se

GROUP MANAGER PURCHASE

Fredrik Arenander
+46 8 503 301 27
fredrik.arenander@systembolaget.se
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