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K GROUP TODAY
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Biggest retailer in 
Finland, 3rd biggest in 
Northern Europe

Sales of nearly 
€13 billion 

World’s most 
sustainable
trading sector 
company 

Personnel
42,000

Taxes paid and 
remitted
€1.2 billion

Operations in
eight countries
→ Grocery Retail 
only in Finland.



WE ARE STILL THE SAME 
HUMANS WITH  SIMILAR 
NEEDS AS BEFORE
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TRENDS ARE BORN WHEN CHANGE OPENS UP
NEW WAYS TO SATISFY OLD NEEDS
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Consumers today are both rational and 
irrational, conscious of both price and 
quality, eager to both consume and save, 
ecological and pleasure-seeking, 
all at the same time.

They are willing to buy new products 
regardless of the price, but also to 
purchase used products.

TODAY’S CONSUMER IS 
A HYBRID CONSUMER



HALF OF FINNS 
ALREADY ACT 
LIKE THIS

6 Population survey (n=1026). All respondents grouped based on store selection criteria, 2017

48%
HYBRID CONSUMERS

APPRECIATE EXTENSIVE 
SELECTIONS

APPRECIATE 
QUALITY SERVICE

APPRECIATE BENEFITS 
AND CAMPAIGNS

APPRECIATE STABLE 
LOW PRICES

33% 19% 40% 8%



7 Source: hybridconsumers' mobile ethnography 2017

PRICE VALUE

”(Organic) spelt flour for the 
pizza dough, healthier than 
wheat, cardboard box handy 
for both use and storage”

PRICE VALUE

PRICE VALUE

”Kebab meat and ham for 
the pizza, -30%”

PRICE VALUE

”Organic tomato paste, 
artichoke and mushroom 
slices, Pirkka’s seemed 
the best choice”

PRICE VALUE

”Grated cheese, a bag 
that’s big enough”

CASE ”Anne”:  PIZZA INGREDIENTS FOR A FAMILY WITH KIDS THAT FAVOURS  ORGANIC 



WE IN THE INDUSTRY SAY 
THAT PEOPLE BUY FOOD ON 
AUTOPILOT, LIKE ROBOTS. 

BUT WHAT DOES THIS 
ACTUALLY MEAN?



CORTICAL RELIEF

Source: Theory on cortical relief (Peter Kenning)

High brand 
affinity

Low brand 
affinity

Red = cortical relief, p < 0.05



(CORTICAL) RELIEF WHEN 
BUYING YOUR FAVOURITE

Source: Theory on cortical relief (Peter Kenning)

When shopping for 

categories requiring low 

commitment, such as FMCG, 

the brand deemed most 

popular will often win. 

Choosing the favourite brand 

will give the consumer a 

sense of relief.



The state of relief obviously is a 

calming and enjoyable state of 

emotion while shopping in a 

hectic grocery store 

environment.

BUYING YOUR FAVOURITE REWARDS THE BRAIN

Source: Theory on cortical relief (Peter Kenning)



AUTOPILOTING → SUBCONSCIOUS BUYING

Choosing your favourite means 
that the consumption decision 
does not involve the working 
memory nor the parts of the brain 
meant for reasoning. 

The hypothesis is that buying on 
autopilot very rarely includes any 
further contemplation, thought or 
evaluation.

Source: Theory on cortical relief (Peter Kenning)



TO DISTURB AUTOPILOTING?

OR NOT 
TO DISTURB? We have a tough

a question to answer: 
how can we influence 

a buyer who is not 
actively thinking while 

shopping?



Strong brands and 
market leaders

”Do not let consumers
re-evaluate.”

DO NOT DISTURB 
AUTOPILOTING.

”Give consumers
a reason to 

re-evaluate.”

DISTURB 
AUTOPILOTING WITH 

RELEVANCE.

Weak brands and 
challengers

Source: Heidi Jungar / K-Group



THE K AUTOPILOTING DATA 
STUDY GIVES US A DEEPER 
VIEW



K HAS 3,6 MILLION K-PLUSSA-LOYALTY CARD USERS IN A 
COUNTRY OF 5,5 MILLION PEOPLE

80%
Usage rate of the loyalty card while shopping
in K-Food stores.

The high level of identification while
shopping gives us the best quality data 
in the world. 

This enables us to use our data as a 
strategic tool in everything we do. Even 
in research for autopiloting.



HOW WAS THE ANALYSIS CONDUCTED?

We selected 

random Plussa customers with 
a centralisation rate of over 50%

10 000 

By dividing these figures, 
we obtained

to describe how likely they are to 
buy their own most common 
product when purchasing 
a product in the category.

customer-specific 
indicator

We calculated

How many times the customer 
bought products in various 
product categories

over 12 months
of data

Each product category's

is calculated on the average 
of the customers' probabilities.

autopiloting index

We also calculated

How many times the customer 
bought their most common 
product in various product categories.

how often

The analysis only included categories in 
which the customer had made 
purchased in the preceding 
12 months at least five times.

Source: The K Autopiloting data study / Analysis of shopping baskets from the K-Plussa database 2018. 



Steps to autopiloting when buying food

Ground coffee and coffee 
beans

Flakes

Cocoas and teas

Olive oils

Frozen berries and fruits

Flour

Rice and pasta products

Edible fats

Milk

Eggs and egg products

Cereals and mueslis

Home-bake products

Children's food and drinks

Cream

Crispbreads and rusks

Frozen vegetables

Delicatessen cheeses

Cheeses for sandwiches

Ciders, long drinks and drink 
mixes

Beers

Yoghurts

Fruit and berries

Soft drinks and juices

Vegetables (including root 
vegetables)

Snacks

Tinned goods

Frozen foods

Chicken

Ice creams

Pastries

Biscuits

Fish

Bread

Convenience food

Confectionery

Seasoning and 
preservation

Meat

STRONG AUTOPILOTING WEAK AUTOPILOTING

LOW WILLINGNESS TO CHANGE HIGH WILLINGNESS TO CHANGE

Source: The K Autopiloting data study / Analysis of shopping baskets from the K-Plussa database 2018. 



CONSUMERS CHANGE K GROUP. WE 
WANT TO ANTICIPATE THEIR NEEDS.
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WE MAPPED OUT 
THE FUTURE OF 
FOOD STORES

Envisioning the future of the CX in food stores 
has been carried in multiple stages with K Group 
experts, retailers and store employees. 

The work is based on consumer studies 
conducted in recent years. More than 60 experts 
participated in envisioning the future of grocery 
retailing on the basis of consumer preferences. 
To support the work, a 3D modelled virtual 
grocery store was built and explored with VR 
headsets.
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Consumer survey 
participants

Over 60 
K Group 
experts

1,000
BRAND STUDY 1

921
REPETITION 2

1,111
K FOOD TRENDS

1,026
HYBRID CONSUMPTION

K CUSTOMERS 22,000



Making sustainable 
choices easier

INSPIRATIONCONVENIENCE

5 KEY FINDINGS:
STORES ARE SHAPED BY VARYING 
CUSTOMER NEEDS

21 Source: K Group vision for food store of the future 2018

Doing things by hand 
will not disappear

Grocery stores divided 
into two parts

Blurring the line 
between a store 
and a restaurant

Increasingly 
individual choices



TWO VIEWS THAT ARE 
CHANGING K GROUP THE 
MOST

22 Source: K Group vision for food store of the future 2018

Making sustainable 
choices easier

INSPIRATIONCONVENIENCE

Increasingly 
individual choices



MAKING SUSTAINABLE
CHOICES EASIER



RATIONALITY

ALONE

FEELINGS

TOGETHER

FINNISH FOOD TRENDS 2017 → 2019

Making 
everyday life 

easier

Sustainable 
consumption

Everyday well-
being

Tailored
well-being

Fine-tuned
food

Culinary
adventures

X 1.2

X 1.8
X 3.4

2,1X

1,3X

X 2.2

+1% +25%

+1%
-6%

+8%

+21%



SUSTAINABLE 
CONSUMPTION

Bread from local 
bakeries, 40%

Responsibility is already having a substantial 
impact on everyday food choices – ethics and 
the origin of food will be taken into account in 
an increasing number of purchases in 2019.

24%
Want to know the entire 
supply chain of the food 
they eat 

28%
Choose ethically 
produced food

How many people are interested in comparison with the current size

Products from 
small producers, 
36%

More vegetables, 
35%

I try to avoid using 
plastic products, 31%

Fresh herbs, 
31%

Seeds, nuts, 
24% Finnish 

superfood, 23%

Heart-marked fish grown 
in an environmentally-
friendly way 
(e.g. Benella salmon), 23%

Oat milk and oat milk 
products, 21% Organic products, 18%

The shopping basket will emphasize:



HOW DO CUSTOMERS SEE  THE MOST SUSTAINABLE RETAILER IN THE WORLD?
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K Group is actively involved in promoting the 

shift towards circular economy. We open-

mindedly implement new sustainable 

alternatives, which our customers can easily 

adopt. 

Pirkka ESSI circular economy bags

All electricity purchased by Kesko is 

renewable and Kesko is the biggest 

producer and user of solar power in 

Finland. Customers can now charge their  

electric vehicles with solar power at three 

K-Citymarket stores, and the network is 

growing. Our vision for the future: zero-

energy store.

A partner for Finnish 

agriculture and industry. 

Finnish production already 

accounts for  80% of 

products on shelves. 

K Fishpaths collaboration – to 

ensure fish sales for the 

future. Enabling mating for 

endangered migratory fish.



Kalapolut video

https://www.youtube.com/watch?v=hjnxXyeQ3Gs

Granny bus: 

https://youtu.be/qv14Ob6lIgI
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https://www.youtube.com/watch?v=hjnxXyeQ3Gs


Tulevaisuus

Yhteiskäyttöautot + latauspisteet
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INCREASINGLY 
INDIVIDUAL
CHOICES



WE HAVE ALREADY BEGUN 
OUR JOURNEY...
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PERSONAL BENEFITS

PERSONAL SUGGESTIONS
people in Finland 

5,518,393

K-Plussa cards

3,600,000

registered 
K-Ruoka app users

660,000

customers receiving 
personal benefits 
ONLY via email or 
mobile

388,000



IN OUR VISION, CUSTOMERS WILL 
HAVE DIGITAL SHOPPING ASSISTANTS 
TO HELP THEM MAKE CHOICES

We will use digital solutions to enable 
personal shopping experiences. 

We can better respond to individual needs and offer an easy, 
seamless and more community-like experience:

1. Supports individual choices and values 

2. Payment on the go, as items are identified when 
collected

3. Formation of communities and tribes
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K-BUY MAKES BUYING LOCAL 
MORE SIMPLE THAN EVER BEFORE

• K-Buy helps customers who shop at K to 

understand what they buy from the store and 

how their buying effects their wellbeing and the 

world around us.

• At this point the K-Buy app tells the rate of how 

much the customer buys Finnish produce. Going 

local is the first act towards more sustainable 

choices.



Heidi.Jungar@kesko.fi
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