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+100%
Europe-Asia:

30 million
passengers now,

60 million  
in 2017.

+100%
America-Asia:
16 million
passengers now,
32 million
in 2017.
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KE Y FiGURES 2007

2007 2006 2005

Turnover EUR million 2,181 1,990 1,871

Operating profit (adjusted), EBIT* EUR million 97 11 70

Operating profit (adjusted)*, % turnover % 4.4 0.6 3.7

Operating profit, EBIT EUR million 142 -11 82

Result before taxes EUR million 139 -15 88

Unit revenues on flight operations cents/RTK 72.6 74.0 73.7

Unit costs on flight operations cents/ATK 43.5 46.0 45.3

Earnings per share EUR 1.04 -0.14 0.66

Equity per share EUR 7.70 6.14 6.91

Gross investment EUR million 326 252 58

Interest-bearing net debt EUR million -222 43 -155

Equity ratio % 47.0 37.2 42.2

Gearing % -22.5 7.1 -25.1

Adjusted gearing % 35.1 112.8 66.8

Return on capital employed (ROCE) % 14.2 -0.1 11.1

Average number of employees 9,480 9,598 9,447

* excluding capital gains, non recurring items and changes in fair value of derivatives
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Airbus A319

Airbus A320

Airbus A321

Boeing MD-11

OH-LBR

Boeing 757

Embraer 170

Embraer 190

Airbus A340

2007 2006 2005 2004 2003

Flight hours 228,487 211,813 202,070 196,795 172,884

Flight kilometres 1,000 147,094 133,890 125,410 121,027 113,892

Available seat kilometres mill. 26,878 23,846 23,038 21,907 18,644

Revenue passenger kilometres mill. 20,304 17,923 16,735 15,604 12,971

Passenger load factor % 75.5 75.2 72.6 71.2 69.6

Available tonne kilometres mill. 4,074 3,602 3,400 3,162 2,636

Revenue tonne kilometres mill. 2,365 2,100 1,940 1,791 1,470

Overall load factor % 58.0 58.3 57.0 56.6 55.8

Passengers 1,000 8,653 8,792 8,517 8,149 6,849

Cargo and mail 1,000kg 98,684 93,807 90,242 86,245 73,416

SEATS NUMBER OwNED LEASED AVERAGE AGE

Airbus A319 105–123 11 7 4 6.2

Airbus A320 111–159 12 6 6 5.4

Airbus A321 136–196 6 4 2 6.9

Airbus A340 269–295 3 3 0 4.8

Boeing MD-11 282 7 2 5 13.6

Boeing B757 227 7 0 7 8.6

Embraer 170 76 10 6 4 1.7

Embraer 190 100 6 4 2 0.6

Total 62 32 30 5.9

The ATR 72 aircraft were f lown by Aero Airlines. Aero discontinued its operations on 6 January 2008 and the ATR 72 aircraft were sold at the same time.  

The six Boeing MD-80 aircraft owned by the Group were in the use of FlyNordic on 31 December 2007. Finnair sold FlyNordic in July 2007.  

The average age of Finnair scheduled traff ic’s European f leet is 4.4 years.

Finnair group fleet 7 January 2008

Finnair traffic information 2003–2007
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RE ViE w BY ThE PRESiDENT & CEO

Finnair’s 2007 passed favourably. Our aircraft flew more often 
and fuller than ever before. The company’s result was by many 
measures at a record level.  Our market share has risen and our 
Asian strategy has proved to be the right choice.  

We have set out boldly into the world, into markets for which 
demand from Finland, our domestic market, is insufficient, but 
which geography gives us excellent opportunities to manage well. 
The shortest route from Europe to Asia more often than not 
passes over Finland. That’s why Helsinki is the natural place to 
build a hub from which passengers can continue by the shortest 
route to their chosen destinations. The most direct route also 
loads the environment least. 

Success as a growing network airline requires constant work 
and effort both from Finnair and our key partners. This calls for 
seamless scheduling, efficient structures and competitiveness. In 
contrast with local traffic, our extensive network offers Finnish cus-
tomers incomparably more diverse connections from Finland.

In the Baltic area Finnair is a popular brand, but in the large 
markets in Europe and Asia we still have a lot of work to do to 
increase brand awareness. A competitive product, the fastest 
connections and efficient service mean that we can, however, rise 
to become the airline of choice in these markets, too. 

A NEW VISION TO BECOME HEMISPHERE’S LEADING AIRLINE.   
At the start of the millennium, Finnair launched a vision “Best in 
Northern Skies, European Excellence”. We worked very hard to 
fulfil this and now it has been achieved. Now it is time to elevate our 
goals and pursue new visions. In 2017 we want to be the leading 
intercontinental airline and the airline of choice in the northern 
hemisphere for quality and environmentally conscious custom-
ers. The leading airline is the one, from whom the rest take their 
measure – and example. 

Last year we embarked on the biggest project in our history. 
We intend to change the whole of our present wide-bodied fleet 
to Airbus aircraft by spring 2010. The investment programme is 
around one billion euros, which is a major commitment for an 
airline of Finnair’s size.

At the end of last year we strengthened our balance sheet 
with a 248 million euro share issue directed at shareholders. The 
success of the share issue means that Finnair’s financial health is 
among the most robust in the airline world. 

Aircraft manufacturers’ order books are full, but Finnair has 
ensured the availability of aircraft long into the future. The con-
tinuation of our fleet programme is clear: Finnair has orders and 
options to acquire 15 of the next-generation Airbus 350XWB 
long-haul aircraft. With current orders, our long-haul fleet could 
grow to 30 aircraft.

SECTOR CHALLENGES TOUCH EVERYONE. Air transport is a com-
plex industry in which surprises can deeply affect demand and 
airlines’ results. The sensitivity of flights to disruption has increased. 
The strong growth in passenger numbers during the upswing in 
demand has overstretched many airports. The difficulties encoun-
tered by the sector at the turn of the millennium reduced the level 
of investment in airport infrastructure. Moreover, airlines have 
inevitably had to use their resources more efficiently, which has 
contributed to a deterioration in flight punctuality. 

Growing pressure has been directed towards our industry’s 
environmental impacts. We have prepared for the fact that air 
transport will become part of the international emissions trading 
scheme, at least in the EU area, by 2012 at the latest. An airline’s 
best environment work lies in making investments in newer and 
less environmentally loading fleet. By selecting the shortest routes 
and modern aircraft, customers can reduce the environmental 
load of their journeys.

Air transport’s share of greenhouse emissions is only two per 
cent, but airlines must assume their responsibility for it. Finnair 
supports an open emissions trading scheme for air transport. At 
the same time we hope that these principles can become a com-
mon global standard in air transport, because the atmosphere, 
too, is shared by all.

Jukka Hienonen 
President & CEO 

Aircraft manufacturers 
order books are full, but 
Finnair has ensured the 
availability of aircraft  
long into the future.
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America-Asia   
passenger numbers   

2007–2017:

+100%

America-Asia   
in 2007:  

 
16 million 

passengers

Europe-Asia   
in 2007:  

 
30 million 
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passenger numbers   
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Asia, which also continues on to America. The Via Helsinki con-
cept introduced by Finnair, a collaborative effort with Finavia, 
means the shortest possible route, efficient and uncongested 
transit connections, new kinds of airport services, and making 
travelling a pleasant experience.

In 2017 the company will have a long-haul fleet of over 20 air-
craft, the core of which will consist of 15 new Airbus A350XWB 
aircraft. They will carry on long-haul routes more than three million 
passengers, who will be brought to Helsinki-Vantaa by European 
feeder traffic.

Finnair’s comprehensive European network gives the company 
a competitive advantage that its Asian competitors lack.

IN VISION 2017 Finnair also commits itself to quality and the 
environment. The objective is to become the most popular 
airline in intercontinental travel in the northern hemisphere.  
Finnair particularly wants to be the airline of choice for quality 
and environmentally conscious customers.

Finnair, as a Finnish airline, is a reliable and safe option in an 
uncertain world. 

Consideration to the environment is a prerequisite for the 
continuing growth of air traffic. Finnair takes the environmen-
tal perspective into consideration in all of its actions. Reducing 
environmental loading requires continuous investments in the 
latest technology. The modernisation of the wide-bodied fleet 
with Airbus aircraft will reduce emissions significantly. With the 

2007
Earlier vision “Best in northern 
skies, European excellence” has 
been achieved. it’s time to com-
mit to the new vision 2017. Main 
growth areas are Europe and Asia 
as well as, a new development, 
scheduled traffic between North 
America and Asia.

2009–2012
Asian traffic will grow at an annual 
rate of 20 per cent. One or two 
new long-haul destinations will 
be opened each year and flight  
frequencies increased to existing 
destinations. in long-haul f leet 
there are at least 13 Airbus A330 
and A340 aircraft.

2017
in addition to European-Asia traffic, 
Finnair has another long-haul axis, 
between North America and South-
east Asia. A long-haul fleet of more 
than 20 aircraft carries over three 
million passengers per year.

THE VISION SETS DIRECTION TO OPERATIONS. It motivates 
personnel and guides them in choosing the best operating prac-
tices in terms of long-term goals. Finnair’s earlier vision “Best in 
northern skies, European excellence” has already been realised. 

In October 2007 Finnair published its vision of the future.  
Vision 2017 communicates commitment to growth and profit-
ability.

Finnair is Northern Europe’s leading intercontinental airline. 
The main growth areas are Europe and Asia as well as, a new 
development, scheduled traffic between North America and Asia. 
From 2007 to 2017 the long-haul fleet will have doubled from ten 
to over 20 aircraft. 

In addition to the Europe-Asia link, another axis, between 
North America and Southeast Asia is being built, because demand 
between the two continents is expected to grow strongly. The new 
axis on the route map will further strengthen Finnair’s strategy. 
When Russia’s air transport opens up to foreign airlines, Finnair 
will have excellent opportunities to supplement its network.

The vast growth opportunities in Asia are based on market 
areas and national economies that differ greatly from each other. 
Asian travel is expected to double in ten years to more than 50 
million trips per year.

Finnair’s route strategy is founded on Helsinki-Vantaa’s ideal 
location on the main flight paths. The remarkable growth pros-
pects are based on geography, namely Finland’s advantageous 
location on the shortest great circle route between Europe and 

Vision 2017  
communicates 
commitment  
to growth and  
profitability.
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The journey from Stockholm to Shanghai is faster, shorter and more economic via Helsinki than via Central European cities.

prevailing high fuel prices, low consumption also has a direct 
financial impact.

The Via Helsinki concept will reduce fuel consumption and 
emissions. Dividing a flight journey of more than 14 hours between 
North-America and Asia loads the environment less than a non-
stop flight, because fuel is not consumed carrying fuel that is 
needed later.

The International Air Transport Association (IATA) has set 
the target of developing zero-emissions flight technology within 
50 years. Finnair supports this objective; it will facilitate growth 
of traffic into the future.

A COMPANY MANAGED ACCORDING to the principle of sus-
tainable development is also an attractive investment.

A financially sound company with a high equity ratio is able 
to make the investments necessary for growth. Only the finan-
cially strongest and most adaptable airlines, not necessarily the 
biggest, will survive. 

HOLIDAYS will continue to give people their best experience of 
the year. Finnair is aiming to be the Baltic Sea area’s leading lei-
sure flight operator. Leisure Traffic is Finnair’s second supporting 
segment and it is not dependent on the same cyclical fluctuations 
as scheduled traffic.

Foreign travel by Russians is growing at the fastest rate of 
any European country. The aim of Finnair and Aurinkomatkat-

Remarkable growth 
prospects are based  
on geography,  
namely Finland’s  
ideal location on the 
shortest route between 
Europe and Asia.

Success factors
SAfET Y means that our expert, profes-
sional staff do quality work, we operate 
with a modern fleet, our finances are sta-
ble, and we care for our customers and 
employees.

fINNISHNESS means reliability, a sense of 
responsibility, punctuality, courtesy and 
professionalism.

CREATIVIT Y takes us forward: we are mod-
ern, developing, innovative, unprejudiced 
and renewing.

fRESHNESS means cleanliness, style, invig-
oration, simplicity and responsibility for 
the environment.

Suntours is to expand, particularly into the Baltic states and Rus-
sian markets.

fINNAIR’S SUCCESS fACTORS are safety, Finnishness, creativity 
and freshness. These success factors guide the company towards 
its vision and help every Finnair employee in daily decision-making 
situations.

Safety is the foundation of all the company’s operations. Expert 
and professional people do systematic and quality work. Finnair 
cares for its customers in all circumstances.

Sound finances facilitate investments in growth, an up-to-date 
fleet and excellent maintenance. The working community is based 
on an efficient organisation and mutual trust.

Finnishness encompasses accepting responsibility at every stage 
of the service chain. This means friendliness, genuinely caring, and 
efficient work for the customer’s good. We can be trusted.

Creativity is needed in a changing operating environment and 
competitive situation. Finnair employees have the desire and ability 
to renew themselves. Today’s best possible solution is the starting 
point for tomorrow’s development.

Finnair seeks to be modern and fresh. The service environment 
is continually renewed. Aircraft, customer facilities and the work-
ing environment are appropriate, neat and clean.

Finnair’s service is genuine and clear. Environmental issues 
are taken into account in all activities and sustainable tourism 
promoted.

FROM POLE POSiTiON TO FUTURE GROw Th

Departure location

frankfurt

Destination

Total time 10h 50min
Distance 7,780 km

Total time 15h 30min

Distance 10,074km

Stockholm Helsinki Shanghai
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DiVERSE MARKETS ARE ASiA’S RiChNESS

Asian economies and 
interaction between 
Europe and Asia 
continue to grow.

india
 2007 Change (%)

  
GDP  (USD billion) 894 +9%
Foreign trade (USD billion) 365 +20%
Passangers on Finnair flights 159,230 +511%

The world’s second biggest country in terms of population, with 
a land area ten times the size of Finland, India is developing into 
a global economic power. The country currently has one of the 
world’s fastest growing economies, expanding at an annual rate 
of 7–8 per cent.

India has 29 states and more than 20 official languages. India’s 
population is young and its consumption-oriented middle class 
consists of up to 200 million people. Diverse, colourful India is 
full of opportunities, and few international companies can afford 
to remain outside it.

Two thirds of the world’s population, four billion peo-
ple, live in Asia. The huge continent’s diverse cultures 
and differing stages of development create contrast-
ing markets in terms of economy and travel.

In Asia the distances are vast. Flights from one edge of the con-
tinent to the other are long. The flight from Mumbai in India to 
Tokyo in Japan, for example, takes over eight hours, more than 
from Finland to Beijing.

The continent consists of very different national economies, 
whose business life and travel habits are developing according to 
the characteristics of each country in turn. There are established 
economies such as Japan and South Korea. On the other hand, 
Asia has giant states such as China and India, whose economies are 
developing at a stunning rate and whose markets are growing. 

Although growth prospects in Europe and the USA appear 
weak, many Asian economies are continuing to grow. New wealth 
is accumulating in new locations around the world – and at the 

moment precisely in the rising economies of Asia. In these countries 
the middle class is growing and its purchasing power increasing. 
This wealth is being used for consumption, including travel.

In the 1970s Japan expanded strongly into the world market. 
Later came Hong Kong, Singapore and South Korea in the following 
decade. The end of the century was marked by the rapid opening of 
China to the market economy. At the start of the new millennium, 
China has been joined by India as a source of strong growth.

The Asian countries have entered the world market as manu-
facturers of high quality products. As a consequence of massive 
industrial growth, the large Asian countries have also increased 
their foreign currency reserves.

Asia is no longer merely an area to which European and Ameri-
can companies transfer their production. Now Asian capital is 
being invested elsewhere. Interaction between Europe and Asia 
is growing. At the same time as technology facilitates contact 
across thousands of kilometres, the need to travel to meet busi-
ness partners also increases. This has always been the case. That’s 
why Finnair is investing in Asia’s future.

Finnair’s Asian traf�c passenger
numbers 2007 by routes

  Japan 27%

  China 40%

  India 14%

  Thailand 19%

Finnair’s Asian �ights weekly 
departures 2001–2008
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India’s vast market and the country’s inexpensive, educated 
and English-speaking work force is of interest to companies from 
the rest of the world. The Indian government is also attracting 
foreign operators into the country’s business community.

The number of Finnish companies and their investment in India 
have doubled since the turn of the century. Currently around 70 
Finnish companies have invested in India and around 100 com-
panies are operating via local representatives. Kone, Wärtsilä and 
Nokia have production in India. In total, Finnish companies have 
around 11,000 employees there.

As a travel destination India has developed slowly, but in recent 
years its popularity has grown. The number of foreign travellers 
is expected to grow to 10 million per year within the next few 
years. 

Indian companies are currently growing at a totally different 
rate than their European counterparts, and at the same time 
business travel from India to Europe is increasing. Finnair’s Delhi 
flights, for example, carry Indian IT experts travelling to project 
work in Europe.

China
 2007 Change (%)

  
GDP  (USD billion) 2,879 +11%
Foreign trade (USD billion) 2,138 +24%
Passangers on Finnair flights 439,949 +24%

China, the world’s strongest growing economy, is already an intensely 
competitive market in which both foreign and quickly growing 
local companies are participating. The extensive domestic market 
is attracting still more. A shortage of educated and linguistically 
skilled workers is becoming a growing problem, however.

All of the significant Nordic export companies have operations 
in China, mainly in the Beijing and Shanghai areas as well as in 
the south, around Hong Kong and the Pearl River.

Travel between Finland and China is lively, because the countries 
cooperate widely in the science and technology sectors. Hundreds 

of Finnish companies also export to China.
Air traffic in China is developing at the present time. Only a 

couple of years since its opening, Beijing International Airport 
is already reaching full capacity. To meet strong growth, a new 
giant passenger terminal will open in spring 2008. The airport’s 
passenger numbers are expected to rise by 2015 from the present 
23 million to 60 million per year.

Finnair has strongly increased its capacity in China. Hong Kong’s 
significance as a business city is still growing. Hong Kong is also 
a significant location for transit traffic to destinations further 
afield in Asia and all the way to Australia. There is high demand 
for business class seats on Chinese flights, but the Chinese are 
also keen travellers to Europe in their leisure time.

Japan
 2007 Change (%)

  
GDP  (USD billion) 5,103 +2%
Foreign trade (USD billion) 1,237 +7%
Passangers on Finnair flights 296,431 +48%

Japan has been on the top of the world in terms of economic per-
formance. Measured by gross domestic product, it is the world’s 
second most affluent country behind the United States, and it 
accounts for more than half of Asia’s entire GDP.

In the Japanese market, the focus is on technology. This attrac-
tive market of 120 million consumers is very quality-conscious. 
Currently the Japanese are to an increasing extent interested in 
Scandinavia, and Finland also has a good image as a land of 
unspoilt nature and high technology.

Mainly high-tech products are manufactured in Japan. The 
rest of manufacturing industry has transferred its production to 
lower cost countries. The automotive industry employs nearly 
one tenth of the country’s industrial work force. The three largest 
car manufacturers – Toyota, Honda and Nissan – are the most 
profit-making vehicle manufacturers in the world and they have 
also opened factories in Europe. 

Indian companies are 
currently growing at 
a totally different rate 
than their European 
counterparts. At the same 
time business travel 
from India to Europe is 
increasing. 
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Nearly 300 Finnish companies have representation in Japan, 
and more than 30 companies have invested in Japan, including, 
among others, StoraEnso, UPM and Vaisala. 

In recent years Finnair has expanded its route network in Japan 
and increased the number of flights. Moreover, the new oneworld-
partner Japan Airlines has improved Finnair’s position. Finnair 
is one of the best known European airlines in Japan, not least 
because of the Moomin figures and Santa Claus that adorn the 
sides of its aircraft. 

In the Japanese air travel market, tour operators play a key role 
in the choice of airline. Among business passengers, close attention 
is paid to the class in which individuals of a certain status travel.

Thailand
 2007 Change (%)

  
GDP  (USD billion) 211 +4%
Foreign trade (USD billion) 265 +13%
Passangers on Finnair flights 211,037 +15%

Thailand has been characterised as the most interesting market 
in Southeast Asia. The country opened up strongly in the 1990s 
and economic growth has been robust in recent years.

Tourism is the most important sector of the Thai economy. At 
the turn of the millennium, the tourist industry was boosted by the 
devaluation of the Thai currency, the baht. Travellers come from, 
among other places, Scandinavia, the UK and Germany. 

The above devaluation also made company acquisitions inex-
pensive, and foreign investment flooded into the country. Economy 
activity is concentrated around Bangkok and company headquar-
ters are located almost without exception in the capital.

The most significant export sector in Thailand is the electronics 
industry. The assembly plants of more than ten US and Japanese 
car giants operate in Thailand, producing over ten million vehicles 
per year. Around half of production is exported.

Around 40 Finnish companies operate in Thailand and several 
companies have production plants in the country.

Finnair will begin flights 
to Seoul in June 2008, 
just as Korean companies 
are expanding rapidly to 
become global players. 

On Finnair’s Thai flights, the significance of tourism for the 
country’s economy is evident: Thailand lives on tourism. There is 
strong demand particularly from Europe to Thailand and it cur-
rently exceeds capacity. In the winter season Finnair, with its 26 
flights per week, is one of the biggest European airlines flying to 
Thailand. The country’s popularity as a holiday destination for 
Europeans is still growing.

Korea
 2007 Change (%)

  
GDP  (USD billion) 824 +5%
Foreign trade (USD billion) 746 +29%
(Finnair will begin f lights to Seoul in June  2008)

South Korea is one of Asia’s most affluent areas after Japan, and 
economic growth continues to be good. Of the country’s 50 mil-
lion inhabitants, 10 million live in Seoul. The level of education 
is high in South Korea.

Following a financial crisis in 1998, Korea became an inexpen-
sive country for foreign buyers and nowadays the significance of 
foreign capital is considerable.

Nordic companies are widely represented in South Korea. Around 
one hundred Finnish and Swedish companies have invested in the 
country and even more have local agents. Companies operating 
in South Korea include Nokia, Electrolux, Ericsson, Abloy, Volvo 
Group and Kone.

Air traffic in South Korea has grown strongly since the 1988 Seoul 
Olympics. The country has two large international airports.

Finnair will begin flights to Seoul in June 2008, just as Korean 
companies are expanding rapidly to become global players. LG, 
Samsung, Hyundai and Kia, for example, have already started 
on their path to world conquest. Due to business travel, the pas-
senger stream flows mainly from Korea to Europe. On the other 
hand, from the Nordic countries’ perspective Korea is a new and 
interesting holiday destination, whose culture is totally different 
from Japan and China, for example.

ASiAN MARKETS 13 



The setting of  
financial targets 
is based on the 
company’s intention 
to generate financial 
added value.

effective use of various distribution channels and by continually 
developing new services and travel products. 

fINNAIR IS IMPROVING ITS COMPETITIVENESS and cost-
efficiency by utilising electronic business opportunities in sales 
and customer service.

fINNAIR BELONGS to the oneworld alliance, which consists of 
quality airlines. Cooperation brings Finnair worldwide visibility 
as well as additional revenue and cost savings. Finnair also has 
bilateral agreements that extend its route network.

fINNAIR IS MANAGED THROUGH THE APPLICATION Of SUC-

CESS fACTORS. Finnair’s success factors are safety, Finnishness, 
creativity and freshness. The success factors act as a support and 
aid to Finnair employees in the choices and decisions they make 
in their daily work. 

A PROfESSIONALLY SkILLED, motivated and committed work 
force is an asset that Finnair values highly. Finnair actively works to 
promote the job satisfaction and competence of staff in a rapidly 
changing operating environment. Personnel structure is developed 
in accordance with business objectives. Incentive schemes support 
the implementation of the Finnair Group’s strategy.

fINNAIR RECOGNISES ITS RESPONSIBILIT Y as part of the  
structures of society and as a long-term actor in Finland and its 
main market areas. An open, responsible and active environmen-
tal policy is a permanent feature of the company business, which  
is evident, for example, in its modern, low-emission aircraft  
acquisitions. Finnair also participates in social responsibility 
projects.

THE AIM Of fINNAIR’S DIVIDEND POLICY is to pay on aver-
age at least one third of earnings per share as a dividend during 
an economic cycle.

THE SETTING Of fINANCIAL TARGETS  is based on the com-
pany’s intention to generate financial added value. The target is 
reached if a six per cent operating margin, namely an operational 
profit level of around one hundred million euros, is achieved.

iNVEST iN FiNNAiR
services. A frequent-flyer scheme enables the company to provide 
an increasingly personal and comprehensive service to custom-
ers. Finnair systematically develops its services on the basis of 
feedback gathered from customers.

THE fINNAIR BRAND is strong in the company’s main market 
areas. The brand values have been extended into dimensions that 
communicate the kind of airline that Finnair wishes to be and 
for what it wishes to be known. Finnair’s brand values are safety, 
Finnishness, freshness and developing. They are timeless and dis-
tinguish Finnair from its competitors. Finnair is known as one of 
the industry’s most punctual and reliable companies.

fINNAIR’S SUCCESS IN COMPETITION   is based on an efficient 
route network, market-based pricing and a high standard of service. 
The company is strengthening its competitive position by making 

fINNAIR IS THE MARkET LEADER  in air transport to and from 
Finland as well as in gateway traffic that passes through Finland. 
Finnair has an increasing role in passenger and cargo traffic between 
Europe and Asia. 

AIR TRANSPORT IS A GROW TH SECTOR. Finnair’s business objec-
tive is sustainable, profitable growth in rapidly growing Europe-Asia 
traffic. Helsinki is located on the main flight path between Europe 
and Asia, which means that Finnair has Europe’s largest natural 
market area in Asian traffic. Finnair’s Asian traffic has more than 
tripled in five years, and growth in 2007 was over 30 per cent. 
Finnair has the modern fleet to realise this growth.

fINNAIR’S SERVICE qUALIT Y is of proven superiority, and opera-
tionally it is one the best in Europe. Finnair’s goal is to be one of 
the most desirable options for customers as a provider of travel 

FiNNAiR-GROUP

AVIATION  
SERVICES

Finnair Technical Services
Northport  (ground handling)

Finnair Catering Oy
Finncatering Oy
Finnair Facilities  
Management Oy

TRAVEL  
SERVICES

Finland Travel Bureau Ltd (SMT)
A/S Estravel Ltd

Area Travel Agency Ltd
Amadeus Finland Oy

LEISURE  
TRAffIC

Finnair Leisure Traff ic
Aurinkomatkat  

– Suntours Ltd Ab

SCHEDULED  
PASSENGER TRAffIC

Finnair Scheduled  
Passenger Traff ic
Finnair Cargo Oy

Finnair Aircraft Finance Oy
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Air transport is a growth sector and Finnair in turn has 
grown significantly faster than the sector itself.  Finnair 
accounts for half of European airlines’ Asian traffic 
growth. The European feeder traffic network supports 
the expanding Asian long-haul network. New destina-
tions have been opened in both Europe and Asia.

Scheduled Passenger Traffic is part of Finnair’s core business. It 
represents more than 70 per cent of the Group’s turnover. Most 
of the Group’s result is also generated by scheduled traffic.

Last year, around 7.5 million passengers travelled on sched-
uled f lights, more than 1.1 million on Asian f lights alone.  
Traffic growth was more than 22 per cent, while Asian traffic rose 
more than 32 per cent. The amount of cargo carried in Asian  
traffic rose by a fifth from the previous year. The high passenger 
and cargo load factors of aircraft as well as their high daily fly-
ing hours are indicative of the efficiency of Scheduled Passenger 
Traffic.

A MODERN AND COMPETITIVE fLEET improves Scheduled Pas-
senger Traffic’s profitability. Fleet modernisation is necessary to 
succeed with the challenging business model of a network airline. 
Finnair’s European traffic fleet has already been renewed. It con-
sists of new Airbus A320 and Embraer aircraft. The modernisa-
tion of the long-haul fleet is currently under way. Boeing MD-11 
aircraft will be replaced with Airbus A330 and A340 aircraft over 
the next two years. By the middle of the next decade, new-gen-
eration Airbus A350XWB aircraft will form the backbone of the 
long-haul fleet.

fINNAIR SCHEDULED PASSENGER TRAffIC’S strategy  is based 
on the passenger and cargo streams between Europe and Asia 
that pass through Helsinki-Vantaa Airport. Helsinki’s excellent 
location on the shortest flight route between Europe and Asia is 
a key strategic competitive advantage for Finnair. The European 
route network has been developed specifically to serve Finnair’s 
Asian connections better than before.

At the same time as Finnair’s routes meet in Helsinki, creating 
a network of hundreds of city pairs, a substantial and frequent 

SChEDULED  
PASSENGER TR AFFiC
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offering of direct flights to European and Asian centres is opening 
up for business and leisure passengers.

Finnair flies to most European destinations at least twice a day. 
Routes with the highest traffic, for example Frankfurt, London, 
Paris and Stockholm are flown several times per day.

The Asian network covers ten destinations. Finnair flies a total 
of more than 60 times per week to Asian destinations and flight 
frequency is being increased further. New long-haul destinations 
are opened each year.

THE DOMESTIC ROUTE NETWORk focuses above all on long 
routes, where Finnair’s jet aircraft fleet operates best. The partner 
company Finncomm Airlines flies mainly on short routes.

The load factor for Finnair’s domestic flights had in earlier years 
been around 50 per cent due to the strong unidirectional nature 
of the traffic. A restructuring of the network and the introduction 
of smaller aircraft has enhanced capacity management efficiency, 
which is evident in an improved passenger load factor.

There are fewer destinations in Southern Finland on Finnair’s 
route map than in previous years. In 2007 this process continued 
when operations of the subsidiary Aero were discontinued and 

the machines sold. The sale of the ATR 72 aircraft meant the 
end of propeller traffic in Finnair, which had continued uninter-
rupted since 1924.

ASIAN TRAffIC has continued its growth. A new Asian desti-
nation, Mumbai, was opened in the summer. At the same time, 
flights were added on the Delhi route, which opened the previous 
year. Finnair flies to India 12 times per week. In summer 2008 a 
service to Seoul will begin.

The Asian network was revamped in spring 2007. Flight fre-
quencies have been increased and there are direct flights to all 
destinations. Of the ten Asian destinations, Finnair flies to six 
daily and to the others at least four times per week.

In the future, one to two long-haul destinations will be opened 
per year and flights to present destinations will be more frequent 
than at present. As the driver of Finnair’s growth, Asian traffic will 
continue to increase at an annual rate of 20 per cent.

A good network makes Finnair an attractive option for business 
passengers, whose flights to Asia are growing. Finnair’s objective 
is to increase the number of corporate agreements in Europe 
and Asia.

Distribution of scheduled traf�c  
and cargo revenues by routes

  Finland 12%

  Europe 43%

  Asia 41%

  America 4%

Distribution of passenger sales  
in scheduled traf�c by sales location 

  Finland 46%

  Europe 34%

  Asia 17%

  America 3%

Distribution of cargo sales

  Finland 20%

  Europe 19%

  Asia 57%

  America 4%

Cargo

Mill. kilos 99

73

94
86 90

0706050403
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Scheduled Passenger 
Traffic is Finnair’s  
core business and  
it generates most of  
the profit.

A Path to India 
On the shore of the Gulf of Mumbai stands 
a massive triumphal arch, the Gateway 
of india, which symbolises india’s links 
with the world.

For Finnair, the opening of the Mumbai 
route last summer also means big opportu-
nities in india. Finnair began flights to Delhi 
in 2006. On Finnair’s scheduled flights, 
india is only six hours away from india.

india is one of the world’s most strongly 
growing national economies. Business links 
between Europe and india are increasing.

In July 2007 Finnair sold its Swedish subsidiary FlyNordic to 
Norwegian Air Shuttle. The deal was realised as a share swap. At 
the same time, the companies agreed to cooperate commercially. 
In collaboration with Norwegian, Finnair is able to offer its Asian 
customers a comprehensive Scandinavian tour. Scandinavia is 
an attractive holiday destination for Asian customers, and there 
is demand for the possibility of visiting several countries quickly 
and easily.

fINNAIR’S RAPID GROW TH Of ASIAN TRAffIC also requires 
more visible marketing measures in the main market areas. Between 
the European and Asian route destinations that it serves Finnair 
has the fastest connections. Finnair is increasing the number of 
corporate agreements. Finnair’s fast connections from Scandinavia 
to Asia have increased its market share significantly.

The Finnair Plus frequent flyer scheme has 600,000 active mem-
bers. oneworld collaboration and other cooperation agreements 
expand the opportunities to use the points collected.

(from left)

Henrik Arle
SVP Scheduled Passenger Traffic

Mika Perho
SVP Commercial Division

Veikko Sievänen
SVP Flight Operations

Antero Lahtinen
SVP Cargo Business

CARGO DEMAND HAS BEEN GOOD since the middle of 2007 
and it continues to be strong. At the beginning of last year, demand 
in the air cargo market was low worldwide. Finnair’s Asian routes 
are also the most significant as far as cargo is concerned. Fin-
nair’s cargo operations were divided in spring 2007 into Helsinki-
Vantaa cargo terminal operations and cargo traffic for specialised 
companies.

SChEDULED PASSENGER TRAFFiC
iN FiGURES 2007

Scheduled Passenger Traffic turnover (EUR million): 1,685 
of which cargo accounts for 11%
Employees: 3,829
Passengers on scheduled flights: 7.5 million
Total number of flights: 90,916
Asian traffic growth: 32.6%
Cargo on scheduled flights: 92.3 million kilos
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AViATiON SERViCES
Aviation Services – ground handling, catering opera-
tions and technical services – play a key role in ensur-
ing that air traffic runs efficiently. The smooth flow of 
passengers and baggage as well as high-class service 
are competitive factors for a network airline. Finnair 
has enhanced its support functions to improve their 
profitability.

Aviation Services has its own important role in Finnair’s service 
chain. To date, Finnair has kept its key support services as part 
of the Finnair Group. As labour-intensive functions, the units 
belonging to Aviation Services make up a big slice of Finnair’s 
cost structure. That’s why particular attention has been paid to 
Aviation Services’ productivity and profitability.

The biggest customer of the Aviation Services business area is 
Finnair Scheduled Passenger Traffic, but the proportion of turn-
over accounted for by customers outside the Finnair Group is 
significant.

TECHNICAL EXPERTISE fOR OUR OWN AND AND OTHER’S 

BENEfIT. Finnair Technical Services consists of four subareas: 
line maintenance as well as aircraft, engine and component main-
tenance. The profitability of each function is monitored in sepa-
rate units, because their business model and earnings logic differ 
from each other.

In 2006–2007 Finnair Technical Services implemented a com-
petitiveness project which productised the unit’s services and 
streamlined its operations and financial management. A restruc-
turing of maintenance processes allowed Technical Services to 
reduce personnel numbers by around 300. The reductions were 
implemented primarily through early retirement.

Intervals between overhauls for a modern fleet are longer than 
before and so less labour needs to be committed to maintenance 
operations. Maintenance preparedness is focused on the types 
of aircraft used by Finnair itself.

Customers from outside the Finnair Group are very signifi-
cant for Finnair Technical Services. Around half of aircraft heavy 
maintenance’s work is done for external customers. This helps 

optimise capacity and also maintain a high level of preparedness 
for Finnair’s own aircraft.

GROUND HANDLING fOCUSED ON HELSINkI. As far as ground 
handling subsidiary Northport Oy is concerned, various owner-
ship and partnership options for the company and its parts were 
investigated last year.

During 2007 it was decided to transfer operations at domestic 
airports to an external firm, the travel group RTG.

Owing to the cyclical nature of traffic and the use of a tra-
ditional labour force, operations have not yet been placed on a 
profitable basis. The improvement of Northport’s operational 
quality and business profitability has been continued under the 
leadership of Managing Director Jukka Hämäläinen, who took 
up his post in August 2007.

As a contribution to the improvement of profitability, the loss-
making Stockholm and Oslo operations were sold to the Menzies 
Aviation Group at the end of 2007. Due to outsourcing at domestic 
airports and pruning of loss-making operations, Northport will 

BAGGAGE VOLUME GROwTh 
CALLS FOR FLEXiBiLiTY

Growing Asian traffic has considerably 
increased the volume of passengers and 
baggage passing through helsinki-Vantaa 
Airport. Each year, more than 700,000 pas-
sengers transfer from a Finnair European 
flight to an Asian flight and vice versa.

Short transit times require ground handling 
to act fast and flexibly, so that Finnair’s 
Europe-Asia connections in helsinki func-
tion smoothly. The transfer of passengers 
and baggage  from one flight to another 
is ensured through the seamless coopera-
tion of all parties.

(photo on left) flight engineers Juha Ollila and Jorma Kuokkanen
(photo above) NCC-supervisor Markku Korhonen
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(from left)

Jukka Hämäläinen
SVP Ground handling

kristina Inkiläinen
SVP Catering

kimmo Soini
SVP Technical Services

be able to focus better in future on developing operations at Fin-
nair’s home airport. Ensuring the smooth flow of traffic streams 
between Europe and Asia at Helsinki-Vantaa Airport is important 
for Finnair’s Asian strategy.

CATERING IS qUALIT Y AND LOGISTICS. Finnair Catering pro-
duces meal services for flight passengers and is also responsible 
for sales that take place in airports and on aircraft, namely travel 
retail operations. A subsidiary, Finncatering Oy, has specialised in 
preparing meals for economy class and leisure traffic flights. 

Finnair Catering’s operations are profitable, and profitability 
improved from the previous year. An increasing part of operations 
and earnings is connected with the travel retail area. Catering’s 
success factor, in addition to quality, is product logistics, as a 
result of which attention has been focused on material streams, 
product manufacturing processes and transportation in order to 
improve cost-effectiveness.

Traffic growth has also increased demand for catering products.  
In addition to basic operations, additional revenue has been gen-

Special attention has  
been paid to Aviation 
Services’ productivity  
and profitability.

erated from expanded advance sales in connection with long-haul 
flights and increased sales on European flights. Moreover, the 
product range has been widened to special meals that passengers 
can order in advance. Tax Free Plus shop campaigns have also 
increased turnover and improved customer satisfaction.

Finnair Catering obtained new premises at Helsinki-Vantaa 
Airport at the beginning of 2008. The subsidiary Finncatering 
moved to new premises a year ago.

AViATiON SERViCES iN FiGURES 2007

Finnair Technical Services, turnover (EUR million): 215
Finnair Technical Services,  employees: 1,781
Northport, turnover (EUR million): 79
Northport, employees: 902
Finnair Catering,  turnover (EUR million): 150
Finnair Catering,  employees: 1,013

Aviation services personnel  

  Technical services 48%

  Catering 27%

  Ground handling 24%

Aviation services turnover

  Technical services 46%

  Catering 31%

  Ground handling 18%

  Facilities services 5%

Business area’s internal  

turnover eliminated
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Finnair Leisure Flights 
is the most significant 
provider of flight services 
to package tour operators, 
with a market share  
of more than 60 per cent.

WORLD Of LEISURE TRAVEL  IS CHANGING. Young people’s 
dream holidays are different from those of their parents. Excite-
ment and night life are important, while peace and quiet are less 
so. Aurinkomatkat’s new brand TakeOFF draws youth travel 
trends together and offers its target group suitable travel pack-
ages. TakeOFF’s launch, for example in association with the Big 
Brother reality TV series, was a success: now half of the target 
group already know about the brand.

Aurinkomatkat has Finland’s most diverse range of destina-
tions. The spectrum of destinations stays in tune with the times. 
Asian holiday resorts, particularly Thailand, have become very 
popular among Finns.

At the end of the year, already 40 per cent of Aurinkomatkat 
journeys were being sold on the internet. One third of trips were 
sold through travel agencies and the rest via Aurinkomatkat’s 
own sales outlets or telephone service. 

DIVERSE LEISURE fLIGHT TRAffIC. Finnair Leisure Flights flies 
to more than one hundred holiday locations in different parts 
of the world, from the sunny shores of the Mediterranean and 
the exotic vistas of long-haul destinations to the winter snows of 
Europe. Leisure Flights carries its customers to destinations on 
seven Boeing 757 aircraft as well as smaller aircraft leased from 
Scheduled Passenger Traffic. 

The number of holiday trips to Asia has grown. Leisure Flights 
flies to Asian destinations 12 times a week, six of which are to 
Phuket in Thailand. Last year, Leisure Flights carried a total of 
1.2 million passengers.

With paid-for additional services, customers can tailor their 
holiday journey to match their personal needs. A favourite seat or 
a festive meal option can be handily purchased on the internet.

 

LEiSURE TRAFFiC iN FiGURES 2007

Aurinkomatkat, turnover (EUR million): 283
Aurinkomatkat, trips sold: 334,635
Leisure Flights, turnover (EUR million): 243
Leisure Flights, passangers (million): 1.2

BEST E XPERiENCE OF ThE YE AR
Aurinkomatkat-Suntours and Finnair Leisure Flights 
are the number one choice of Finnish holidaymak-
ers for their best times of the year. The fruits of the 
Finnish dream factory are enjoyed by others, too. 
The holiday options offered by Aurinkomatkat are 
already within the reach of customers in Russia and 
the Baltic states.

Leisure traff ic is part of the Finnair Group’s core business. 
Aurinkomatkat’s 37 per cent market share makes it Finland’s 
biggest tour operator. Finnair Leisure Flights, on the other hand, 
is the most significant provider of flight services to package tour 
operators, with a market share of more than 60 per cent. All 
of Finland’s leading package tour operators are Leisure Flights 
customers.

GROWTH OUTSIDE fINLAND. Last year the Aurinkomatkat Group 
flew around 370,000 holidaymakers to foreign destinations. 
Aurinkomatkat’s growth prospects are now directed mainly at 
the Baltic states and Russia. The acquisition of Horizon Travel, 
Estonia’s second biggest tour operator, has given Aurinkomatkat 
a sold foothold in Tallinn, Estonia. 

Russia’s package tour market is still relatively undeveloped, 
but it has huge future potential. To expand its operations into 
Russia, Aurinkomatkat acquired the St. Petersburg tour operator 
Calypso.

Distribution of Aurinkomatkat-Suntours 
production (winter season 2007/2008)

  Spain 50%

  Long-haul destination 30%

  SunSki 4%

  Egypt 4%

  Portugal 3%

  Other 9%

Distribution of Aurinkomatkat-Suntours 
production (summer season 2008)

  Greece 38%

  Spain 11%

  Italy 11%

  Turkey 8%

  Bulgaria 7%

  Long-haul destination 5%

  Other 20%
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Electronic sales of 
Area and the Finland 
Travel Bureau grew 
strongly in 2007.

kaisa Vikkula
SVP Leisure Traffic and Travel Services

The travel agency sector continues to change. Cus-
tomer behaviour, revenue models and ever-changing 
information systems are continually shaping the nature 
of the business. The prerequisites for travel agencies’ 
competitiveness are, in addition to good service, effi-
cient data systems, which are used to offer travellers 
all the essential information they need quickly and 
cost-effectively.

An increasing number of leisure and business trips are being sold 
on the internet. The development of varied, user-oriented services 
is important. Electronic sales of the Finnair Group’s domestic 
travel agencies, Area and the Finland Travel Bureau (FTB), grew 
strongly in 2007. In the Baltic states, too, the internet began to 
develop as a distribution channel. The development of Estravel’s 
internet service will make it easier for leisure travellers to find 
information and make bookings on-line.

QUALiT Y TR AVEL SERViCES ChANGiNG FAST
In their respective businesses, FTB and Area avoid overlap-

ping tasks and focus on their particular areas of expertise. FTB’s 
operations focus on diverse leisure travel as well as business travel. 
Area’s priority is business travel and developing travel manage-
ment services for corporate customers. Area’s leisure operation 
is focused on electronic channels and telephone service.

A TREND TOWARDS BETTER qUALIT Y. Area and FTB constantly 
invest in improving their customer service. Responding fast to 
customer feedback and flawless service are essential. 

Area’s entire operation was certified according to the ISO 
9001:2000 quality standard in May 2007. The certificate covers 
all of Area’s activities, with a special focus on customer service 
quality.

INDIVIDUALIT Y AND ON THE OTHER HAND, COMMUNALIT Y 
have become important trends in travel. Alongside package tour 
products, holidays tailored according to customers’ needs have 

grown in popularity. An increasing number of Finns are using the 
travel agencies’ internet services to put together a package that 
suits their particular wishes, including flights, hotel accommoda-
tion and car hire. 

The rise of communality in turn is evident in growth of group 
travel sales. Trips for sports clubs and various performing groups 
attract people with similar interests to experience their favourite 
activity together. 

To reach new leisure travellers, Area concluded a bonus coop-
eration agreement with S Group at the end of 2007. Finnair and 
Area, on the other hand, began cooperating on-line. Via the new 
service, the customer can buy both a flight and a hotel from Fin-
nair’s website.

STRONG IT EXPERTISE ENSURES EffICIENT SERVICE. For  
20 years, Amadeus Finland has developed powerful tools for travel 
agencies and companies for the production of quality travel serv-
ices. Amadeus solutions bring the offerings of different airlines, 
ferry companies, railways, tour operators and hotels into a sin-
gle system. This facilitates the work of travel agency experts and 
enables good personal customer service. 

Due to their extensive content, Amadeus services facilitate 
the consumer’s travel search process and the use of self-service 
booking tools on-line. Amadeus Finland operates as part of the 
international Amadeus IT Group.

TRAVEL SERViCES iN FiGURES 2007

Area Group, turnover (EUR million): 18
FTB Group, turnover (EUR million): 54
Amadeus Finland, turnover (EUR million): 11
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FLiGhT PREPAR ATiON  
– A SYMPhONY OF FUNC TiONS

22 FLiGhT PREPARATiON

ON THE fLIGHT DECk

Flight deck crew have reviewed 
factors relating to the flight 
with the assistance of the 

flight dispatcher. The flight is 
executed in accordance with 

a flight plan. The crew knows 
what the flight load will be. 

The captain decides how much 
fuel will be required.

AN EffICIENT AIRLINE requires seamless cooperation of numer-
ous functions. That’s why many issues connected with flying are 
tightly regulated by international regulations as well as agreements 
between airlines.

To be able to fly, an aircraft must be in perfect shape and its 
tanks must be refuelled. The aircraft crew prepares with care 
for every flight. With the support of auxiliary staff, flight deck 
personnel familiarise themselves with the weather on the flight 
route as well as the air traffic situation on the route and at the 
destination.

Travel comfort also requires numerous preparatory measures. 
Before passengers come on board, the aircraft has been cleaned. 
For meal and sales services, the catering department has delivered 
the vast array of necessary products.

The flight cabin crew has reviewed the flight’s special features 
and are aware of those passengers on the flight who will need 
special attention. The crew also prepares to take responsibility for 
passengers’ safety by going through the safety procedures.

The whole process, from the sale of flight tickets to the journey’s 
end at the flight destination, involves many professionals, work-
ing for both the airline and its partners. All of them are united by 
one key principle: every flight must be completed safely. Fulfilling 
this principle requires that everyone takes individual responsibil-
ity for it and intervenes if they perceive anything that might pose 
a danger to air traffic.

In a network airline like Finnair, every flight is an individual 
just like its passengers, but flights are linked to each other when 
a passenger has a transit connection to make. In its network, 
Finnair makes every effort to transport its passengers and their 
baggage as efficiently as possible. European and Asian flights meet 
at Helsinki-Vantaa Airport. Finnair’s 250 flights per day must play 
in harmony just like a symphony orchestra – with no discord.

ON THE fLIGHT DECk

The cabin staff have prepared 
for the flight by going through 
the safety factors. During the 
flight the crew’s task is to be 

responsible for the passengers’ 
safety and comfort. 

MAINTENANCE

More than 20 working 
hours are devoted to aircraft 

maintenance for every hour of 
flight. The aircraft’s technical 
condition is examined before 

every flight. Different levels of 
maintenance are performed 

on the aircraft at certain 
intervals. 
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SEATS

Sales of seats for the flight 
begin around one year before 

the flight itself. Seats might be 
booked and cancelled on many 
occasions. The pricing of seats 

is influenced by supply and 
demand.

AT CHECk-IN

Ground handling personnel 
try to ensure that everyone 

receives the seat of their choice 
on the flight. Information 

from the check-in system is 
transferred to the aircraft’s 
balance calculation, which is 

delivered to the flight captain.

LOADING

The loading crew loads the 
passengers’ baggage, as well 
as cargo and mail, into the 

aircraft hold such that it 
does not pose a risk during 

the flight. 

CATERING AND SALES

The catering department 
delivers the food and drinks 

that will be served during the 
aircraft as well as inflight sales 

products. Finnair Catering 
makes up to 14,000 meals 
per day. The meals travel 

in a cold chain from kitchen 
to aircraft, where they are 

heated before serving.

REfUELLING

The tanks in the aircraft wings 
are filled with fuel for the 

flight. In addition, the aircraft 
has fuel for flying to a back-up 
airport and for holding in the 

air before landing.

CLEANING

The aircraft is cleaned after 
every flight and Finnair’s Blue 
Wings magazine is placed in 

the seat pockets.

WATER AND HYGIENE

The aircraft’s water tanks 
are filled and the toilet waste 

tanks emptied. To ensure 
hygiene, these tasks are done 
by different people. They even 

have separate dressing and 
rest facilities. 



EFFiCiENC Y wiTh A STRE AMLiNED FLEET 

Lasse Heinonen 
SVP and CFO

Finnair has modernised its European and domes-
tic traffic fleet. Now the attention is focused on  
long-haul aircraft. At the turn of the decade Fin-
nair will have one of Europe’s most modern fleets.  
The new aircraft will consume up to one fifth less  
fuel than their predecessors. As environmental  
awareness increases, customers will more and more  
choose airlines operating with low emission air-
craft.

Of an airline’s production equipment, most capital is tied up in its 
fleet. That’s why the efficient use of aircraft is important from the 
perspective of capital costs and operational profitability.

The daily utilisation and departure reliability of a fleet are  
key indicators when assessing the fleet’s production capacity.  
Finnair’s long-haul f leet is in the air an average of 17 hours  
per day, which is one of the world’s most efficient utilisation rates. 

A streamlined fleet offers 
a suitably sized aircraft 
to each route and flight, 
which facilitates load 
factor management. 

New and modern aircraft improve departure reliability.
It is also important that the spectrum of aircraft types is not 

unnecessarily wide, because training crew and keeping up main-
tenance preparedness for many types of aircraft generates extra 
costs.

THE GOAL Of fINNAIR’S fLEET MODERNISATION  is for the 
company to have the aircraft of only two manufacturers in its 
scheduled traffic in 2010. In long-haul traffic the wide-bodied 
aircraft will be the 270-seat Airbus A330 and A340 models.

In European and domestic traffic, Airbus A320 aircraft and 
Embraer 170 and 190 aircraft will be used. The number of seats 
in the aircraft varies from 76 to 196, which brings flexibility to 
capacity management.

A streamlined fleet offers a suitably sized aircraft to each route 
and flight. Crew utilisation is efficient, as the same crews can fly 
both the long-haul and the shorter-haul Airbuses.

A modern fleet is economic on fuel and loads the environment 

less. New aircraft and their modern technology reduce mainte-
nance costs.

THE MODERNISATION Of fINNAIR’S LONG-HAUL fLEET  was 
initiated in summer 2006 by the acquisition of a four-engine Airbus 
A340 wide-bodied aircraft. Two more of this type of aircraft were 
acquired last year and this year a further two will arrive.

The present backbone of the long-haul fleet consists of seven 
Boeing MD-11 aircraft. They will be replaced by two-engine Airbus 
A330 aircraft in 2009–2010. In addition, Finnair has options for 
two more of this type of aircraft.

The long-haul fleet will grow from the present ten aircraft to 
up to 15 Airbus wide-bodied aircraft by the end of the decade. 
By the middle of the following decade, the backbone of the long-
haul fleet will consist of modern Airbus A350XWB aircraft, of 
which Finnair has ordered 11. The company has options for four 
more of this aircraft.
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Finnair’s most important environmental 
act is modernising its fleet of aircraft. Every 
new jet aircraft consumes less fuel and pro-
duces lower carbon dioxide emissions. The 
average age of Finnair’s European fleet is 
around four years and the long-haul fleet 
will be renewed by 2010. 

The new long-haul Airbus A330 aircraft, 
the first of which will arrive in 2009, will 

consume one fifth less fuel than the present 
wide-bodied aircraft. The biggest leap will 
take place in 2014, when the first new-
technology Airbus A350XwB aircraft will 
join Finnair’s fleet. its emissions are up to 
a third lower than present-day aircraft. in 
European traffic Finnair saves 12,000 kg 
of fuel per day by operating with modern 
Airbus A320 and Embraer aircraft instead 
of a Boeing MD-80 fleet.

A modern fleet is the best environmental act



For Finnair’s success it is of prime importance that the 
company’s employees perform their duties reliably and 
with professionalism. The task of human resources 
management is to motivate and encourage as well 
as to create opportunities for effective working. in 
this way human resources policy supports the entire 
Group’s sustainable and profitable growth.

Air transport is a demanding sector that requires strong expertise 
and diverse skills. The key task of human resources management 
is to create for Finnair employees the preconditions to succeed in 
their work and to ensure their wellbeing in work that is now and 
then both physically and mentally challenging.

In Finnair, a responsible human resources policy also means 
that the strategy of sustainable, profitable growth creates jobs. 
Growing traffic needs more workers.

Corporate social responsibility is fulfilled by an effective human 
resources policy. The whole of Finnish society benefits from Fin-
nair’s sustainable, profitable growth. The jobs and good con-

nections from Finland to the world that Finnair offers are to the 
whole country’s advantage.

POPULAR EMPLOYER. Finnair is one of Finland’s most popular 
employers. Long periods of service and high professional pride 
are a testament to that. A third of Finnair personnel has been 
employed by the Group for more than 20 years and on average 
employees have served for 14 years.

Demanding work requires focus and motivation. Finnair makes 
every effort to ensure that the working environment is absolutely 
equal and trouble-free, and that no-one is discriminated against 
due to gender, convictions, age, skin colour or origin. Half of 
personnel are women and half are men.

GOOD WORk IS REWARDED. Personnel expenses are overwhelm-
ingly the largest cost item, but without expert staff no revenue 
can be generated. The shift towards a more process-oriented 
approach to work has facilitated the measuring of results and 
performance. It is important that every employee understands 
the measurement principles and how they themselves can do their 

SUCCESS CRE ATES JOBS

Technical Services 
– tidier and safer
in Finnair, safety is the starting point in  
all activities. No compromises are made 
over flight safety. in addition, special atten-
tion is paid to work safety.

fINNAIR TECHNICAL SERVICES is strong-
ly committed to the Zero Accidents goal. 
Last spring a work safety clear-up was 
performed. in all departments, a group 
of summer trainees relocated goods and 
supplies to safe and functional places, 
marked the spots, and cleared all surplus 
material away.

SAfET Y WALkS were introduced at the 
same time. These walks make the work-
ing environment  safer. work supervisors 
make a Safety walk every day. Unit manag-
ers make a Safety walk weekly or monthly 
depending on the size of the unit.

ON THE GROUP level, visible campaigns  
to promote work safety are conducted  
twice a year. with the themed campaigns, 
personnel are encouraged to identify risks, 
are reminded of safe working practices  
and are urged to care for their colleagues 
and the working environment.

(from left) Airbus-captain Heikki Kasarinen, ramp-supervisor Esa Kettunen,  
flight attendent Outi Kreivi-Väänänen, purser Mikko Puputti and chef Mari Lähteenmäki
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The personnel representatives  
of the Management Group
(back row from left)

Tiina Sillankorva
purser

Mauri koskenniemi
purser

Juhani Sinisalo
Personnel fund representative

(in front)

Anssi komulainen
SVP human Resources

work in the best possible way.
The role of incentive schemes is to motivate employees to 

produce good results. One incentive scheme is based on target 
setting and  performance measurement.

The other incentive scheme covering all personnel produces 
a profit bonus for the Personnel Fund if the company’s financial 
performance fulfils certain conditions defined in advance. A sub-
stantial approximately nine and a half million euros was paid into 
the Personnel Fund for 2007.

Key individuals are also covered by a share bonus scheme.

EXPERTISE calls for continuous personnel development. Training 
and development activities provide concrete tools for managing 
daily tasks and ensure that skills of personnel match operational 
needs. The task of training is also to ensure that the right quantity 
and quality of human resources are available. A 4D survey covering 
a number of subareas is used as a tool for measuring employees’ 
wellbeing in work.

PERSONNEL AS A SUCCES fACTOR. In 2007 Finnair published 
its Vision 2017, to which new success factors are closely linked. The 
success factors are safety, Finnishness, creativity and freshness. 

Safety, on the one hand, is connected with employees’ high 
professional expertise and quality work, and, on the other hand, 
with the company’s financial stability, which safeguards both 
employees’ work and the service offered to customers.

Finnishness is evident as employees’ responsibility at every link 
in the service chain. Calmness, punctuality and care are transmit-
ted from personnel to customers at the service interface.

Creativity means solutions, both in working practices and 
in individual, unforeseen situations, that make customers’ lives 
easier. Flexible service is personnel’s investment in the customer 
relationship.

Freshness is connected not only with a modern and clean 
service environment, but also with how our personnel interact 
with customers and each other. A genuine, clear and cheerful 
attitude moves things forward.

Finnair is one of 
Finland’s most popular 
employers. Long periods 
of service and high 
professional pride are  
a testament to that.
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ThE RESPONSiBLE PASSENGER’S ChOiCE

Environmental 
measures 2007
IN SEPTEMPBER the Group announced 
its decision to replace its long-haul fleet  
Boeing MD-11 aircraft with Airbus two-
engine A330 wide-bodied aircraft by spring 
2010. The Airbus A330 consumes around 
20 per cent less fuel and produces at the 
same time lower carbon dioxide emissions 
than the present wide-bodied aircrafts.

LEISURE fLIGHTS completed the fitting 
of winglets to seven Boeing 757 aircraft in 
september. The winglets improve aircraft 
aerodynamics and thereby reduce aircraft 
fuel consumption and carbon dioxide emis-
sions by up to five per cent. 

IN SCHEDULED PASSENGER TRAffIC, the 
installation of slim-line seats to 18 Airbus 
A320 and A321 aircraft was completed at 
the end of August. The change lightens, 
for example, an A320 aircraft by 850 kg 
and reduces carbon dioxide emissions by 
nearly 10 per cent per seat. 

TECHNICAL SERVICES succeeded in reduc-
ing volatile organic compound (VOC) emis-
sions, which are understood to be harm-
ful to the ozone layer. The VOC chemical 
trichloroethylene, which is used for exam-
ple in cleaning aircraft components, and 
methylene chloride, which is used in remov-
ing aircraft paint, were discontinued. The 
chemicals have been replaced with more 
environmentally positive agents.

Finnair’s ability to bear its corporate social respon-
sibility begins with its finances. A competitive and 
profitable Finnair is able to invest in a modern fleet, 
which is the biggest environmental act an airline can 
make. The bearing of corporate social responsibility 
extends from the company’s own employees to sup-
porting children’s everyday lives near and far.

Air transport is a sector marked by tightening competition and 
constantly changing operating conditions. By responsibly attend-
ing to profitability, and through its strategy of sustainable growth, 
Finnair has made investment for the future possible.

THE ENVIROMENT has been taken into consideration in Finnair’s 
decisions and operations for decades, and its significance is growing 
all the time. The company supports the International Air Trans-
port Association’s target of zero-emission flying. Reducing the 
environmental loading of air transport will facilitate growth of air 
travel also in the future. Finnair’s goal is to be the airline of choice 
of the quality and environmentally conscious passenger.

Air transport accounts for a small proportion of the carbon 
dioxide emissions caused by human activity: globally the figure 
is two per cent and in Finland only 0.3 per cent. Furthermore, 
Finnair wishes to bear its responsibility for emissions, and not to 
pass the burden on to customers. It is enough that coustomers 
choose a responsible airline.

During the last ten years, international air transport has reduced 
its emissions by 17.5 per cent and the objective is to cut emissions 
by around one half by 2020. The ultimate objective is the develop-
ment of zero-emission flight technology within 50 years.

When the different forms of transport that load Finnish nature 
are examined, flying is nowadays often the most eco-efficient 
option. In Finland’s passenger transport, flying consumes fewer 
non-renewable  resources than, for example, rail transport or 
personal motoring. 

When one examines how the different forms of transport load 
the Finnish environment, flying is often the most eco-efficient 
option. In Finnish passenger traffic, flying consumes fewer non-
renewable resources relative to flight performance than, for exam-
ple, rail traffic or personal motoring (Ministry of Transport and 
Communications/FIN-MIPS Transport). 

Finnair’s most important environmental acts are modernising 
its fleet of aircraft and starting the flights between Europe and Asia. 
Helsinki is situated on a great circle route that connects Europe 
and Asia, so passengers who make a transit stop in Helsinki are 
always heading in the right direction. Passengers save time, fuel 
and thereby emissions by flying continuously on the shortest route.  
Helsinki is also on the route for flights going from the USA to India. 
On flights of more than eight hours it is more environmentally 
positive to make a transit stop at the right place, because then 
fuel is not consumed merely on transporting fuel.

Airlines are not the only organisations whose input is needed to 
reduce aviation emissions. The aviation authorities could reduce 

Fuel consumption and emissions are significantly lower when, on long flights, an intermediate stop is made in the right place.

New York DelhiHelsinki

Via Helsinki. Distance 6,600km + 5,200km = 11,800km. Fuel burn 342kg/passenger.

New York Delhi

Direct flight. Distance 11,800km. Fuel burn 418kg/passenger.
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ThE BATTLE AGAiNST AiDS
Finnair has been cooperating with UNiCEF 
since 1994 to improve conditions for the 
world’s children. in 2006 a three-year col-
lection was initiated to obtain funds to work 
against AiDS for the good of Vietnamese 
children. in AiDS work much can be achieved 
with small sums: a drug that prevents the 
transfer of hiV/AiDS from mother to child 
at birth costs only four euros.

Finnair creates the setting for the Change 
for Good collection on its scheduled traf-
fic and leisure flights, but the campaign 
depends on our customers. The company 
also donates to the collection money ear-
marked for Christmas cards and gifts.

GREAT RiVERS GROw  
FROM SMALL STREAMS
The Baltic Sea area is one of Finnair’s 
most significant market areas. Together 
with its customers, Finnair wants to enjoy 
the unspoilt beauty of the Baltic Sea area 
in the future, too. That’s why Finnair has 
already supported for two years now the 
Finnish Association for Nature Conserva-
tion’s waterways protection project, which 
aims to protect the Baltic Sea, especially 
the coastal waters of Finland. Coopera-
tion will continue in 2008.

Cooperation has involved the implemen-
tation in Finnish high schools of the ‘Puroista 
syntyy virta’ project, which loosely trans-
lated means ‘Great rivers grow from small 
streams’. A poster series, which describes 
the nutrient cycle, gives basic information 
on Finland’s waterways and the human 
impact on waterways. The series also gives 
tips on how everyone can contribute to 
protecting their local waterways.

air transport emissions significantly. Integrating the EU’s air space, 
for example, would save 12 per cent in carbon dioxide emissions 
per year. It has been calculated that due to an inefficient air traf-
fic control system the world’s air traffic needlessly produces 73 
million tonnes of carbon dioxide per year.

THE WORLD IS BORROWED fROM OUR CHILDEN. This important 
thought encourages Aurinkomatkat-Suntours to operate within 
the terms of sustainable tourism. Working for a sustainable future 
means taking the environment and culture into account in all 
activities. A successful holiday is to a large extent dependent on 
the environment and a friendly local population. On vacation, 
no-one wants to travel to a spoilt environment, so caring for the 
environment of holiday destinations also safeguards the tourism 
of tomorrow.

Aurinkomatkat-Suntours strives, for example, to cooperate 
wih contractual partners who take the environment and local cul-
ture into consideration in their operations. Personnel  are trained 
to accept the challenges of a sustainable future in their work. 
Aurinkomatkat-Suntours also supports projects to improve the 

environment and the position of local culture at its travel des-
tinations. In addition, passengers are told how they can enjoy 
their destination’s environment and local culture without caus-
ing them harm.

SHOWING GREATER CONSIDERATION for ourselves and others 
is a hard goal but, by bearing responsibility for its personnel and 
by acting with others to support children’s everyday lives, Finnair 
makes an impact and is an example to others.

The Finnair and UNICEF Change for Good cooperation has 
been in existence for 12 years now. Change for Good collects 
funds to improve the living conditions and support the every-
day lives of the world’s children. Finnair has been working with 
UNICEF  since 1994. 

Work in collaboration with the Finnish Association for Nature 
Conservation to improve the state of Finland’s waterways will 
continue for a third year. Together with this organisation, Finnair 
is helping to cherish the unspoilt nature of the Baltic Sea.
Sources: IPCC, Aviation and climate, TrafficMIPS, European Commission: Aviation and Climate Change

Read more in the Finnair Environmental Report 2007: www.finnair.com/group

Christer Haglund 
SVP Communications

Reducing the 
environmental  
loading of air  
traffic will  
facilitate growth  
of air travel also  
in the future.Via Helsinki. Distance 6,600km + 5,200km = 11,800km. Fuel burn 342kg/passenger.

Direct flight. Distance 11,800km. Fuel burn 418kg/passenger.
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BOARD OF DiREC TORS 2007

Christoffer Taxell, b. 1948, LLM, Chancellor of Åbo 
Akademi University; Chairman of the Board of the 
organisation Föreningen Konstsamfundet and Åbo 
Akademi University Foundation; Chairman of the 
Board of Stockmann Plc; Member of the Board of 
Sampo Plc, Nordkalk Corporation, Luvata holding 
Oy; Member of the investment Committee of the 
Society of Swedish Literature in Finland. Chairman 
of the Board of Finnair Plc since 2003.

kari Jordan, b. 1956, BSc(Econ), President and 
CEO of Metsäliitto Group; Chairman of the Boards 
of M-real Corporation and Metsä Tissue Corpora-
tion; Deputy Chairman of the Boards of Metsäliitto 
Group and VAPO Oy; Member of the Board of  
Julius Tallberg Kiinteistöt Oyj; Member of Board 
of the Confederation of Finnish industries and 
Member of the Boards of several other Finnish 
companies; Deputy Chairman of the working 
Committee and the Board of the Finnish Forest in-
dustries Association; Member of the Delegations of 
the Finnish Business and Policy Forum (EVA) and 
the Research institute of Finnish Economy (ETLA). 
Deputy Chairman of the Board of Finnair Plc. 

Ursula Ranin, b. 1953, LLM, MSc(Econ), in the 
service of Nokia Corporation 1984–2005, incl. 
General Counsel 1994–2005, Secretary of the 
Group Executive Board 1992–2005, Secretary of 
the Board of Directors 1996–2005; Member of the 
Board of UPM-Kymmene Corporation since 2006 
and Member of the Board of Nordea Bank AB 
(publ) since 2007. Member of the Board of Finnair 
Plc since 2006. 

kalevi Alestalo,  b. 1947, MSc(Pol), Finance Coun-
sellor in Ownership Steering Department of the 
Prime Minister’s Office since 2007; Member of the 
Board of itella Plc (formerly Finland Post Plc); De-
puty Chairman of the Board of Raskone Oy; vario-
us positions in the service of the Finnish State since 
1971 and in the service of the Ministry of Transport 
and Communications 1988–2007. Member of the 
Board of Finnair Plc since 2006.
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Veli Sundbäck, b. 1946, LLM, Member of Group 
Executive Board and Executive Vice President, 
Corporate Relations and Responsibility, Nokia 
Corporation; Secretary of State at the Ministry for 
Foreign Affairs 1993–1995; Member of the Executi-
ve Committee of the Board of the Confederation of 
Finnish industries; Deputy Chairman of the Board 
of the Technology industries of Finland; Deputy 
Chairman of the Board of the international Cham-
ber of Commerce (iCC), Finnish Section; Chairman 
of the Board of the Finland-China Trade Associati-
on; Member of the Executive Board of the Finnish 
National Theatre; Chairman of Board of huhtamä-
ki Plc 1999–2005. Member of the Board of Finnair 
Plc since 2004.

Satu Huber, b. 1958, MSc(Econ), Managing 
Director of the Federation of Finnish Financial Ser-
vices; Member of the investment Board of Finnish 
industry investment Ltd; Member of the Board 
Ekonomiska Samfundet i Finland rf; Deputy Mem-
ber of the Board of Svenska handelshögskolan i 
helsingfors; Member of the Board of the Finnish 
Cultural Foundation’s Support Association; Depu-
ty in the Representatives of  the Finnish Centre for 
Pensions; Member of the Council of iCC Finland; 
Member of the Expert Group on State Ownership 
Steering. Member of the Board of Finnair Plc since 
2006.

Markku Hyvärinen, b. 1948, Deputy CEO of Varma 
Mutual Pension insurance Company; Chairman 
of the Board of the Cooperative Tradeka Corpo-
ration; Deputy Chairman of the Board of Mutual 
insurance Company Kaleva; Member of the Board 
of if Skadeförsäkring holding AB; Member of 
Finnair’s Supervisory Board 1992–1997 and Chair-
man 1997–2003. Member of the Board of Finnair 
Plc since 2003.

Sigurdur Helgason, b. 1946, MBA, CEO of icelan-
dair 1985–2005; Chairman of the Board of the ice-
landic international Development Fund; Chairman 
of the Board of Calidris ehf. 2005–2007 (Deputy 
Chairman since August 2007); Chairman of the 
Board of Skildingur investments ehf.; Chairman 
of the Board of icelandair Special Children Travel 
Fund and Member of the Board of The Einar Jóns-
son Art Museum. Member of the Board of Finnair 
Plc since 2007.
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GROUP MANAGEMENT

JUkkA HIENONEN, b. 1961, MSc(Econ), Finnair Plc’s President 
and CEO, in Finnair’s service since 2005. Hienonen previously 
worked for Stockmann Plc, ultimately as a Senior Vice President. 
Before this he held management positions in marketing with e.g. 
Timberjack Oy and Kaukomarkkinat.

HENRIk ARLE, b. 1948, LLM, Deputy CEO, EVP Scheduled Pas-
senger Traffic, Member of the Executive Board, in Finnair’s service 
since 1979. Arle previously worked in various management posts 
in the Finnair Group, including VP, Economics and Finance, and 
VP, International and Alliance Relations.

CHRISTER HAGLUND, b. 1959, BA, SVP Communications, Member 
of the Executive Board, in Finnair’s service since 2000. Haglund 
has worked as an editor both in the service of the Ministry for 
Foreign Affairs and in various media positions in Finland, Sweden 
and the United States.

LASSE HEINONEN, b. 1968, MSc(Econ), Chief Financial Officer, 
Member of the Executive Board, in Finnair’s service since 2004. Hei-
nonen previously worked as Chief Financial Officer for the Novartis 
pharmaceuticals company e.g. in Switzerland and Turkey.

JUkkA HÄMÄLÄINEN, b. 1966, eMBA, SVP, Managing Director, in 
Finnair’s service 1988–91 and 1998–2003 and since August 2007. 
Hämäläinen previously worked in management posts in Finnair 
Travel Services in Finland and Sweden. Before his present position 
he was Managing Director of Servisair in Finland.

kRISTINA INkILÄINEN, b. 1964, BA, MBA, SVP Catering, Manag-
ing Director of Finnair Catering Oy, in Finnair’s service since May 
2007. Previously Inkiläinen held various management posts in the 
hotel and restaurant sector e.g. in the service of Arctia and Scandic 
Hotels. Inkiläinen moved to her present position from her duties 
as Managing Director of Select Service Partner Finland Oy.

ANSSI kOMULAINEN,b. 1964, BA, SVP Human Resources, Mem-
ber of the Executive Board, in Finnair’s service 1989–99 and since 
2001. Komulainen has worked in various management posts in 
the restaurant sector as well as in Finnair Catering’s service, ulti-
mately as its Managing Director and SVP Catering.

ANTERO LAHTINEN, b. 1949, SVP Cargo, Managing Director 
of Finnair Cargo Oy and Finnair Cargo Terminal Operations Oy, 
in Finnair’s service since 1973. Lahtinen has held management 
posts in Finnair sales and marketing in Finland, the USA, the UK, 
Italy and France. 

MIkA PERHO, b. 1959, BBA, SVP Commercial Division, in Fin-
nair’s service since 1985. Perho has held management posts in 
Finnair sales and marketing.

VEIkkO SIEVÄNEN, b. 1947, flight captain, SVP Flight Operations, 
in Finnair’s service since 1973. Sievänen has worked as a pilot of 
various types of aircraft, ultimately as a Boeing MD-11 captain 
and Finnair’s Chief Pilot.

kIMMO SOINI, b. 1958, MSc(Eng), SVP Technical Services, Mem-
ber of the Executive Board, in Finnair’s service since 1985. Soini 
has held various posts in the service of Finnair Technical Services, 
e.g. Aircraft Maintenance Manager. He has also been Manager of 
Finnair Scheduled Passenger Traffic’s Maintenance Unit.

kAISA VIkkULA, b. 1960, DSc(Econ), SVP Leisure Traffic and 
Travel Services, Member of the Executive Board, in Finnair’s service 
since 2006. Vikkula previously worked in the finance and capital 
markets, as an investment relations and communications director 
for Partek Plc and Managing Director of Mascus Oy.

Information on share ownership can be found in the financial report  
and at the address www.finnair.fi/group

The Management Group also includes

Personnel representatives
Mauri koskenniemi, purser
Juhani Sinisalo, Personnel Fund representative
Timo kettunen, systems analyst
Tiina Sillankorva, purser

Group Management and Board of Directors Secretary 
Sami Sarelius, Vice President and General Counsel
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