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Corporate responsibility is targeted 
and tangible work at Paulig. It extends 
from the bean to the cup, all the way 
from the countries of origin to the 
consumer’s coffee table. Consumers 
are increasingly interested in the ori-
gin and ethical aspects of coffee. We 
at Paulig want to be firmly involved  
in guaranteeing the sustainable  
development of coffee production. 
This is our corporate responsibility,  
in which the main points are product 
safety, our personnel, the coffee pro-
curement chain, and cooperation  
with neighbouring community. 

The main events of 2007 con-
cerned the new coffee roastery in 
Vuo saari. The design and building 
work for this has got off to a good 
start. We are also looking into the  
improvement of traceability in the  
coffee chain. 

Environmental actions, 
small and large
In the past year, we focused 
attention on streamlining 
transport and logistics. In 
our office, we continued 
to implement the WWF’s 
Green Office programme. 
The environment has also 
been figured into the plan-
ning and procurement 
stage for the new roastery. 

One of the challenges for the near 
future is global climate change and 
its effects on the coffee chain. Coffee-
growing regions may undergo radi - 
cal upheaval in the decades ahead.  
We keep a close watch on the effects 
of climate change. 

Traceability is part of 
sustainable development
In the field of social responsibility,  
we have continued a project for some 
years concerning the improvement of 
traceability for all the coffee we buy. 
Traceability helps us to ensure the high 
quality of coffee, and it brings with it 
social wellbeing. In addition to this  
development work embracing all our 
coffee, we also increased the responsi-
bility certified coffees in our range. 

The personnel’s wellbeing and skills 
have been set as one of the core areas 
of our corporate responsibility.  
We continued training in preparation 

for the new roastery, and the person-
nel has taken part in designing the 
roastery in many ways. 

2007 was a year of success
From the economic perspective, 2007 
was a fruitful year. We did well in all 
our market areas and our market 
share grew in line with targets.  
In 2007, Paulig sold more coffee than 
ever before: nearly 44,000 tonnes. 
The biggest investments were related  
to the procurements for the new roas-
tery in Vuosaari. We also expanded  
our operations into the emerging 
markets for speciality coffee and 
workplace coffee: our subsidiary 
Paulig Pro Ltd acquired the stock of 
Coffee Please Suomi Oy. 

We are continuing our deploy-
ments in Russia and the Baltic coun-
tries. In the beginning of 2008, we 
started our own company in Russia 
and opened a representative office  
in Ukraine. 

Corporate responsibility is an inte-
gral part of Paulig’s corporate culture. 
In step with the expansion of our  
operations, we are continuing to work 
on corporate responsibility not only in 
Finland but also in our other markets.

Pekka Pirinen

Managing Director

Corporate social 
responsibility covers  

the entire coffee chain
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This report covers the corporate 
social responsibility of Gustav 
Paulig Ltd in 2007. The aim is 
to present stakeholders with a 
comprehensive and accessible 
overview of the company’s  
activities in the various fields of 
corporate social responsibility. 
The company is also referred  
to in the text as Paulig. 

The aim of the report is to provide rel-
evant, accurate, comparable and veri-
fiable information on the company’s 
performance in this area during the pe-
riod covered by the report and to state 
the main targets set for the year ahead.

In compiling this report, we have 
made use of the international Global 

Paulig’s fifth corporate social 
responsibility report

Reporting Initiative (GRI) guidelines.* 
Corporate responsibility is treated 
according to the GRI’s three-pillar 
model, the subdivisions of which are 
economic and social responsibility as 
well as environmental responsibility. 
The structure of the report progress-
es from coffee’s countries of origin 
through manufacturing to the con-
sumer, and these three GRI divisions 
of responsibility therefore run side by 
side through the report. Comprehen-
sive GRI tables have been put togeth-
er on Paulig’s website, in which each 
subdivision of corporate responsibility 
is treated as a different section. 

The latest GRI benchmarks have 
been used where applicable by se-
lecting the benchmarks most relevant 
to Paulig’s operations. Only informa-
tion which already exists and can be 

obtained without unreasonable ef-
fort has been provided. Not all the in-
formation has been presented in the 
manner required by GRI. For example, 
declaring many of the social responsi-
bility indicators cannot be justified in 
the context of Finland. Gustav Paulig 
Ltd’s financial indicators are given as 
part of the Paulig Group’s annual  
accounts. 

The information contained within 
this report has not been impartially 
verified. However, the degree of reli-
ability can be considered to be high as 
the financial indicators are taken from 
statutory accounting records. The sup-
ply chain at Gustav Paulig in Finland is 
covered by certified quality and envi-
ronmental systems (BRC, ISO 14001) 
and is subject to supervision by the  
authorities. 

The report covers Paulig’s activi-
ties in Finland and briefly presents the 
company’s operations in all the mar-
ket areas. It is intended in future to in-
clude all the countries in which Paulig 
has business locations. The corporate 
social responsibility practices are cur-
rently being developed in the Baltic 
countries and Russia. 

This report covers Paulig’s financial 
year 1 January – 31 December 2007. 
In a few sections, the latest information 
available at the time of writing this re-
port is given. Paulig’s corporate respon-
sibility report is issued once a year. It 
was previously issued in spring 2007. 

Green coffee delivery

The basic price for coffee 
is set by the commodity 
exchange in New York

Roastery

Wholesaler

Retailer

Exporter

Green coffee 
processing

Grower ConsumerPaulig buys green coffee directly 
from the countries of origin

Coffee’s route from the country of origin to the consumer’s cup

* Further information on GRI:  
    www.globalreporting.org

The report deals with the various subdivisions of corporate responsibility, following the path of 
coffee beans from the countries of origin through manufacturing to the consumer’s coffee table.
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ing its operations into neighbouring 
markets. Exports to the Baltic coun-
tries and Russia account for roughly 
one sixth of the company’s output. In 
the Baltic countries and Russia, Paulig 
holds second place in the roasted cof-
fee market in terms of sales volume. In 
Russia, the market share is measured 
on the sales of so-called modern retail 
chains. Paulig’s share of Finland’s  
coffee exports in 2007 was 82%.

The main stakeholders  
and customers 
Paulig’s main stakeholders comprise 
the company’s own staff, consumers, 
customers, sister, associated and sub-
sidiary companies, people living in the 
vicinity of the plant, green coffee sup-

Gustav Paulig Ltd is part of the 
Paulig Group and its premises 
are in the Vuosaari district of 
Helsinki. Paulig was founded  
in 1876 and is a family-owned 
company. Paulig engages in 
coffee production as well as 
sales of coffee and hot choco-
late products. Paulig has had 
coffee roasting operations 
since 1904. 

In the past financial year, the company 
had 186 employees and its net sales 
were in excess of EUR 210 million. 
Coffee accounts for 98 per cent of net 
sales. The output of coffee for 
the year was up by roughly 
two per cent on the previous 
year, reaching 44,000 tonnes. 

Among Paulig’s best-
known brands in Finland are 
the heritage-rich Juhla Mokka, Presi-
dentti and Brazil coffee blends. The 
Paulig Speciality Coffee product fam-
ily includes the company’s speciality 
blends as well as the country of origin 
coffees Ethiopia, Kenya, Guatemala 
and the organic coffee Colombia. The 
coffees covered by UTZ responsibil-
ity certification are Paulig Mundo and 
Paulig Espresso Originale. The coffee 
brands in Russia and the Baltic coun-
tries include Paulig Classic and Paulig 
President. Other Paulig products are 
the ready-to-drink milky coffee Frezza 
and Tazza hot chocolate, which are 
both produced by our subcontractors.

Paulig’s share of the retail market 
for coffee in Finland exceeds 60%. The 
company is also dynamically expand-

Finland’s leading coffee firm

   It is Paulig’s goal to be  
the leading company in the coffee 
business in selected markets.

pliers, and providers of other goods 
and services. Other significant stake-
holders are organisations, the media, 
the authorities, parties associated 
with the construction of the Vuosaari 
roastery, company shareholders, and 
financial backers.

Paulig’s customers are made up  
of central wholesalers, retail chains, 
independent retailers and other out of 
home customers. These include cafés, 
restaurants, hotels, offices, staff can-
teens, service stations and the public 
sector. Our public sector customers 
include educational establishments, 
children’s day-care centres, homes for 
the elderly, the Defence Forces, hospi-
tals and military canteens.

One of the outstanding events of 2007 was the laying of the foundation stone for Paulig’s new 
roastery. The photo shows Production Director Juhani Nurminen taking his turn.
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Key results and targets for corporate 
social responsibility

Targets for 2007 Attainment in 2007

FINANCIAL RESPONSIBILITY

Launching the construction project 
for the Finnish roasting plant

Project launched in summer 2007 and proceeding on schedule. ** p. 3, 15, 
21, 25

Launching and carrying out the roasting 
plant project in Russia

The planning progressed on schedule, but implementation was 
postponed due to delays in the land purchase. 

* p. 3, 30

Extending coffee distribution and 
consolidating market position in 
the Baltic countries and Russia

Coffee distribution expanded and the market position in the Baltic 
countries and Russia was strengthened in terms of both quantity and 
value of sales.

** p. 29–30 

SOCIAL RESPONSIBILITY 

Improving the traceability of green 
coffee

Traceability to co-operatives and processing plants improved but 
traceability to plantations is still a challenge.

* p. 3, 12

Launching certifi ed responsible coffees 
on the consumer market 

Paulig Mundo was launched in retail in May and in the summer UTZ 
Certifi ed ingredients began to be used to Paulig Espresso Originale. 

** p. 5, 13, 
29

Augmenting information fl ow and 
cooperation between the functions 
and units in the Coffee Division

Improvements in information fl ow and cooperation were made through 
personnel training. Good opportunities for personnel interaction have 
also been fi gured into the planning of the new roastery. 

** p. 17–18, 
20

ENVIRONMENTAL RESPONSIBILITY

Taking environmental considerations 
into account when designing and 
operating the new roasting plants

Environmental considerations have been a prominent part of the 
design and procurement process for the new plants. 

** p. 25–26

Reducing the level of noise generated 
by the current roasting plant in Vuosaari 
to and below the level required by the 
environmental permit

Success was achieved in lowering the noise levels outside the roastery 
in line with the environmental permit to less than 55 dBA in the 
daytime and below 50 dBA at night.

* p. 24

Developing offi ce work to make it more 
environmentally friendly 

The personnel’s environmental awareness was increased by campaigns 
on environmental themes and by stepping up the handling of 
environmental affairs. Paulig takes part in the Finnish WWF’s Green 
Offi ce programme.

** p. 3, 23, 
26

o target not attained          * some improvement          **target fully attained

The targets set for 2007 were attained well. 
The tables on this spread show also the targets set for 2008.  
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Targets for 2008

FINANCIAL RESPONSIBILITY

Market position To develop the Finnish coffee market and to tend to the company’s strong market position.
To underpin market positions in Russia and the Baltic countries and to continue 
deployments in distribution.
To expand operations in the offi ce coffee and horeca sectors.

Roastery projects Continuing the current Vuosaari roastery project in Finland. 
Starting the construction of a roastery in Russia.

SOCIAL RESPONSIBILITY

Personnel The objective is holistic development of human resource management, 
the so-called People project. 
Implementing the Coffee Division’s personnel policy also in the Baltic countries and Russia.

Traceability and certifi cations Developing the verifi cation of traceability all the way to the coffee plantations.
Extending the range of coffees with UTZ certifi cation.
Launching Paulig Mundo coffee in the Baltic countries and Russia.

Local community Continuing the dialogue with the neighbours about the impact of the coffee roasting 
process and the development of the area.

ENVIRONMENTAL RESPONSIBILITY

Logistical solutions and distribution To develop more effi cient packaging solutions to advance loading.
To streamline distribution: to move distribution in Russia so that it is handled by Paulig.

The quantity of waste and 
packagings

Making the vacuum packaging laminate thinner and thus to reduce 
the amount of household mixed waste being sent to landfi lls.

Energy consumption Figuring energy-effi ciency into the design of the new roastery.
An energy saving theme week for the personnel. 
Revamping the vehicle policy to reduce carbon dioxide emissions.

Other Studying the applicability of the ISO 22000 food safety management system.
Cutting the night-time low-frequency noise level to less than 30 dBA.
Continuing the Green Offi ce programme enhancing the environmental friendliness 
of offi ces and to extend it to business locations outside Finland. 

The targets set for 2007 were attained well. 
The tables on this spread show also the targets set for 2008.  
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Among the most important countries 
of origin of coffee for Paulig are Brazil, 
Colombia, Nicaragua, Guatemala, 
Kenya and Ethiopia. Paulig selects its 
partners carefully and buys most of 
the coffee direct from reliable partners 
in the countries of origin. High quality 
and ethics are guiding lights for all 
purchasing. Particular attention is paid 
to the traceability of coffee. 

The journey of coffee 
from its countries 
of origin to Finland

Coffee bushes usually grow at altitudes of 600–1,600 
metres above sea level. The coffee berries are green 
before ripening. They ripen in nine months or so 
to a deep red shade. 
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Coffee is cultivated in more than 60 
countries around the world. Of the 
several coffee species only Arabica 
(Coffea arabica) and Robusta (Coffea 
canephora) are of commercial impor-
tance. Arabica has a more nuanced 
flavour than Robusta, which is suit-
able for dark roast coffee blends such 
as espresso.

Arabica accounts for some 65 per 
cent and Robusta for about 35 per 
cent of the world’s coffee output. Ac-
cording to the Coffee Market Report 
(January 2007) of the International 
Coffee Organisation (ICO), the big-
gest coffee producer countries are 
Brazil, Vietnam and Colombia, which 
produced more than 70 per cent of 
the world’s green coffee. Other major 
coffee producer countries are Indone-
sia, India, Mexico, Ethiopia, Guate-
mala, Peru and Honduras. 

Green coffee is cultivated in the 
tropical zone, the hot and humid re-
gion of the world between the tropics 
of Cancer and Capricorn. The produc-
tion regions are usually divided into 
four geographical areas: South Ameri-
ca, Central America, Africa and Asia.

Paulig’s Purchasing Director Jouko Pihkanen 
(left) and Chairman of Paulig Ltd’s Board 
of Directors Bertel Paulig (right) visited the 
Central American countries of Costa Rica, 
Nicaragua and Guatemala early in the 
year. Regular visits to the countries of origin 
are good opportunities to meet coffee growers 
and exporters as well as conditions in these 
countries. The coffee plantation of Carlos 
Ferrey and Leana Machado de Ferrey in 
Nicaragua has UTZ certification.

The growers bring their coffee to collection 
points. The photo shows coffee being measured.

Climate change affects 
coffee cultivation
Hurricanes and rainfall make a big 
difference to coffee harvest. Cof-
fee-growing regions may undergo 
radical upheaval due to climate 
change in the decades ahead. 

Higher-quality coffees thrive 
best in upland regions where the 
climate ranges from subtropical 
to temperate and the temperature 

Coffee grown on flatlands is 
picked by mechanised harvester, for 
example in Brazil. Hand-picking is 
common in Colombia, Central Ameri-
ca and Africa, where the coffee bush-
es grow on steep mountain slopes.

The countries growing and selling 
green coffee are members of the ICO 
(for further information on the ICO, 
see www.ico.org). 

According to the ICO’s figures, the 
quantity of coffee produced in 2007 
was 7,022 million kilos, compared to 
7,579 million kilos in 2006.

15–25 degrees Celsius. Climate 
change is forecast to raise the alti-
tude of the ideal cultivation zone 
from sea level by roughly 38 cm 
a year. 

Also, coffee cultivation may  
be threatened in the future by  
increasing output of energy bio-
mass. Paulig keeps a close watch 
on climate change and its impacts 
on coffee-growing.
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In terms of value, green coffee is 
the second most traded product 
in the world – immediately after 
oil. The world produces 6–8 
million tonnes of green coffee 
a year, which is about 100–133 
million 60 kg sacks. 

The coffee trade is therefore of enor-
mous importance to many develop-
ing countries, both economically and 
in social terms. There are more than 
60 coffee-producing countries in the 
world, in which more than 20 million 
growers earn a living from coffee.

Price of green coffee rising
The market price of green coffee de-
pends on expectations and outcome of 

supply and demand. The glut of a few 
years ago has levelled out, and today 
demand and supply are balanced in 
the coffee market. However, demand 
for coffee is expected to rise in the 
near future in many emerging mar-
kets around the world. It is likely that 
the world market price for green cof-
fee will go up in the next few years.

Assistant Anri Sandberg, 
Purchasing Director Jouko 
Pihkanen and Purchasing 
Manager Nicolas Rulf monitor 
the world price of coffee on 
commodity exchanges on 
a daily basis. 

Coffee plantations taking part in the 
projects of International Coffee Part-
ners (ICP) for sustainable develop-
ment in coffee cultivation are given 
priority in Paulig’s purchasing, if the 
quality of their coffee meets Paulig’s 

Quality coffee is more valuable
Of Paulig’s purchases of green cof-
fee, 98% is Arabica, which is quoted 
on the New York coffee futures mar-
ket, and 2% is Robusta, the price of 
which is set by the London coffee ex-
change. Among the factors infl uencing 
the coffee price trend are the harvest 
prospects and the supply of different 
grades of coffee.

Coffee futures are traded on the 
commodity exchanges by which the 
price risk can be shared among a 
number of parties. Coffee purchase is 
made between buyer and seller.

The market price at the futures 
market functions as a referance price. 
Paulig buys high quality coffees, which 
means a higher purchase price. This al-
so means better income for the grow-
ers, which helps to encourage them to 
meet high quality criteria in their culti-
vation of coffee.

      Paulig buys quality green coffee from 
different parts of the world, for which 
the growers get a better than average price.

The price of coffee is set in 
the commodity exchange

criteria. However, the output capac-
ity of the ICP plantations amounts 
to less than a thousandth of Paulig’s 
annual purchases of green coffee. 
(See pages 13–14.)

ICP sustainable development coffee plantations get priority 
in purchasing
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In 2007, Paulig purchased 54 
million kilos of green coffee, 
which equals roughly 0.8 per 
cent of the world’s annual  
output. Coffee procurement is 
guided by ethical purchasing 
principles which all of Paulig’s 
trading partners have also 
pledged to abide by. 

The guidelines for Paulig’s purchas-
ing operations are based both on the 
European Coffee Federation’s ethical 
guidelines for coffee trading partners 
and on the guidelines of the Interna-
tional Labour Organisation and the 
UN. Paulig does not, for example,  
accept the use of child labour, and it 

Quality guides purchasing
requires its partners to respect envi-
ronmental considerations. 

Purchasing direct from  
the countries of origin
Paulig buys green coffee mostly di-
rect from exporting companies in the 
countries of origin. Some coffee is 
also obtained from European trading 
houses and importers. In 2007, green 
coffee was purchased from more than 
ten countries. The most coffee came 
from Brazil, Colombia and Guatemala.

Paulig chooses as its suppliers reli-
able and known exporters with which 
the company works on a long-term 
basis. There are 3–6 partners in each 
country in which coffee is bought, 
and Paulig has purchased coffee from 
these for decades. 

Always aiming for high  
quality
The key criterion for Paulig’s purchas-
ing operations is quality, and this is 
monitored closely through coffee 
samples taken at several stages. Sam-
ples are taken of a batch of coffee be-
fore the decision to purchase is made, 
when it is loaded on the ship, and af-
ter the shipment arrives in Finland. 

All the green coffee samples are 
analysed carefully by Paulig’s in-house 
laboratory. Among the things the 
samples are screened for are moisture 
content and the bean size distribu-
tion. Every sample is also roasted, so 
that Paulig’s experienced professional 
tasters can ensure the quality by  
sensory assessment. 

The human element is 
indispensable in quality control 
for coffee. In the Paulig coffee 
laboratory, Jouko Pihkanen 
(left), Marja Touri, Virpi 
Laaksonen, Katja Hepoaho 
and Timo Allén are assessing 
coffees with their senses of sight, 
touch, smell and taste. Paulig 
gives suppliers feedback on  
the quality of all coffees.
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Paulig takes care that the cof-
fee chain is traceable. Knowl-
edge of the production chain 
makes it easier to solve prob-
lems related to raw materials 
and production methods and 
it provides an opportunity to 
make a difference to coffee-
growers’ conditions. 

The entire coffee chain benefi ts from 
improvements in the traceability of 
green coffee. Traceability is a part of 
risk and quality management. The bet-
ter you can trace the origin of coffee, 
the easier it is to manage and oversee 
the delivery and production chain. 

Traceability and certifi cation 
benefi t the entire coffee chain

It will still be a big job to achieve 
total traceability in the coffee chain. 
The countries of origin differ greatly, 
and procedures for attaining traceabil-
ity have not yet become established. 
However, the situation is changing. 
Paulig does its part by emphasising 
to coffee suppliers the importance of 
traceability and by carrying out regu-
lar traceability surveys. Paulig receives 
coffee from 15,000–20,000 farms.

 
Traceability is examined 
regularly
The traceability survey is based on 
data from purchase contracts, i.e., 
actual purchases. In the 2007 survey, 
the green coffee purchased by Paulig 
could be traced back to the exporter. 

The traceability to cooperatives and 
processing plants was up on the 2006 
fi gure by three percentage points. On 
the other hand, it is still a challenge 
to trace coffee back to the plantation 
– in 2007, traceability was down by 
14 percentage points on the previous 
year’s fi gure. 

This decline is largely due to the 
absence of consistent methods for 
determining traceability. Determin-
ing traceability often depends on the 
activity of individual exporters. The 
results are also infl uenced by random 
factors, such as what coffees have 
been included in the inspection batch. 
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The traceability of Paulig coffees

Coffee being dried on 
a patio in Costa Rica. 
Inside the sheeting, 
the beans are turned so 
that they dry evenly.
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Responsibility certification 
means prosperity
One way to be sure of the origin and 
support sustainable development is to 
use responsibility certified coffees. There 
are several sustainable development 
programmes in the coffee sector. The 
best-known are UTZ CERTIFIED, Fair-
trade, Rainforest Alliance and 4C. They 
all focus on the economic, social and en-
vironmental aspects of coffee farming, 
but with different emphases. Certified 
coffees account for roughly 1.5 per cent 
of the world’s coffee output.

Paulig uses green coffee approved 
by UTZ Certified for its responsibility 
certified coffees. They are grown on 
both large and small plantations and 
in all the cultivation regions in which 
Paulig buys its green coffee. In this way, 
we achieve sufficiently large quantities 
of green coffee and ensure the high 
quality of coffee blends as well as their 
suitability to Finnish coffee taste. 

UTZ CERTIFIED is a global, non-
aligned and independently monitored 

coffee certification programme which 
ensures and verifies the responsible 
production of coffee. It has a balanced 
focus on all aspects of coffee farming. 
Rapidly growing UTZ CERTIFIED is al-
ready in use in several European coun-
tries and the United States. 

Coffee certified by UTZ can be 
traced all the way back to a single 
plantation. For more on this subject, 
see www.paulig.com and  
www.utzcertified.org.

ICP supports smallholders
Paulig also promotes coffee growers’ 
wellbeing and sustainable develop-
ment with the help of International 
Coffee Partners GmbH. This non-
profit joint venture of five European 
family-owned companies in the coffee 
business carries out long-term devel-
opment projects in coffee countries of 
origin, lasting for three or four years.

The goal of the projects is to im-
prove the living conditions of farming 
families, to conserve the environment 

Source: Volcafe Switzerland Ltd., 2007.

and natural resources, and to advance 
coffee farming as a way of making a 
living. The objective of the projects is to 
diversify plantations, to raise the value 
added, and to improve the quality of 
the coffee and thus boost the growers’ 
income.

During 2007, projects were un- 
der way in eight countries: Cameroon, 
Peru, Uganda, Colombia, Tanzania, 
Honduras, Vietnam and El Salvador.  
Of the projects, three ended and two 
began during the period covered by 
this report.  

International development organi-
sations and local partners also play a  
central role in the implementation and  
financing of the projects. 35–40 per 
cent of the funding for the projects 
comes from ICP partners and the rest is  
from development organisations and 
other partners. During the period  
under review, Paulig’s share of the  
financing for ICP projects was roughly 
100,000 euros.

environment

community economy

RAINFOREST
ALLIANCE

environment

community economy

UTZ
CERTIFIED

environment

community economy

FAIRTRADE

environment

community economy

4C

The way certification systems are emphasized

UTZ CERTIFIED even-handedly considers all the 
subdivisions of responsibility – social and economic 
aspects as well as environmental responsibility. The 
emphases vary between the different certification schemes.

Paulig’s first responsibility 
certified coffee, Paulig  
Mundo, was launched for 
consumers in spring 2007.
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An ICP project aimed at sustainable 
coffee cultivation and supporting 
the earnings of the farming com-
munity was started in Tanzania in 
2006. The aim of the three-year 
project is to boost production, to 
teach growers the practices of sus-
tainable coffee production, and to 
open up more efficient channels of 
coffee marketing and distribution 
from the grower to the roastery. 

In two years, marked results 
have been achieved by the Tanza-
nian project. Nearly 1,300 coffee 
growers have been organised into 
communities of 20–30 people. 
With the help of the communities, 
smallholders are able to consoli-
date their purchases of supplies and 
make coffee sales more efficient by 
combining their harvests.

Cultivation methods in the area 
are also being developed actively.  
In the districts of Mbeya and  

Mbozi, four field schools and doz-
ens of advice centres have been set 
up at which growers are guided in 
the use of more efficient growing 
methods that also conserve nature. 
Optimally, the harvest from a single 
coffee bush can be boosted from 
100 grams to 1,200 grams by ap-
plying the right cultivation methods.

Another important point in the 
development of sustainable cultiva-
tion methods in Tanzania is to im-
prove the quality of the coffee, as 
growers get a better price for high-
er-quality coffee. To improve activi-
ties and coffee quality, a system has 
also been adopted in the region by 
which it is possible to monitor the 
operations of registered producers. 
This information can be used, for 
example, if the grower wishes to 
join a certification programme.

www.coffee-partners.org

Case: International Coffee Partners 
Formation of communities yields results  
in Tanzania

Coffee is one of Tanzania’s top export 
products. The photo shows the daughter  
of a coffee grower in Mbozi.

Corporate social responsibility report 200714



After the purchasing decision, 
green coffee is shipped from 
the country of origin to the 
destination in large, 20-foot 
containers. One container 
holds about 17–21 tonnes  
of green coffee. 

Of the coffee shipped to Paulig, nearly 
90% is transported in bulk contain-
ers. Inside these the coffee is packed 
in a single large nylon sack which can 
hold roughly 21 tonnes of coffee. The 
remainder, over 10% of the coffee, 
comes to Vuosaari in 60–70 kilo jute 
sacks, with 17–19 tonnes in each 
container. 

The coffee is sent from ports in the 
country of origin on large container 
vessels to Europe, mostly Hamburg or 

Coffee gets to Vuosaari by sea
Antwerp. Container ships have steadi-
ly grown in size and the largest vessels 
today can carry more than 10,000 
20-foot containers. This has made 
transport more efficient and it has, for 
instance, reduced emissions and ener-
gy consumption per unit transported. 
Because of the bulk involved, shipping 
is the most efficient way of transport-
ing coffee.

It takes about a month for coffee 
to come from the country of origin 
to Helsinki. Coffee from Brazil takes 
three weeks to reach Helsinki, and 
from Kenya the journey takes about 
six weeks. The containers complete 
their journey to Vuosaari on lorries, 
and each working day 8–10 contain-
er-loads of coffee arrive at Paulig’s 
roastery. (See also p. 25.)

Green coffee arriving at Paulig 2005 2006 2007

Sack containers 8.5% 8.9% 14.3%

Bulk containers 91.5% 91.1% 85.7%

Transport quantities rising
In 2007, the quantities of coffee 
transported were up on the previous 
year due to growth in Paulig’s coffee 
sales. More coffee was purchased  
in jute sacks during the year under  
review than in the previous year. One 
reason for this is that Paulig bought 
more coffee from countries where 
bulk containers are not used. Because 
of the small quantity produced, certi-
fied coffees are also shipped in jute 
sacks for the time being. 

When the new roastery is com-
pleted next to Helsinki’s new harbour 
in 2009, transport in Finland will be 
reduced, as green coffee will be trans-
ported straight from the harbour to 
the plant.
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Paulig’s famed brands are made 
in Vuosaari by coffee professionals. 
Efforts are made to enhance expertise 
and job enjoyment. The roastery’s 
location in the midst of a residential 
area sets particular challenges for 
operations. Environmental friendliness 
has been fi gured into both the existing 
roastery and the planning and 
procurements for the new roastery.

The makers of coffee 
and production

Machine operators Joonas Heikkinen 
and Timo Rissanen (background) are 
responsible for the smooth running of 
the packaging lines.



Personnel policy at Paulig is based on 
the company’s values: respect for the 
individual and multiculturalism, inno-
vativeness, quality, and trust. The aim 
is skilled and motivated personnel. The 
constant improvement of skills is one 
of the cornerstones of the company’s 
success. 

During 2007, a number of train-
ing sessions and projects were arranged 
with the aim of constantly upgrading 
skills and job satisfaction. Among the 
topics dealt with in the training sessions 
were the challenges of the new roastery 
and those of expansion in business. 

 
Long-lasting employment
Paulig people like it at work. In 2007, 
the average length of the personnel’s 
employment was 15 years. 

The number of personnel grew 
slightly during the period under re-
view. The proportion of office employ-
ees relative to workers in manufac-
turing is on the rise. At the end of the 
year, there were 113 office employ-
ees and 73 blue-collar workers. In all, 
Paulig has 186 employees, of whom 
177 are in permanent jobs.

There are slightly more men than 
women. One employee retired in 
2007. The average age of the employ-
ees is 44 years.

In addition to Paulig’s own people, 
employees of external service provid-
ers also work in the Vuosaari facility. 
About 20 professionals are in charge 
of things like the staff restaurant, secu-
rity and warehouse services.

Active development of expertise
The development of the staff’s skills is 
cultivated in many ways. Development 
is agreed on with the superior dur-
ing development discussions. Among 
the sessions arranged during the year 
were the Tutor training programme, 

Packaging machine operator Anita Smolander checks the quality of Paulig 
Classic coffee packaging. Developed for the Russian and Baltic markets,  
the coffee was made with local consumers’ views in mind.

Finland
•	Number	of	employees	186	[184]
•	Women	89,	men	97 [85, 99]
•	Blue-collar	73, 

white-collar 113 [73, 108]
•	Permanent	177,	 

fixed-term 9 [175, 9]

Absences
•	Sick	leave	5.2	working	days/ 

person/year [6,5]
•	Absences	due	to	work	 

accidents	0.1	working	days/ 
person/year	[0,4]

Personnel figures, 2007 [2006]

Training hours
•	White-collar	80	[80]
•	Blue-collar	40	[40]

Organisation rate
•	Over	90%	of	the	employees	 

in production are covered by  
collective labour agreements

Russia
Number of employees 60 [64]

Baltic countries 
Number of employees 15 [15]
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roastery training, and training in qual-
ity and environmental issues. 

In addition to its own training, 
Paulig also supports its personnel in 
their studies. A number of Paulig peo-
ple are studying for qualifications at 
institutes of education at various levels.

The largest personnel develop-
ment scheme in 2007 was the Pro 
project. This was participated in by 
Gustav Paulig staff working in Finland 
and some of the project was attended 
by 15 employees from the Russian 
and Baltic units. In the project, the 
skills and development needs of the 
Coffee Division’s staff were charted 

and the core areas of expertise which 
mark us out from our competitors were 
defined. 

In addition to the Pro project,  
managers took part during the year in 
the 360-degree survey, which assessed 
their leadership and collaborative skills. 

The Tutor training programme for 
manufacturing staff was also continued 
in 2007. This was arranged for the first 
time in 2005 to meet the challenges for 
diversified skills that the new roastery 
would entail. The programme focuses 
on the systematic transfer of vocational 
skills and tacit knowledge from one em-
ployee to another.

In autumn 2007, some of the 
manufacturing personnel also took 
part in a roasting training programme 
in which their knowledge of the dif-
ferent stages of roasting process was 
expanded. 

Information means  
more prosperity
Paulig has an in-house occupation-
al health centre with an occupation 
health nurse and a part-time doctor. In 
addition to specialist health care, rec-
ognising the risks and load factors of 
work and the working environment 
are cornerstones of job wellbeing at 
Paulig. Information on health, advice 
and counselling are used to encourage 
the staff to recognise their own health 
risks and to adopt healthy lifestyles. 

A course on giving up smoking 
was held in 2007. Most of the course 
participants were able to cut down on 
smoking and one third stopped com-
pletely.

During the year under review, 
there was also emphasis on the work-
ing wellbeing of those who have been 
in the workforce for a long time. A 
survey was carried out of Paulig em-
ployees aged 53–58, in which their 
personal experience of job enjoyment 
and fitness were charted along with 
factors jeopardising these. 

The responses showed that, re-
gardless of the duties, appreciation 
of their own work was very high and 
that the specialised skills of the cof-
fee business are seen as a motivating 
factor that adds to on-the-job wellbe-
ing. The feeling that long experience 
of the job is appreciated will also give 
encouragement to take on new chal-
lenges in the future. 

Age management is worth consid-
ering, however, as issues like the move 

Roasters Tomi Puittinen 
(left), Tero Merkkiniemi and 
Daniel Åberg know that the 
best tasting coffee enjoyment is 
always assured by team work. 
The roaster’s job includes both 
keeping watch on the process 
with a computer and taking and 
assessing samples from the roast.

     Appreciation of their own 
jobs is very high and the 
specialised skills of the coffee 
business are seen as motivating.
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to the new roastery and preference for 
younger people caused concern for 
some of the respondents. Open discus-
sions with supervisors were hoped for in 
matters related to the employee’s own 
job and vocational skill development. 

Work safety is pivotal
Paulig’s industrial safety committee 
draws up action programmes and ac-
tion plans for industrial safety. Subjects 
in 2007 included industrial safety in  
the new roastery, machinery and 
equipment safety, safe movement, 
waste disposal, and rescue procedures. 

Long-term work on improving in-
dustrial safety has yielded substantial 
results. According to statistics provided 
by the Confederation of Finnish Indus-
tries, compared to the food industry 
on average, Paulig’s employee absence 
rate is considerably lower in relation 
to absences caused by sick leaves and 
work accidents. Automation has re-
duced the amount of risk-prone repet-
itive jobs, and work-related strain con-
ditions and occupational diseases have 
been almost completely eliminated. 
Work is still being done on reducing 
the amount of allergenic green coffee 
dust in the air in the roastery. Dust re-

Paulig also regularly holds events  
for all the family. Every year, Paulig 
employees’ families get together at 
the winter and summer events ar-
ranged by the company.

Paulig also uses other means to 
help employees achieve a work-life 
balance. In case of a sick child, an em-
ployee can get a childminder to come 
to their home, paid for by Paulig. 
Ordering a childminder reduces the 
amount of backlogs building up at 
work in cases in which sharing the 
work is difficult or impossible. 

A sought-after employer
A favourable image as an employer 
is an important thing for a company, 
and so it is for Paulig. One of the way 
investment in the staff’s wellbeing 
was visible in 2007 was in a survey 
conducted in August and September 
by the consulting firm Universum. 
Carried out for the fifth time, the sur-
vey covered young professionals’ and 
students’ future aspirations in respect 
of working life. Paulig went up from 

31st to 26th place on the list of 
most sought-after employers. 

Traditionally, high places on the 
list have been won by Finnish com-
panies with products or services 
attractive to young people. Voting 
has also been influenced in recent 
years by the company’s prestige, 
reputation and responsible busi-
ness principles as well as the attrac-
tiveness of their products.

duction has also been figured into the 
design of the new roastery.

The safety at work card was intro-
duced in 2006. Training continued in 
2007. The aim is for all manufacturing 
workers to earn a safety at work card. 

Soft values promote  
physical fitness
Paulig has broad-based club activities 
sponsored by the company. The com-
pany’s twenty or so clubs have a great 
variety of activities, ranging from exer-
cise groups to gourmet cooking. 

Azaliya Sungatullina and Tiina Lahtinen enjoying a roundabout 
ride at the annual summer festival for Paulig employees.

Customer 
Marketing 

Manager  
Sari Sutela.
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An expertise profile  
for everyone
In the Pro project, the strong points 
and things that need improvement 
were also charted for individual jobs. 
Each person put together an expertise 
profile for the job in question, work-
ing with his or her supervisor. The cur-
rent skills level and targeted future 
level were assessed with everyone. On 

Case: Developing expertise 
Pro project nurtures  
professional skills

The intention of the Pro project, 
which was carried out last year, was 
to build more systematically an op-
erational model for personnel de-
velopment. The reason behind the 
project was a considerable and rap-
id change in the business environ-
ment as the company goes interna-
tional and as the range of services 
is widened. 

Bringing out the strong 
points and things that need 
improvement
In the Pro project, an expertise 
chart was made for the Coffee Divi-
sion, with which the division’s prin-
cipal areas of excellence could be 
depicted more clearly than before. 

Different kinds of entities, “Pro 
spheres”, were formed on the 
chart. These included shared skills, 
process-specific skills, enabling 
business skills, and leadership skills. 

Also depicted on the chart were 
the core expertise zones by which 
Paulig can stand out from its com-
petitors. These zones were defined 
as brand, quality, manoeuvrability 
and inventiveness, customer rela-
tionship management skills, and 
cost-effectiveness. 

Food-Service Business Manager Anu Kokko and Customer Relationship Manager for  
Food-Service Business Mika Erholz have good experiences to share from the Pro project. 
“Now we have a clearly communicated intention of the kind of skills we should have  
so our company can thrive,” says Anu.

the basis of this assessment, a sum-
mary was made of each individual’s 
strengths and needs for improve-
ment, and a plan for development 
action was drawn up. At the end of 
the discussions, the supervisor and 
subordinate signed a development 
agreement. It is intended to carry out 
an expertise assessment in the future 
as part of development discussion.
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Paulig coffee is roasted in  
Vuosaari, Helsinki. The location 
in the midst of a residential  
area sets particular challenges 
for operations. Inconveniences 
such as noise and odours are 
given special attention. The  
situation will change in 2009 
when the roastery is relocated 
to the Vuosaari harbour  
precinct.

Paulig is a traditional Helsinki busi-
ness, with its roots in the Katajanokka 
district. Coffee has been roasted in 
Vuosaari for over 40 years, starting  
in 1967. 

The decision to invest in the new 
roastery was made in June 2006. 
During the period under review, the 
roastery project got off to a rapid start, 
and construction work began in July. 

Environmental aspects have been 
figured in from the design stage, and 
the construction solutions have been 
thoroughly thought through. 

Design creates a basis  
for lasting solutions
The building services designs and the 
architect’s basic design packages were 
completed early in the year, and the 
main contract was signed with Lem-
con at the same time. Towards the end 
of spring, an agreement was signed 
for the green coffee silos and transport 
systems. The foundation stone for the 
roastery was laid in September. 

Late in the year, Paulig signed a 
contract for the procurement of the 

Paulig coffee is roasted in Vuosaari

roastery’s process machinery. The 
financial commitments have been 
considerable: tens of millions of eu-
ros have been spent on procurement. 
Preparations for relocating the per-
sonnel and equipment to the new 
roastery were already being made  
in 2007. 

Attention has also been paid to the interior 
architecture in the building designed by 
Tommila Architects Ltd. The interiors are 
being designed by Studio Bergroth, the winner 
of a competition for professionals held in 2007. 
The aim is to give the building an interesting 
and inspiring atmosphere in addition to a 
harmonious look that reflects Paulig’s business.

In the coffee roastery project, manufacturing plant and offices are being built in Vuosaari 
harbour. Operations will relocate there in 2009. The roastery is going up fast and it will reach 
roof height in early summer 2008. After completion, the roastery will produce more than 100 
million packages of coffee a year for Finland and the export markets. The building’s area will 
be approximately 32,000 square metres.
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Since 2004, the environmental 
management of Paulig’s roast-
ery has been based on the  
international environmental 
standard ISO 14001. In ac-
cordance with the environ-
mental policy, environmental 
affairs are dealt with in line 
with the principle of continu-
ous improvement. 

Environment respected  
in coffee roasting

In 2007, Paulig’s roastery in Vuosaari 
produced over 44,000 tonnes of cof-
fee. The roastery uses natural gas for 
fuel, and emissions are low due to this 
clean form of energy (Fig. 3). The main 
atmospheric emission is carbon diox-
ide, which is formed when natural gas 
is burned as well as being emitted from 
the roasted coffee itself. The other at-
mospheric emissions are small in quanti-
ty. Carbon dioxide emissions increase as 
the quantity of production rises. Specific 
emissions* can be modified by means 
of efficient manufacturing control and 
careful maintenance of the equipment.

Energy consumption
Energy consumption was practically 
unchanged since 2006 (Figs. 1 and 
2). However, the energy used for 
heating was down on the previous 
year. The energy used for heating de-
pends on factors such as winter tem-
peratures and the heating demand. 
Consumption of electricity and natural 
gas increases as the quantity of pro-
duction rises. 

* Specific emissions: quantity of emissions  
    per tonne of product 
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Figure 1: Energy consumption per calendar year (MWh)

Figure 2: Energy consumption per calendar year  
per tonne of production (kWH/t)

All the coffee samples coming to Paulig are 
roasted in the coffee laboratory and assessed  
for quality.
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Mixed 
waste

Energy 
waste

Organic 
waste

Trade and in-
dustry pack-
aging waste

Board Paper Metal WEEE* Building 
waste

Hazardous 
waste

2004 109.40 206.70 259.70 247.90 31.80 15.70 11.50 9.60 11.20 0.03

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

2007 6.60 193.30 178.40 333.20 35.20 11.10 0 2.10

* Waste from electric and electronic equipment

Dust Hydro-
carbons

Carbon 
monox-

ide

Carbon 
dioxide

Sulphur 
dioxide

2004 1.3 27 134 6,924 0.02

2005 1.3 25 125 6,493 0.02

2006 1.4 28 140 7,278 0.03

2007 1.4 29 144 7,444 0.03

Figure 5: Quantity of waste per calendar year (tonnes)

Figure 3: Emissions (tonnes)

Figure 4: Water consumption per calendar year per 
tonne of production (litre/tonne of coffee produced)

Figure 6: Quantity of waste per calendar year per tonne of production  
(kilos/tonne of coffee produced)
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Quantity of waste material
During the past review period, the 
total quantity of waste material was 
roughly 760 tonnes (Figs. 5 and 6). 
During 2007, 6.6 tonnes of packaged 
coffee waste, which for technical rea-
sons could not be classified otherwise, 
was recorded as mixed waste.

The amount of organic waste de-
clined from over 514 tonnes to 178 
tonnes. This is because chaff from 

roasting is formed into briquettes for 
useful purposes. Consumption of wa-
ter was also down (Fig. 4) because the 
chaff used to be flushed into the sewers. 

On the other hand, the quantity of 
waste board and paper has increased. 
An exceptional amount of paper is be-
ing consumed due to the planning of 
the new roastery, as most of the design-
ers are working on Paulig’s premises. 
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It is Paulig’s principle to produce the 
smallest possible amount of non-recyclable 
waste. The coffee cartons shown in the 
picture will go to food-service customers, 
ultimately going on to recycling.

Noise abatement is important 
in an inhabited area
Paulig has focused attention on noise 
abatement because the roastery is in 
the midst of a residential area. Noise 
at the roasting plant tends to be gen-
erated by the cool air inlets and out-
lets in the roasting machines, roasting 
fume outlets, air ducts channelling air 
out of the packaging and production 
facilities, the briquette-forming equip-
ment for coffee chaff and traffic. 

In 2007, there was not a single 
complaint about noise. Paulig was 
contacted about this subject on three 
occasions in the previous year. 

In 2007, noise levels outside the 
roastery complied with the environ-
mental permit, less than 55 dBA in 
the daytime and below 50 dBA at 
night. In 2007, the authorities set a 
further requirement: low frequency 
noise must be kept below 30 dBA at 
night. This objective has been listed as 
a target for the next report period. 

Efficient systems  
eliminate odours
Roasting coffee and transporting 
ground coffee may cause odours. The 
coffee transport system which Paulig 
has used for some years has kept 
odours under control, however. In the 
system, coffee is transported by pneu-
matic system. Formerly air was vented 
from the pipes after the end of the 
process. The system now operates by 
recycling air. 

In 2007, Paulig received one com-
plaint about the odour of coffee. In 
2006 there were two.

An odour resembling burnt coffee 
is generated when the roasting bowl 
is sprayed with a small amount of wa-
ter at the end of the roasting process. 
Since 2005, Paulig has moderated the 

Corporate social responsibility report 200724



There was a great leap forwards in the 
design of the new roastery in 2007 
and important decisions were made 
on procurement. Exhaustive design 
ensures good future prospects for 
the roastery, and the environmentally 
friendly perspective in the designing 
creates a basis for improved efficiency 
in energy consumption.

Energy efficiency is one of the key-
words for the new roastery. Of the en-
ergy currently used by Paulig – 30 gi-
gawatt hours – half comes from natural 
gas. When the new roastery comes on 
stream, consumption will be reduced 
by about 20% of the current level. The 
amount of carbon dioxide will also be 
reduced by a similar percentage. 

Efficiency conserves energy
Paulig has selected mechanical convey-
ors as the transport system for green 
coffee in the new roastery, and these 
will do the job in an energy-efficient 
way. Before the decision was made to 
purchase, engines and basic technolo-
gies of various suppliers were com-

pared carefully. A system for moving 
coffee beans with air jets, for example, 
would consume a lot of energy. The 
solution chosen by Paulig is energy-ef-
ficient as it uses less electricity. At the 
same time, there will be a clear reduc-
tion in bean wastage and dust forma-
tion. In addition to the efficient use 
of materials and cleanliness, there are 
also gains in safety, as the risk of dust 
explosions will be reduced.

In making its selection of roast-
ers, Paulig carried out product tests 
and trail runs at coffee roasteries in 
Sweden, Germany, Italy among oth-
ers. Environmental friendliness and 
the ratio of energy consumption per 
tonne of coffee produced were im-
portant criteria in making the choice. 

“Our new roastery fulfils well the 
indicators for best available technol-
ogy (BAT) under the EU and ICCP 
directive. It will be about 15% more 
energy-efficient than these and 
roughly 50% more sparing in the 
consumption of water,” says Project 
Director Minna Forsström.

The design of the new roastery is the result of close collaboration by many experts.  
The design team includes, among others, Design Engineer Kai Peltonen (left) and Chief 
Design Engineer Krister Holmström from Pöyry Engineering, as well as Project Director 
Minna Forsström and Technical Manager Jukka Tuominen from Paulig. 

Case: The new roastery 
Long-lasting environmental solutions through 
good design

burnt smell by a unique method – 
incinerating the fumes in the roaster 
burner before venting out.

Logistics streamlined
In logistics, Paulig aims to use meth-
ods and equipment that cause the 
minimum of environmental impact. 
This is done by streamlining trans-
port packages and working meth-
ods. Also, our partners are selected 
carefully and their activities are con-
stantly assessed.

Paulig’s partners are transport 
companies which devote effort to 
quality and to reducing environ-
mental impact in their own opera-
tions. In 2007, Paulig ensured the 
environmentally responsible ac-
tivities of its new partners through 
auditing. Written responses to an 
assessment questionnaire were ob-
tained from all the main partners, 
in which the partners reported on 
their quality and environmental sys-
tems, etc.

During 2007, meetings were 
held with most of the main logistic 
partners. Regular meetings for fol-
low-up and development were held 
with warehousing partners. Opera-
tions are developed constantly with 
the help of collaboration projects. 

It is challenging to determine 
the environmental impacts of trans-
port as, for example, no precise 
figures on the environmental emis-
sions of transport are available. 

During 2008, it is intended to 
increase the logistical efficiency of 
retail outlet pallets in transport and 
logistics. For this reason, collabo-
rative projects have already been 
launched with customers and other 
stakeholders of the Coffee Division. 
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Protective package
Paulig has long investigated the en-
vironmental effects caused by pack-
aging, and these are currently being 
studied in several projects. However, it 
is difficult to get reliable data covering 
the entire chain. The main objective 
for the packaging of a food product, 
such as coffee, is to protect the prod-
uct itself from spoiling and thus to en-
sure it reaches the consumer and ends 
in consumption instead of becoming 
waste. The contribution of packaging 
to the entire environmental impact of 
a product of this time is small – rough-
ly 5% – if disposal of the packaging is 
not included. On the other hand, the 
effects of a low-quality package have 
an impact on the entire coffee chain.

Paulig carries out regular surveys in 
writing with packaging material sup-
pliers to ensure that these suppliers’ 
environmental systems have been cer-
tified. In 2008, Paulig will launch an 

The personnel were guided in how to 
reduce paper used for printouts, for 
example. Environmental aspects were 
also given a higher priority in purchas-
ing of sales promotion materials than 
before.

Encouragement to work for the en-
vironment also affected the staff can-
teen and cafeteria, where the sorting 
of wastes was upgraded and improved 
by clearer guidance and other meth-
ods. In the cafeteria, disposable mugs 
were replaced with porcelain ones. 

In early 2008, an internal audit 
was performed on the quality and 
environmental systems, showing 
that the personnel’s attitude to en-
vironmental issues has changed to a 
marked extent in a more favourable 
direction. Many of the interviewees 
also said that they also applied lessons 
from the workplace at home. 

Paulig’s coffee is packed in 
laminated packages, which keeps 
their delicious flavour fresh for 
a long time. The packages are 
classed as mixed waste, so they  
are disposed of with normal 
mixed waste. Mechanic Seppo 
Tolsa is in the background.

updated partnering programme which 
will involve audits of subcontractors.

Green Office helps  
the environment
Paulig has been part of the WWF’s 
Green Office programme since 
2005. The aim of the programme is 
to reduce the environmental impacts 
caused by office work by increasing 
employees’ awareness of ecologically 
acceptable consumption and by en-
couraging them to take environmen-
tally friendly action. 

This theme was strongly empha-
sised at Paulig in 2007. During Inter-
national Energy Saving Week, an in-
house energy-saving campaign was 
held and environmental subjects were 
raised regularly in the in-house media. 

As consumers are ageing, the 
practicality of packaging and 
products will have to be im-
proved further and they will 
need to meet the challenges 
of sustainable development. 
Paulig is continuing a project 
started together with Helsinki 
University of Technology’s  
Future Lab and the Finnish 
Rheumatism Association, in 
which students in different 
fields seek to create a proto-
type “package of the future”. 
You can read about this project 
at www.projectpapu.com.

More information about Green Office programme: 
www.wwf.fi/green_office/
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A comprehensive quality  
system is the cornerstone of 
the high quality and safety of 
Paulig’s products. Its founda-
tion is the self-assessment  
requirements of the EU and 
national authorities.

The effectiveness and practicality of 
Paulig’s quality systems are verified by 
means of internal and external audits. 
External parties audit operations an-
nually in accordance with BRC* and 
ISO 14001 standards. 

Flawless, safe coffee is also en-
sured by efficient self-assessment 
covering also the stages of coffee 
processing from the raw beans to the 
finished product. Coffee is also care-
fully measured and screened for mois-
ture content, purity, and any foreign 
objects. An important part in self-
assessment is also played by sensory 
appraisal, in which the look, the smell 
and particularly the taste of the coffee 
is checked at several points on its way 
from the bean to the cup.

During the year under review, 
stage two began of the Best Bean 
project, which was started in 2005. 
The aim was to elicit the commitment 
of everyone working in the process to 
observe the quality of the products at 
their own workstations to supplement 
the work of the quality assurance 
staff. The project is still running.

Number of complaints  
in decline
Paulig’s consumer service keeps a 
close watch on the number of flaws 
in quality and complaints, and it an-
swers questions from consumers. In 
the course of 2007, the number of 
complaints concerning technical is-

Product safety and 
quality from bean to cup

Quality Manager Jani Reilimo keeps an eye on Paulig’s product safety and 
quality. “At the moment, we are looking into a new ISO 22000 food safety 
management system and its applicability to our company’s needs.”

* BRC = British Retail Consortium

sues, such as leaking vacuum packs or 
foreign objects as well as complaints 
over flavour, fell from 16 to 14 per 
million kilos produced. 
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Finns are enthusiastic coffee drinkers 
– we drink 4 or 5 cups a day. Paulig’s 
products are among Finland’s best-
known brands. The company is 
actively expanding its operations 
into other market areas as well as 
the coffee service market. In terms of 
fi nancial indicators, 2007 was a year 
of success. Net sales were up, profi ts 
improved and major investments 
were made in the roastery.

Coffee consumption

Other 30%

Paulig 65%

Imports 5%Finnish coffee production and 
imports of coffee in 2007



Finnish retailers sell roughly 37,000 
tonnes of coffee a year (source: A.C. 
Nielsen, December 2007), of which 
98% is filtered coffee. Speciality cof-
fees are growing as a share of sales 
at roughly 30% a year, accounting in 
2007 for 1.7% of the total market. 
Ready-made coffee drinks took ap-
proximately a one per cent share in 
terms of value (1.1%). 

Paulig is the largest coffee firm in 
Finland, and its operations also ex-
tend to the Baltic countries and Russia 
as well as to the other Nordic coun-
tries. In Finland, Paulig’s market share 
at the end of 2007 was 63%, in the 
Baltics it was 23% and in Russia 16% 
of sales of roast coffee. 

Paulig is the market leader in Fin-
land and it holds second place in the 
Baltic countries. In terms of sales, 
Paulig tops the market for roast coffee 
in Russia, where it holds second place 
in terms of quantities sold through 
modern retail chains.

On the European scale, Paulig 
is the tenth largest manufacturer of 
coffee (source: Volcafe Holding Ltd., 
2006). 

During the period under review, 
2,509 tonnes of roasted coffee prod-
ucts were imported into Finland. Ex-
ports amounted to 7,676 tonnes of 
coffee, of which Paulig’s share was 
roughly 82%. 

Paulig products are recognised
Strong and successful brands create 
a basis for financial success. Paulig’s 
coffees are widely recognised and val-
ued brands in Finland. This emerges 
from consumer surveys, in which 
Paulig once again performed well. 
According to them, Finland’s best-
known coffee brands are Juhla Mok-
ka and Presidentti (Brandflow, IRO 

Research,	4/2007	and	10/2007).	
The same brands are also in the 20 
most valued brands: Juhla Mokka was 
placed 13th, Presidentti 20th (M&M 
magazine/Taloustutkimus	2007).	

In the export regions, the company 
competes against major international 
coffee companies. For example, in the 
Baltic countries and Russia, Paulig’s 
aim is to underpin its position on the 
market by boosting brand recogni- 
tion and by investing in distribution.  
In Finland, the goal is to retain the 
market position and to develop the 
coffee market. In the long term, 
Paulig’s aim is to be the market leader 
in all the markets in which it operates.

To respond to rising interest 
among consumers, in 2007 Paulig 
launched UTZ Certified coffees 
Paulig Mundo and Paulig Espresso 
Originale. Food-service customers 
also received the high-quality prod-
ucts well. For example, the Finnish, 
Russian and Baltic McDonald’s res-

taurants went over to Paulig’s respon-
sibility certified coffees. The intention 
is to expand the range of certified 
responsibility products and to offer 
them also on export markets. 

 
A new look for inspiring coffee
In 2007, a project to revamp Paulig’s 
corporate identity was launched with 
the aim of giving the entire Coffee Di-
vision a consistent look in all Paulig’s 
markets. The new inspiring coffee 
identity will become familiar to con-
sumers in 2008. This report has been 
produced in accordance with the new 
identity.

Coffee consumption

Paulig’s Juhla Mokka and Presidentti are 
coffee brands greatly appreciated by Finns.
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Paulig’s net sales were up a little on 
the previous year, being 210.1 mil-
lion euros. The strong trend in income 
provides a good basis for two roastery 
investments, the implementation of 
which started in 2007. Paulig invests 
nearly 120 million euros in the Finnish 
roastery and some 12 million euros in 
the roastery in Russia. 

Russian roastery project 
moving ahead
In January 2008, Paulig signed a pre-
liminary contract for the purchase of 
a plot of land for a roastery in Russia. 
The intention is for the roastery, to be 
built in Borovlevo, Tver, in 2009.

A local roastery will give Paulig ad-
ditional competitiveness in Russia com-
pared to the present situation, in which 
Paulig is obliged to pay high import 
duties on coffee exported from Finland 
to Russia. It will also boost the flexibil-
ity of deliveries and speed up product 
turnover. The new roastery will provide 
about 60 jobs to begin with. 

An impact on employment  
in many countries
Purchases of green coffee and other 
supplies were Paulig’s biggest sources 
of expenditure. Most of the purchas-
ing was from coffee countries of ori-
gin. Paulig’s purchasing has a great in-
direct impact on employment in many 
countries.

At the end of 2007, Gustav Paulig 
had 186 employees, whose wages and 

Financial success is a prerequisite 
for responsible business

Financial responsibility indicators (EUR 1000) **     

Financial year 1.5.2003– 
30.4.2004

1.5.2004– 
30.4.2005

1.5.2005– 
31.12.2005*

1.1.2006– 
31.12.2006

1.1.2007– 
31.12.2007

Net sales 148,600 159,900 115,307 200,403 210,110

Wages and salaries, indirect costs and perquisites 11,067 11,000 7,396 11,831 12,339

Purchasing costs of ingredients and materials 74,168 82,000 71,249 117,539 119,650

Interest and other financial income 337 2,158 124 278 511

Interest and other financial expenditure 678 273 945 753 1,704

*  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. 
**  The operational result is reported as a part of the Paulig Group’s financial statements.

Financial success makes it pos-
sible to develop Paulig’s opera-
tions on a long-term basis and 
permits investment in the new 
roasteries. The company’s suc-
cess also brings prosperity to 
society in the form of income 
taxes, which Gustav Paulig Ltd 
paid to the tune of roughly  
7 million euros in 2007.
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salaries with associated social costs ac-
counted for almost 12.3 million euros 
during the year. This sum includes taxa-
ble perquisites, which include company 
cars and mobile phones.

A strong grip on  
the out-of-home market
In addition to conventional cafés and 
restaurants, coffee is increasingly be-
ing served in workplaces. The out-of-
home coffee market is growing in all of 
Paulig’s markets. Demand for compre-
hensive services in the coffee business 
and a wider range of coffee is great, 
and customers expect full service. 

During the period under review, 
Paulig dynamically developed a serv-
ice array aimed at this market, and to-
wards the end of the year it started a 
new company, Paulig Pro Ltd. Paulig Pro 
rapidly strengthened its coffee service 
expertise by acquiring the stock of  
Coffee Please Suomi Oy. Coffee 
Please’s turnover in the financial year 
ending in September 2007 was 6 mil-
lion euros and it had 45 employees. 

Coffee Please’s business sector is 
to sell coffee and other grocery items 
related to the coffee sector to business 
customers as well as selling and leasing 
coffee-making equipment, accesso-
ries and peripherals. The company also 
provides design and training services 
for the café and restaurant business. 

Paulig is now able to provide its 
customers with all-inclusive services in 
coffee provision, from quality ingredi-
ents to servicing and maintenance of 
equipment. 

Coffee consumption

Employees want to enjoy variety and high-quality coffee services even in the workplace.
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Paulig’s Paula chosen in summer 2007, Anni Tarhonen, takes knowledge about coffee to consumers in every part of Finland.  
The trainees coached by Paulig Institute’s Training Expert Emmi Hämäläinen come from the HORECA sector.
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A part of the community
is to be reassigned for residential pur-
poses. Pleasing residential blocks of 
high standards are scheduled for the 
area, which is close to the sea and the 
metro track.

Paulig has been a mentor for  
Kallahti Comprehensive School in  
Vuosaari for years. Along with men-
toring, members of the company’s 
staff have visited the school to talk 
about working life. Last spring, Paulig 
and the school held a joint event. 

We listen to the customer
Customer feedback, the internet and 
market research are Paulig’s main 
forms of interaction with consumers. 
Paulig’s consumer service receives ap-
proximately 6,000 enquiries about 

Coffee consumption

Paulig’s roastery is a familiar 
landmark for many people in 
Vuosaari. Paulig is the biggest 
employer in the Vuosaari dis-
trict and a large proportion of 
the company’s employees live 
in eastern Helsinki. 

Paulig has participated in many ways 
in the development of the Vuosaari 
area, working actively together both 
with the City of Helsinki and with lo-
cal residents’ associations. This co-
operation has continued also in the 
modification of planning permission 
in connection with the site of the cur-
rent roastery, in which a plot sched-
uled for industrial and commercial use 

coffee each year, and these are an-
swered personally. The experts in the 
consumer service also reply to enquir-
ies from organisations and the media. 

Another important link with stake-
holders is Paulig’s Paula. The first 
Paula was chosen in 1950, making 
her Finland’s “oldest” PR personality. 

Training coffee professionals  
in Vuosaari
The Paulig Institute operating at the 
roastery is a training centre for food-
service professionals, where the main 
thrust is on making quality coffee and 
familiarisation with the way the coffee 
chain works, from bean to cup. The 
institute holds dozens of courses for 
baristas each year. Courses can also be 
taken on the internet. 

 
Active communications work
Paulig regularly notifies local residents 
on its activities and on the environ-
mental effects of the roastery, by mail 
and in local newspapers. By means of 
the dialogue, Paulig keeps a watch on 
environmental effects in the nearby 
area, the chief of which is the aroma 
of coffee wafting from the roastery.

Paulig informs the media of its 
business and the coffee sector at the 
annual Coffee Seminar. Other oc-
casions during 2007 included, for 
example, the laying of the founda-
tion stone for the new roastery and 
the launch of the competition for the 
roastery’s interior design.

The land currently occupied by Paulig will one day 
be a pleasant, urban-style residential area. 

33



Support for charitable causes

Paulig gives financial support 
for projects that comply with 
the company values and are 
related to its business. 

Since 2001, Paulig has supported 
the Domcafé mission café of the 
congregation of Turku cathedral. The 
profits from the café, which is open in 
the summer, are donated to a church-
maintained hospital in the Ethiopian 
city of Aira which also serves as a 
nursing school and student housing. 
Further information: www.turunsrk.fi. 

The Walkers café chain for 
young people receives a donation 
of about 650 kilos of coffee a year. 
There are more than 20 Walkers cafés 
around Finland, performing valuable 
youth work with voluntary labour. 
Walkers’ café staff also take part  
in Paulig training sessions. Further  
information: www.asemanlapset.fi.

Paulig has for years supported  
the Finnish War Veterans’  
Federation and supplied coffee for 
the Christmas parties for the home- 
less originally organised by the late 
Veikko Hursti. 

Paulig makes Santa Claus coffee for 
the official Santa product family, thus 
supporting the work of the Santa 
Claus Foundation. The annual San-
ta’s Gift presented by the foundation  
in 2007 was given to the children’s 
psychiatric wards of the Helsinki  
University Central Hospital for their pa-
tients’ recreation. Further information: 
www.santaclausplaza.com. 

The Epok exhibition and  
archive, which covers the history  
of the coffee sector and Paulig, is 
maintained in the premises in Vuo-
saari. The exhibition is open mainly to 
Paulig’s customers and partners.
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Our vision and values

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

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.



Gustav Paulig Ltd
Gustav Pauligin katu 5 • PO Box 15, FI-00991 Helsinki, Finland

Tel. +358 9 319 81 • www.paulig.com


