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 VALIO
 3 FRIENDS
 INGMAN



FEATURE VALIO  – NESTLE 3  FRIENDS INGMAN

Ing re d ie nts Natural, ve g an and  
lactose  fre e

Natural only and  
lactose  fre e

Low fat and  low 
lactose

Distrib ution channe ls Cafe s, ice -cream 
van, ice  cream b ike

Hyp e rmarke ts, 
sup e rmarke ts

Hyp e rmarke ts, 
sup e rmarke ts





1. TASTE



2. QUALITY



3.APPEARENCE 









Source : Statistics Finland . (2020). Population structure . Re trie ve d  
from http s:/ /www.tilastokeskus.fi/ tup /suo luk/suo luk_vae sto_en.html

2017
77.177 
Russians

2018
79.225 
Russians

2019
81.606 
Russians

2020+
100.000+ 
Russians

43%
g e tting  
marrie d

32%
e mp loyme nt

22%
training  
(stud ie s)

o the rs

https://www.tilastokeskus.fi/tup/suoluk/suoluk_vaesto_en.html


Where are 
they?

50% 
+ Uusimaa

40% Helsinki –
Espoo Vantaa 
Metropolitan Region



"family" 
p ackag es

"healthie r" 
ice -cream

hig h q uality 
and  exp ensive  

ice  cream

veg an
ice -cream





Profile customer

•Russian family living in Finland

•Medium to high income

•Nostalgic about Russia

•Want quality

•Care about the environment and want to reduce waste

•Buy Russian products in Finland



Karelian berries

O nly natural ing re d ie nts

Fruit form packaging 





Nostalgia: find 
your inner child



First steps 
done…now, how to 
spread the word?
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





Compound annual growth rate (CAGR) is the rate of return that would be required for an investment to grow from its beginning balance to its ending balance, assuming the 
profits were reinvested at the end of each year of the investment’s lifespan.

https://www.investopedia.com/terms/r/rateofreturn.asp


Critical factors fo r succe ss in the  ice  cream se ctor includ e  

• having  a we ll-known b rand
• financial stre ng th to  sustain inve stme nts
• e ffe ctive  marke ting  strate g y as we ll as b rand  aware ne ss fo r sup p lie rs to  have  acce ss to  

re tail she lf sp ace

The  p owe r o f b uying  - The  to tal wealth o f the  ad ult p op ulation 2010 – 2019  - up ward  tre nd

Holod Slavmo is ne g otiating  with p o te ntial comp anie s that could  he lp  with exp ort in o the r 
countrie s. No  ag re e me nts fo r the  mome nt 

Corp oration of d e ve lop me nt Re p ub lic o f Kare lia 









Social me d ia sp e cialist 

Collab orations

Eve nts

Photo comp e titions 
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Marketing for joy

Using  p ackag es and  slog ans for creating  an atmosp he re

(choose  your mood  or which ice -cream you are )
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