
Omställningen with AI: 
what are the technological possibilities available today?
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AI: how can it drive 
”omvandlingen”?
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Alexander Lepp

Head of Analytics & AI Practice 

Scandinavia & Central Europe
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Give an introduction to what AI is and its 

fantastic possibilities and inspire with some 

examples

Purpose

4
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Agenda

What is AI?

Why should you use AI?

Inspiration with examples

1

2

3
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A machine is said to have artificial 

intelligence if it can interpret data , 

potentially learn from data and use that 

knowledge to adapt and achieve specific 

goals.

Artificial Intelligence

6
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PERCEIVE THE WORLD

What are the distinctive features of AI?

SEE PATTERNS

LEARN

CONCLUSIONS

AUTOMATE
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AI is not new …

8

ARTIFICIAL INTELLIGENCE

MACHINE LEARNING

DEEP LEARNING

THE FUTURE…

?
1950s 1960s 1970s 1980s 1990s 2000's 2010's 2020s 2030's 2040's

Data Tools Knowledge

But why is AI hot today?



© 2021 CGI Inc. 9

Different levels of AI

Narrow 

AI

Generall AI
Super AI

We are here!

year 2040-2070
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Which type of data like AI?

11

PICTURE

SOUNDTEXT

VIDEOFIGURES

SPEECH

Structured , semi -structured and unstructured data. Dark data!
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The digital iceberg

• What we know

• Available data that we use

• Structured 

Ex: numbers and words in tables

• What we do not know

• Unused data

• Unstructured 

Ex: free text in documents , 

image, sound, videos

80%

20 %
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Agenda

What is AI?

Why should you use AI?

Inspiration with examples

1

2

3
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That many seem to agree that AI is important is easy to 

understand... but why?

14
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Stores

more data

The need for data-driven insights and automation

and the Global and Digital era are creating new demands

The market is driven by expectations and requirements

... But the priorities remain ...

Where AI is a powerful tool

Faster

Efficient

Customer-

experience

Customer 

expectations

New methods

and

processes

Compliance

New 

technology

Increase revenue

/ Reduce cost

Increase 

customer 

satisfaction

Increase 

employee 

engagement

Minimize the 

risks
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Data-driven Insights which you can act on and enables 

efficiency with Automation

AI gives…

Understand your clients

• Behavioural patterns / segmentation

• Personal offers

• Sentiment analysis

• Churn analysis

Understand your processes

• Identify shortcomings / bottlenecks / 

opportunities for improvement

• Identify Risks / Fraud / Anomalies

• Classification (documents, cases, emails…)

Understand your employees

• Behavioural patterns / segmentation

• Absence prediction

• Churn analysis

• Find talent

as well as for new products and services

• Text & Language Analysis, Image Recognition, Audio 

Analysis, Video Analysis, Sensor Analysis ( IoT )

• Diagnoses, Predictions & Forecasts

Strengthen your brain / Senses

• New innovative products

• New revenue models

• Data & Data ecosystem as a 

product

Smart products and services

• Data-driven decision making

• Smart tailored apps

• Smart robots

• Assistant & smart chatbot

• Text & Language Analysis (NPL)

• Speech interpretation and 

generation

• Image recognition, Video analysis

• Document understanding

• Create content

Automation and Assistance
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To understand why something 

happened
To gain an understanding of the future, 

optimize, automate and create new value

Insights about the past and the future

What happened?

Descriptive

analysis

Why did it happen?

Diagnostic 

analysis

What will happen?

Predictive

analysis

How can we make 

that happen?

Prescriptive

analysis

What will happen 

if circumstances 

change and how 

do we handle 

these situations?

Cognitive analysis
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New insights by exploring the unknown

19

Things you 

know

Things you 

don’t know

Questions you 

ask today

Questions you 

don’t ask todayBusiness

Intelligence

Advanced 

Analysis / AI

GOAL
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Personal content and recommendations

Segmentation

PERSONALIZER

THE CREATOR
Text (programming code, articles)

Images (product design, icons)

Videos (trailers, animation)

Sound (Music)

THE WARNER
Identifies and flags for deviations

Personal Assistant

Sound analysis

LISTENER & SPEAKER

THE READER
Understand natural language

Classify, extract & direct emails

Document understanding

Smart search & summary

PROCESS ANALYST
Understanding E2E process

Degree of automation per work step 

(Task Mining)

THE WORKER
Automates manual simple repetitive tasks

(Digital & Robotic Process Automation)

Decision support

Predictions (employees, customers, 

processes)

Optimization

THE THINKER

Object detection / classification

Human movement in a physical environment

Text recognition

Image descriptions

IMAGE & VIDEO ANALYST
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The right insights that we act on create value

22

Improved customer experience 

and more satisfied employees.

Improved quality, elimination 

of errors, reduced risk and 

increased compliance with 

regulations

Increased productivity, lower 

costs and increased revenue



You have a common vision, purpose and set of goals 

which you work together towards

You adapt quickly to changes in the market.

You understand your customers' needs and provide 

relevant services.

You deliver value through highly optimized processes with 

personal experiences .

You give your employees insights to make the right 

decision .

Vision
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Agenda

What is AI?

Why should you use AI?

Inspiration with examples

1

2

3
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AI examples in the food industry

Sustainability
Sustainable agriculture

Resource allocation based on predicted 

demand

Save fuel with route optimization

Customer service
Answer questions 24/7 (voice & text) 

Analyze incoming calls

Recommendations in personal 

development areas for helpdesk 

employees

Education
Create educational content (eg articles, 

videos, quizzes)
Customer profiling: demographics, interests, 

buying habits

Price optimization

Churn analysis

Sentiment analysis

Customer & Market segment

Market trends
Text, images & videos

Social media, articles, customer 

reviews, reports

Products used in new ways?

Demand forecasts

Identify bottlenecks

Predictive maintenance

Scheduling & allocation of vehicles

Optimize transport routes & safety

Supply chain optimization

Product development
Match with trends

Recipe optimization: replace, reduce, add, 

combine or enrich with ingredients

Optimal food for customer profile

Identify new nutritional ingredients (anti-

cancer)

Enter correct nutrition declarations

List potential nutritional benefits

Food safety: flag for potential safety issues

Nutrition Labeling & Analysis

Personalized nutrition recommendations 

based on age, gender, health goals, dietary 

preferences

Nutritional recommendations
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Summation

26

"AI offers amazing

opportunities..."

"...it is possible to get 

help, contact me if you 

have questions!"

"best is to inspire with 

examples"

"AI is not magic, but 

math and processing 

power..."
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cgi.fi/next

Alexander Lepp

Alexander.lepp@cgi.com

+46 76 100 30 92

linkedin.com/in/alexander-lepp/

Questions?

Head of Analytics & AI Practice Scandinavia & Central Europe

and Head of Intelligent Automation Stockholm
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Innovation: how have Ceralia
organised their ”omvandling”, 
and what challenges do they
have today?
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Innovation & Insight @ Lantmännen Cerealia

29
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We are a part of Lantmännen

• Lantmännen is no ordinary company.

• We are owned by 19 000 Swedish farmers with the 
assignment to contribute to the profitability of the farms, 
and optimize the return on the owners' capital in the 
association.

• Lantmännen is a farmers cooperative that operates both 
locally and in an international market

• Lantmännen is a business partner of the farmers

• Lantmännen conducts research and innovation for food of 
the future, bioenergy and farming for tomorrow

• With farmland as our basis, Lantmännen creates the value 
throughout the value chain from field to fork



Lantmännen Cerealia is part of the Food Sector



Lantmännen 
Cerealia offers tasty, 

high-quality, and 
mainly grain based 

products 

We make a positive difference in Food



Innovation at Cerealia

WHY 

• Explore future businesses

• Build attractive offers and brands

• Enable customer growth

• Answer on consumer needs and trends

WHAT TYPE OF INNOVATION 

• Products, services & business models, brands, technology

• Innovation team scope: Horizon 2 & 3

HOW 

• Build bigger platforms. 

• Innovation will be based on consumer insights, bigger shifts 

& trends 

• Our internal capabilities & know how is the foundation

• Dedicated organization for early phase innovation 

• Collaboration & partnerships will be explored if speed to 

market can be improved 
35

We strive towards creating long term 

business value (for Cerealia, LM Group, 

our customers and our owners)
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Mapping the trends, strengths and heritage
1. The big trends driven by shifts in 

consumption patterns
2. Our internal strengths and 

know-how

Production capabilities from 
grains to and ready meals 

Sustainable categories with 
natural ingredients ,grown by 
our farmers Field to fork

R&D & competence around 
health, grains, green 
proteins, healthy 
ingredients

Green 
Shift

Holistic 
Health

Sustainab
ility

Conve
nience

Experi
ences

Premiumiz
ation

Our own crops and 
harvest

Sustainable categories & 
Nordic USP  

Our  know how 

Our capabilities 

Building on our agricultural 
know-how and heritage of 
Nordic grains and pulses. 

Innovation 
platforms 



GREEN SHIFT
SNACKIFICATION & 
MEAL SOLUTIONS

FUNCTIONAL HEALTH & 
GRAIN INNOVATION

FIELD TO FORK & 
SUSTAINABILITY

The more value we can add to our crops the more value to our owners

Drive functional health & 
disrupt rice

Convenient meal 
solutions, healthy 

snacking 

Drive sustainability 
iconic moves, localness, 
circularity, new services 

etc. 

Future local green 
proteins, disrupt soy & 

oat drink?

Innovation strategy – innovation platforms

Where should we put our focus? 
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Process



Lantmännen Cerealia’s TrendScape

Green 
Shift

Guilt-free
- Tasty & 
healthy

More whole 
grain, pulses 

& plant-
based

Plant-based 
in all 

categories

Food for 
mood, mind, 

gut, body

Climate change & 
biodiversity loss

Volatile economic & 
geopolitical situation

Increased 
digitalization

Older, more diverse 
& urban population

Conve
nience

Smaller meals 
& portion 

control

Snackify 
everything

Easy to 
buy/bring 
/use/eat/

share

Sustainab
ility

Regenerative
Biodiversity

Food waste 
Circularity

Side streams

Field to fork 
Transparent

Traceable

Local &
domestic

Self sufficiency

Packaging 
& plastics

Meal services
D2C

Online growth

Functional food 
& clear 
benefits

Less sugar, 
meat, salt, fat 

& calories

Experi
ences

Comfort
& nostalgia

- with a twist

Multisensory 
(texture, 

visual, social)

Taste is 
always #1 L

Public 
Premium

Food craft 
(high & low 

tech) 

Personalized 
health & diets

Holistic 
Health

Dark kitchens
Dark stores

Q-commerce

Climate 
footprint

(neutral & 
positive)

~50% of 
consumers 
avoid red 

meat

Pulses &  
veggies over 

soy

Shift from 
processed to 
clean, local & 

tasty

Healthy & 
vego meal 
solutions

Need for a 
“green meal 
framework”

Affordable 
& inclusive 
indulgence

Bake nerds 
& foodies  -
taste & craft

Storytelling 
through origin 
& provenance

Farmers & 
farming in 
focus for 

trust & taste

Packaging & 
design to 

reflect image 
& values

Online 
inspiration 
& sharing 
on SoMe

In store 
solutions for 
inspiration & 

surprise

Global flavors  
& fun mash-

ups

Sustainable 
nutrition
Nutrient 

dense
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2020-2021 2022-202?
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The current economic situation makes a clear impact on how 

consumers prioritize

6-12% MORE
consumers think 

Low price  & Quick to 

prepare is important

Added values related to origin, 

organic, sustainability and high 

quality has dropped significantly in 

all four markets
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Faced with tougher times…how to 

keep momentum in innovation?

42



How can AI help us? 

• How can AI help us identify other occasions 

for breakfast products than breakfast?

• How can AI help us map the snacking

occasion?

• How might we speed up our development of

plant-based proteins with optimal taste?

• We are in a fast-moving industry – how can AI 

help us use digital media (TikTok, Instagram

etc) to identify trends earlier and become

faster?

• How can AI help us in the concept

development phase?

• How might AI help us develop products based

on our waste/side streams in the production?

43
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Innovation: what are we going 
to do in this workshop?
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First….

Assign one person in your

team who is in charge of

the time.

You have 30 minutes. 

Decide within the team 

how you want to use your

time. 

Assign one person in 

charge of the canvas

45

Start with 3-4 minutes of

silence to gather your

thoughts and formulate

your insights or ideas.



© 2021 CGI Inc. 46

1
What problem are 

you trying to 

solve?
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2
How can AI help?
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3
What data would 

you need?
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4
What is the 

solution?
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4+2+1
Today, we will 

turbo charge!



How can AI help us? 

• How can AI help us identify other occasions 

for breakfast products than breakfast?

• How can AI help us map the snacking

occasion?

• How might we speed up our development of

plant-based proteins with optimal taste?

• We are in a fast-moving industry – how can AI 

help us use digital media (TikTok, Instagram

etc) to identify trends earlier and become

faster?

• How can AI help us in the concept

development phase?

• How might AI help us develop products based

on our waste/side streams in the production?

51

30 min
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Innovation: how do you
organize a workshop to 
investigate the possiblities
with AI?
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Inspire: what

is possible?

Understand: 

what is 

needed?

Investigate: 

what pilots 

would you

like to start?
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Inspire: what
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needed?
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Inspire: what

is possible?

Investigate: 

what pilots 

would you

like to start?

https://toolbox.hyperisland.com/
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Inspire: what
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A technical ability or an 

organisational inability?

Innovation

59
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Key success factors for innovation

Financial support

Culture

Ecosystem in place

Short decisions paths

Challenging vision

Resources made available

CourageCooperation
Prestigeless

Trust Transparency
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change 
needs to 
change.
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Quick wins are a 

necessity to 

challenge 

structural 

obstacles

Create a sense of urgency

Form a powerful coalition

Create a vision for change

Communicate the vision

Remove obstacles

Create short term wins

Build on the change

Anchor the Changes in Corporate Culture

1

2

3

4

6

7

8

9

3

4

5
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Maja Påhlman
Head of Innovation 

& Insights 

Lantmännen

Patrick Lindqvist

Director Consulting

CGI

Thank you!

Malin Eriksson
Consumer Insights Manager

Lantmännen

Alexander Lepp
Head of Analytics & Insight 

CGI
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PROBLEM
Identify a problem or challenge that AI could potentially help solve

Innovation AI Canvas Group members:

DATA
Describe the data that would be needed to train 
the AI system and how it would be collected.

APPROACH
Describe how AI could be used to address the problem. This could involve using machine 
learning algorithms, natural language processing, or other AI techniques.

EVALUATION
Outline how you would evaluate the 
effectiveness of the AI solution.

BENEFITS
Describe the potential benefits of the AI solution, including how it would improve existing 
processes or solve the identified problem.

SOLUTION
Describe the proposed AI solution in detail, including 
how it would work and what it would achieve.

1 2

4

6

3

5

Instructions
Start in box 1 and work your way  through the steps. If you are pressed for time, 
steps 1, 2 and 4 are most critical. 
Have a brilliant idea already? Start with 4 and work your way back to 1!
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