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BF ja ETL elintarviketoimialan linjaus 9/2021:







1) Path to Net Zero

- upcycling

- no food waste      

- CO2

7) Plant for the Planet

- sustainable diet

- no chemicals

- clear alternatives 

3) Conscious Indulgence

- adventurous

- better-for-you snacks

- guilt free 

- occasional moments
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Forest Stewardship Council (FSC)

Packaging with recycled content

Supports local farmers

Animal welfare initiatives

Recyclable packaging

Pledges around fighting food waste

Environmentally friendly

Non-GMO

Reduced carbon footprint/no carbon footprint

Less plastic



Suurimmat esteet ilmastoystävälliseen ruokavalioon Eurooppa

Ympäristöystävälliset tuotteet ovat kalliimpia 52%

Syön usein ulkona, jolloin mahdollisuuteni vaikuttaa ovat rajatut 24%

Maitotuotteiden vähentäminen on vaikeaa 43%

Kalatuotteiden vähentäminen on vaikeaa 11%

Lihatuotteiden vähentäminen on vaikeaa 43%

Vaikea tietää mistä ympäristöystävällinen dietti koostuu 16%

Kasvispohjainen ruoka on ”plant & boring” 34%

Tuottajat / myyjät eivät ole täysin läpinäkyviä ympäristöystävällisyydestä 31%

Ei mikään näistä 6%
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Lähde: Livsmedelsföretagen
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https://westonaprice.london/uk-raw-milk-map/
https://lizearlewellbeing.com/wp-content/uploads/2022/04/Milk-vending-machines.pdf
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https://www.cheesies.co.uk/
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Kuva: Chan-Su Kang

Lähde: Red Wheel

https://www.technologyreview.com/2022/03/24/1048253/the-green-future-index-2022/
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Maple Hill Creamery

This brand is 100% organic and 
grass-fed, with the focus being 

on cows putting carbon back 

into the soil, whilst also 
improving the health of the soil. 
This focus on the ethical 
treatment of animals and 
commitment to sustainability will 
appeal to those consumers who 
want to know the story behind the 
products that they purchase.



Sun Chlorella 

This Japanese noodle offering 
have been made with chlorella, a 
sustainable crop which uses 20% 

less water than land-based 

agricultural crops. This 
specialized focus on ingredients 
will appeal to consumers at a time 
when they are researching about 
ingredients in general, while the 
specificness of the process is 
something that adds an element 
of authenticity.



BrewDog

With the introduction of its Lost 
Lager offering, this beer brand 
positioned the offering as the first 

carbon negative beer, offsetting 
more carbon than is produced. 
Moreover, the brand also pledged 
to plant a tree in its own forest 

for every beer sold. Such claims 
will appeal to consumers who are 
becoming increasingly concerned 
about the impact of carbon 
emission.



Maple Leaf Foods

The Canadian food brand Maple 
Leaf Foods is a brand that has 
developed strategies to ensure it 
is carbon neutral, using science-
based targets to align with goals 
set by the Paris Agreement on 
climate change. The fact that the 
brand provides packaged meat, 
shows that animal-based 

products can be associated 

with being carbon neutral.



Beyond Good

This clean label chocolate bar is 
certified as organic. In addition, 
the ethical and environmental 

credentials of the product help 
position it as a genuine treat. 
Brands should look to push the 

message of ethical luxury 

through the story behind how 
ingredients are sourced.













































•

•





https://www.fennopromo.fi/
https://www.facebook.com/fennopromo

