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The contact persons for all matters regarding the report are 
Managing Director Pekka Pirinen and Communications Manager Leena Miettinen. 
Both may be contacted at: Gustav Paulig Ltd, POB 15, FI-00991 Helsinki, Finland.
Telephone: +358 9 31981, email: fi rstname.lastname@paulig.fi 
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3language skills and cultural knowledge will be on the 
agenda for more and more members of the Paulig 
team.

Even though we are working on new projects, we are 
also looking to improve our existing plant, in particu-
lar from the perspective of local residents. During the 
reporting period, we introduced a new coffee transfer 
system to reduce coffee odour.

In countries of origin, green coffee traceability has im-
proved signifi cantly. With every year that passes, we 
have a clearer view of the origin of our green coffee 
and of the conditions in which it was produced.

This report describes what our company is doing and 
how it is doing it in the various areas of corporate social 
responsibility. Economic success is vital to the survival of 
a family business, since social and environmental respon-
sibility require investments to be made. We are ready to 
make those investments as we know that they will benefi t 
wider society and Gustav Paulig as a company.

Pekka Pirinen
Managing Director, Gustav Paulig Ltd

Among the most sig-
nifi cant developments 
in the area of corporate 
social responsibility dur-
ing the reporting period 
have been the decisions 
to invest in new roast-
ing plants in Finland and 
in Russia. The roasting 
plant to be built in Vuo-
saari in Helsinki is the 
biggest industrial invest-
ment in the history of the 
company, and this deci-

sion made sense in economic, logistic and personnel 
terms. Russia and the surrounding area constitute an 
interesting market area where consumption of roasted 
coffee is fast increasing. The launch of roasting activities 
there safeguards our competitiveness as the high tariff 
duties on fi nished products favour local production.

For staff, both the move to the new roasting plant in 
Vuosaari and the opening of a new plant near Saint 
Petersburg provide scope for taking on a more varied 
range of duties. Training has started and will continue 
until the new roasting plant is up and running in 2009. 
As our operations are extended to Russia, improving 

Down our chosen path with 
unfailing determination
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Corporate Social Responsibility 
Report 2006
This is the fourth report on corporate social respon-

sibility to have been produced by Gustav Paulig Ltd. 

The company is also referred to in the text as Paulig. 

Gustav Paulig Ltd is part of the Paulig Group. The 

aim of the report is to present stakeholders with a 

comprehensive and accessible overview of Paulig’s 

activities in the various fi elds of corporate social 

responsibility. It sets out to provide information on 

the company’s performance in this area which is 

relevant, accurate, comparable and verifi able.

In compiling this report, we have made use of the in-
ternational Global Reporting Initiative (GRI) guidelines. 
Its structure follows the GRI’s three-pillar model and 

thus examines responsibility from the economic, envi-
ronmental and social perspectives. We have used the 
GRI framework in so far as it can be applied, selecting 
those indicators which are the most relevant to Gustav 
Paulig’s operations. Only information which already ex-
ists and can be obtained without unreasonable effort 
has been provided. Not all the information has been 
presented in the way required by GRI. For example, the 
notifi cation of some of the social responsibility indica-
tors cannot be justifi ed in the Finnish context. Further 
information on the GRI framework is available at www.
globalreporting.org.

Coffee is farmed in around 60 countries. Coffee comes 
to Paulig from such countries as Brazil, Colombia, 
Nicaragua, Guatemala, Kenya and Ethiopia.

Samples are analysed on a daily basis at the Paulig 
coffee laboratory.
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The information contained within this report has not 
been impartially verifi ed. However, the degree of reli-
ability can be considered to be high as the economic 
indicators are taken from statutory accounting records. 
The supply chain at Gustav Paulig is covered by certifi ed 
quality and environmental systems (BRC, ISO 14001) 
and is subject to supervision by the authorities.
The report covers Gustav Paulig’s activities in Finland. 
Parts of it also highlight the company’s activities in Rus-
sia and in the Baltic countries. The company’s activities 
in every country are guided by the same principles, and 
joint practices are currently being developed.
The fi nancial year at Gustav Paulig switched to the calen-
dar year as of 1.1.2006. This report covers the part

fi nancial year 1.5.-31.12.2005 and all of 2006. The fi gures 
for 1.5.2004-30.4.2005 are used as a point of compari-
son. Only fi gures for 2006 are presented in the report as 
those for the 2005 part fi nancial year are not compar-
able. Some of the environmental responsibility indicators 
have previously been expressed in terms of calendar 
years. Certain parts of the report refl ect the latest avail-
able information at the time the report was compiled.

A six-member steering group oversees the implemen-
tation and development of corporate social responsibil-
ity. In addition, each of the company’s main business 
processes has a corporate social responsibility person
attached to it.

Strong brands are crucial in the world of coffee too. 
We listened to what local consumers prefer when 
developing the new Paulig Classic for the Russian 
and Baltic markets.

Developing the skills of our personnel is an essential 
part of corporate social responsibility. The best coffee 
in the world can only be created by the best experts.
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Results
Economic responsibility  
- Decisions made to invest in roasting plants in Finland and Russia
- Paulig Classic brand successfully launched on Baltic and Russian markets
- Gustav Paulig market position strengthened in a changing competitive climate in Finland
- Gustav Paulig bought a holding in the Estonian company Bossa Teeninduse 

Social responsibility 
- Green coffee traceability improved signifi cantly
- Certifi ed responsible Paulig Mundo coffee introduced to food service sector 
- International Coffee Partners projects continued
- Improved dialogue between management and personnel
- Well-being at work was improved by diversifying and reviewing staff job descriptions and  
  by clarifying areas of responsibility

Environmental responsibility 
- Installation of briquetting equipment for processing coffee chaff
- Reduction in coffee odour released into the environment brought about by 
  new coffee transfer system
- Gustav Paulig was awarded the Green Offi ce diploma by the World Wildlife Fund (WWF) 

Key results and targets
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Targets
Economic responsibility 
- Launching the construction project for the Vuosaari roasting plant
- Launching and carrying out the roasting plant project in Russia
- Extending coffee distribution and consolidating market position in the Baltic region 
  and Russia

Social responsibility
- Further improving the traceability of green coffee
- Launching certifi ed responsible Paulig Mundo coffee on the consumer market
- Developing information fl ow and cooperation between the different functions and 
  units in the Coffee Division

Environmental responsibility 
- Taking environmental considerations into account when designing and operating 
  the new roasting plants
- Reducing the level of noise generated by the current roasting plant in Vuosaari
- Developing offi ce work to make it more environmentally friendly (Green Offi ce)
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Economic responsibility
A good economic performance makes it possible to 

develop operations for the long term and to invest in 

the well-being of employees. The success achieved 

by Gustav Paulig Ltd is built on good customer re-

lations, long-term brand-building, our skilled work-

force, development of operating methods and proc-

esses, and our consumer awareness.

Net sales for the fi nancial year ending December 2006 
stood at 200.4 million euros. The company recorded a 
high profi t level despite making considerable market-
ing investments on the Baltic and Russian markets. Net 
sales have grown by 17% since 2005*. A reinforced mar-
ket position in Finland and a growth in sales in the Baltic 
region and Russia impacted positively on profi ts. Pur-
chases of raw materials and other supplies and person-
nel costs were the biggest sources of expenditure. Pur-
chasing outlays totalled 117.6 million euros. Employee 
wages and salaries, including associated social costs, 
accounted for 11.8 million euros. Gustav Paulig Ltd paid 
out around 6 million euros in turnover tax.

Decisions on new roasting plants given 
seal of approval
The Board of Paulig Ltd, the parent company of Gustav 
Paulig Ltd, took a decision on projects to build two roast-

ing plants. The roasteries are being built in Vuosaari in 
Helsinki and in Russia. The aim is for the Vuosaari roast-
ing plant to be up and running in 2009 and the plant in 
Russia in the coming years. The import tariffs levied by 
Russia, which favour local production, are partly behind 
the decision to open a plant there. Until now, Paulig has 
been exporting coffee to Russia from Finland. 

Market position consolidated
During the reporting period, Paulig consolidated its 
position on the coffee market in Finland and its export 
countries. Paulig is the leading manufacturer of coffee 
in Finland. In the Baltic countries, the company is the 
second largest player. Measured in terms of value of 
sales, Paulig shares the top spot on the Russian market 
with a local manufacturer in modern retail chains. The 
share of these retail chains is growing as new stores are 
opened.

The total size of the coffee market increased in all 
Paulig’s market areas. Total coffee consumption in Fin-
land remained at the level of the previous year, approxi-
mately 50 million kilos. The value of retail sales grew 
by 4.3 percent.** In the Baltic countries, retail sales of 
genuine roasted coffee grew by 1 percent in volume 
and 9 percent in value.*** The coffee drunk in Russia 

Economic responsibility indicators by financial year (EUR 1000)

Financial year 1.5.2002– 1.5.2003– 1.5.2004– 1.5.–31.12. 1.1.–31.12.

 30.4.2003 30.4.2004 30.4.2005 2005*     2006     

Net sales  146 930 148 600 159 900 115 307 200 403

Wages and salaries paid, additional personnel costs and fringe benefits  10 627 11 067 11 000 7 396 11 831

Purchasing costs of green coffee and other materials  75 894 74 168 82 000 71 249 117 539

Interest and other financial income  730 337 2 158 124 278

Interest and other financial expenditure  395 678 273 945 753

*The financial year 2005 (1.5.-31.12) was only 8 months in length and thus is not suitable for comparison. Calculated net sales for 2005 were approximately 172 million euros.

Economic responsibility

** AC Nielsen ScanTrack, grocery trade 7.1.2007  *** AC Nielsen ScanTrack, January 2007
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Paulig’s partner Wayne’s Coffee opened its first coffee 
shop in Moscow in August 2006.

is still predominantly instant coffee, but consumption of 
roasted coffee is increasing faster than that of instant 
coffee.  Gustav Paulig is looking to grow in the Baltic 
countries and in Russia in particular. Exports account 
for 15 percent of the total volume of the company’s busi-
ness. Paulig’s market share of retail coffee sales is 62 
percent in Finland, 21 percent in the Baltic countries and 
13 percent in Russia, measured by volume of sales.

New partnership will develop operations 
on the Baltic market
In June 2006 Paulig bought a 46 percent holding in the 
company Bossa Teeninduse AS, which is the leading 
company in the vending sector in Estonia. Bossa oper-
ates on the fast-growing offi ce and horeca markets in 
the Baltic countries. The company hires and sells vend-
ing machines for coffee and other drinks for use in the 
workplace, hotels, cafés and restaurants, offers related 

maintenance services and supply raw materials. The 
company has also expanded to Latvia and Lithuania.

Café culture takes off thanks to Paulig coffees
Paulig’s partnership agreement with the McDonald’s 
restaurant chain has been extended in Finland, the Bal-
tic region, Belarus and Russia. Cooperation with the 
ever-expanding McDonald’s has developed into a fi rm 
partnership and has involved joint projects in areas such 
as quality assurance and training. Cooperation with 
Wayne’s Coffee has also been extended from Finland to 
Russia. Paulig and Wayne’s Coffee have signed a multi-
annual agreement on coffee supplies and barista train-
ing. Training has a signifi cant role to play in developing 
the coffee market. Paulig has its own Paulig Institutes 
in Finland, all the Baltic countries and Russia, to train 
professionals in the food service sector.

Economic responsibility

Baristas in the Baltic region are trained by renowned 
coffee experts Ave Pilt, Kati Kljukina and Andris 
Petkevics. ¯ ˇ
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Even though Paulig already has an established po-

sition on the Estonian coffee market, a decision was 

taken in spring 2005 to provide Estonian, Latvian, 

Lithuanian and Russian customers with even bet-

ter service. Paulig Classic, blended to suit Baltic 

and Russian tastes, was launched on the market.

In the Baltic countries, most coffee is prepared using 
the fi lter method, in a cafetière or directly in the cup. 
Turkish coffee is also enjoyed in Russia. In addition to 
these different ways of preparing coffee, the water is 
also different from in Finland, so Paulig set out to de-
velop a coffee that would be best suited to local condi-
tions and means of preparation.

Paulig began by surveying consumer needs and ex-
pectations in Estonia, Latvia, Lithuania and Russia. 

100 percent arabica coffee was taken as the starting 
point. Surveys had an important part to play in deter-
mining the right taste and degree of roasting and grind-
ing. Consumers were given the coffee to taste in blind 
tests in all four countries. When consumers gave the 
product the green light, it was ready to go: the Paulig 
Classic series was launched on the market in March-
April 2006. Paulig Classic is a slightly darker roast than 
the Juhla Mokka sold in Finland, for example.

Paulig Classic has been well received. In little more 
than half a year, Paulig Classic rose to become the 
second biggest brand of coffee in the Baltic region. Its 
market share in October 2006 stood at 9 percent. Fol-
lowing its success in the Baltic countries, Paulig Clas-
sic was launched in Russia in summer and early au-
tumn 2006.

Successful launch of Paulig Classic coffee 
on Baltic market

The Paulig brand has been revamped in the Baltic region 
and in Russia. From now on, all products will appear as 
a single product family under the heading ”Discover Real 
Coffee”.

”Authenticity knows no bounds. We found an appropriate 
concept for all the markets and the launch has been a suc-
cess”, explains Marketing Manager Tomi Kinnunen, who is 
responsible for the Baltic region.
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Brand recognition for Paulig coffee riding high
Annual sales of roasted coffee in Finland total almost 
51 000 tonnes, of which retail sales account for approxi-
mately 38 000 tonnes. 98% of this is traditional, light 
roast coffee. Paulig’s market share of retail sales stands 
at 62% for traditional coffees and 30% for speciality 
coffees (AC Nielsen, rolling 12-month ScanTrack survey, 
December 2006).

Paulig and Paulig products are widely known in Finland 
and the products enjoy a strong market position. On the 
other hand, the company competes with major multi-  
nationals on its export markets. Improving the distribu-
tion, recognition and market share of the products is of 
primary importance in these areas.

Once again, Paulig performed well in consumer surveys. 
Finland’s most trusted coffee brands are Juhla Mokka 
and Presidentti and Paulig (European Trusted Brands 
2006/Reader’s Digest). A Telebus survey (Taloustut-
kimus, December 2006) revealed that 77% of consum-
ers recognise Juhla Mokka coffee spontaneously and 
the corresponding fi gure for Presidentti is 75%.

A recent survey of grocery 
trade professionals revealed 
that they consider Paulig 
brands to be strong and 
well marketed (Factum, 
grocery trade purchaser 
survey 2006).
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Determined brand-building is one of the guarantors of 
Paulig’s economic success. Doll-restorer Benita Suomi 
is the 47th Juhla Mokka craftsman.

Economic responsibility
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In 2006 Paulig made the biggest industrial invest-

ment decision of its history. A new coffee roasting 

plant and the company’s head offi ce will be built in 

the harbour at Vuosaari. Once completed, the plant 

will produce over 100 million packets of coffee annu-

ally for the Finnish and export markets. The invest-

ment is worth almost 120 million euros.

The new roastery represents a considerable investment 
for the company. Paulig will part-fi nance the construction 
project with funds raised from the sale of the Columbus 
shopping centre. The site of the current roasting plant 
will be released for sale once operations cease by the 
end of 2009.

Good location
A roasting plant applying the latest technology and a 
central location in terms of transport by Vuosaari harbour 

will provide good operating conditions for Gustav Paulig 
in the future. Particular attention at the design phase is 
being paid to the smooth running of operations, product 
safety, the traceability of the coffee source, environmen-
tal issues and occupational safety. A considerable pro-
portion of the equipment used in the production process 
will be renewed, which will enable production to be as 
energy-effi cient and fl exible as possible. It will be easy 
to increase production capacity over the estimated 40 
million kilos if the need arise.

“Even though plans for the new Vuosaari factory are go-
ing full steam ahead, we will still be operating on our cur-
rent site for almost three more years. We will take care 
of our old roasting plant and its development so that we 
produce quality products and cause as little disruption to 
local residents as possible”, promises Project Manager 
Minna Forsström from Paulig.

 

Paulig’s new roasting plant is a major investment 
in Finland

The construction of the new roasting plant will begin in 
autumn 2007. The surface area of the building, which 
has been designed by Tommila Architects, is over 
30 000 square metres.

”The news that a new roasting plant is to be built clearly 
delighted Finnish coffee-lovers. We received a record 
amount of positive feedback”, Minna Forsström explains.
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Paulig’s priorities in the area of social responsibil-

ity concern the countries of origin of the coffee, 

coffee farming and the world trade in coffee, and 

the well-being of its own personnel. 

Knowledge about the origin of coffee is important
Information about the origin of coffee is needed in or-
der to develop activities in the area of corporate social 
responsibility. These activities can be developed more 
easily and be better targeted when the route followed 
by the green coffee can be traced right back to the cof-
fee farm. Gustav Paulig has been making progress in 
terms of tracing the origin of its coffee for a number 
of years by performing sample checks and surveys on 
deliveries of coffee from its key import countries. 

Cooperation with partners operating in countries of ori-
gin has proved fruitful as coffee traceability improved 
signifi cantly during the reporting period. There is ever 
greater understanding of how signifi cant the traceabil-
ity requirement is. For example, almost all coffee in 
Nicaragua and Zambia can be traced right back to the 
coffee farm, while huge leaps towards better traceabil-
ity have been taken in Brazil.

Paulig is the largest company in the roasting industry 
in Finland, but a rather small player on the world stage. 
For this reason, Paulig works in close cooperation with 
other players on the coffee market to develop responsi-
bility throughout the coffee chain.

Green coffee purchased by Paulig could be traced 
back to the coffee farm in 36 percent of sample checks 
in 2006. The corresponding fi gure for 2005 was just 

Social Responsibility
13%. The coffee can be traced back to the cooperative 
or processing plant in 86% of cases, while the corre-
sponding fi gure a year earlier was 78%.

Coffee price currently at satisfactory level
Green coffee has experienced moderate price devel-
opment. The price of arabica coffee quoted on the New 
York Stock Exchange stood at 100–130 dollar cents 
per pound in 2006. With the price running at this level, 
farmers can afford to develop their production and im-
prove the quality of coffee. World consumption of coffee 
is growing at a rate of 1.5–2 percent per year.

Green coffee procurement and operations in countries of origin

Traceability of the origin of green coffee
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ICP projects benefi t farmers
International Coffee Partners GmbH (ICP), which pro-
motes the well-being of farmers and sustainable de-
velopment in countries of origin, launched two new 
projects in 2006. Four projects continued and four were 
concluded. The new projects were launched in Colom-
bia and Tanzania.

ICP projects set out to improve the living conditions of 
the farming community, to protect the environment and 
its resources as well as coffee-farming as an industry.

ICP is made up of fi ve European coffee companies. As 
one of them, Paulig is partly responsible for fi nancing 
the projects. Paulig donated a total of 126 434 euros to 
ICP cooperation during the reporting period.

Farmers learn more effi cient operating methods
Development efforts in the project being run in Huila 
in Colombia have been focused on problems raised 
by the farmers themselves, such as how to farm more     
effi ciently. The aim is to introduce farmers to practices 
that will enable sustainable coffee production, boost 
their competitiveness and open up scope for trading. 
One major problem in Huila has been how to process 
the coffee beans once they have been harvested. Im-
provements made have included constructing coffee 
processing plants and drying facilities, which are vital 
for the production of coffee of high quality.

A project launched in the southern highlands of Tanza-
nia in the Mbeya and Mbozi regions aims to improve 
the income level of a thousand small farmers by guid-
ing them in the use of methods for farming coffee and 

processing the harvest that are kind to the environ-
ment.

An ICP project that came to an end in Cameroon in 
2006 forged a good basis for further development in 
that region. The activities of the coffee farmers were 
completely reorganised. In the past, farmers were 
grouped into countless cooperatives and their op-
erations were rather unfocused and ineffi cient. The 
number of cooperatives was brought down and their 
administrative costs were signifi cantly reduced. Efforts 
to improve management skills also formed part of the 
programme.

Further information is available at 

www.coffee-partners.org  

Passing on silent knowledge from one generation to the 
next is important in coffee farming too.

Green coffee procurement and operations in countries of origin
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A new sustainable coffee brand developed 
for Finnish tastes

”More and more consumers want to know how the coffee 
is produced”, explains Brand Manager Anna Sirkiä.

In 2006 Gustav Paulig extended its product range by 

launching certifi ed responsible Paulig Mundo coffee 

on the Finnish market. Paulig Mundo is a light roast 

fi lter coffee designed to suit Finnish tastes. The 

product was launched in September 2006 for profes-

sional use and it will be available from retail outlets 

as of May 2007.

Paulig introduced this certifi ed brand of coffee to its 
range because an increasing number of consumers 
are interested in where the coffee comes from and the 
conditions in which it is produced. UTZ CERTIFIED is a 
worldwide, impartially monitored coffee certifi cation pro-
gramme which offers farmers the opportunity to show 
that they take the well-being of people and the environ-
ment into account when they grow their coffee beans. 
Certifi cation also offers consumers the possibility to use 
the internet to trace all Paulig Mundo coffee right back to 
the farm where it was produced.

There are a number of certifi cation programmes in use 
around the world, yet it is estimated that about one per-
cent of the total amount of coffee farmed in the world is 
certifi ed. UTZ CERTIFIED has concentrated solely on 
coffee and certifi es both small farmers and large farms 
in countries on several continents. It is the best way of 
guaranteeing suffi cient availability of coffee beans that 
are certifi ed as meeting Paulig quality standards.

”UTZ certifi cation requires the farmer to comply with 
stringent guidelines on how to run his farm. The guide-
lines aim to protect the well-being of both people and the 
environment and to help those participating to develop 
into professional coffee farmers. Expert farming meth-
ods help to improve the quality of the coffee beans and 
the productivity of the farms. This allows farmers to de-
rive more income from their harvest”, tells Anna Sirkiä. 

All Paulig coffee products are produced from high-quality 
beans for which the farmer is reimbursed at above the 
average market price. In the case of Paulig Mundo cof-
fee, the farmer is paid a bonus for certifi cation as well as 
for quality.
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Responsibility for employees

Responsibility for employees 
A number of decisions made during the reporting period 
are of signifi cance for our personnel. Expanding opera-
tions in Russia and in the Baltic region will require an 
ever greater proportion of our employees to display an 
ability to work in an international business environment. 
Furthermore, the construction of new roasting plants as 
part of day-to-day operations is challenging. Employees 
have been involved in the design of the new plants, and 
training programmes have already begun and include 
internal training programmes.

The Paulig team
Compared to the last reporting period, the number of 
employees has fallen by twenty. This has come about 
mainly as a result of the outsourcing of storage opera-
tions. The proportion of the total staff made up of white-
collar workers as opposed to production staff has in-
creased. 

Employees tend to stay with Paulig for long periods. The 
average length of service is slightly longer compared to 
the previous period and now stands at 15 years. The 
workforce is made up of slightly more men than women. 
The average age among staff is 44 years. Two employ-
ees retired during 2006.

Gender equality has been promoted by paying attention 
to equal pay. A performance-related pay scheme is ap-
plied to all staff, and all employees are subject to job-
specifi c reward criteria.  How well the company performs 
as a whole has an impact on this scheme. 

Over 90% of the blue-collar workers are members of 
the Finnish Food Workers’ Union. The company has no 
information on the trade union membership of its white-
collar workers as no membership fees are deducted di-
rectly from their salaries. Data on the workforce concern 

Employee statistics for 2006

Finland
Number of employees: 184
Women 85, men 99
Blue-collar workers 76, 
White-collar workers 108
Full-time workers 178, part-time workers 6
Permanent 175, temporary 9

Absences:
Absences due to sickness: 
6.5 days per employee per year
Absences due to occupational accidents: 
0.4 days per employee per year

Hours of training per employee:
White-collar workers: 80 hours
Blue-collar workers: 40 hours

Russia
Number of employees: 64

Baltic region
Number of employees: 15
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Supply Chain Planner Heikki Kujala studied outside of 
work to become an engineer. Development Manager 
Soile Kauhanen is responsible for Tutor training pro-
gramme, which sets out to diversify the skills of our staff.

Machine Operator Chau Nguyen has been trained to 
perform more tasks through the Tutor training pro-
gramme at Paulig. 

Gustav Paulig’s operations in Finland. Practices in the 
different countries are currently being standardised.

Skills development ever more important
Skills development is based on the company’s strate-
gies and on the core competencies defi ned in them. 
There has been investment in development at all levels 
of the organisation. 

The most important development project during the 
reporting period was Plus project training targeted at 
white-collar workers in the Coffee Division. This coach-
ing taught participants more about how to manage their 
own work and about project skills. The training began in 
2005 and was attended by 75 employees.

Another important development project was SAP train-
ing. SAP is an operations guidance system which is 

widely used in all processes, both in sales and in pro-
duction. Employees have also been trained in product 
safety issues and the training will continue in 2007.  
Particular attention was paid during the reporting peri-
od to knowledge of the languages and cultures of Rus-
sia and the Baltic countries. 

A multi-skilled workforce for the new roasting plant
The new roasting plant will require staff to manage a 
wider range of duties. Coaching for this was already 
started a couple of years ago through Tutor train-
ing programme, which seeks to pass on professional       
expertise and silent knowledge systematically. Tutor 
training has been organised twice, and a third round 
began in late winter 2007. In addition to training, job 
rotation has been used to diversify skills.
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Survey of career development preferences 
It is important to Gustav Paulig to keep skilled employ-
ees within its company. In order to develop career paths, 
a survey was conducted at the end of 2006 into how 
willing employees would be to change jobs within the 
same company and to work in other companies in the 
Paulig Group.

Summer and winter events for Paulig staff and joint 
children’s parties offer fun for the whole family.

*EFQM = The European Foundation for Quality Management

Responsibility for employees

Competitiveness survey provides input 
to development 
Gustav Paulig’s competitiveness was under the micro-
scope in autumn 2006. The purpose of such a wide-
ranging evaluation, which was being carried out for the 
fi rst time, was to pinpoint the company’s strengths and 
areas for development. The idea was also to identify a 
model that would allow for repeated monitoring of the 
company’s operations and for comparisons with other 
companies. The competitiveness survey was an exten-
sion of the HELA project, which focused on the qual-
ity of personnel management. Assessment under that 
project measured only the administrative process in 
the supply chain. Competitiveness was assessed us-
ing the EFQM* model.

The assessment showed that Gustav Paulig’s strengths 
include strong brands, quality, profi tability and liquidity 
as well as general skills, such as interactive and social 
skills and information technology. Key areas identifi ed 
for development were consistency and skills in the cof-
fee group, the development of innovation, management 
tools, the management of the project portfolio and the 
development of models for operations with partners.

Paulig supports work-life balance
Paulig uses a variety of means to help employees 
achieve a work-life balance. They can engage the serv-
ices of a childminder at the company’s expense to look 
after a sick child at home, which prevents a backlog 
from building up at work. Opportunities for teleworking 
also exist. The company also promotes the physical 
and mental well-being of the workforce by providing a 
wide range of recreational activities. There are about 
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twenty clubs devoted to activities ranging from culture 
to fi tness. The company caters for families by inviting 
them to annual events in summer and winter and to 
children’s parties. 

Occupational healthcare focused on prevention
The aim of occupational healthcare at Gustav Paulig is 
to ensure the overall well-being of the staff and to help 
them to cope with working life. The emphasis in occu-
pational healthcare is placed on preventive action.

Employees are invited to medical examinations every 
fi ve years. The scope of the medical examinations has 
been extended by means of a questionnaire which ad-
dresses the psychological strain that employees are 
placed under. This allows signs of possible burnout 
to be recognised at an early stage. Since 2005 reim-
bursement has been available for a number of dental 
services.

Taking care of safety at work
Automation has reduced the amount of high-risk re-
petitive work, and there is almost no incidence of either 
work-related stress disorders or occupational diseases. 
There is airborne dust from green coffee in the roasting 
plant and this can induce allergies. Work was under-
taken to reduce dust during the reporting period and 
further work is ongoing.

Work also began during the reporting period to ensure 
that safety at work and ergonomics are taken into ac-
count in the design of the new roastery.

The safety at work card was introduced in 2006. Some 
employeers have already been awarded the card and 
training will continue in 2007. The subjects covered in 
safety at work training include general safety at the 
workplace, ways of reducing occupational accidents, 
key hazard factors and also being prepared for acci-
dents.

Occupational protection and safety issues are coordi-
nated by an occupational protection committee, which 
meets at least four times a year and draws up action 
plans and programmes for occupational protection. 
Furthermore, each department has its own occupation-
al protection offi cer. Departmental occupational safety 
inspections are carried out periodically. In 2006 Paulig 
participated in an occupational safety competition run 
by the food industry and received a commendation.
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Audits show that agreed practices are working
Product safety and ensuring the high quality of coffee 
are key components of responsibility for Gustav Paulig. 
Product safety strategy and related activities at Paulig 
are based on the international BRC* standard, which 
is widely used in the food industry. Third party bodies 
carry out a full audit of Paulig operations annually to 
measure conformity with the BRC and ISO 14001** 
standards. This allows us to ensure that the agreed re-
quirements are being met.

During the reporting period, the audit fi rm EFSIS*** 
performed a conformity audit for the BRC and McDon-
ald’s standards. Gustav Paulig’s operations were rated 
highly in both audits. A total of six minor non-compli-
ances were made and Paulig has acted on all of them.

*BRC = British Retail Consortium, Britain’s leading association of retail chains. Paulig 
has held the BRC certifi cate since 1999. **ISO 14001 = an environment standard 
***EFSIS = a company providing auditing services

Product safety and quality management

The fundamental elements of a rigorous product safety 
regime are well established. We continue to carry out 
regular internal traceability exercises so that, in the 
case of a product being withdrawn, for example, a possi-
ble problem can be narrowed down to a smaller section 
of production more quickly than before.

Quality and product safety are assessed throughout 
the production chain. Guaranteed success depends 
on attitude as well as skill.
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Paula is Paulig’s ambassador for good coffee. “In this 
job I get a lot of useful feedback straight from the 
consumers”, explains the 15th Paula, Emmi Salonen. 

Responsibility for the local area

Consumer service advises customers
Paulig’s consumer service is a direct link between the 
company and the consumer. Our consumer service re-
ceives approximately 6 000 enquiries each year. Con-
tact is made by telephone, but also by post and via the 
internet. The enquiries concern a wide range of subjects. 
Consumers are interested in Paulig’s products and how 
coffee is produced. There are also queries about how 
ethical Paulig’s operations and products are.

In around one in ten cases, the consumer service is con-
tacted regarding a product complaint. Each complaint is 
taken seriously. The product and its packaging are ex-
amined in the laboratory or in production as soon as 
the complaint is fi led, and a trained tester looks into all 
problems regarding taste. All complaints receive a per-
sonal reply and we try to get the reply to the customer 
as quickly as possible.

Paulig is a familiar face to the people of  Vuosaari
The Gustav Paulig roasting plant is situated in urban 
surroundings in the Vuosaari district of Helsinki. Paulig 
is the biggest employer in the area and some of the 
company’s employees live in Vuosaari itself. Paulig is 
involved in developing Vuosaari in many ways. The 
company has for many years worked with residents and 
their associations in areas such as spatial planning.

During the reporting period, cooperation focused on 
issues concerning the new roastery. The residents of 
Vuosaari were informed about the design and con-
struction of the new roasting plant and about the future 
of the current site by way of Paulig’s own publications, 
local newspapers and events that were arranged to 
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The volunteer doctors and nurses of the Operation Smile 
organisation perform surgery on children with facial 
disfigurements. Paulig supported the organisation’s 
activities in Nicaragua.

Responsibility for the local area

visit the Paulig site and members of the Paulig team 
have visited the school to tell pupils about working life 
and different careers at Paulig.

Support for charitable causes
The company supports charities at home and abroad. 
Almost all of them receive support on a multi-annual 
basis and the cooperation is long-standing. The benefi -
ciaries of Paulig support included the Operation Smile 
organisation, the Finnish War Veterans’ Foundation, 
the Santa Claus Foundation, the Domcafé mission café 
of the congregation of Turku cathedral, the Ronald Mc-
Donald House Foundation, and the Christmas events 
for the homeless run by the Hursti family.

discuss the matter. The parent company Paulig Ltd is 
currently working with the City Planning Department of 
the City of Helsinki to change the city plan for the site 
of the existing roastery. The idea for the change is to 
enable construction of housing blocks and appropriate 
commercial premises. Paulig has organised meetings 
for infl uential local fi gures to debate this issue. 

Gustav Paulig’s previous Corporate Social Responsi-
bility Report was circulated to local residents in autumn 
2005, and the company has published details of topical 
developments in the local press.

Cooperation with the local Kallahti school has been on-
going. Arrangements were made for some classes to 

An exclusive residential area is being planned for the 
site of Paulig’s current roasting plant.

Paulig_YKV_ENG_205x205.indd   24Paulig_YKV_ENG_205x205.indd   24 12.4.2007   10:26:5112.4.2007   10:26:51



25

Coffee is one of the most widely consumed beverages 
and researchers around the world have been taking an 
interest in its health effects in recent years. Even though 
coffee basically does not contain any energy, it has a lot 
of physiologically active ingredients. In addition to the 
widely known stimulant caffeine, there are many antioxi-
dants in coffee, and these are known to prevent oxida-
tion reactions which are harmful to the body. The latest 
research indicates that a healthy individual should feel 
free to enjoy 4–5 cups of coffee a day.

Recent years have seen the publication in highly re-
garded scientifi c journals of extensive research evoking 
the benefi cial effects of drinking coffee. Drinking coffee 
regularly would seem to reduce the risk of developing 
such conditions as adult-onset diabetes, Parkinson’s 

disease, Alzheimer’s disease and cirrhosis of the liver. 
Several groups of researchers are currently investigat-
ing the source of coffee’s positive effects.

Paulig actively supports and monitors research into cof-
fee as a member of the international PEC (Physiologi-
cal Effects of Coffee) working group. The company is 
also represented in the working group on the “Coffee 
and Health” communications programme at the Finnish 
Coffee Roasters’ Association. The programme provides 
healthcare professionals with the latest research data 
on the positive health effects of coffee.

Further information about the health effects of coffee 
and related research is available at 
www.positivelycoffee.org

Interest in the health effects of coffee

Development Manager Karla Koullias, who chairs the 
international working group Physiological Effects of 
Coffee, keeps a close eye on scientific research on 
coffee and health.

Coffee contains a number of components that guard 
against disease. Professor Jaakko Tuomilehto of the 
National Public Health Institute leads a research group 
which has strong evidence that one effect of coffee is a 
reduced risk of diabetes.
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Gustav Paulig is also committed to corporate so-

cial responsibility in environmental issues. The op-

erations of the roasting plant are based on the ISO 

14001 standard. The standard indicates whether a 

company is operating in line with certain environ-

mental objectives. The roasting plant in Vuosaari 

has held an environment permit in line with the lat-

est Finnish environmental legislation since 2004.

The certifi cate is a guarantee of 
environmentally friendly operations
Consumers and customers are becoming increasingly 
interested in the environment and are seeking reassur-
ances about how companies ensure that their produc-
tion is environmentally friendly. Gustav Paulig has held 
ISO 14001 certifi cation since 2004. The ISO 14001 is 
the most widely recognised environment system in the 
world and indicates a willingness on the part of a com-
pany to go beyond the basic level laid down by law in the 
way it handles environmental matters.

Nature-friendly offi ce practice
The World Wildlife Fund awarded Paulig the Green 
Offi ce diploma in September 2006. The diploma certi-
fi es that environmental considerations are taken into 
account in the offi ce.

In order to cut down on unnecessary printing and pa-
per use, during the reporting period employees were 
provided with new computer screens which are easy 
on the eyes and which are also more energy-effi cient 
than traditional screens. Video conferencing equipment 
was installed to reduce the number of business trips.

Emissions
Gustav Paulig produced 43 000 tonnes of coffee at the 
Vuosaari roasting plant in 2006. The main source of en-
ergy used for roasting the coffee is natural gas, which 
means that emission levels at Paulig are relatively low.

The main emission generated by the roasting plant is 
carbon dioxide. The volume grew slightly compared to 
2005 as the volume of production went up. Approximate-
ly half of the carbon dioxide emissions are released by 
the coffee after roasting. As such, the carbon dioxide 
emissions derived from fossil fuels account for only half 
of the overall amount. Most of the dust generated is cap-
tured during the production process using dust separa-
tors and fi lters. 

Air emission volumes have been calculated in propor-
tion to production. The fi gures for 2002 have been used 
as reference values.

ISO 14001 standard audits are carried out at nine-
monthly intervals. No irregularities came to light 
during the inspection conducted in June 2006.

Emissions from the Vuosaari roasting plant

Tonnes of emissions* 2003 2004 2005 2006

Dust 1.1 1.3 1.3 1.4

Hydrocarbons 22 27 25 28

Carbon monoxide (CO) 110 134 125 140

Carbon dioxide (CO
2
)  5 688 6 924 6 493 7 278

Sulphur dioxide (SO
2
)  0.02 0.02 0.02 0.03

* Figures based on calculations, reference year 2002

Environmental responsibility

Environmental responsibility
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fi rst in the world to develop and introduce this method 
at the end of 2005.

Gustav Paulig commissioned a study on odour among 
local residents in 2005 and its fi ndings were presented 
in our previous corporate social responsibility report. 
A condition of our environmental permit is that the 
composition and emission of odour should be meas-
ured every three years. The next measurements will be 
carried out in 2008. Paulig received two odour-related 
complaints in 2006.

Only a few noise-related complaints per year
Gustav Paulig’s roasting plant is situated in Vuosaari in 
the heart of a residential area, which is why the company 
has paid particular attention to noise abatement. Noise 
at the roasting plant tends to be generated by the cool 
air inlets and outlets in the roasting machines, roasting 
fume outlets, air ducts chanelling air out of the pack-
ing and production facilities, the briquetting equipment 
for coffee chaff, engineering work and traffi c. During the 
previous reporting period, the noise level was brought 
down by ten decibels through investment in silencers.

Our environment permit allows for work to be carried 
out at night provided that the noise stays below 50 
decibels. This has not yet been managed, even though 
there would be a periodic need to work at night in order 
to guarantee suffi cient production. During the reporting 
period, various studies, the authorities and consultants 
have been used to pinpoint the sources of noise so 
that the roasting plant would also be able to operate at 
night if the need arose. This poses a challenge since 
the noise is not generated by a single machine, but 

Reduction in coffee odour in the environment
Gustav Paulig has succeeded in reducing the volume 
of odour fi nding its way into the environment by mod-
ernising its coffee transfer system. Air pressure is used 
to channel the coffee within the system. In the past, air 
was released at the end of the process out through a 
network of external vents. The current system operates 
in a closed pipe network on the basis of air convection. 
The change to the system incurred costs of around 
300 000 euros.

Success also achieved in reducing 
burnt coffee smell
An odour resembling burnt coffee is generated when the 
roasting chamber is sprayed with a small amount of water 
at the end of the roasting process. The same phenom-
enon is experienced in the home when water is poured 
on a hot frying pan and a burnt smell is given off.

By developing the roasting process, we have managed 
to get rid of the most acute incidence of odour release. 
In the past, the smell of burnt coffee was released af-
ter roasting, but further burning now takes place in the 
roaster burner before release. The company was the 

Environmental responsibility
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is the combined effect of all the equipment needed to 
roast coffee.  

In 2006 Paulig was contacted by three local residents 
regarding noise coming from the roasting plant.

The aim is to generate as little waste as possible
It is a matter of principle at Gustav Paulig to generate 
as little waste which is unsuitable for recycling as pos-
sible. Only recyclable materials are used in the pack-
aging that ends up in the shops. The corrugated card-
board boxes in which the coffee is transported can be 
recycled as card, while the protective polythene fi lms 
can be recycled as plastic. The scope for developing 
thinner coffee packaging is currently being explored.

The coffee packaging itself is more diffi cult to recycle. 
The coffee packet can be used to produce energy, but 
burning it in the home is not recommended. On the 
other hand, the packaging can by recycled for energy 
purposes. Recycling containers for energy fractions 
can be found at well-equipped recycling stations.

Gustav Paulig and its biggest laminate supplier Amcor 
apply the same environmental and safety standards. 
The certifi cates are an indication that our subcontrac-
tors operate according to the same principles as we do. 
The company audits any new subcontractors as well as 
any old partners when they introduce major changes to 
their operations.

”Industrial production in the middle of a residential area makes great demands on noise abatement, for example. 
Silencers have been fitted on the roof of the roasting plant”, explains foreman Jarmo Puurunen.
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Slight increase in volume of waste, 
drop in water consumption
The total volume of waste grew in 2006 compared to 
the previous year. The volume of biodegradable waste 
registered the highest growth, which stemmed from 
the new way of processing the coffee chaff. In the past, 
coffee chaff was released as sludge into the drainage 
system, but in 2006 we started to produce briquettes 
which are designed to save energy. For the same rea-
son, there was a considerable fall in water consumption 
at the roasting plant. However, coffee chaff is classifi ed 
as biodegradable waste for the purposes of the waste 
statistics for 2006.

The largest single class of waste is trade and industry 
packaging waste. This has increased slightly in volume 
because what was previously treated as mixed waste is 
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”A lot of what was once treated as mixed waste can now 
be recycled”, says Service and Security Officer Jukka 
Järvinen with satisfaction.

Environmental responsibility
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now processed as trade and industry packaging waste 
since a considerable proportion of it can be recycled. 
Developments that took place in 2006 are also refl ect-
ed in the waste statistics. For example, the volume of 
construction waste grew in 2006 because several mi-
nor construction projects were carried out on the site of 
the roasting plant. We have managed to bring down the 
volume of waste paper, cardboard and paper and also 
energy wastage. 

Energy consumption on the rise
Energy consumption at Gustav Paulig rose slightly dur-
ing the reporting period. The rise was caused by an 
increase in production and by changes made to the 
manufacturing processes. The volume of coffee odour 
in the environment has been reduced by burning the 
exit fumes from the roasting process in the roaster 
burner one more time before they are released. This 
method has increased energy consumption.

The specifi c consumption of energy, i.e. energy con-
sumption in proportion to the volume of production, 
was higher than in the previous year. Conversely, the 
specifi c consumption of electricity fell.

Coffee transported by audited companies
The number of deliveries of green coffee remained at 
around the same level as during the previous period. 
The number of so-called bulk containers rose from 
2001 to 2131. 2005 saw 2186 containers of coffee de-
livered to Paulig, and there were 2340 containers in 
2006. Over 90 percent of these were bulk containers. 
Inside a bulk container, the coffee is packed in one 
large in-led to allow for effi cient use of capacity.

The company requires the services of external transport 
companies at different points: when the green coffee is 
imported from the countries of origin to Finland, when 
the containers are transported from the Port of Helsinki 
to the roasting plant at Vuosaari, and when the roasted 
and packaged coffee leaves the warehouse for the cus-
tomers.
Paulig does not have its own transport fl eet and so pur-
chases all transport services from its partners. Part-
ners are selected carefully and they have to hold valid 
environment and quality certifi cates for their industry. 
For example, a company providing vehicle transport is 
required to have an approved self-assessment plan.

Being efficient also means being environmentally friendly. 
Moving over to the use of in-led containers for transport-
ing green coffee reduces the strain on the environment. 
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Waste by calendar year (tonnes)

Mixed Energy Biodegradable   Packaging  Cardboard Paper Metal Electrical Construction Hazardous
waste waste waste 1) waste2)  waste3) waste waste

2003 346.80 149.00  36.20 35.00 34.10  50.40 0.04

2004 109.40 206.70 259.70 247.90 31.80 15.70 11.50 9.60 11.20 1.32 

2005 0.70 213.20 255.06 281.20 31.04 13.40 11.00 0.61 8.50 3.55

2006 0.00 190.80 514.80 322.70 29.50 9.60 3.50 0.85 12.60 4.44 

1) Tonnage monitoring began in May 2003.  2) Trade and industry packaging waste. Collection began in Jan 2004.  3) Electrical and electronic waste

Environmental responsibility
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A thin fi lm or chaff on the surface on the coffee 

bean separates off during roasting. In the past, the 

highly fl ammable coffee chaff was mixed with wa-

ter and the resulting sludge was channelled into 

the drainage system with the permission of the City 

of Helsinki and then on to a waste water treatment 

plant. This waste is now used to produce fuel.

 
In autumn 2005 a decision was taken regarding a 
processing system for coffee chaff, and the system 
was introduced in December 2006. Instead of being 
turned into sludge, the coffee chaff is compressed into 
ready-to-burn briquettes, which the Finnish bioenergy 
company Biowatti sells to its customers. The coffee 
briquette has a better combustion value than a wood 
briquette, in other words its energy content is relatively 
high.

Alongside reduced water consumption, the conversion 
of coffee chaff into briquettes considerably reduces 
the amount of dust that settles in the environment. As 
there is less fl ammable dust and it can be managed in 
a more controlled manner, the risk of fi re at the factory 
has decreased. 

The briquetting equipment cost approximately 360 000 
euros.

”It is a good thing that what before was waste can now 
be put to good use. At the same time, the briquetting 
equipment has improved fire safety at the roasting plant”, 
points out Technical Manager Jukka Tuominen, who was 
involved in the development work.

Coffee chaff is turned into fuel
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Gustav Paulig in a nutshell
Gustav Paulig Ltd is part of the Paulig Group, and 

its premises are located in the Vuosaari district of 

Helsinki. Paulig was founded in 1876 and is a fam-

ily-owned company. Gustav Paulig Ltd engages in 

coffee production as well as sales of coffee and hot 

chocolate products. Paulig has had coffee roasting 

operations since 1904. The vision of Gustav Paulig 

Ltd is to be a leading coffee roaster on selected 

markets.

Gustav Paulig Ltd’s coffee brands include the traditional 
Juhla Mokka, Presidentti and Brazil as well as Paulig 
Classic, which has been developed for the Baltic and 
Russian markets. The product family also includes the 
company’s espresso products, Parisien coffee and the 
country of origin range of coffees – Ethiopia, Kenya, 
Guatemala, organic coffee Colombia – and certifi ed re-
sponsible Paulig Mundo. Other Paulig products are the 
ready-to-drink milky coffee Frezza and Tazza hot choco-
late, which are both produced by our subcontractors.

Key stakeholders and customers
Gustav Paulig Ltd’s key stakeholders comprise the 
company’s own staff, consumers, customers, subsidi-
aries and associated companies, people living in the vi-
cinity of the plant, green coffee suppliers and suppliers 
of other goods and services. Other signifi cant stake-
holders are organisations, the media, the authorities, 
company shareholders and fi nancial backers.

The company’s customers are made up of central 
wholesalers, retail chains, independent retailers and 
other major consumers. These include cafés, restau-
rants, hotels, staff canteens, service stations and pub-
lic sector organisations. Our public sector customers 
cover educational establishments, child day-care cen-
tres, homes for the elderly, the defence forces, hospi-
tals and soldiers’ homes.
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The vision and values of Gustav Paulig Ltd 
Vision 
Gustav Paulig Ltd aims to be a leading coffee roaster on selected markets. We want to 
provide the best possible tastes for those moments of pleasure.

Quality 
Quality manifests itself not only in our products, but also in our operating processes and 
working practices. 

Trust and respect for people 
We give our employees responsibility and encourage them to use their abilities.

Multicultural approach
We operate in many different markets, and we respect their special characteristics. 
In the absence of local legislation, we ensure we comply with international agreements.

Innovativeness
The ability to evolve is the cornerstone of Paulig’s success.

Openness
We encourage our employees to communicate openly, and also to be open-minded 
when encountering new things.

”The day we start to compromise on quality, we can close the factory gates for good”  

                                                                                                                          Gustav Paulig, 1905
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Gustav Paulig Ltd

Gustav Pauligin katu 5, POB 15, FIN-00991, Helsinki, Finland
Telephone: (09) 31981   www.paulig.fi 

Paulig_YKV_ENG_205x205.indd   36Paulig_YKV_ENG_205x205.indd   36 12.4.2007   10:27:2612.4.2007   10:27:26


