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Together  
we are the 

restaurants’  
best partner



The company 
in 3 minutes
The Martin & Servera group is Sweden’s leading 
 foodservice wholesaler. Regardless of whether 
you run a restaurant, a bakery, a municipal school 
 canteen or represent a nationwide chain, we have 
the products and solutions you need.

Martin & Servera’s vision and values apply across all our 
 operations. They define the overall framework and form 
the basis for how we conduct ourselves as a group, and 
 encompass all our operations, brands and target groups.

VISION

Together, we are the restaurants’ best partner.

VALUES 

Committed, courageous and competent.

Vision and values

Our offering
Leading specialized companies and attractive services 
supplement our full assortment offering.

Our customers
We are business partners to more than 25,000 customers. 
We help the foodservice industry to find the goods, 
services and knowledge that they need for their 
 operations.

DID YOU KNOW THAT...

bananas were delivered by 

Grönsakshallen Sorunda

of the total production in 2019  

at Sigtuna Brygghus is its popular 

Sigtuna NAPA (Non Alco Pale Ale)

22%

soap and shampoo manufactured  

by Cleano Production

50 tons

10 million

2 MARTIN & SERVERA • ANNUAL AND SUSTAINABILITY REPORT 2019

MARTIN & SERVERA IN BRIEF



72%
175 K

3,253

of sales at Martin & Servera Restaurang-

handel are via e-commerce channels

square meters – the size of the  

Group’s warehouse area

Number of Group employees 

Dec 31st, 2019

NET SALES

2015 2016 2017 2018 2019

12,958 13,343
14,475 14,597 15,077

2015 2016 2017 2018 2019

367
394

PROFIT*

*Net profit (EBT), excl. goodwill.

360

426

318

MARTIN & SERVERA GROUP’S FIVE-YEAR SUMMARY

Financial overview 2019 2018 2017  2016 2015

Net sales, SEKm 15,077 14,597 14,475 13,343 12,958 

EBITDA margin, % 4.1 3.6 3.2 3.8 3.6

Operating margin (EBIT), % 2.1 1.8 1.8 2.7 2.6 

Net profit (EBT), excl. goodwill, SEKm 426 360 318 394 367

Balance sheet total, SEKm 3,765 3,888 3,767 3,438 3,051 

Return on capital employed, % 17.1 15.1 15.5 24.6 26.1 

Return on equity, % 15.6 13.3 14.0 22.5 24.5 

Equity ratio, % 38.3 34.8 34.7 36.8 36.7 

• Fiskhallen Sorunda was established in the market

• Martin & Servera X-Lab was started with the ambition to drive innovation, 
 development and digitalization for greater customer value

• Galatea expanded through acquisition in the Finnish market

• Liv Forhaug assumed the position of CEO for the Martin & Servera Group

• Axel Johnson AB acquired a further 30% equity interest and now owns 100% of 
Martin & Servera 

• Start of the construction of a new 30,000 square meter warehouse in Norrköping 

Our locations
The Martin & Servera Group has offices all over Sweden and operations in 
Finland and Norway. We are familiar with the local markets, are close to our 
customers and have in-depth knowledge of the restaurant industry’s needs. 
Our headquarters is based in Årsta, just outside Stockholm.

Significant business events during the year
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Martin & Servera’s 
CEO comments  
on 2019

Our business performed well in 2019, reporting growth 
of 3.3 percent and an increase in profitability from 
SEK 360 to 426 million. This despite the fact that we 
witnessed a slight slowdown in the restaurant market 
toward the end of the year. However, Martin & Servera 
has a secure base in the form of agreements with the 
public sector – a market that is considerably less sensi-
tive to business cycles than is the private sector. 

During the year, we implemented extensive improve-
ments to our procedures by increasingly taking on 
the role as partner to our customers, which resulted 
in successes in the market. The major sustainability 
issues engage many people, and it is our belief that 
our systematic sustainability program has been greatly 
appreciated, particularly by public sector customers. 

Martin & Servera has previously acquired several 
companies that have a more specialized offering and 
a higher service content. This means that we can now 
complement Martin & Servera Restauranghandel’s 
broad full assortment offering with an extensive range 
of, and knowledge in, beverages (Galatea), non-food 
(Diskteknik) and fresh produce (Sorundahallarna). 

Our business portfolio is growing favorably, although 
there are challenges. During the year, we discontinued 
the full assortment initiative in the Finnish market 
and initiated a large-scale transition of the operations 
in Diskteknik.

We will continue to 
grow and develop so we 
can meet the challenges 
and opportunities that 
lie ahead.

When I summarize my initial time as CEO, I must say 
that the months have been eventful and exciting. 
Our industry is rapidly changing; a fact that brings 
both challenges and opportunities while placing 
high demands on our offering. 
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Moving forward, focus will be on more cooperation 
between the Group’s companies – all with the am-
bition of creating an even stronger offering for our 
customers. The Group’s structure means that we have 
a unique opportunity to fulfill our customers’ every 
wishes, and our ambition is to more clearly generate 
added value and convenience for those customers 
who choose to do all their business with us. 

Today, 80 percent of sales in our largest company, 
Martin & Servera Restauranghandel, are carried out in 
digital channels. In order to simplify for our custom-
ers, we intend to develop e-commerce to also include 
the Group’s other companies, starting with Galatea.

Our sustainability agenda is important to us and has 
been identified as a distinct priority by our owner. 
Recently, we have updated and defined new long-
term sustainability goals. Our ambition is to be at the 
forefront of our industry in central areas, such as sus-
tainable transport activities, a reduced CO

2
 footprint 

and food waste. 

The advantage of Martin & Servera being a major 
player in the industry, with backing from solid own-
ers, is that we can work on a basis of a long-term per-
spective and invest in our operations. In 2019, Axel 
Johnson AB acquired a further 30 percent of Martin 
& Servera and is now sole owner. This means that 
Martin & Servera will continue to be run as a family- 
owned company with strong values and a long-term 
approach. We are very pleased about this.

I want to take this opportunity to thank our custo-
mers who put their trust in us every day. I want to 
thank all the employees who embrace change with a 
sense of commitment and inquisitiveness. It is unlike-
ly that the pace of change will ease in our industry. 
Instead, the opposite is more likely. Martin & Servera 
will continue to grow and develop so that we can 
meet the challenges and opportunities that lie ahead.

Liv Forhaug
CEO
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How we  
generate value
Martin & Servera is the leading partner to all restaurant and 
institutional catering customers. Our Group structure has 
been created to combine the advantages and efficiency of a 
major company with customer-centric and local cooperation. 

THE MARTIN & SERVERA GROUP
Leading specialized companies and attractive 
services supplement our full assortment offering.

VISION
Together, we are the restaurants’ best partner.

SUSTAINABILITY
Martin & Servera’s ambition is to make it easy 
for customers to make decisions that are bene-
ficial for people, animals and nature. Therefore, 
the Group focuses on key issues regarding 
environmental and social responsibility.

VALUES
Committed, courageous and competent.

COMPETENT EMPLOYEES

3,253
employees who have worked at Martin & Servera 
for an average of 9.4 years

RELATIONSHIPS
• Relationships with 26,000 customers

• More than 20,000 customer contacts every day

ASSORTMENT 
• 364 million tons of food and 57 million liters of 

beverages from about 2,400 suppliers

• Processes for quality-assurance of products

EFFICIENT PRODUCTION & DISTRIBUTION

2 million 
customer deliveries each year

• 175,000 square meters of storage space  
across 14 warehouses

• In-house production for fresh produce, 
 beverages and chemical products

FINANCIAL STRENGTH
Equity ratio 

38.3%

THE BASIS FOR OUR VALUE CREATION OUR OPERATIONS

The share of total sales to the 

public sector (SEK) attributable to 

eco-labelled products in 2019.

33.3%
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EMPLOYEES

73% 59.7%
Index, team efficiency Attendance 
(satisfaction index) (= number of employees  
 with fewer than 5 sick days)

CUSTOMERS

77% 

Satisfied customer index* 
*Martin & Servera Restauranghandel, private market

SUPPLIERS
• The restaurant market’s largest sales organization

• Marketing of suppliers’ products via e-commerce, 
digital media and promotional magazines 

SOCIETY 

47 tons 
produce donated to aid organizations 

• 70% renewable energy in the Group

• 156.12 MWh of solar electricity produced 

OWNER 
Consolidated profit of SEK 

426 million

WIDE ASSORTMENT

69,000
items in our assortment (8 companies)

7,670 
items are organic and eco-labelled

SUSTAINABLE LOGISTICS
• Safe deliveries

• Efficient distribution

• New vehicle technology and alternative fuels

SERVICES & SUPPORT

72%
of sales at Martin & Servera Restauranghandel 
are via e-commerce channels

• Advantageous agreements via  
our “Premiumportalen”

• Software for calculating costs, pricing and 
conducting inventory counts

KNOWLEDGE AND EXPERIENCE
• GastroMerit educational program 
 (3,855 course days sold)

• Advice and expertise from sales reps  
and experts

VALUE CREATED FOR STAKEHOLDERSOUR OFFERING
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The best partner 
to the restaurant 
industry
The Martin & Servera Group’s vision is to be the best partner to the restaurant industry. 
Through a full assortment offering that is supplemented with specialized companies 
and attractive services, our companies can provide customers with the market’s best 
offerings. Our long-term strategy is built on four cornerstones – the best customer 
 offering, constant development, an attractive workplace and acting as a force for good.

As a Swedish, family-owned group of companies, we take a 
long-term approach and can make a difference throughout 
the value chain. Together, we want to be the best partner 
to the restaurant industry. This means we need to be the 
industry leader in sustainability and we need to make the 
sustainable choices easy for our customers. It is important 
that we challenge ourselves when it comes to testing new 

ideas so that we find new solutions in  response to our 
customers’ different needs. Services and the assortment 
should make everyday life easier, at the same time as we 
help to develop our customers’ businesses. The commit-
ment we have for our customers starts with us. Our work-
places are to be characterized by a culture that fosters 
openness, self-initiative and collaboration.

BEST CUSTOMER  
OFFERING IN THE MARKET

We listen to our customers,  
we offer a wide range of products,  
we have reliable logistics and the 

services restaurants need

ATTRACTIVE WORKPLACE
We are an inclusive and  

inquisitive organization that  
encourages learning

FORCE FOR GOOD
We can make positive change.  

We strive to be a force for  
good and long-term  

sustainability

RENEWAL AND  
CONTINUOUS  

IMPROVEMENTS
We strive to be efficient in  

our day-to-day activities and  
to improve our way of  

doing businessVision:
Together, we are  
the restaurant’s  

best partner
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Plant-based 
and local 
 gaining ground
The wholesale market for food and beverages to restaurants and institutional 
caterers has annual sales of approximately SEK 50 billion. A slowdown due 
to a downturn in the economy was evident in the latter part of 2019 in the 
private restaurant market. There is an industry shift between grocery stores 
and restaurants in both directions. Today, the restaurant market accounts for 
one-third of total food consumption in Sweden.

The Swedish wholesale market for food, 
 beverages and equipment delivers to restau-
rants, fast-food restaurants, coffee shops, 
road-side eateries and to institutional 
caterers. It is an industry characterized by a 
few large players, many small specialists and 
direct deliveries from suppliers. The Martin 
& Servera Group is the largest player, and the 
companies in the Group deliver to both the 
private and public sectors. 

A changing restaurant market

In 2019, the wholesale market increased by 
4.1 percent (4.3 percent restaurant market 
and 3.7 percent public sector). The trend in 
the restaurant market is largely driven by 
inflation. Since September 2019, growth in 
the restaurant sector has slowed. 

It is increasingly difficult to differentiate 
between restaurants and grocery stores. The 
boundaries blur when restaurants open up 
shop sales and grocery stores sell more and 
more ready-made food and meal solutions.

The restaurant market changes also 
through consolidation. Hotel and restaurant 
chains grow through acquisition and new 
concepts are launched. The number of 
individual restaurateurs continues to decline. 
The segments in the restaurant market that 
are growing the most, according to Statistics 
Sweden, are hotel restaurants, coffee shops 
and fast-food concepts.

We see a higher degree of consolidation 
also among restaurant wholesalers. Small 
specialized companies in primarily the fresh 
produce segment are those being bought up 
by the large players.

Consumers are 

spending an increas-

ingly larger share of 

the money used to 

purchase groceries on 

food outside the home, 

but this increase has 

stagnated. The figures 

show the trend of the 

average share nation-

wide, not including 

value added tax.

30%

28%28%

26%

25%

24%

23%

25%

20%

2008 2010 2018201620142012
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Social issues and finances dictate institutional meals

In an economic situation where consumption in the 
restaurant sector is slowing, sales to the public sector 
provide a certain degree of security. One-third of Martin & 
Servera’s sales is to the public sector. 

The meals provided by institutional caterers are a show-
case for Swedish food policy. Ambitions are high with 
an increasing demand for Swedish products and more 
sustainable meals, although the insecurity stemming from 
the municipalities’ economic situation is great. Some 
municipalities have already modified their food policy, for 
financial reasons, and chosen to lower their ambitions in 
terms of, for example, the share of organic food.

Difference in urban and rural trends

Growth in the restaurant market has been high for a long 
time. Consumers have been spending an increasingly larg-
er share of the money used to purchase groceries on food 
outside the home, but recently this trend has stalled due, 
in part, to more ready-made concepts in stores. 

This share varies substantially between urban and rural 
areas – people in Stockholm spend more than 50 percent 
of their money in restaurants and coffee shops while this 
share is considerably lower in other parts of the country. 
The average in Sweden is 28 percent. 

Compared with international trends, there is still clear 
potential for growth. The figures for the UK and the US are 
40 and 50 percent, respectively.

Plant-based and local are the year’s winners

Greater focus on climate issues resulted in a major 
breakthrough for plant-based food during the year. The 
Eat Lancet report received a great deal of attention. New 
restaurant concepts that focus on plant-based food have 

popped up. Moreover, vegetarian and vegan alternatives 
take up increasingly more space on all restaurant menus. 

After last summer’s drought, interest for Swedish farmers 
and Swedish produce intensified. Demand for local prod-
ucts remained strong in 2019. For Swedish restaurants, 
close proximity to the farmer and the ability to tell a story 
about the product is what is driving the trend. Even in the 
public sector, proximity to produce is important, but here 
there is also a clear political desire to support the local busi-
ness community. Naturally, climate issues and the correla-
tion to transportation is another key element in this trend.

THE FOOD SERVICE MARKET PER PRODUCT SEGMENT

Meat & cold cuts Beverages, non-alcoholic

Dry goods Fish and seafood

Dairy Non-food

Fruits & vegetables Equipment

Beverages, alcoholic
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Market  
trends that 
change us
The pace of change is high in the markets served by the Martin & Servera 
Group. We change with the world around us. By understanding the trends 
that drive development, we can meet our customers’ needs quickly and 
with great accuracy. We have identified a few major trends that affect our 
industry and our operations: digitalization, changing consumption  
patterns and a greater focus on sustainability and health.

When, where and how food and beverages are consumed 
changes rapidly. Today, hotels, restaurants, coffee shops 
and food trucks account for about one-third of the total 
meal consumption in Sweden. The border between 
grocery stores and restaurants is blurring. Deli counters in 
most grocery stores offer a broad selection of in-house 
prepared, ready-to-eat dishes, increasingly more 
restaurants offer take-away, many families buy everyday 
meals in the form of ready-packed bags that are delivered 
to the home, and home deliveries of restaurant food via 
bike couriers is growing significantly in major cities.

HOW MARTIN & SERVERA IS ADDRESSING THE TREND: 
As a major player in the center of the restaurant industry, 
we drive developments by analyzing trends and listening 
to our customers. We develop new business activities, 
assortments and concepts, and we design digital solutions 
that facilitate for our customers and drive change.

1 Changed consump-
tion patterns
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Continuous rapid advances in technology require digital 
strategies and adaptation to new forms of cooperation. 
Digitalization also means greater transparency and 
enables new business models in the restaurant industry. 
Restaurant guests and our customers’ employees are 
becoming more digital, which places demands on new 
solutions and tools that can optimize operations in the 
restaurant kitchen and generate conditions for more sales.

HOW MARTIN & SERVERA IS ADDRESSING THE TREND:   
Together with our customers, we try new ideas and we 
utilize the potential of technology to improve and digitalize 
both our customers’ and our own business. During the 
year, we launched new e-commerce functions – Costing, 
Pricing & Inventory, a clearance list and a cooperation 
with Karma to salvage goods that have a short best- 
before date. We have started Martin & Servera X, an 
innovation hub for new digital services and customer- 
centric solutions.

Today’s restaurant guests have high expectations that the 
food that is served is sustainable and ethically produced. 
It makes sense to offer a broad selection of sustainable 
products and services to restaurants and institutional 
caterers. The demand for sustainable products is 
increasing, but the meaning of the concept of sustainable 
products changes over time. It no longer just means 
organic or eco-labelled. Many times, products produced 
in Sweden are also considered sustainable. Climate 
policies have received a lot of attention, partly at the 
expense of other sustainability issues.

The issue of food waste is still in focus. One-third of the 
food produced in the world is thrown away – the greatest 
portion is thrown out by consumers, although waste occurs 
throughout the entire food chain – from production to serving.

HOW MARTIN & SERVERA IS ADDRESSING THE TREND: 
We have ambitious sales targets for organic and eco- 
labelled products. We work with many local producers to 
expand the selection of Swedish products. The task of 
reducing food waste has been intensified. Using the 
Hållbara val (Sustainable choice) filter, we make it easy for 
customers to find eco-labelled and ethically labelled prod-
ucts in our e-commerce channels.

We see clearly that there is an increasing demand for 
small-scale and locally produced produce, both from 
restaurants and from institutional caterers. Restaurant 
guests want to know from where the produce comes and 
how the farmer works. This is part of the food experience. 
The same applies to school canteens and preschools, 
which are also driven by policy requirements to support 
the local business community. The climate debate also 
influences this trend with a preference for shorter 
transport distances.

HOW MARTIN & SERVERA IS ADDRESSING THE TREND:   
Our companies are constantly expanding their assortment 
of Swedish and regional products. We often highlight the 
fantastic Swedish producers and their businesses in our 
communication. We participate in industry-related projects 
to drive demand for Swedish produce. Sorundahallarna 
offers the “Smakriket” concept, which promotes and sells 
unique Swedish products from various regions in Sweden 
– from Österlen to Lapland. Sigtuna Brygghus brews local 
beer, Diskteknik offers a Swedish range of chemical 
products manufactured in their own factory in Älgarås.

Awareness about how the food we eat affects our own 
health is increasing. Food and meals play an increasingly 
important role in society. This is evident in policy demands 
that govern institutional meals. Food has become an identity 
marker, particularly for young people. In the restaurant 
market, healthy new fast-food concepts are being 
launched and the number of juice bars, for example, is 
rising. The demand for vegetarian and vegan food is 
growing. The meat-or-no-meat debate is constantly in 
focus, particularly following the Eat Lancet report, which 
received a great deal of coverage. Antibiotics resistance is 
a growing problem for healthcare throughout the world 
– and in Sweden. Fortunately, Swedish livestock breeders 
use the least amount of antibiotics per kilo in the EU.

HOW MARTIN & SERVERA IS ADDRESSING THE TREND: 
We no longer offer tobacco products. The assortment of 
non-alcoholic beverages is growing. We are broadening 
the selection of vegetarian proteins, fruits and vegetables. 
We collaborate with Generation Pep on healthy snacks for 
children and young people. We are working to reduce the 
use of antibiotics in livestock farming.

3

5

Digitalization  
& innovation

Sustainable  
consumption

2

4

Health & conscious 
lifestyle

Small-scale  
with clear origin
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The Martin  
& Servera 
Group
The Martin & Servera Group is a Swedish, family-owned group with 
a total of 3,250 employees. Group companies deliver beverages, 
food, equipment, chemicals and services to hotels, restaurants, 
coffee shops, institutional caterers and stores.

The Martin & Servera Group comprises the companies 
Martin & Servera Restauranghandel, Martin & Servera 
 Logistik, Fiskhallen Sorunda, Fällmans Kött, Grönsaks-
hallen Sorunda, Galatea, Martin & Servera Restaurang-
butiker, Diskteknik and Chipsters. 

Operations are concentrated to the Swedish market. 
A small portion of the sales is carried out via subsidiaries 
in Finland and Norway.

The company’s head office is in Årsta, Stockholm. 
 Martin & Servera’s sole owner is Axel Johnson.

Martin & Servera

Restauranghandel

Martin & Servera

Restaurangbutiker

Grönsakshallen

Sorunda
KGA Logistik

Cleano

Production

Fällmans Kött
Brygghuset  

i Sigtuna
Storköksteknik

Fiskhallen 

Sorunda

Still Sparkling

Solutions

Bornicon &  

Salming Finland

Lubeco A/S

Diskteknik Oy

Sorundahallarna

The Martin & Servera Group

Martin & Servera

Logistik
GalateaChipsters Diskteknik

14 MARTIN & SERVERA • ANNUAL AND SUSTAINABILITY REPORT 2019

GROUP OVERVIEW



With the drive to  
renew and evolve
At the beginning of November 2019, it was announced that 
Axel Johnson, which already owned 70 percent of Martin & 
Servera, had acquired the remaining 30 percent and is now 
the sole owner of Martin & Servera. 

Axel Johnson is a Swedish, family-owned company that 
was founded in 1873 and is now being run by the fifth 
generation. The owner family has a great passion for 
food and sustainability, and the Group is one of Swe-
den’s leading retail groups. A forward-looking approach 
and accountability permeate the organization, as does a 
high pace of change and development. In recent years, 
Martin & Servera’s operations have expanded through, 
for example, more acquisitions of specialized companies, 
 development of digital services and new business activi-
ties. This makes Martin & Servera an all-inclusive partner 
to Sweden’s restaurants and institutional caterers.

“Looking forward, we see that digitalization and sustain-
ability issues offer the companies within Axel Johnson 
vast potential to develop their operations by working 
smarter, more resource efficiently and becoming even 
better at understanding and providing service to our cus-

tomers,” says Caroline Berg, owner and Chairman of the 
Board for both Axel Johnson and Martin & Servera. 

With retail as the starting point, Axel Johnson has 
evolved over the years. However, the will and the drive to 
change, paired with long-term development of profitable 
and sustainable businesses, is intact. It is a corporate tra-
dition that Axel Johnson is expanding on, given that – in 
ten years time – at least 50 percent of Axel Johnson will 
be made up of operations not currently part of the busi-
ness today. This may include, for example, new products, 
new services or completely new operations. 

“We see Martin & Servera’s strong progress and leading 
market position as an incredible platform for continued 
success. Moreover, we have remarkable employees and 
leaders who can realize goals and visions,” says Caroline 
Berg.

Caroline Berg, owner and Chairman of the Board  
of Axel Johnson and Martin & Servera
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Martin & Servera Logistik’s operations 
includes warehouses in four locations 
– Halmstad, Norrköping, Enköping and 
Umeå – and a number of distribution 
hubs around Sweden. 

The company’s largest customer is 
Martin & Servera Restauranghandel. 
Every day, year-round, Martin & Servera 
Logistik takes responsibility for ensuring 
that our customers receive the goods 
they need for their operations. 

Sustainable logistics is something Martin 
& Servera Logistik addresses on a daily 
basis. It is about making sure that energy 
and resources are used as efficiently as 
possible. This is done by ensuring that all 
vehicles that leave the company’s loading 
docks are fully loaded, by planning dis-
tribution in such a way that the vehicles 
drive as few kilometers as possible, 
but also by investing in climate-smart 
warehouses and bio-gas vehicles, for ex-
ample. Our goal is to realize completely 
climate-neutral distribution by 2030.

Martin & Servera 
Logistik

500 vehicles deliver goods to 
customers all over Sweden 
every day

DID YOU KNOW THAT...

500

Sales, SEK m

1,914
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Martin & Servera Restauranghandel 
is Sweden’s leading wholesaler and 
partner for restaurants and institutional 
caterers. The company offers a complete 
assortment of fresh produce and other 
food as well as equipment, beverages and 
non-food. Martin & Servera Restaurang-
handel operates close to its customers 
with sales offices throughout Sweden. 

In addition to a wide choice of products, 
the offering also includes support, ser-
vice and training for the industry. Martin 

& Servera Restauranghandel is accessi-
ble to its customers through knowledge-
able sales reps, a multitude of digital 
tools that simplify everyday life for the 
customers and an e-commerce platform 
that is constantly evolving in dialogue 
with the customers. 

The company also includes Martin 
& Servera Restaurangbutiker, which 
enables restaurant customers to make 
purchases in stores.

Martin & Servera 
Restauranghandel

Martin & Servera Restauranghandel’s 
sales staff have more than 2,000 
customer calls every day.

DID YOU KNOW THAT...

2,000

Sales, SEK m

12,071
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Grönsakshallen Sorunda offers the market’s broadest 
assortment of fruits and vegetables, has its own pro-

duction kitchen and its own production of pre-cut 
and refined fruits and vegetables. The company also 

runs Smakriket, a brand for unique Swedish, local 
products that meet Swedish restaurants’ quality and 
storytelling needs. In 2019, Grönsakshallen Sorunda 
won the Employer of the Year award at the Samhall’s 

Visa Vägen Gala. Read more on pages 34-35.

Grönsakshallen  
Sorunda

DID YOU KNOW THAT...

10
Grönsakshallen Sorunda sells 

 usual and unusual products. 

10 million bananas are delivered to 

Swedish restaurants in one year

...but also 335 kilos of banana 

blossoms

Sales, SEK m

1,475
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Fiskhallen Sorunda offers a quality assortment 
of produce and processed products from lakes 
and seas. With passion and innovation, it works 
to supply restaurants, hotels, conference venues 
and institutional caterers with the seafood 
 products they need.

Fiskhallen 
Sorunda

200 king crabs have swum 
in Fiskhallen Sorunda’s 
own tanks in Västberga

DID YOU KNOW THAT...

Sales, SEK m

200 36

Fällmans Kött is a specialized company and 
 wholesaler for meat, game, fowl and charcuteries 

to restaurants. The company buys from its own 
farms and producers all over Sweden, as well as 
from select producers the world over. Fällmans 

Kött butchers and prepares meat in its own 
facilities and maintains control from breeding to 

finished product. It also manufactures its own 
 sausages and charcuteries using its own recipes.

Fällmans Kött

Fällmans buys 100 cows 
every year from Hagshult-
kossorna, a farm that takes 
care of retired dairy cows 
and lets them live out their 
final days at their “spa for 
old dairy cows”.

Sales, SEK m

DID YOU KNOW THAT...

100 174
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Galatea delivers beer, cider, wine and spirits to 
 Systembolaget but also directly to the restaurant 
market. In 2019, Galatea expanded through acquisition 
in the  Finnish market. Now Galatea supplies ALKO, 
grocery stores and ferry traffic across the Baltic Sea 
with its products.

Through its subsidiary Sigtuna Brygghus, the company 
develops craft beer for its own brands S:t Eriks and 
Sigtuna. The subsidiary KGA Logistik handles distribu-
tion, and offers warehouse and transport solutions even 
for other players in Sweden. Still Sparkling Solutions, 
which offers customized water and keg-tap solutions for 
restaurants and bars, is also part of the group.

Galatea

Sales, SEK m

DID YOU KNOW THAT...

724
Galatea sold 303,000 liters of mulled 
wine in 2019, an increase of 37 percent. 
All mulled wine was organic.

303,000
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Chipsters from Åland is Martin & Servera’s Finnish 
 organization for fresh produce. The company’s roots reach 
back to 1934. Fishermen from Åland started the business, 

which is built on the knowledge and long fishing  
tradition of archipelago residents. 

Today, Chipsters is a leading specialized company in fish 
processing and sales of fish products in Finland. Chipsters 

has its own production facilities and sells to both the 
restaurant market and to grocery stores. Chipsters has its 
roots in a clean archipelago and is subsequently a staunch 

advocate for the environment and sustainable fishing – 
from purchasing and processing of produce to distribution.

Chipsters

Diskteknik offers sustainable all-inclusive solutions 
for dishes, cleaning, catering and non-food. It offers 

expertise, technology and products for good hygiene, 
safe food and better overall economy to hotels and 

restaurants. Kitchen design and service is offered 
under the Storköksteknik brand. Chemicals, hygiene 
and cleaning products are manufactured in the com-

pany’s own production facility, Cleano Production 
in Älgarås. Diskteknik is also represented in Norway 

and Finland. Sustainability aspects and consideration 
for the environment are priority issues and a large 

portion of the products sold are eco-labelled.

Diskteknik

Almost 90 percent of all chemical 
products, and just under 100 
percent of all tissue sold in 2019, 
were eco-labelled.

DID YOU KNOW THAT...

Sales, SEK m

38590%

Sales, SEK m

495

21ANNUAL AND SUSTAINABILITY REPORT 2019 • MARTIN & SERVERA

GROUP OVERVIEW



SUSTAINABLE 
OFFERING

RESOURCE- 
EFFICIENCY

GOOD 
EMPLOYER

We work to reduce our own 
waste, reduce our climate 
impact, lower our energy 
consumption and develop 
sustainable warehouse and 
distribution solutions. We offer 
our customers safe products 
and reliable deliveries.

Our employees should enjoy 
their work, feel healthy and 
develop together. Diversity 
helps to create a better work 
atmosphere. Subsequently, 
employees need to have differ-
ent backgrounds, knowledge 
and experience.

The goods we offer should be 
produced with consideration 
for people, animals and nature. 
It must be easy for customers 
to make conscientious and 
sustainable choices. We devel-
op services that help customers 
to lower their climate impact.

Our ambition is to make it easier for our customers 
to take good and well-founded decisions which have 
positive impact on people, animals and nature. Together 
with our customers and suppliers, we commit to 
important sustainability issues in a long-term manner. 

Sustainable 
together with 
our customers 

Martin & Servera’s sustainability agenda is integrated in its entire 
operations and is based on our focus areas – resource-efficient oper-
ations, good employer and sustainable offerings. These focus areas 
create structure in our work and help us explain and visualize what 
we do. Each area has clear goals and activity plans that are regularly 
measured and followed up. Read more on the following pages.
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Sustainability agenda  
with high ambitions
Martin & Servera’s focus areas are the foundation for its operation’s sustainability 
agenda and clarify the ambition to be the industry leader in terms of sustainability. 
Follow-up is done via sustainability goals that are linked to the focus areas and 
that drive Martin & Servera and the restaurant industry in a sustainable direction. 

“In the spring of 2019, I was tasked with updating and 
recommending a few really challenging sustainability 
goals that our two largest companies, Martin & Servera 
Restauranghandel and Martin & Servera Logistik, could 
work toward. In many companies, it’s an uphill struggle 
for those people in charge of sustainability. That’s not the 
case here,” says AnnaLena Norrman, Chief Sustainability 
and Quality Officer.

Extensive analyses, workshops and referrals were car-
ried out that, at the end of 2019, resulted in the business 
management teams approving a detailed sustainability 
program and a number of new, long-term sustainability goals 
within the framework of Martin & Servera’s focus areas.

The sustainability program describes the day-to-day 
sustainability work carried out in the form of requirements 
imposed on suppliers, constant development of the assort-
ment and daily focus on efficient use of resources. The 
long-term goals are about driving change for the industry. 

“Most challenging is probably the goal to make our dis-
tribution climate neutral. There are a lot of issues which 

are out of our control. We are reliant on vehicle manufac-
turers, improvements in infrastructure in terms of new 
fuels – and not least, that our customers are open to new 
delivery patterns,” says AnnaLena. 

Cutting waste in half is the goal within closest reach. It 
is also a challenge, but in this case, it is about measures 
within the own organization. It is about systems and pro-
cedures – about doing things right quite simply. 

Our journey towards the future begins here. Long-term 
goals are broken down into interim goals and action plans 
are drawn up in the companies. In order for Martin & 
Servera’s ambitions to become reality, plans and out-
comes will be regularly followed up – via internal audits, 
monitoring of performance indicators and, not least, the 
annual sustainability report. 

“The most important thing is that we and our sales 
reps can make it easy for our customers to make sustain-
able choices. After all, our customers are the key. Their 
needs and requirements shape our business,” concludes 
AnnaLena.

The customers 
are the key to 
our sustainability 
performance.
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Long-term 
sustainability goals
Martin & Servera has adopted a number of sustainability 
goals to drive its own operations and the restaurant industry 
in a sustainable direction. These long-term goals are a first 
step on our journey toward fully sustainable operations. 
To succeed, we need to devise new business approaches 
that drive sustainable development in dialogue with our 
customers. 

1) Applies to Martin & Servera Restauranghandel and Martin & Servera Logistik. 
2) Calculated in kilograms, reference year 2018. Applies to Martin & Servera Restauranghandel and Martin & Servera Logistik.
3)  Solar-cell facilities are currently installed in Umeå and Enköping. Installations remain to be completed in Halmstad and Norrköping.

OUR SUSTAINABILITY GOALS

1.

3.

2.

4.

5.

6.

Martin & Servera’s transport activities will be climate neutral by 2030.1)

Waste in our own operations will be cut in half by 2025.2)

In 2025, organic and eco-labelled products will account for  

50 percent of our sales to the public market and 20 percent to 

 private restaurants.1)

Single-use plastic items, banned by the EU by 2021,  

will be discontinued in the assortment by 2020.

Plastic in packaging may only come from fossil-free or recycled 

fossil raw materials as of 2030.

By 2022 at the latest, all Martin & Servera Logistik’s warehouses 

will be fitted with solar-cell facilities.3)
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In 2015, the world’s countries agreed on common Sustainable 
Development Goals (SDGs), Agenda 2030. The goals will help 
countries, government authorities and companies to address 
the major global sustainability issues. Martin & Servera’s 
sustainability work contributes to many of the SDGs. We have 
chosen to prioritize goals and activities linked to the develop-
ment goals where our operations have a large and direct 
 impact through the assortment, transportation, food waste 
and cooperation with other players in the food chain.

Martin & Servera’s contribution

• Code of Conduct
• Supplier requirements
• Audits
• Work for greater diversity and integration

• Investments in sustainable vehicle fleet
• Goal to achieve climate-neutral operations
• Energy-efficient warehouses
• Renewable energy in real estate properties

• Palm oil policy
• Soybean policy
• 100% certified palm oil  

in private labels

• Sustainable food chain
• Food waste research project
• Dialogue and collaboration with customers, 

suppliers, government agencies and NGOs

• Sustainable products
• Goal for a higher share of organic/ 

eco-labelled products
• Measures to reduce food waste

• Wide assortment of eco-labelled  
fish and seafood

• Policy for sustainable fishing and  
responsible aquaculture

• Our position taken in regard to species, 
fishing zones and fishing methods

GOAL 8 – DECENT WORK  
AND ECONOMIC GROWTH

GOAL 13 – CLIMATE ACTION

GOAL 15 – LIFE ON LAND

GOAL 14 – LIFE BELOW WATER

GOAL 17 – PARTNERSHIPS  
FOR THE GOALS

GOAL 12 – RESPONSIBLE  
CONSUMPTION AND PRODUCTION

Martin & Servera’s transport activities will be climate neutral by 2030.1)

Waste in our own operations will be cut in half by 2025.2)

In 2025, organic and eco-labelled products will account for  

50 percent of our sales to the public market and 20 percent to 

 private restaurants.1)

Single-use plastic items, banned by the EU by 2021,  

will be discontinued in the assortment by 2020.

Plastic in packaging may only come from fossil-free or recycled 

fossil raw materials as of 2030.

By 2022 at the latest, all Martin & Servera Logistik’s warehouses 

will be fitted with solar-cell facilities.3)

UN’s Sustainable  
Development Goals 
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500
OUTCOME 2019

• Share of renewable energy,  
total 70% (previous year 72%)

• 27 audits completed at  
external haulers

• 156 MWh of solar  
electricity produced

• 47 tons of goods donated to charity 
instead of becoming food waste

PRIORITIES

• Climate-neutral transport activities 
no later than 2030

• Halved waste by 2025

• Construction of a new warehouse  
in Norrköping

• Changed certification (from BRC  
to FSSC 22000) for warehouse 
operations – Halmstad, Norrköping, 
Enköping and Umeå

• Installation of LED lighting in the 
warehouse in Halmstad

• Greater degree of utilization of 
resources in distribution vehicles

vehicles deliver goods from Martin & Servera 
Logistik’s warehouses to restaurants all over 
Sweden every day.
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Resource- 
efficiency
The Martin & Servera Group pursues its operations with focus on resource- 
efficiency and sustainability. It’s a question of what we do ourselves to reduce  
our climate impact, energy consumption and waste. Efficient and sustainable 
logistics, investments in climate-smart vehicle technology and warehouses, 
 renewable energy and a dedication everyday to reduce waste.

MORE SUSTAINABLE  

TRANSPORT ACTIVITIES

• Distribution by truck is part of 
the Martin & Servera Group’s core 
business. Hundreds of vehicles 
deliver goods to Martin & Servera’s 
customers every day. Reducing fuel 
consumption and emissions is a 
clear priority for us.

• Martin & Servera evaluates and 
tests new technology that can make 
our vehicle fleet even more sustain-
able. In pace with the build out of 
biogas stations across the country, 
it will be possible to use biogas 
vehicles to a greater extent. At the 
start of 2019, there were only a few 
biogas vehicles used in the opera-
tions. Now, Martin & Servera Logis-
tik has just over ten biogas vehicles 
and investments in a further 20–30 
vehicles are scheduled for 2020. 
At the top of our 2020 wish list is 
to have the first 100% electricity- 
operated vehicle in operation within 
a year.

CLIMATE-SMART  

REAL ESTATE PROPERTIES

• The construction of Martin & 
 Servera’s new, climate-smart 
 warehouse in Norrköping in 
 November 2019 started.  
This is an important part of the 
strategy to create the industry’s 
most competitive and sustain-
able logistics.

• The solar-cell facility on the ware-
house roof in Enköping – expect-
ed to generate 230 MWh of solar 
energy every year – was inaugurated 
in 2019. The warehouse in Umeå 
already has solar cells on the roof.

• Expanded distribution terminal in 
Västberga, Stockholm taken into 
operation during the year.

SUSTAINABLE PACKAGING

• Fruit and vegetable deliveries in 
reusable crates (SRS) have been 
implemented for customers that 
receive their deliveries from the 
Halmstad-based warehouse. At the 
beginning of 2020, the SRS crates 
will be rolled out at Martin & Serve-
ra Logistik’s other three warehouses. 
Grönsakshallen Sorunda has used 
these reusable crates for a long time. 

• Restaurants normally receive fish 
deliveries in polystyrene boxes that 
are then difficult to take care of. 
The boxes are bulky and easily ab-
sorb odors. Fiskhallen Sorunda has 
introduced a new way to transport 
fish and seafood to customers – 
without polystyrene. They press the 
polystyrene that the fish is packed 
in when it arrives to the warehouse, 
which means that several months 
worth of polystyrene can fit on a 
few pallets, thereby reducing the 
number of truck collections.

• As a test, both Grönsakshallen So-
runda and Martin & Servera Logistik 
are cutting back on unnecessary 
plastic use when distributing their 
goods.
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HALVED WASTE 2025

• The goal is to halve waste, in volume, by 2025 in our 
operations (compared to 2018). Martin & Servera Logis-
tik and Martin & Servera Restauranghandel run a joint 
project to find solutions and more structured approach-
es to reduce waste.

• Martin & Servera has participated in the task of up-
dating the trade association Kost & Näring’s (Diet & 
 Nutrition) industry agreement that aims to establish 
best practices in food procurement. The update con-
tains recommendations on how to set adequate public 
procurement requirements in order not to increase food 
waste in the wholesale business.

• Food is donated regularly to charity organizations from 
all four of Martin & Servera’s warehouses. This consists 
of fully edible produce that cannot be sold for various 
reasons – expiry date closing in, opened packages or 
other reasons. 47 tons of goods were donated in 2019.

CERTIFICATION FOR SECURE BUSINESS DEALINGS

• Customers to companies in the Martin & Servera Group 
can feel secure in doing business with companies that 
constantly strive for better quality and more sustain-
able solutions. 

• Environment and quality certificates show that there 
are functioning procedures for the control of goods and 
deliveries, that product safety is an ever-present focus, 
and that improvement measures to reduce the burden 
on the environment and streamline operations are 
 constantly in progress. 

• Since April 2019, the companies Galatea, Sigtuna 
Brygghus and KGA Logistik are certified in accordance 
with ISO 9001 and 14001. All of the companies in the 
Martin & Servera Group are now ISO certified.

• As of May 2019, all the warehouses in Martin & Servera 
Logistik are certified according to the highest grade in 
accordance with the food safety standard BRC Storage 
& Distribution.
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Food is salvaged from 
becoming waste
When the ‘food rescue’ solution was launched three years ago, Martin & 
Servera had partnered with Karma and was recommending, for example, 
the app to its restaurant customers. The cooperation expanded in 2019 
with a solution that allows Martin & Servera’s customers to salvage fresh 
produce that has a short shelf life from all of the Group’s warehouses. 

Jiyan Duran is Director of Sales in Sweden for Karma 
and one of the initiators of the new solution. 

“By integrating Martin & Servera’s e-commerce 
platform in the Karma App, our restaurant custom-
ers can see all potential food waste in real time,” 
explains Jiyan. The restaurants receive notifications 
that Martin & Servera has, for example, meat or veg-
etables that are close to the best-before date. Goods 
can be ordered at a discount and delivered with the 
customer’s regular delivery. This also eliminates any 
unnecessary transport.”

Karma has over 10,000 restaurants and stores linked 
to the app that can now make purchases and help to 
rescue perfectly good food. 

“We also notice that many 
players within the public 
sector have opened a 
Karma account now. 
Even if they don’t 
sell their own food to 
consumers, they can 
contribute to increased 
sustainability by buying 
salvaged food via Karma from 
Martin & Servera.” The initiative 
is well in line with Martin & Servera’s 
ambition to reduce waste throughout the entire  
food chain. In 2019, this joint initiative has  
rescued 165 tons of food from being thrown away. 

KARMA
Martin & Servera has cooperated 
for several years with Karma, which 
works to ensure that all food that is 
produced is also consumed. Via the 
Karma App, restaurants and stores 
can conveniently upload and sell 
their surplus at a discounted price. 
This enables Karma’s partners to 
reduce their food waste, recover 
a part of the investment they have 
already made, strengthen their 
brand and reach new customers. 
For consumers, Karma is a way to 
do good for the environment while 
saving money. 
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23%
The share of women among warehouse and 
distribution staff at Martin & Servera Logistik.

OUTCOME 2019

• Share of employees with fewer than 
five sick days, was 59.7 percent 
(previous year 50.3 percent)

• 31 percent women in senior 
positions throughout the Martin & 
Servera Group (30 percent)

• 7,993 internal training hours

• 42 percent women in the corporate 
group management (33 percent)

PRIORITIES

• Strategies for corporate culture  
and diversity agenda

• Action plans per company to  
attract and retain key talent

• Digitalization of processes, 
procedures and internal learning 
for the companies in the Martin & 
Servera Group
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Good  
employer 
Employees who enjoy their work, are healthy and grow together are the basis of the 
Martin & Servera Group’s success. Our differences contribute to good work atmo-
sphere and further advance our business. For this reason, we need people from 
different backgrounds with a variety of skills and experience.

WELCOMING WORKPLACE

• The induction procedure for new 
managers and employees was up-
dated during the year. As a form of 
support for introducing new man-
agers and white-collar employees, 
a digital manual is now available 
on the intranet containing useful 
information for new employees. 
It offers simple, clear information 
in an easy-to-read and convenient 
manner. There is also support for 
managers ahead of and during the 
induction of a new employee.

• All new employees complete a dig-
ital course that provides important 
information about the Martin & 
Servera Group – who we are, what 
we stand for and what we do. This 
enables everyone to feel confident 
and ready to start work.

• All Martin & Servera companies 
have a joint recruitment procedure 
as of the spring of 2019. Focus is 
on shortening lead times, increas-
ing transparency and communica-
tion to the candidates and creating 
the best possible basis for decisions 
for recruiting managers. The aim 
is to cultivate the best candidate 
experience – even for those who do 
not get the job they applied for.

 

HEALTH AND SAFETY

• In total, 88 percent of our employ-
ees took part in the annual employ-
ee satisfaction survey. The survey 
involves all the companies in the 
Martin & Servera Group except the 
Finnish company Chipsters. A pos-
itive trend is evident in the results 
of the survey. In general, it showed 
that the employees enjoy and are 
satisfied at work. 

• The psychosocial work environ-
ment was measured for the first 
time in 2019. Stress levels, oppor-
tunities for recovery and support 
during peak workloads are factors 
that have an impact. Since this 
was the first year of measurement, 
there are no comparative figures, 
but compared with other com-
panies and industries, Martin & 
Servera’s results appear favorable. 

• The e-learning course on occu-
pational health and safety for 
managers that has been produced 
addressed both systematic health 
and safety efforts, but also infor-
mation related to the psychosocial 
work environment.

ANTI-CORRUPTION

• The risk of corruption exists in 
relationships with customers, 
suppliers and partners. Martin & 
Servera has identified the following 
functions within the Corporate 
Group with the greatest expo-
sure: sales, purchasing, logistics, 
marketing and IT. As a result, we 
have a compulsory anti-corruption 
e-learning course for employees 
within these functions. 

• The Group’s whistleblower service 
from 2019 is also open to exter-
nal contacts. No issues regarding 
 anti-corruption were reported.
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DIVERSITY IS GOOD

• Diversity leads to new thinking and develops the 
corporate culture and everyday efforts. Diversity also 
brings with it commercial advantages. Seeing beyond 
differences and categories, that the organization reflects 
the market and society in general, that different experi-
ences and perspectives are utilized – all of this creates 
competitive advantages.

• Martin & Servera’s objective regarding diversity is that 
discrimination on the basis of identity, lifestyle or origin 
is strictly forbidden, that all workplaces are to have an 
tolerant culture and an open working atmosphere, and 
that all companies are to pursue effective and system-
atic work on health and safety. Furthermore, the goal 
for 2020 is that the gender balance per function is to 
be within the interval of 40-60 percent, that gender 
balance in senior positions is to be within the interval  
of 40-60 percent and that the share of employees in 
senior positions with a foreign background is to be at 
least 20 percent.

• In January 2019, a compulsory introduction course on 
diversity was launched. It addresses norms, discrimi-
nation and harassment with the ambition of showing 
that differences in a workplace are good. The issues are 
followed-up in the annual employee satisfaction survey, 
which is the basis for the improvement efforts managers 
work on with their teams.

• One of the companies in the Martin & Servera Group – 
Grönsakshallen Sorunda – received the 2019 Employer 
of the Year Award at the Visa Vägen Gala (the “Lead 
the Way” Gala). The award is handed out by Samhall 
and shines a light on those who lead the way to support 
people with disabilities and end their exclusion from 
the labor market. Read more on pages 34-35.

• Martin & Servera Logistik in Umeå promotes diversity 
in its operations in several ways. For example, in the 
spring of 2019, students of the Swedish for Immigrants 
program interned two days a week and rode with a 
driver to practice Swedish in a natural way while also 
gaining insight into Swedish working life.

• The Martin & Servera Group has long worked with 
 Öppna Dörren (Open the Door), an organization that 
helps new arrivals to make important contacts in soci-
ety. An agreement has now been signed for a mentorship 
program with Mitt Liv (My Life), which promotes an in-
clusive society and a labor market that values diversity.

KNOWLEDGE LEADS TO DEVELOPMENT

• An organization that is spread over several companies 
and exists geographically from Luleå in the north to 
Malmö in the south can benefit vastly from e-learning. 
All employees receive the same information, it can be 
repeated as needed, and it saves time – for employees 
and for managers.

• In addition to the e-learning introduction, we currently 
have e-learning courses in a variety of different areas 
including eco-driving, anti-corruption, sustainability and 
food safety. New for 2019 are courses in labor law and oc-
cupational health and safety for the organization’s man-
agers and an updated course about information security. 
The courses are sometimes compulsory for everyone, 
and sometimes only for those directly concerned.

• As part of Martin & Servera’s efforts to be an attractive 
and sustainable employer, all new managers are offered 
a company-adapted leadership development program. 
New for this year is that the program is now open for 
all companies in the Martin & Servera Group. Extra 
leadership development programs have been carried out 
for Diskteknik – one for senior management and one for 
other supervisors.

• During the year, managers who lead employees in LO’s 
(The Swedish Trade Union Confederation) agreement 
areas have attended instructor-lead labor law courses.

THE SHARE OF WOMEN IN LOGISTICS

In 2014, a strategic initiative was launched, within Martin & 
Servera Logistik, to increase the share of women in logistics. 
Since then, the share of women in warehouse and distribution 
has increased by 5 percentage points.

2014 2019

18%

23%
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Rasmus’ position was created following a large 
re-organization in which five large sales areas 
in the country became eight. His experience 
is that the reorganization has had a positive 
impact for the customers. 

“Now that the decision-making process is 
shorter and the sales reps have a greater man-
date to address issues, we make decisions faster 
so customers receive faster and better help.”

You’re relatively new in your role at  

Martin & Servera Restauranghandel.  

What do you enjoy most? 

“I can honestly say it’s the fact that I learn 
something new every day. I thrive on the 
fast pace and that it is possible to steadi-
ly grow and develop all the time. We also 
have  fantastic employees within the entire 
 company – and that is primarily why it’s so 

much fun to come to work.”
Rasmus explains that they continuously gain 
access to new, smart digital solutions that help 
both the organizations and the customers. 

“At the same time, a lot of ideas come 
from our employees, and that means we keep 
 getting better and better.” 

How do you see yourself growing and improving? 

“My constant objective is to develop and 
learn more, regardless of whether its work or 
sports. That’s an opportunity I genuinely feel 
exists within Martin & Servera. As for whether 
I will continue to do the same job or not, well, 
time will tell. But I see plenty of potential here.”

Do you have a favorite among  

Martin & Servera’s products? 

“That would be our halloumi fries.”

Fast pace and scope for 
personal growth
Rasmus Andersson is sales manager at Martin & Servera Restauranghandel 
in Umeå where he is in charge of coaching and developing employees while 
ensuring that everyone works together toward set targets. 

“I learn 
something new  
every day”

33ANNUAL AND SUSTAINABILITY REPORT 2019 • MARTIN & SERVERA



“In truth, we feel that it is fundamental-
ly wrong to have to build an appendage 
for people who have a disability. But of 
course, as long as the need exists, we 
will be here.”

The “Lead the Way” award is present-
ed by Samhall every year and shines a 
light on people who are passionate and 
employers who open the labor market 
to people with disabilities. Grönsaks-
hallen Sorunda was chosen as Employer 
of the Year 2019.

“With the “Lead the Way” award we 
 recognize those employers and passion-
ate souls who take people from a place 
of exclusion to one of inclusion. Sorun-
da does not differentiate between being 
profitable and being helpful in its role as 
employer. The attitude of taking people 
into your business because you believe 
that they have something to contribute 
and not because you want to help them 

is healthy. For Sorunda, it is obvious 
that it is the skills they are looking for.”

Research shows that heterogeneous 
groups in which different skills merge 
are, as a rule, more successful than 
homogeneous groups. 

Employers who 
appreciate that 
everyone can 
contribute are 
important.

Diversity makes  
the company  
and employees  
grow together
Grönsakshallen Sorunda was one of the companies that received Samhall’s 
“Lead the Way” award in 2019. “With this award, we recognize those   
employers and passionate souls who take people from a place of exclusion  
to one of inclusion,” says Mats Eliasson, Director of Marketing at Samhall.
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“Grönsakshallen Sorunda has a fantastic ability to 
find the right task for the right employee. For exam-
ple, there are people here who feel best and perform 
best when the tasks assigned to them are very clear. 

“Most would have difficulty focusing after a while, and 
would start to make mistakes, but these people never 
lose their concentration and they do it correctly every 
time,” explains Mats. In this way, everyone comes out 
a winner – employees who enjoy their jobs and feel 
proud, and the company that has the right person in 
the right job. 

“The values that we see at Grönsakshallen Sorunda 
are an inspiration for all. It is very easy to perform 
here, because there is a clear attitude that everyone is 
equally as valuable.”

WINNER OF THE “LEAD THE WAY”  
AWARD, 2019
The “Lead the Way” award is presented by Sam-
hall and shines a light on passionate people and 
employers who open the labor market to people 
with disabilities. Grönsaks-
hallen Sorunda was named 
Employer of the Year 
2019, with the citation: 
“For this employer, 
everyone is different yet 
equally important. Here, 
diversity is considered 
an asset and different is 
considered to be a special 
skill. This cultivates a culture 
with unrivaled competitiveness, 
where everything that is delivered is good.”

GRÖNSAKSHALLEN SORUNDA  

+ SAMHALL = LOVE

The collaboration between 

Grönsakshallen Sorunda and 

Samhall is built on offering restaurant 

customers a premium assortment 

of fruits and vegetables while 

simultaneously helping people with 

disabilities find a meaningful job.
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7,670  
Organic and eco-labelled items in the companies’ assortment.

OUTCOME 2019

• 70 supplier audits (previous year, 37)

• 49 suppliers assessed and approved 
(previous year, 75)

• Purchase of soybean certificate, 
corresponding to 3,500 tons of 
soybean

• 7,670 organic and eco-labelled 
items in the companies’ assortment

• Martin & Servera Restauranghandel’s 
sales of organic and eco-labelled 
items accounted for 33.3 percent of 
sales to the public market and 11.3 
percent to the commercial market

PRIORITIES

• Increase sales of organic and  
eco-labelled products.

• Reduce unnecessary use of plastic  
in the single-use range and in  
food packaging

• No antibiotics for growth-promoting 
purposes for food-producing animals

• Clarify products’ climate impact in 
Martin & Servera Restaurang-
handel’s e-commerce channels

• Pursue partnerships with customers 
and other players to drive sustain-
able development
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Sustainable  
offering
The goods we offer should be produced with consideration for people,  
animals and nature. We try to make it easy for customers to make 
conscientious and sustainable choices and we develop services that 
help customers to lower their climate impact. In our partnership with our 
suppliers, we place great emphasis on sustainability.

SUSTAINABLE DECISIONS

• In May 2019, Martin & Servera stopped selling tobacco 
products, a decision that was perceived as positive by 
both employees and customers. 

• Whole fresh eggs from caged hens will be phased out 
by 2021. In 2019, it was decided to also phase out eggs 
from caged hens in all egg products.

• We introduced a plastics policy, drafted a material 
guide and started an extensive assortment project in 
order to help our customers make sustainable choices 
for single-use products. We also want to influence and 
inspire our suppliers to find new materials and new 
solutions for food packaging. For this reason, Martin & 
Servera Restauranghandel’s purchasing department has 
been reinforced with a packaging expert. 

• 2019 was the year that plant-based food really emerged 
on menus at Swedish restaurants with, for example, 
the Eat Lancet report receiving a great deal of cov-
erage. Greater climate awareness has affected the 
choices made by restaurant guests. The range of alter-
native proteins is broadening and the sale of fruits and 
vegetables is rising. 

ORGANIC AND ECO-LABELLED

• The goals concerning the sale of sustainable products 
have been revised. Organic and eco-labelled products 
will account for 50 percent of our sales to the public 
market and 20 percent to private restaurants in 2025. 

• There is a broad range of organic and eco-labelled 
items in the Group companies’ assortment. Approx-
imately 90% of Diskteknik’s chemical products are 
eco-labelled. Fiskhallen Sorunda does not sell fish that 
are on the WWF’s red list. Martin & Servera Restau-
ranghandel takes a stand relating to species, fishing 
zones and fishing methods as regards its assortment 
of fish. Galatea has a broad selection of organic wine 
and beer. 

• In 2019, we launched an e-learning on organic food for 
the public sector, we participated in the Eco September 
campaign and arranged our own customer competi-
tion to increase the sales of organic and eco-labelled 
products.
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COOPERATION THROUGH  

THE FOOD CHAIN

• Martin & Servera is a key player in 
the industry and can therefore ex-
ert an influence and effect change. 
Together with other trading compa-
nies, food producers, municipalities 
and restaurants, we collaborate on 
important sustainability issues.

• As of January 2019, we are a 
member company of the industry 
initiative Hållbar Livsmedelskedja 
(Sustainable Food Chain). A belief 
in greater consensus concerning key 
future issues and mutual responsi-
bility for sustainable food supply is 
the basis for the Group’s work.

• Martin & Servera is a member 
company of Sojadialogen (The 
Swedish Soy Dialogue), a part-
nership between Swedish feed 
companies, food producers, retail 
companies and interest groups that 
aims to influence the conditions 
under which their suppliers pro-
duce soybean. 2019, a clarification 
statement was adopted that means 
that the members have committed 
to work to ensure that all products 
that reach Sweden after 2025 con-
tain only sustainably produced or 
certified soybean.

• The food industry, with Martin & 
Servera as one of several partici-
pants, has started the task of up-
dating the antibiotics criteria. This 
work will continue in 2020. Cutting 
back on the use of antibiotics in the 
food industry is a question of better 
animal welfare and of lowering the 
risk of antibiotics resistance, which 
represents a major public health 
threat.

PARTNERSHIPS THAT  

PROVIDE SECURITY

• Products sold by the companies 
within the Martin & Servera Group 
are to be produced with focus on 
good animal welfare, good working 
conditions and low environmental 
impact. We place demands on sub-
contractors through our Code of 
Conduct, which forms the founda-
tion for our sustainable and social 
responsibility efforts and applies to 
all suppliers – Swedish and foreign. 
Product categories, production 
countries and production methods 
are evaluated from a risk perspec-
tive and a select number of suppli-
ers are audited every year. In 2019, 
banana farms in Ecuador, meat 
breeders in Uruguay and Brazil and 
feta cheese production in Greece 
were audited.

• The Code of Conduct also regulates 
anti-corruption. It stipulates that 
suppliers are to adopt and comply 
with an anti-corruption policy and 
that employees in the company 
may not accept or offer bribes. 
Business with Martin & Servera 
is to be carried out in an ethical 
business manner.

• We care about our customers’ 
customers – the people who eat the 
food prepared in Swedish restau-
rants and canteens. For this rea-
son, we have a detailed procedure 
for what is to be done if something 
were to happen that could jeopar-
dize food safety. In 2019, we dealt 
with 51 incidents, of which 17 were 
classified as a threat to food safety 
and resulted in a recall of deliv-
ered goods. These were due to, for 
 example, the presence of listeriosis 
or traces of undeclared allergens. 

INNOVATIVE & SUSTAINABLE  

PARTNERSHIPS

• We introduced several innovative 
product partnerships in 2019. An 
organic burger made of minced 
chicken meat from laying hens that 
Kronfågel created in partnership 
with Martin & Servera Restaurang-
handel and a legume mince pro-
duced by Grönsakshallen Sorunda 
in partnership with Axfoundation 
(read more on page 39). 

• At the start of the summer, new 
digital solutions to reduce food 
waste were launched – both via 
Martin & Servera Restauranghan-
del’s e-commerce channels and via 
the Karma App. A full 165 tons of 
food were salvaged from becoming 
waste via this digital solution in 
2019. Read more on page 29.

• Martin & Servera’s innovation hub, 
Martin & Servera X, has supported 
and started several sustainable 
experiments. Read more about 
“Restauranglabbet” on page 40.
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Can you explain your approach to sustainable meals?

“In our operations, we feel we have a big responsibility 
to ensure that meals have as little environmental impact 
as possible, while ensuring that our guests enjoy the food, 
eat until they are satisfied and get the energy they need to 
do their school work.” 

The meals division in Österåker creates menus based 
on seasonal produce and that matches their approach. 
Ideally, the produce should be Swedish and climate-smart, 
flavorsome and nutritious. For instance, chicken has re-
placed a lot of beef, the amount of animal-based proteins 
has been reduced and more vegetables have been added 
in cooking to lower the climate footprint. 

The vegetarian option is incredibly important,  
explains Johanna. 

“We offer two alternatives every day, one of which is 
always vegetarian,” says Johanna. 

You tested legume mince in collaboration with Martin & 

Servera at the canteen in Hacksta School during the year. 

How did that go?

“High school students are our toughest guests, but the 
results were surprisingly positive. The first time, we served 
Spaghetti Baljognese. Quite a few had it and thought it was 
fun to try something new. We’ve also used legume mince 
in our taco buffet and in our eco-friendly lasagna.” 

What can your schools do to contribute to the development 

of plant-based produce?

“The dialogue with our lunch guests is a good start. We 
talk about how everything we do leaves a footprint, and 
that every time we make a better choice, the environment 
wins. We avoid labelling the alternatives as vegetarian. In-
stead, we call them climate-smart or eco-friendly. During 
an inspiration day, our chefs had the chance to create 
new dishes using legume mince. Three dishes stood out: a 
climate-smart burger seasoned with lime, chives and pars-
ley, a chili-sin-carne, and a potato au gratin with legume 
mince and a mature, flavorsome cheese – all of which will 
be served in our schools during the spring term.”

Spaghetti Baljognese  
was a hit!
Johanna Lindholm is assistant division manager at Österåker 
Municipality’s meals division. We meet with her to talk about 
how school food can become more eco-friendly.

FOUR CROPS IN A 
 PLANT-BASED MINCE
Legume mince is an innova-
tive and healthy product made 
of produce grown, harvested 
and prepared in Sweden. The 
mince contains four Swedish- 
grown crops – sweet lupine, 
field pea, broad bean and 
rapeseed. The legume mince 
is the result of a Group 
partnership between Martin 
& Servera Restauranghandel, 
Grönsakshallen Sorunda and 
Torsåker farm.
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A partnership has been started with Martin & 
Servera that addresses areas such as circular 
economy, food waste and food tech.

“Martin & Servera shares our ambition to 
upgrade and secure the restaurant industry of 
tomorrow. In an initial project, we are testing 
and creating recipes for a new product, 
legume mince.” 

Waste is just the beginning

“Many feel that the job is done when waste has 
been managed. We feel that’s just the start,” 
explains Johan. “The next step is considerably 
more difficult. How do we furnish the restau-
rants? Is stainless steel sustainable? What is 
the lighting made of, what are we sitting on, 
what paints are we using? Plus the complex 

issues around the food, such as how do you 
compare an organic carrot transported from 
Germany with a standard one from Sweden”

Restauranglabbet wants to examine these 
matters one at a time, and is making use of 
both the business community and the world 
of academics. The two seldom talk with each 
other, claims Johan. This is something they 
want to change by inviting the parties to 
meet. Restauranglabbet also wants to demon-
strate both sustainability and profitability. 

“The financial aspect is decisive. If it isn’t 
profitable, it won’t work. At the same time, 
companies need to understand that it is a ques-
tion of do-or-die. If they aren’t on board, then 
they will have nothing to sell in the future.”

The restaurant industry’s 
sustainability efforts 
have just begun
“More than 25 percent of all carbon dioxide emission comes from the 
food industry. The restaurant industry has an obligation to deal with 
the problem itself, and not wait around for someone else to do it,” says 
Johan Gottberg, chef and one of the initiators of Restauranglabbet. 

RESTAURANGLABBET
Martin & Servera has started a 
partnership with Restauranglab-
bet related to our ambition to 
develop sustainable restaurant 
operations. Restauranglabbet is 
an innovation arena that studies 
how sustainable and circular a 
restaurant can become. Restau-
ranglabbet is also a physical 
restaurant in Stockholm that 
serves as a test site and where 
people can have lunch or enjoy 
a coffee break. 
www.restauranglabbet.se

Many feel that 
the job is done 
when waste 
has been 
managed.  
We feel that’s 
just the start.
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With QuizRR, we try 
to help to strengthen 
the employees so 
that they themselves 
can influence their 
work conditions

Viveka Risberg is Program Director Sustainable 
Production and Consumption at Axfoundation.

“One major challenge is that factory workers 
in China can seldom organize collectively in 
a trade union, engage in a dialogue with the 
employer or present complaints and opinions. 
There is a lack of knowledge and channels. 
With QuizRR, we try to help to empower the 
employees so that they themselves can influ-
ence their working conditions within the frame-
works available in a country such as China.” 

The digital training tool QuizRR contains video 
clips recorded in factories in China that illus-
trate important areas in labor law. After each 
clip, the participants answer quiz questions 
– such as if a foreman has the right to place a 
hand on your shoulder or if you have the right 
to maternity leave. By turning it into a game, 
the course is entertaining and, at the same time, 
both employees and supervisors learn about 
their rights and obligations, explains Viveka. 

“We hope and believe the QuizRR leads to 
greater knowledge, a better climate for dia-
logues between employees and supervisors, and 
that the employees have a greater chance to 
exercise their rights.”

Knowledge boost at  
factories in China
Most of the world’s food and goods are currently produced in China 
and the rest of Asia in factories that are not infrequently defined by 
problematic working conditions. Studies and experience reveal that 
rules and controls also require initiatives that increase knowledge 
and self-empowerment among the factory workers. For this reason, 
Axfoundation encourages the Axel Johnson companies to use the 
training tool QuizRR.

QUIZRR AT MARTIN  
& SERVERA
The purpose of the digital 
training tool QuizRR is to 
spread knowledge to as many 
people as possible in the most 
convenient and entertaining 
manner possible. Martin & 
Servera started using QuizRR 
in 2014 at one of its supplier 
factories in China. Today, 
the training program is used 
at four factories and 1,077 
workers have completed the 
course. QuizRR is a Swedish 
edtech company that also de-
sign training tools for factories 
in Thailand and Bangladesh.
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THE SWEDISH CULINARY TEAM 

Martin & Servera 
is a proud partner 
and one of the main 
sponsors of the 
Swedish Culinary 
Team during the 
2017–2020 period. 
Martin & Servera Restauranghandel 
and Sorundahallarna deliver goods 
to the team. A dedicated team makes 
sure that the Swedish Culinary Team 
gets exactly the products they want.

In addition to the work of sourcing 
the right products, Martin & Servera 
carries out many activities together 
with the team, such as guest perfor-
mances at fairs or customer visits. 

Read more about the collaboration 
on pages 44-45.

EXCEPTIONELL RÅVARA 

Exceptionell 
 Råvara (Excep-
tional Produce) 
is a quality- 
oriented broad 
and inclusive initiative to develop 
modern gastronomy and provide 
top-level restaurants with unique 
Swedish produce. Martin & Serve-
ra participates with the ambition 
of bringing chefs and producers 
 together to form new partnerships.

GENERATION PEP 

Generation Pep is a 
non-profit organization 
started on the initia-
tive of the Swedish 
Crown Princess Victoria 
and Prince Daniel to 
create knowledge and engagement 
 concerning children’s and young 
people’s health.

Martin & Servera shares Gener-
ation Pep’s goal that children and 
young people should eat flavorsome 
and nutritious food and exercise as 
much as possible.

Cooperation and 
engagement
Martin & Servera is Sweden’s leading restaurant wholesaler. With that 
comes great responsibility. Through many different cooperations with 
associations, authorities and organizations, we address important 
issues that contribute to the industry’s development. Martin & Servera 
wants to be a positive force in society. Therefore, we participate in 
different industry projects that promote the industry’s growth, gastron-
omy’s development and that contribute to diversity and sustainability.
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TAKEOVER

For Martin & 
 Servera, a more 
equal restaurant 
industry is para-
mount. It requires 
women role models for girls who are 
considering a profession as a chef. 
That is why we support TakeOver’s 
Swedish tour, a network of women 
chefs, who occasionally take over 
the kitchen at a restaurant and offer 
their interpretations of that particu-
lar restaurant’s food philosophy.

CHEF OF THE YEAR

Martin & Servera is a 
partner to the Swed-
ish championship in 
professional cooking, 
Chef of the Year 
(Årets kock). Through 
the cooperation, Martin & Serve-
ra contributes to the gastronomic 
development and the rising interest 
in food and cooking among Swedish 
consumers.

STUDENT CHEF/CHEFS  

OF THE YEAR

The shortage of chefs is a major 
challenge for the restaurant indus-
try. To attract young talents to the 
restaurant industry, Martin & Servera 
supports the competitions Student 
Chef of the Year and Student Chefs of 
the Year (Årets kockelev/kockelever).

OTHER COOPERATIONS

Livsmedelsgrossisterna, the Swedish 
Trade Federation, Hållbar Livsme-
delskedja, Organic Sweden, Ekomat-
centrum, Från Sverige, The Fed-
eration of Swedish Farmers (LRF), 
Lernia, Yrkesdörren, Wateraid, 
Gymnasie-SM, Rådet för Frys- och 
kylkedjan, RTRS (Round Table on 
Responsible Soy), The Swedish Soy 
Dialogue, RSPO (Round Table on Sus-
tainable Palm Oil) and amfori BSCI.

Söra School in Åkersberga won the competition arranged in cooperation with 
Generation Pep and received an inspiration day about healthy snacks.
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Working as a team is everything in the 
competitions. But the chefs are not all 
that matter. 

“On paper, we are 13 participants. 
But the extended team is equally as 
important,” explains Fredrik. The team 
comprises just over 200 talented people 
who are all involved and contribute to 
our process in the competition. With-
out this extended team, we would be 
unable to practice, let alone win!”

A key team member is, without a 
doubt, Martin & Servera, explains Fredrik. 

“The cooperation as it stands today 
is a requisite for us to be at the level we 
are at today. Martin & Servera has the 
entire span. There is very little that we 
cannot source via them.” 

Fredrik’s greatest driver is not the 
competition but the work leading up to 
the competition.

“Being able to drive this development 
of Swedish gastronomy and meet all the 
talented producers is most definitely 
the most interesting part of my job.”

A systematic and  
long-term initiative 
Fredrik Andersson is team leader for the Swedish Culinary Team, which he 
led to claim the gold medal in the Culinary World Cup in 2018. “We started 
throwing ideas around with Mattias Dernelid and his colleagues at the Martin 
& Servera Group at the concept stage. Mattias and his colleagues constantly 
weigh in with their knowledge and experience of the produce.”

FREDRIK ANDERSSON
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Together, we develop 
Swedish gastronomy
Mattias Dernelid is product manager for Smakriket at Sorunda-
hallarna. When the cooperation with the Swedish Culinary Team 
started more than ten years ago, Mattias began traveling around 
Sweden together with the team to find produce.

“Sweden competes with 100 percent 
local ingredients. This has had an enor-
mous impact on developing the Culi-
nary Team, but equally as much Martin 
& Servera and our producers. Every 
producer that is part of this journey to 
the World Cup and Olympics practices 
just as hard as the Culinary Team on 
delivering world-class produce.”

It is a job that ultimately benefits 
even other restaurants in Sweden, 
explains Mattias. A good example is the 
duck that was the main ingredient in 
the 2018 World Cup. 

“They came to us with their idea 
and we recommended Viking Fågel in 
Munka Ljungby. 

We visited the farm together so that 
the chefs could explain what they were 
looking for. 

Topics like fat content, feed, aging 
period, age – basically every detail of 
the bird were reviewed. 

The Swedish Culinary Team won the 
gold with the dish and today, duck is 
available in stores for anyone to test.

“This is a clear example of how we 
can develop and refine an ingredient 
from being good to being world class.”

MATTIAS DERNELID

TEAMWORK
Martin & Servera is one of 
the main sponsors of the 
Swedish Culinary Team 
and an important partner. 
Along with our subsidiaries 
Grönsakshallen Sorunda 
and Fällmans Kött, we 
work to deliver the right 
produce to the team. A 
dedicated team makes 
sure that the Swedish 
Culinary Team gets exactly 
the products they want. 
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Board of Directors

Caroline 
Berg

Chairman of  
the Board

Martin Oldmark
Co-chairman of the Board

Göran Näsholm
Board member 
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Ann Carlsson
Board member

Rasmus  
Tallén

Employee representative

Lars-Göran  
Pettersson
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Maria Lindegren
Board member 
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Camilla  
Wideroth

Board member

Mia Brunell 
Livfors

Board member

Anna-Lena 
Holsteryd
Employee representative
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Group management

Liv Forhaug
CEO 

Omar  
Attar

CFO

Per-Erik  
Kanström
CEO Diskteknik

Christer Läckgren
CEO Grönsakshallen Sorunda, 

Fiskhallen Sorunda  
and Fällmans Kött

Stefan 
Bergström 
Hedmark
CEO Martin & Servera Logistik

Stefan
Nilsson
CIO

Kristina 
Ossmark
Head of Corporate 
 Communications

Mats 
Folkeson
CEO Galatea

Irene  
Waldemarson
CEO Martin & Servera 
Restauranghandel

AnnaLena 
Norrman

Head of Sustainability  
and Quality

Maria  
Branestam 
Head of Human Resources

Robin Exman 
Head of Business Development
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