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Paulig is the home of quality 
coffees
Gustav Paulig Ltd is an international coffee fi rm with its roots 
fi rmly in Finland. It is the Finnish market leader and its qual-
ity coffees are an essential part of Finland’s everyday life and 
enjoyable coffee breaks. The values of sustainable develop-
ment guide Paulig’s operations.

Founded in 1876, Gustav Paulig 

became the fi rst company to practise 

industrial coffee roasting in Finland 

in 1904. Gustav Paulig is part of the 

Paulig Group, which became one of 

Europe’s leading manufacturers of 

international foods and seasonings 

when Santa Maria AB joined it in Janu-

ary 2010.

In addition to Finland, Gustav Paulig 

operates in the Baltic countries, Russia, 

and Russia’s neighbouring countries. 

The company has expanded its busi-

ness related operations to coffee ma-

chines and services, which it supplies 

to retail and Horeca customers as well 

as to offi ces. 

Paulig’s coffees are roasted in a 

new, state-of-the-art roastery in the 

Vuosaari district of Helsinki. The high-

quality range of coffees is comprised 

of light- and dark-roast fi lter coffees, 

roasted coffee beans, and espressos. 

The well-known brands in Finland 

include the traditional Juhla Mokka, 

Presidentti and Brazil blends. The 

more popular blends in Russia and the 

Baltic countries are Paulig President 

and Paulig Classic as well as Paulig’s 

espresso products. 

The seventh corporate 

responsibility report

In this document, Gustav Paulig 

reports on its corporate social respon-

sibility in the subareas of social, envi-

ronmental and fi nancial responsibility. 

The basis for reporting is the Global 

Reporting Initiative (GRI) guidelines. 

Comprehensive GRI benchmarks and 

explanations of these can be found 

in their entirety on the Paulig website 

www.paulig.fi /yhteiskuntavastuu. 

In this report, Gustav Paulig is 

referred to by the name Paulig. The 

information contained within this re-

port has not been impartially verifi ed. 

However, the degree of reliability can 

be considered to be high, as the fi nan-

cial indicators are taken from statutory 

accounting records. Paulig’s supply 

chain in Finland is covered by certifi ed 

food safety and environmental systems 

and it is subject to supervision by the 

authorities.
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For Gustav Paulig, 2009 was a year of 

big changes. Our new business premises 

in Vuosaari were completed and we 

were able to move into the world’s most 

modern roastery in the summer. In spite 

of the economic recession, we have 

continued our internationalisation and 

we are expanding our operations in Rus-

sia, for example.

At Paulig, corporate social responsibil-

ity means everyday actions – fi guring in 

the environment with investments and 

decision-making, the wellbeing of the 

personnel, and attending to operational 

profi tability. It also involves strategic de-

cisions which affect our entire produc-

tion chain from bean to cup.

A roastery for sustainable 

development

Our newly completed roastery is not 

only energy-effi cient and environmen-

tally friendly but also an enjoyable and 

safe workplace for more than two hun-

dred coffee professionals. We wanted to 

build the world’s most modern roastery, 

founded on the values of sustainable 

development. The construction of the 

world-class roastery and setting up the 

processes demanded fl exibility and tire-

lessness on the part of the personnel.

Good leadership and harmonised 

management practices will be strongly 

emphasised as a factor in the future 

success of the entire Paulig Group. In 

2009, the Bridge leadership training 

programme was started with the aim 

of creating harmonised management 

practices in all the countries in which we 

do business. The training also supports 

the standardisation of human resource 

practices, which is one of the aims of 

the Coffee Division’s responsibility work.

Responsibility in the countries 

of origin

More and more consumers are in-

terested in the origin of coffee and in 

the welfare of the growers and the 

environment. We engage in long-term 

cooperation with our coffee suppliers 

to improve the traceability of our cof-

fee’s origin. We also use UTZ CERTIFIED 

beans in a number of our products. We 

Responsibility amidst the changes
support smallholder farmers through 

our associated company International 

Coffee Partners, with practical projects 

focusing on improving the farmers’ skills 

and income sustainably.

A good fi nancial year 

in the midst of a recession

In spite of the economic downswing, we 

posted a good profi t and we succeeded 

in strengthening our market positions. 

The demand for coffee has remained 

good and our sales took a favourable 

track, with the exception of coffee ma-

chines and services, the sales of which 

were temporarily hit by the recession. 

However, we believe that growth will 

continue in this sector. Towards the end 

of 2009, we acquired a majority holding 

in the Vendor Group, which markedly 

reinforced our position as a player in this 

sector in Finland.

In Russia, as elsewhere, our goal is 

growth and to strengthen our position 

on the market. Good prospects for this 

will be opened up by the roastery under 

construction in the Tver region, which is 

forecast for completion in the fi rst half 

of 2011. 

I feel confi dent about the future. Our 

coffee business is in good shape and our 

professionals are doing their best to en-

sure that our products and services stay 

high in quality and comply with our con-

sumers’ and customers’ expectations. 

The perspectives of responsibility will 

continue to be a natural and essential 

part of what we do in the future.

Elisa Markula 

Managing Director

Gustav Paulig’s Managing Director Elisa Markula (second from right) took the reins of the Coffee Division in February 2010 when her 

predecessor Pekka Pirinen retired. 

Environmental responsibility

- Auditing of green coffee sea 

transports

- Reducing energy consumption 

- Reducing packaging materials 

Social responsibility

- Launch of new management model

- Implementation of personnel survey 

- Greater use of traceable and certifi ed 

green coffees 

- Communicating the ethical procure-

ment guidelines in all countries of origin 

Financial responsibility 

- Reinforcing the market position in 

- Russia and the Baltic countries

- Building a roastery in Russia

- Developing out-of-home coffee 

business

See more: www.paulig.com

Main targets for 2010

At Paulig, corporate responsibility means everyday actions that deal with fi nancial decision-

making, the well-being of personnel, activities in the country of origin and environmentally 

friendly coffee production.
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The coffee tree is native to Africa and it 

was spread by only a handful of speci-

mens to South America in the eight-

eenth century. Today coffee is cultivated 

in more than 60 countries, and among 

the leading countries of origin are Brazil, 

Vietnam, Indonesia and Colombia.

There are several dozen varieties of 

coffee, but only two of these are com-

mercially signifi cant: arabica (Coffea 

arabica) and robusta (Coffea canepho-

ra). Of total output, 60 per cent is ara-

bica and 40 per cent robusta. The Finns’ 

preference in coffee is for a light roast of 

high-quality arabica beans. 

The harvesting period varies in differ-

ent regions, and in practice coffee is al-

ways being picked for production some-

where in the world. It takes roughly 2.5 

kilos of coffee berries to yield about half 

a kilo of green coffee beans. Depending 

on the variety, a bush yields about 0.5-2 

kilos of beans. Most of the world’s cof-

fee is still picked by hand.

Both the farmer and the consum-

er benefi t from quality coffee 

In 2009, Paulig bought 52 million kilos 

of green coffee, which is the equivalent 

of about 0.7 per cent of the annual 

global output of green coffee. Paulig 

receives coffee from 15,000–20,000 

plantations: a single procurement batch 

includes coffee from several dozen 

growers’ harvests. Brazil, Colombia, 

Nicaragua, Guatemala, Kenya and 

Ethiopia are Paulig’s principal countries 

for coffee procurement.

Purchasing practices vary in differ-

ent countries and for different grades 

of coffee, but for the most part Paulig 

purchases its own green coffee direct 

from exporters in the countries of origin. 

There are several partners in each coun-

try from whom Paulig has purchased 

coffee for a long time, in many cases for 

decades. Small quantities of coffee are 

also obtained from trading houses or 

importers in Europe. 

Paulig’s buyers frequently visit the 

countries of origin and coffee planta-

tions to keep tabs on coffee production 

and to maintain close links with the 

coffee exporters. These visits promote a 

common vision, which is of the greatest 

importance in securing Paulig quality. 

The fascinating journey 
from bean to cup

Coffee’s journey to homes 
in Finland is long, as 
coffee bushes grow best on 
high mountain slopes in the 
warmest regions of the world. 
A good coffee harvest requires 
a steady temperature and 
plenty of rain.

The report covers the subdivisions of corporate social responsibility, following the journey of the coffee bean 

from the countries of origin to the roastery and on to the consumer’s cup. Paulig obtains its green coffee 

direct from trusted suppliers in the countries of origin. The price of coffee is set on the coffee exchanges in 

New York and London. 

Exporting company

More than 20 million coffee growers earn their living from cof-
fee and most of the world’s coffee crop ripens on small planta-
tions in tropical conditions near the equator. The coffee trade is 
of great importance, both economically and socially, in many 
countries – many families and communities are dependent for 
their livelihood on the coffee harvest.

One of Paulig’s long-time partners 

for purchasing coffee is the ECOM 

Coffee Group, established in 1849. 

This coffee trading house operates in 

more than 20 countries and exports 

coffee to the United States, Europe, 

Africa and Asia. The company’s 

business principles are to promote 

the production of exceptionally 

high-quality coffee in accordance 

with sustainable development while 

reinforcing coffee traceability and in 

particular transparency throughout 

the coffee supply chain. 

“We have done business in this 

sector for more than 150 years. If we 

want to go on trading for another 

century, we must make sure that the 

coffee growers and natural condi-

tions that sustain production survive 

and keep up with progress,” says 

Managing Director for Kenya and 

Tanzania Justin Archer of the ECOM 

Coffee Group. 

Archer visited the Paulig coffee 

seminar in late 2009 and reported 

how coffee production is preparing 

for rising temperatures and changing 

rain regimes. According to Archer, 

the effi ciency of coffee cultivation 

can be boosted and environmental 

degradation mitigated by using 

leaf coverings, composting, grow-

ing shade plants alongside coffee 

bushes, and hybridisation and selec-

tive breeding, among other actions.

ECOM Coffee has a number of 

projects under way to secure the 

future of coffee plantations. For 

example, the company is partnering 

the World Bank in Kenya to develop 

carbon-neutral cultivation. Also, in 

Nicaragua, the French agricultural 

research organisation CIRAD and 

ECOM Coffee are studying coffee 

varieties with greater resistance to 

climatic conditions and higher yields. 

In Mexico, ECOM Coffee has reforest-

ation projects together with Rainfor-

est Alliance and the World Bank’s 

IFC* aimed at slowing deforestation. 

 The company also supports im-

proved living conditions, education 

and health care for growers in the 

countries of origin through its ECOM 

Foundation, which has used funds 

to build schools, orphanages, wells, 

healthcare centres and so on in many 

developing countries.

ECOM Coffee: In cooperation – environment-conserving coffee, productively

Consumer

Wholesaler

Retailer

Roastery

Processing of green coffee

The grower
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The principles of Paulig’s purchas-

ing function are comprised of quality 

criteria for green coffee and assurance 

practices, recommendations to use the 

least environmentally harmful cultiva-

tion methods, and responsible and fair 

working conditions. The rules are based 

on the ethical guidelines for coffee 

trading partners of the European Coffee 

Federation for coffee trading partners 

as well as the guidelines of the Interna-

tional Labour Organisation (ILO) and 

the United Nations (UN).

The coffee countries of origin include 

nations in very different stages of 

development. In practice efforts have 

been made to adapt the guidelines to 

the conditions in each country as ap-

plicable. The cornerstone of corporate 

responsibility on the part of green coffee 

buyers like Paulig is that the countries of 

origin benefi t not only from an increase 

in awareness and commitment through 

open discussion but also through practi-

cal support and joint projects. In 2009, 

Paulig went through the quality and 

procedural guidelines for its purchases 

of coffee together with its partners in 

Africa and Colombia. In the previous 

year, the principles were discussed with 

coffee exporters in Brazil. 

Coffee traceability is 

a competitive advantage 

For Paulig, securing coffee traceability 

is an important aspect of quality and 

risk management. Knowing the entire 

production chain makes it easier to solve 

the challenges of raw materials and 

production methods at an early stage. 

The differences in coffee traceability 

between countries of origin are large, 

and there are no established procedures 

for implementing it. At present, trace-

ability back to an individual grower is 

challenging: the structure of the coffee 

trade and the standard of reporting vary 

between countries, and sometimes it is 

preferred for information on a grower to 

be submitted to the cooperative or cof-

fee agent for reasons of competition. 

Paulig’s aim is to determine the trace-

ability of coffee in its purchasing to the 

maximum extent possible. A traceability 

survey for the year 2009 is under way 

and, on the basis of the results, country-

specifi c target levels will be set for cof-

fee traceability in the next few years.

Paulig quality and 
responsibility are the criteria 
for purchasing
High-quality and ethically produced coffee benefi ts both the 
producer at the beginning of the line and the consumer sipping 
coffee from the cup at the end. In purchasing green coffee, the 
important points for Paulig are the responsibility of coffee pro-
duction combined with the high quality and steady supply of 
the raw material.

Improving the corporate social responsibility 
of coffee production requires collaboration 
between the different parties in the coffee 
trade. Knowledge of the origin of the coffee 
can make a difference in things like the 
conditions of production and resolving 
quality issues. An estimated 2–3 per cent 
of the world’s coffee output is certifi ed for 
responsibility. 
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Certifi cation guarantees responsi-

ble production methods

One way to ensure the traceability of cof-

fee and the transparency of the produc-

tion chain is to use coffees with respon-

sibility certifi cation. Their origin can be 

traced all the way back to an individual 

coffee plantation. Paulig uses green cof-

fee approved by UTZ CERTIFIED for its 

responsibility certifi ed coffees. Paulig has 

expanded the use of these and in 2009 

certifi ed ingredients began to be used 

also for the Paulig Kenya blend, the Paulig 

Professional product range and the Brazil 

blend’s food-service products.

Nowadays, UTZ CERTIFIED also con-

centrates on cocoa, tea and palm oil, and 

it is one of the world’s largest coffee cer-

tifi cation programmes. The coffee grow-

ers and growers’ associations included in 

the programme prove that they produce 

coffee professionally, taking care of local 

communities and the environment. Cer-

tifi cation requires the coffee producers to 

train their workers in health care, safety, 

the proper use of pesticides, etc. 

Rapidly growing UTZ CERTIFIED is 

already in use in the United States and 

several European countries. In 2009 sales 

of UTZ CERTIFIED coffee to roasteries 

rose to more than 82 million kilos. UTZ 

CERTIFIED coffee accounts for roughly 4 

per cent of Paulig’s coffee purchases. 

Other sustainable development pro-

grammes and responsibility certifi cates 

for the coffee industry include Fair Trade, 

Rainforest Alliance and 4C.

Read more: www.utzcertifi ed.org, 

www.4c-coffeeassociation.org.
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According to the ICO, the global output 

in the harvest season 2008–2009 was 

roughly 123.7 million 60 kg sacks of 

coffee. Although demand and out-

put are currently balanced in terms of 

quantity, the price of coffee in 2009 was 

above the long-term average. 

Setting the price of coffee

The higher price was affected by avail-

ability problems in a few countries of 

origin. For example, the harvest was 

poor in Colombia due to bad weather, 

reduced fertiliser use, and a programme 

to replace coffee bushes. Growers also 

reported more high rainfall, droughts 

and coffee blooming at unusual times 

than normal in 2009. The reason be-

hind this may be El Niño, which repeats 

at intervals of 2–7 years, or permanent 

global warming.

Information on harvest prospects 

and on the supply of different grades of 

coffee is key data for coffee trading. The 

price of coffee is affected not only by 

supply and demand but also increas-

ingly by speculative trading on the New 

York and London coffee exchanges. 

Paulig’s purchases of coffee consist 

approximately 98 per cent of arabica, 

the price of which is determined on 

the New York coffee exchange, and 2 

per cent of robusta variety, the price of 

which is set in London. The coffee ex-

change is used to set the price of green 

coffee and for price hedging. Paulig 

obtains its green coffee direct from 

exporters in the countries of origin or 

through European trading houses.

Economic recession also affected 

the price of coffee

In 2009, the price of coffee on com-

modity exchanges was raised by a 

global economic recession, when capital 

fl ed from stock exchanges to commodi-

ty funds, which were seen as safer. Also, 

currency fl uctuations, the weakness 

of the US dollar relative to the strong 

euro, contributed to setting the price of 

coffee. 

Because of rapid fl uctuations in the 

quantity of coffee produced and in the 

capital markets, predicting the price 

of coffee was more challenging than 

before. Situations like this require careful 

risk management, hedging against risk 

of green coffee prices as well as cur-

rency fl uctuations. 

In the future, it is forecast that coffee 

consumption will grow in many devel-

oping markets around the world. This 

trend is likely to boost the price of green 

coffee in the years ahead.

Coffee is one of the world’s most traded 
commodities 
Coffee is one of the most traded commodities in world trade, 

coming immediately second to oil. In addition to fl uctuations in 

output, the price of coffee is affected by commodity trading on 

the global capital markets.

Coffee produced sustainably

One of the ways Paulig supports 

coffee growers is through the 

company International Cof-

fee Partners (ICP). ICP is a joint 

venture of fi ve European family-

owned companies, founded in 

2001. Its highly practical projects 

guide growers in the use of sus-

tainable and productive cultiva-

tion methods and encourage 

them to organise and improve 

their marketing channels. The 

goal is to make smallholders’ 

business competitive and to im-

prove their living conditions. 

A grower who produces an abun-

dant harvest of quality coffee 

earns a better price for his labour.

Eight projects had been 

completed by the end of 2009, 

embracing 7,700 growers. 

Indirectly these affected 30,000 

growers as the participants in the 

projects pass on their knowledge 

to others. There are currently 

projects under way in El Salvador, 

Guatemala, Brazil, Tanzania and 

Vietnam.

www.coffee-partners.org

Monitoring and predicting the price of coffee and procuring desirable grades of coffee are the daily work of Paulig’s purchasing 

professionals, who are given a framework in the form of a risk management policy approved by the Paulig Group’s Board of Directors. 

The Risk Management Committee, which oversees compliance with the guidelines, convenes regularly.

10     Corporate Responsibility Report 2009 
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Green coffee imports are calculated to 

fl ow steadily in step with the require-

ments of demand for coffee and 

production. The coffee is shipped in 

deep-sea vessels from the countries of 

origin to the main harbours of Europe, 

mostly Hamburg. It is then shipped on-

ward to Vuosaari on feeder vessels able 

to navigate the narrow Kiel Canal to the 

smaller ports of Northern Europe.

Of the coffee arriving at Paulig, 91 per 

cent is transported in bulk containers. 

Inside these the coffee is packed in a 

large nylon sack which can hold roughly 

21 tonnes of coffee. The remainder, 9 

per cent, comes to Vuosaari in 60–70- 

kilo jute sacks in containers of 17–19 

tonnes.

As container vessels have grown 

in size, the emissions and energy 

consumption of shipping per unit of 

transport have declined. Paulig’s aim is 

to seek partners with the most effi -

ciency and the most environmentally 

Shipping is the most effi cient method 
for transporting green coffee 

Coffee is imported from the countries of origin by sea. The trans-

port routes to Paulig’s roastery are planned for direct routing, 

avoiding unnecessary stops before Vuosaari. The relocation to the 

new roastery adjacent to Vuosaari harbour at the end of key trans-

port routes has further enhanced the company’s logistics. 

friendly operations. In 2010, Paulig will 

begin audits of shipping lines and assess 

their operations in terms of sustainable 

development. 

A roastery near the harbour

Operating at two roasteries in 2009 was 

logistically challenging. The start-up of 

the new roastery, the gradual reloca-

tion of production from the old roastery, 

managing several warehouses, and 

transporting the fi nished products to 

the customers demanded precise ad-

vance planning and scheduling. 

Paulig’s roastery is immediately adja-

cent to the new Vuosaari harbour, and 

the transfer of green coffee from the 

ship straight to the roastery is short. The 

location by the harbour ended the mov-

ing of coffee containers by road through 

the centre of Helsinki – which amount-

ed to more than 100,000 kilometres 

of driving per year. Moreover, Paulig’s 

neighbouring companies also use the 

Vuosaari harbour precinct’s local rail 

connection to Russia, and possibilities 

for cooperation on transport eastwards 

are being studied. 

Flexible customer service

Now that retailers in Finland are extend-

ing their opening hours, timetables for 

transport are also being reviewed to 

bring them into line with needs. The 

location of the new roastery outside 

residential areas in Vuosaari makes it 

possible to operate road transport more 

fl exibly; goods shipments can be ar-

ranged according to demand, including 

Vuosaari harbour is logistically perfect as the location for Paulig’s new roastery. Green coffee arriving by sea at the harbour comes almost 

straight to the roastery. The fi nished coffee products go on their way by nearby ring roads, thus avoiding disturbance to residential areas.
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According to EU targets, road 

transport by the year 2020 should 

reduce energy consumption and 

greenhouse gas emissions by 20 

per cent and increase the use of 

renewable energy to at least 10 

per cent. Reaching the EU targets 

will demand close collaboration 

between suppliers and retail op-

erators, for example.

At the end of 2009, Paulig and 

its transport partner Transpoint 

together assessed the corporate 

social responsibility of their logisti-

cal chain. The aim was to fi nd 

ways of promoting sustainable 

development compliant transport 

while simultaneously improving 

economy. 

In the joint project ECR Sustaina-

ble Transport Road Map, transport 

methods, planning of loads and 

routes, transport capacity usage 

rates, driving techniques and 

fl eets were assessed and rated. On 

the basis of the results, a develop-

ment plan will be drawn up for the 

years ahead. 

 “In the operational chain, 

things are repeated many times, 

so even a small improvement in 

the way things are done can have 

signifi cant effects. An ocean is 

made up of drops of water,” says 

Paulig’s Logistics Director Ronny 

Reijonen. 

Also, Transpoint is developing a 

service for measuring and report-

ing the carbon footprint of items 

as small as an individual product. 

Environmentally friendly logistics is also effi cient

in the evenings and at weekends. Also, 

the new roastery’s logistics centre has 

closable loading bays where customers 

can independently pick up their fi nished 

products on agreed timetables. 

Effi ciency in transport

In Finland, the transport of completed 

coffee products to the warehouses of 

the central wholesalers is handled by the 

customers’ own haulage fi rms. Exports 

of products to the Baltic countries and 

Russia are handled by Paulig’s transport 

partners. 

During transport, environmental 

friendliness and effi ciency go hand in 

hand. The coffee products are packed 

for transport on recyclable EUR or 

½-EUR pallets, which dimensioned for 

an optimal fi t inside the vehicles. Every 

effort is made to ensure that loads are 

as full as possible, which also helps to 

reduce the number of transport batches.

Direct distribution routes

Paulig started direct transport of coffee 

from Vuosaari to Russia in 2008. This 

cost-effective and environmentally 

friendly solution will be continued in 

spring 2010, when direct shipments will 

begin also to the Baltic countries and 

storage and interim handling in Tallinn 

will end. The new distribution model will 

cut down on extra stages in transport. 
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The multi-year roastery project was 

on an unprecedented scale. It was not 

possible to model the construction on 

other roasteries as we at Paulig had an 

ambitious vision of a whole new breed 

of a total solution. 

The newly completed roastery seems 

to be setting an example for the new 

generation of roasteries, both in process 

technology and in system integration. 

The roastery project was also strikingly 

successful in terms of project manage-

ment. The timetable and budget targets 

were attained, even though such items 

as construction costs went up consider-

ably during the project.

A low-energy roastery

When the building was still on the 

drawing board, the heat from roasting 

was fi gured in and totally new solutions 

were adopted, such as preheated roast-

ers. Thanks to the green coffee being 

preheated, the actual roasting uses 

about 20–25 per cent less heat energy. 

At the same time, carbon dioxide emis-

sions are reduced. In addition to this, 

the roastery’s cooling systems were 

combined in a new way.

Environmental friendliness and the 

latest technology are features of the 

entire building’s heating system. The 

packaging room, grinding facilities 

and warehouses are heated by radiant 

panels mounted on the ceiling. These 

provide space heating 5–10 per cent 

more energy-effi ciently than tradition-

ally heated air. 

According to preliminary results, the 

targets set for energy conservation last 

year were attained. For example, con-

sumption of natural gas was down by 

20 per cent. Technology was also used 

to improve fi re safety and to reduce the 

nuisance of both odours and noise. 

Basic automation integrated 

innovatively

Thanks to its automation, the roastery’s 

coffee process and quality assurance 

can be handled through a single central 

control room for manufacturing. The 

output capacity can also be expanded 

more fl exibly than before.

An innovative scheme was embraced 

in the planning stage to integrate all sys-

tems. Today the roastery’s automation is 

controlled by one of the most advanced 

production management systems in 

Finland, the manufacturing execution 

system (MES). This combines the SAP 

enterprise resource planning system 

with the process control and automated 

packaging systems.

In practice, the MES system informs 

the central control room staff in real time 

about the material stock quantities, the 

physical quality of the produced coffee, 

and which machines have free capacity. 

Roasteries operational even 

during the relocation

Roasting started up in the new roastery 

by degrees in the summer, and dur-

ing the transitional period coffee was 

roasted in both the new and the old 

roasteries. This meant considerable job 

stress for the personnel, whose uncom-

promising efforts assured the continuity 

of production. The fi rst packages of 

Juhla Mokka blend were produced at 

the turn of June and July. 

The old roastery will be demolished in 

2010 and residential buildings will go 

up on the site. Paulig sold the land to Oy 

Alfred A. Palmberg Ab in summer 2009. 

Aiming for excellence in working 

conditions

The modern Scandinavian interior was 

designed, contrary to the usual practice, 

for the roastery section as well as for the 

offi ces. The theme that emerged in the 

design stage was transparency. 

The employees’ comfort and good 

working conditions were key points 

throughout the planning and design-

ing. Particular attention was paid to the 

ventilation in the roastery and providing 

the maximum natural light. As well as im-

proving comfort levels, natural light also 

plays an important part in quality control 

in things like checking the colours of the 

product packages. Also, the handling 

of dusty coffee sacks in the green coffee 

storage facility has been minimised to 

improve the air quality.

State-of-the-art roastery completed in Vuosaari
Paulig’s biggest ever industrial investment – the Vuosaari roastery – has been completed. Since 
summer 2009, Paulig’s coffees have been roasted and packaged in one of the biggest roasteries 
in Europe, with process technology and system solutions that are the most modern in the world. 
Even in the designing stage, sustainable values guided the choices: particular attention was paid 
to energy consumption and work enjoyment.

The roastery in fi gures:  Area 32,000 square metres  •  Volume 345,000 cubic metres  •  340 km of wiring  •  2,000 tonnes of steel  •  

17,000 project-related documents  •  300 designers  •  300 subcontractors

Corporate Responsibility Report 2009     17
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Producing high-quality coffee from the 

fi rst days of the new plant’s start-up 

required careful advance planning. The 

ranks of quality control were reinforced 

by recruiting and training new employ-

ees in good time.

The roastery uses a system compli-

ant with the food safety standard ISO 

22000. It is a requirement for certifi ca-

tion of compliance that extensive audit-

ing is carried out by an external party. 

Coffee quality is assured 

by tasting 

Paulig checks the quality of every batch 

of coffee before the decision to purchase 

is made, when it is loaded on the ship, 

and after the shipment arrives in Fin-

land. Green coffee samples are analysed 

by Paulig’s in-house laboratory for mois-

ture content and the bean size distribu-

tion as well as other attributes. Every 

sample is also roasted, so that Paulig’s 

experienced professional tasters can 

ensure the quality by sensory evaluation. 

Sensory evaluation is an important part 

of self-assessment for coffee. 

A tasting team consisting of several 

Paulig employees ensures the appear-

ance, aroma and fl avour of coffee at 

many points along the production chain.

Investments in product safety

Paulig’s new roastery has more dif-

ferent kinds of processing equipment 

and technical solutions than before to 

assist in assuring the high quality of the 

coffee. Before production started at the 

roastery an HACCP* analysis was carried 

out to chart the potential hazards of 

the production process in detail, and 

methods were defi ned for coping with 

these. New computer systems improve 

the traceability of the products. They 

help to make it possible quickly to 

determine the stages of work of various 

coffee batches during roasting, grinding 

and packaging and to ensure fl awless 

products. Every production line packag-

ing whole beans has a scanner. Scan-

ners can detect foreign objects in coffee 

packages.

The more compact silos in the new 

roastery guarantee improved shelf life 

for roasted coffee. Coffee to be pack-

aged in bean form is transported in the 

new plant on gentle cup conveyors to 

protect the beans from breaking during 

transport.

The location of the quality control 

laboratory and the production control 

room in the same space facilitates com-

munication between employees, which 

improves quality control for each roast-

ing batch and enhances operational 

development.

Number of complaints unchanged 

from previous years

Paulig’s consumer service keeps a close 

watch on the number of fl aws in quality 

and complaints, and it answers ques-

tions from consumers. In the course 

of 2009, the number of complaints 

concerning technical issues, such as sof-

tened vacuum packs or complaints over 

taste, increased slightly – from 16 to 18 

per million kilos produced. Complaints 

about foreign objects were 2.5 per mil-

lion kilos produced (2.1 in 2008).

The best coffee safely 
The quality of the coffee is assured with a comprehensive quality system embracing everything 
from the raw materials to the fi nished product. Important parts are played by an effi cient self-
assessment programme and equipment and methods to ensure product safety. 

New plant’s products under 

a magnifying glass

“Before 140 products were accepted 

for production in the new plant, their 

manufacture and quality were exam-

ined metaphorically under a magnify-

ing glass and in detail,” reports Paulig’s 

Development Manager and member 

of the coffee tasting team Karla Koul-

lias. Validation meant assuring, among 

other things, the functioning of the 

coffee roasting, the grinder, degassing, 

colour sorters, and the packaging and 

labelling machines. The number of bro-

ken coffee beans was also studied, as 

were the colour and quality consistency 

of the roasted beans. In the packaging 

machines, the airtightness, vacuum and 

oxygen content of the packagings were 

checked along with the stamping. The 

measurements began in summer 2009 

and they were preceded by half a year 

of planning. As a result of the work, 

it was possible to further fi ne-tune 

Paulig’s guidelines for quality control 

and the quality guidelines for produc-

tion staff. 

Paulig’s coffees are the result of many 

years of product development and the 

nuances of their various fl avours have 

been defi ned with painstaking care. 

“Our aim was to keep the quality and 

fl avour experiences of Paulig’s products 

totally unchanged, so that the con-

sumer drinking coffee will not notice 

the change of the plant. For example, 

in the case of Juhla Mokka blend, this 

means a mellow, acidic and full-fl a-

voured taste,” Koullias says. 

Quality control extends from the countries of origin all the 
way to the roastery, and each batch is tasted about twenty 
times before it reaches the consumer.

* HACCP=Hazard analysis and critical control points
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Coffee is roasted with due care for 
the environment
At Paulig’s new roastery, coffee is roasted and operations are run more energy-effi ciently than 
before. The change of location to Vuosaari harbour business park has greatly reduced the noise 
and odour problems in residential areas. Also, the basis for the management of the new roastery’s 
environmental affairs is the international environmental standard ISO 14001. 

Electricity          Natural gas            Heating

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

Water consumption per calendar year per tonne of 
production (litres/tonne if coffee produced)

Mixed waste         Energy waste        Organic waste         Trade and industry packaging waste        Board         Paper        Metal        Building waste

Quantity of waste per calendar year per tonne of production (kilos/tonne of coffee produced)

In 2009 Paulig produced 44,300 tonnes 

of coffee. Most of the coffee was still 

being roasted by Paulig’s old plant 

during the year covered by the report. 

When the new plant was completed, 

the company operated at two manufac-

turing plants at the same time because 

production was transferred gradually. 

The fi gures for energy consumption, 

emissions and quantities of waste in 

2009 combine the fi gures for Paulig’s 

new and old plants, so the fi gures given 

for the report period are not fully com-

parable with the fi gures for previous 

years. 

Paulig’s new roastery features many 

environmentally benefi cial solutions. 

The new plant’s state-of-the-art 

roasting technology already reduced 

consumption of natural gas during 

the roasting process in late 2009. The 

building automation, property control 

systems, and start-ups and shutdowns 

of manufacturing equipment using tim-

ing technology will reduce the energy 

demand in future years (see more about 

the new roastery on page 16). 

Consumption of heating energy and 

electricity was up during the year of 

the report, but this increase was due 

to the fact that two roasteries were in 

operation at the same time. Consump-

tion of water per tonne of output was 

reduced, as the new roastery is capable 

of measuring the amount of water used 

for production more precisely. 

The main atmospheric emission 

caused by roasting coffee is carbon di-

oxide, which is formed both by combus-

tion of natural gas and from the coffee 

itself. The other atmospheric emissions 

are small in quantity. Carbon dioxide 

emissions depend on the quantity of 

output. The new roastery’s improved 

production control and its new manu-

facturing equipment will reduce specifi c 

emissions, defi ned as the quantity emit-

ted per tonne of coffee produced. 

More effi cient waste 

management

It is Paulig’s principle to produce the 

minimum possible amount of non-

recyclable waste. During the report 

period, the total quantity of waste was 

1,083 tonnes. In 2009 there were an 

exceptional amount of waste as a result 

of the opening of the new production 

plant as well as vacating the old plant 

and the waste generated by cleaning it. 

The amount of waste paper increased in 

particular. 

In the new roastery, waste manage-

ment is more precise and effi cient 

thanks to centralised handling as well 

as more effi cient waste compactors and 

remote monitoring of waste containers. 

Separate reporting on packaging waste 

for trade and industry and on energy 

Electricity          Natural gas            Heating

Energy consumption per calendar year (MWh)

Emissions (tonnes)

2005 1.3 25 125 6493 0.02

2006 1.4 28 140 7278 0.03

2007 1.4 29 144 7444 0.03

2008 1.5 30 147 7619 0.03

2009 1.5 29 146 7564 0.03

 Dust Hydro- Carbon  Carbon  Sulphur
  carbons monoxide dioxide dioxide 
 

Quantity of waste per calendar year (tonnes)

2005 213.20 281.20 255.06 0.70 31.04 13.40 11.00 0.61 8.50 3.55

2006 190.80 322.70 514.80 0.00 29.50 9.60 3.50 0.85 12.60 4.44

2007 193.30 333.20 178.40 6.60 35.20 11.10 0.00 0.00 2.10 0.00

2008 157.00 353.30 196.90 1.20 30.30 11.80 5.74 0.44 2.00 0.61

2009     250.70 33.10 34.60 28.60 3.80 0.30 1.20 0.40 719.90 10

 Energy Trade and Organic Mixed Board Paper Metal WEEE* Building Hazardous Package   Plastic 
 waste industry  waste waste     waste waste recycling**
  packaging         
  waste  

* Waste from electric and electronic equipment
** Replaces the energy waste and the trade and industry packaging waste sections reported in previous years.
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The vacuum packaging machine has a throughput of 120–130 coffee packages per minute. The roastery’s daily output is roughly 

160,000–200,000 kilos of coffee. 
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waste was given up in 2009, and they 

have been replaced with a package 

recycling section. Part of the package re-

cycling section is recyclable material and 

the rest is used for energy generation.

Odour monitoring continues

Paulig’s new roastery is in Vuosaari har-

bour precinct, well away from residen-

tial areas – unlike the old roastery. The 

noise that formerly affected residents 

has gone completely and the odours 

of coffee have been reduced to next to 

nothing. 

However, the new plant’s environ-

mental permit obliges Paulig to carry out 

sensory assessments of the roastery’s 

odours at regular intervals. Towards the 

end of 2009 the company formed an 

odour panel, with members trained to 

assess smells. The assessments are car-

ried out at selected checkpoints in the 

near vicinity of the roastery. 

This monitoring assists Paulig in gain-

ing information on the spread of odours 

in different weather and production 

situations, which will make it easier to 

tackle any problems. Paulig reports the 

panel’s fi ndings to the environmental 

authorities regularly.

Less packaging material

In the packaging for products, Paulig’s 

aim is to seek technically high-quality 

solutions with the minimum possible 

environmental impact. At the same 

time, packagings need to be practical 

for the consumer. Their main function is 

to ensure the storage life of the product 

and to guarantee that it is ultimately 

used.

Vacuum-packed products represent 

the bulk of Paulig’s coffee output, 

roughly 75–80 per cent. The best-

selling blends, Presidentti and Juhla 

Mokka, are almost all packed in 500 

gm laminate packets. During the 

year covered by the report, the use of 

vacuum-packaging materials declined 

in terms of weight by fi ve per cent as a 

result of using thinner laminate in coffee 

packaging. A further reduction of ap-

proximately three per cent has been set 

as the target for 2010. 

During the relocation of production 

to the new roastery, all the packaging 

materials designed and made for the old 

plant were used. 

Paulig also fi gured the most environ-

mentally friendly options into the selec-

tion of packaging for new products. In 

2009, the company launched Tazza 

milk chocolate drink in a recyclable 

plastic bottle with a deposit. 

For the years ahead, the goal is to 

reduce the use of aluminium in single-

serving packages for out-of-home 

customers by 90 per cent. A study on 

introducing aluminium-free laminate 

has been begun with Paulig’s materials 

suppliers. 

Environmental work praised

During the year covered by the report, 

Paulig gained positive feedback from the 

WWF for its Green Offi ce activities. The 

aim of the programme is to reduce the 

environmental impacts caused by offi ce 

work and to encourage companies’ em-

ployees to make ecologically acceptable 

decisions in everyday life.

The WWF praised the ongoing 

improvements and high activity levels 

in action directed at the personnel. 

Paulig has a six-member Green Offi ce 

team which draws up an action plan 

and carries out the company’s in-house 

campaigns. The company management 

are also committed to the Green Offi ce 

programme. For example, precise tar-

gets supported by various actions have 

been set for reducing consumption of 

paper, and the third energy conservation 

week was held in autumn 2009. 

The perspectives of ecologically sound 

offi ce work were taken into account 

in the design of the new roastery. The 

employees are able to familiarise them-

selves with this subject on the intranet’s 

Green Offi ce pages. 

Attempts have been made to extend 

the Green Offi ce programme to the 

Baltic countries and Russia, but this is 

still challenging due to differences in 

working cultures.  

Environmental aspects have also been 

taken into account in the Paulig Group’s 

vehicle policy. The carbon dioxide 

emission limit for company cars is less 

than 170 g/km. Also, leased diesel cars 

and vehicles owned by the Group have 

particle fi lters.
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The aim of the new leadership model 

is to harmonise leadership culture in 

different Paulig Group companies and 

countries. Standardisation will make 

it easier, for example, to form interna-

tional teams and to rotate personnel in 

various countries. 

Work should not be rated purely on 

results; the way goals are achieved has 

been assigned an important role. The 

leadership model utilises competencies, 

defi ned for different levels of supervi-

sors as necessary. The model describes 

in concrete terms what good leadership 

is like. The competencies permit meas-

urement of an employee’s attributes, 

such as interactive skills and working 

methods. 

The new leadership model will be ap-

plied together with the Bridge develop-

ment programme for leadership skills. 

Supervisors, managers and directors will 

be appointed for the programme from 

each company and country of the Paulig 

Group. The development programme 

will run for at least the next two years.

New 3D appraisal process

During 2009, a new model for develop-

ment discussions and target settings 

was built for the Paulig Group, called 

3D. This will be rolled out in 2010. The 

model is based on three dimensions: 

discuss your performance, develop your 

competencies and discover your poten-

tial. It sets techniques for measurement 

and goals linked to the company’s strat-

egy for each employee, and perform-

ance is discussed regularly.   

International values as a part 

of everyday life

Gustav Paulig’s values have been up-

dated in line with internationalisation. 

They were formulated together with the 

personnel and every Paulig employee 

had an opportunity to take part in this 

work.

The new values are based on Paulig’s 

long history but they strongly refl ect 

the internationalisation and customer-

driven nature of the company today. The 

values emphasise diversity and collabo-

ration, consumer- and customer-driven 

innovativeness, a passion for quality, 

and corporate responsibility.

Wellbeing is taken care of

Paulig supports the wellbeing of the 

personnel, for example, with a great 

variety of club activities in Finland and 

Estonia. Exercise and cultural hob-

bies help co-workers to meet in a less 

structured environment. The families of 

Paulig employees are also able to spend 

time together each year at summer and 

winter events. 

The Vuosaari roastery has an in-house 

occupational health centre with an oc-

cupational health nurse and a part-time 

doctor. In the other countries where 

Paulig operates, health care has been 

arranged according to local customs, 

for example, by buying in services from 

external providers. The aim of the health 

services is the earliest possible detection 

of illnesses and work-related risks.

The relocation also kept the occu-

pational health staff busy. Increased 

automation in manufacturing and 

the change in the operating environ-

New leadership model encourages 
personal growth
Good leadership fosters motivated employees and good results. 

The Paulig Group has adopted a new leadership model, and the 

improvement of leadership is one of the most important projects of 

today also at Gustav Paulig. At the same time, everyone is encour-

aged to develop their own expertise and skills.

The new leadership model encourages one to identify one’s personal strengths. Leadership means good interactive skills and 

motivating the personnel. 
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ment brought new challenges in things 

like working positions. Workstation 

ergonomics were examined also in the 

offi ces. 

In 2010 the aim is to continue to 

fi ne-tune on-the-job ergonomics and to 

carry out a noise survey in manufactur-

ing and to update the noise abatement 

programme.

Great success was achieved in making 

the new roastery smoke-free. The deci-

sion to prohibit smoking throughout the 

plant area was made a couple of years 

before the relocation, and occupational 

health and the employer were active in 

supporting the elimination of smoking.

Changes in the work environment 

and working methods have necessitated 

fl exibility from the personnel, although 

particular attention was paid to adjust-

ing to change.  Both manufacturing 

personnel and supervisors took part in 

the practically based KAMU training in 

2009, which supported Paulig employ-

ees in the process of change through 

communications, listening and simula-

tion drills among other methods. 

Occupational safety 

Paulig’s industrial safety committee also 

played an important part in designing 

the new roastery and in starting up its 

manufacturing. A survey was started in 

2009 to determine potential risk factors 

in the environs of each workstation, 

including noise levels, ventilation and 

possible causes of accidents.  

Risk evaluations will continue inten-

sively in 2010. The goal is to obtain 

certifi cation for the roastery under the 

OHSAS 18001 TTT system for occupa-

tional health and safety. 

In 2009 there were three work-relat-

ed accidents, of which two concerned 

broken bones resulting from slipping 

and was a minor incident involving 

contusions. The staff absence rate was 

2.3 per cent.

• The average length of service 

 was 10 years.

• There were 239 personnel in 

 Finland of which 160 were white- 

 collar and 79 production staff. 

• Paulig had 48 employees in 

 in Russia, 34 in Estonia, 

 11 in Lithuania and 7 in Latvia.

• There were 221 full-time 

 employees.

• 138 employees were men and 

 101 women. 

• 4 employees took retirement.

• The average age of the personnel 

 was 43 years.

• At the Vuosaari plant, in addition

 to Paulig’s in-house staff, there 

 were also roughly 35 employees of 

 external service providers in charge

 of things like the staff restaurant, 

 security guarding and warehouse 

 service. 

• The union membership rate of 

 the workers at the roastery was 

 roughly 90 per cent.

Employment at Gustav Paulig in 2009

Paulig’s employees are committed to their work and enjoy 
being with the company. The average length of employment 
is ten years. 
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Net sales 115 307 200 403 210 110 232 139       232 504

Wages and salaries, indirect costs and perquisites 7 396 11 831 12 339 12 983 16 505

Purchasing costs of ingredients and materials 71 249 117 539 119 650 141 063 132 520

Interest and other fi nancial income 124 278 511 400 809

Interest and other fi nancial expenditure 945 753 1 704 1 814 2 005

Investments 1 247 2 971 8 369 20 138 24 513

 1.5.2005– 1.1.2006– 1.1.2007– 1.1.2008–     1.1.2009– 
 31.12.2005*** 31.12.2006 31.12.2007 31.12.2008****     31.12.2009
Financial year

In 2009 Paulig’s fi nancial performance 

was better than forecast, in spite of the 

recession. Demand for coffee was brisk, 

particularly in the autumn. The compa-

ny’s net sales increased slightly, reaching 

233 million euros.   

In Finland Paulig retained its market 

leadership and also succeeded in 

strengthening its position in other 

countries. In the Baltics, Paulig took the 

top spot in the market for some periods 

of time in spite of heavy competition on 

prices in the retail sector. Business also 

took a favourable track in Russia. Paulig 

is the biggest supplier in Russia in terms 

of value and holds second place in terms 

of volume. 

Paulig’s goal is to be the leading cof-

fee fi rm in all the markets in which it 

operates. 

Market leadership in equipment

Surveys show that 62 per cent of Finns 

drink coffee at work. Increasingly often, 

coffee breaks on the job are also expect-

ed to offer alternatives and enjoyability. 

At the same time, the café and restaurant 

business is having increasingly varied 

business concepts and retail outlets’ own 

coffee outlets are tempting shoppers. 

It can be seen that customers expect 

broad-based packages of services, 

ranging from quality raw materials all 

the way to maintenance and design 

services for coffee equipment. 

The company achieved market leader-

ship in the sector in Finland and Estonia 

when it made a contract to intensify 

collaboration with the Vendor Group 

starting in 2010. The acquisition of a 

majority holding in the Vendor Group 

will facilitate even greater deployments 

in other parts of the Baltic countries 

and the Nordic region. As part of the 

corporate reorganisation, Paulig’s offi ce 

coffee provision services and coffee 

equipment business were transferred at 

the turn of the year 2009–2010 to the 

Vendor Group.

The economic downturn in 2009 

considerably slowed out-of-home sales 

of coffee in Finland and especially in 

the Baltics. However, Paulig believes the 

fallback in demand will be temporary. 

Helping to build wellbeing 

Paulig’s business has a benefi cial effect 

on fi nancial wellbeing and employment, 

both in Finland and abroad. For example, 

purchasing green coffee in the countries 

of origin has a considerable indirect 

impact. Paulig had 239 employees at 

the end of 2009 and their salaries and 

benefi ts totalled almost 17 million euros. 

This total includes taxable perquisites. 

One way Paulig takes part in societal 

development is by paying taxes and 

other public charges. Investments also 

create wellbeing for various stakehold-

ers. In the year of the report, Paulig’s 

investments rose to 27 million euros, 

most of which was accounted for by 

the Vuosaari roastery and the project to 

build a plant in Tver, Russia.

Many people benefi t from steady fi nances
Paulig’s competitiveness and good fi nancial performance open up opportunities to deploy in the 
personnel and in the wellbeing of the surrounding society, for example, in the form of tax income 
and investment. Financial success also permits investments that benefi t the environment. 

Financial responsibility indicators (EUR 1,000)**

** The operational result is reported as a part of the fi nancial statements of the parent company Gustav Paulig Ltd.

*** The fi nancial 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 fi nancial year 2008 includes a two-month pro forma period for Paulig Pro Finland, Paulig pro Finland’s busness interests were transferred to Gustav Paulig on 31 October 2008.
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There are winners even in a recession. In addition to student cafeterias and low-price fast food outlets there is also demand for services of 

companies that offer internationalism,responsibility and high-quality fl avor experiences. Take away is also a growing sector. 

Finnish coffee production  and imports 

of coffee 2009* 

Others  25 %

Imports 9 %

Paulig 66 %

* The figures: Finnish Food and Drink Industries’ Federation/

Roastery Association 
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Responsible operating methods also 

guide Paulig’s marketing, from the 

product itself and through the distribu-

tion channels to its marketing com-

munications. Paulig collaborates only 

with reputable partners possessing 

ethical business principles. In all com-

munications, the aim is truthfulness and 

transparency. Paulig’s corporate image 

is built in the long term with respect for 

tradition.

Improving the coffee sector

Paulig constantly studies the coffee 

market to serve its customer better 

and in order to improve the sector as a 

whole. In addition to regular surveys of 

consumers and products, a customer 

satisfaction poll is carried out on retailers 

every second year. The last of these was 

done in 2008. 

A survey carried out by TNS-Gallup in 

May–June 2009 charted the customer 

satisfaction levels of Finnish Horeca 

chains and wholesalers, food provi-

sion managers in the public sector, and 

individual operators such as kitchens. 

Particular praise was awarded to Paulig’s 

customer service and its consistently 

high-quality products. 

Consumers appreciate speed 

and convenience

Building popular brands demands an 

understanding of consumer habits and 

the ability to navigate changes. Recent 

trends in the world of coffee are speed 

and convenience. Finland is following 

the international trend in which out-of-

home consumption and particularly take 

away coffee are growing in importance. 

However, Finns continue to enjoy their 

coffee most at home. Light-roast coffee 

is made in the home, and the bulk of 

the coffee sold in Finland – no less than 

97 per cent – is light-roast. Speciality 

coffees are mostly drunk in cafés and 

restaurants.

Juhla Mokka and Presidentti 

– the best-known brands

The profi le of the brands is also moni-

tored regularly. Finland’s most popular 

and trusted coffee brand is Paulig’s 

Success backed by 
strong brands 

Consumers trust Paulig’s coffees. The high quality of the prod-
ucts is cared for by developing them as well as by attending to 
safety and the fl avour appreciated by the consumers. Paulig also 
acts ethically in its marketing.

Did you know that a Finn consumes roughly 10 kg of roasted coffee, a Baltic 

resident 3–5 kilos, depending on the country, a Russian 0.5 kg of coffee per 

person per year? 

New roastery under 

construction in Tver

Paulig continues to expand its 

operation in Russia. The biggest 

project there is the construction, 

started in 2009, of a roastery in 

the Tver Borovlevo region. Tver 

was chosen as the location for the 

roastery for its excellent logistical 

links and its favourable response 

to enterprise.

The investment is valued at 

approximately 20 million euros 

and on completion the roastery 

will serve the markets of Ukraine, 

Belarus, and Kazakhstan as well as 

Russia.

The output of the roastery, 

which is scheduled for completion 

in 2011, will be 6,000 tonnes per 

year and it will provide at least 60 

jobs. 

Juhla Mokka, which celebrated its 80th 

anniversary in 2009 (inter alia Telebus 

50/2009; Readers Digest, Finland’s 

Most Trusted Brand 02/2009). Presi-

dentti, also 80 years old, is also one of 

Finland’s most highly rated coffee 

brands. Juhla Mokka and Presidentti 

placed 15th and 18th in a 2009 poll by 

Taloustutkimus of Finland’s most valued 

brands.   

The most important market launches 

in Finland in 2009 were the premium 

coffee blend Presidentti Gold Label 

Original and the ready-to-drink milk 

chocolate beverage Tazza. Other Paulig 

brands in Finland include Brazil and 

Paulig Mundo, which are UTZ CERTIFIED 

blends (see more on page 9).

The most popular Paulig coffees in the 

Baltic countries and Russia are Paulig 

President and Paulig Classic as well as 

Paulig’s espresso products. Roasted 

coffee is still a specialised product in 

Russia, as four-fi fths of the coffee drunk 

is instant. 
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Close to the consumers and customers
Paulig aims to be an active part of its society and to serve its customer in the best possible way. 
Most of Paulig’s stakeholders are coffee consumers – individual customers, wholesalers, retailers, 
catering and Horeca customers, and public sector customers. 

Paulig’s Paula is a PR fi gure and an envoy of good coffee, and her 60th birthday will be in 2010. The picture shows Anni Tarhonen, Paula since 

2007, presenting coffee products in the Paulig museum, which offers time travel into the more than 130 years of the company’s history. 

* Laurea Polytechnic, Länninki Aino 2009

Other stakeholders include the compa-

ny’s own personnel, associated com-

panies and subsidiaries, green coffee 

suppliers, suppliers of other goods and 

services, and the surrounding commu-

nity. 

Paulig will continue to be a company 

based in Vuosaari in its new roastery. 

Most of Paulig’s employees live in 

eastern Helsinki and Paulig is the largest 

employer in the area. The company is 

also active in developing the area. Paulig 

played an important part, for example, 

in changing the zoning plan of the old 

roastery site, in which an industrial 

area was rescheduled as an enjoyable 

residential estate. 

Consumers are interested 

in coffee

Consumer service is an important part 

of quality control and product develop-

ment, as coffee drinkers keep in touch 

with Paulig actively. In 2009 consumer 

service received 6,000 contacts, mostly 

electronically. The role of the internet 

has grown in consumer service. This 

became clear in a consumer service 

survey in a dissertation* in 2009. The 

expansion of the internet service recom-

mended in this dissertation is one of the 

targets for 2010. 

Incoming communications from con-

sumers are split roughly 50-50 between 

requests for information and com-

plaints. Complaints often concern faulty 

packages and suspected off fl avours. 

A particularly close watch was kept on 

complaints about quality defects during 

the relocation to the new roastery. Qual-

ity and delivery reliability were kept high 

throughout the relocation. 

All complaints about products are 

discussed in quality control and they are 

analysed with precision. 

New launches and the use 

of products are interesting

Coffee fans are interested in different 

kinds of coffee products and various 

ways they can be used, as well as ques-

tions concerning coffee and health, for 

instance. Paulig’s consumer service also 

receives questions about responsibil-

ity certifi cation and recycling. The new 

roastery’s energy effi ciency is also asked 

about. 

Coffee training

Knowledge of the coffee culture and 

recognising trends are important to the 

success in the café and restaurant busi-

ness. The Paulig Institute holds coffee 

training for its stakeholders. In the year 

of the report, roughly 2,000 profes-

sionals in the Horeca sector studied 

the way different coffees are made and 

the coffee delivery chain, among other 

subjects. 

Courses open to all are available, in 

which keen amateurs can deepen their 

knowledge of coffee – for example, by 

taking virtual barista courses. For more 

information, see www.pauliginstituutti.fi  

(Finnish only).

The Paulig Institute also provides 

design services for cafés and assistance 

with equipment purchases. 
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Coffee lore in a social medium

Paulig’s Paula is one of Finland’s 

best-known PR fi gures and she is 

a familiar sight around the coun-

try. Paula spends four days a week 

meeting stakeholders in cafés, 

shops, educational institutions and a 

variety of events, so she is an impor-

tant link between Paulig and coffee 

fans. In 2009 Paula also reached 

out to online consumers when she 

started a blog on Paulig’s website 

and joined Facebook. 

Through the social media, anyone 

can exchange news about coffee 

with Paula and receive rapid replies 

to puzzling questions. Paula is often 

asked for tips about making coffee. 

Paula’s job description and role as a 

communicator of coffee culture are 

also of interest to many people. 
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Many forms of sponsorship

Paulig sponsors good causes in Finland 

and other parts of the world. In 2009, 

the company employed members of the 

Vantaa disabled people’s association 

through Employment Centre Visu.

www.kolumbus.fi /vantaaninvalidit/

Sponsorship of the Walker’s café chain 

for young people, which performs 

youth work with voluntary labor, has 

continued since 1999. During the year 

covered by the report Paulig donated 

686 kilos of coffee to the cafés. Walkers’ 

staff also attend Paulig training sessions.

www.asemanlapset.fi 

Since 2001, Paulig has supported the 

Domcafé mission café of the congrega-

tion of Turku cathedral with donations 

of coffee. The profi ts from the café are 

donated to a church-maintained hos-

pital in the Ethiopian city of Aira which 

also serves as a nursing school and 

student housing.

www.turunsrk.fi 

Paulig has for years supplied coffee for 

the Christmas parties for the homeless 

originally organized by the late Veikko 

Hursti. Paulig also assists its sponsorship 

school, Kallahti Comprehensive.

www.kalla.edu.hel.fi 

At Christmas 2009, Paulig donated 

15,000 euros to support the work of 

UNICEF. 

www.unicef.fi 

Paulig is partner in ICP, the non-profi t 

company International Coffee Partners 

GmbH, together with four other Euro-

pean coffee fi rms (see more on page 

11). ICP carries out projects to improve 

the income and living standards of cof-

fee smallholders in various countries of 

origin. Paulig’s share of the costs last 

year was about 170,000 euros. 

www.coffee-partners.org

 

The Vuosaari roastery was awarded the 
Steel Structure of the Year award for 2009, 
a prestigious title in the construction indus-
try. Particular praise was given to the origi-
nal choice of cladding material, COR-TEN 
steel. The building was also selected for the 
world tour of an exhibition on Finnish 
architecture. 

Gustav Paulig Ltd  •  Satamakaari 20, FI-00980 Helsinki, Finland  •  Telephone +358 9 319 81  •  www.paulig.com

The new premises of the Walkers café for young people in the Kamppi district of Helsinki were designed by Paulig. In addition to providing 

free expertise, Paulig supports the association by donating coffee. Walkers café does youth work developed by Aseman Lapset ry on the 

basis of voluntary work.
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