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Finnair f lies the fast and short northern route 
from Europe to nine Asian cities. Flying via Helsinki 
offers high flight frequency and smooth connections 
– Helsinki has been rated as one of the best transfer 
airports in Europe. Welcome aboard – book your 
f lights at www.finnair.com. Learn more about our 
fast routes, modern fleet and world-class quality at 
feel.finnair.com.

OUR ROUTE NET WORK COVERS THE WHOLE OF ASIA.
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Finance 

2009 brought no good news  
for the airline industry, but is  
there finally light at the end of  
the tunnel?

 
Travel 

Would you like to relax in a spa 
before your connecting flight?  
Now you can, in Finnair’s Via Spa 
at Helsinki Airport.

 
Responsibility 

Finnair will reduce its emissions 
by 24 per cent by 2017. Sustainable 
development is a prerequisite for  
the success of the travel industry.

 
Future 

40 years ago Finn Hostesses 
entertained passengers over the 
Atlantic. What about 40 years 
from now?
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In your hands is an important work, 
which describes the stormiest year in 
the history of air transport from the 
perspective of one company. The year 
just ended provided an indication of 
the sensitivity of our sector to the ebbs 
and flows of the world economy. Fur-
ther years of change are undoubtedly 
on their way.  

Many airlines have already ended 
up in bankruptcy or in mergers and 
acquisitions. Hard times are changing 
the map of the airline industry. In this 
landscape, a clear strategy and finan-
cial sustainability are essential. More-
over, familiar operating practices and 
structures have been put to the test in 
a changing world, and they will face 
further scrutiny in the future.

The decline in passenger travel and 
cargo demand also adversely impacted 
Finnair’s turnover last year in line with 
the industry trend. Operational effi-
ciency improvements initiated earlier 
were insufficient, however, to adjust 
cost levels to the same degree, and the 
result for the year was very poor. 

Many members of personnel partici-
pated in collective efforts, and stabili-
sation agreements were agreed upon 
with thousands of Finnair employees. 
Some personnel groups regrettably chal-
lenged the chosen operating practices 
with industrial action. The long-term 
culture is changing slowly.

0 0 0

This Logbook tells of the numerous 
factors that make up our business 
operations. In the Finance section we 
cover Finnair’s long-term objectives, 
in which traffic between Europe and 
Asia occupies a key position. Cargo is 
already showing signs of recovery in 
the Asian market.

Frequent flyers are an important 
group for us and we want to take them 
into consideration in developing our 
services. The Finnair Plus frequent-flyer 
scheme was made more versatile and 
attractive during last year. It now serves 
our frequent flyers much better.

Helsinki Airport has a key role to 
play in the efficiency of traffic between 
Europe and Asia. The Gateway Control 
Centre is responsible for ensuring that 
passengers and goods passing through 
Helsinki Airport move smoothly from 
one flight to another. An article on this 
nerve centre can be found in the Travel 
section of this publication.

Increasing attention is being paid to 
corporate responsibility. Finnair has al-
so made recognised efforts in the field 
of sustainable development. Steps have 
been taken to minimise the environ-
mental load of air traffic, for example 
through a long-term fleet modernisa-
tion process. 

Finnair has also been involved in 
regulating the environmental impact of 
air traffic. The goal is a fair emissions 
trading scheme that does not distort 
competition. You can read about this 
in the Responsibility section.

At the end of the Logbook we look 
further into the future. Finnair has al-
ways been a forward-looking airline. 
An account of the future, Departure 
2093, published just over a year ago, 
envisioned the future of air transport. 
Finnair’s contribution attracted much 
publicity around the world and was 
even chosen to be the world’s best PR 
work. 

0 0 0

A well built, flexibly structured air-
craft must, if necessary, pass through 
a storm front that it cannot fly around. 
In such cases, the ride may not always 
be smooth, but the number one issue 
in flying is always safety.

An airline, too, must be built in or-
der to withstand difficult conditions. 
When its structures are flexible and its 
finances are in good shape, it can sur-
vive even the most problematic situa-
tion. We have shared responsibilities 
with our partners, thereby obtaining 
room to manoeuvre in changing cir-
cumstances. All the time, the compa-
ny’s direction must be kept clear in 
mind, and tracked with the relevant 
indicators.

I have transferred responsibility for 
leading Finnair to my successor Mika 
Vehviläinen from the beginning of this 
year. I would like to thank our cus-
tomers, shareholders and expert per-
sonnel for the years I have spent with 
the company. 

When I began as Finnair’s Presi-
dent & CEO in 2006, I painted a pic-
ture of open waters gleaming on the 
horizon. We obtained a taste of this in 
2007, when we made a record result. I 
believe that open waters await us again 
and that the ship of Finnair will once 
again raise its sails.

JUKKA HIENONEN
PR ESIDEn T & CEO (unTIL 31 jAn 2010)

 FIn nA IR PLC 

From  
rocky waters  
to open seas  

Editorial
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Four stars from Skytrax. Finnair was rated a four-
star airline in the international Skytrax classifi-
cation. Skytrax assesses commercial airlines and 
their services and publishes the website www.
airlinequality.com. Around 750 details of Fin-
nair’s overall service were assessed.

During 
2009 

Despite the difficult financial 
situation, Finnair’s 2009  

was filled with success stories  
and  forward-looking projects. 

Here we have compiled  
a few highlights of last year  
from various areas of our  

operations.

Ja n ua ry

One of the first corporate blogs. Finnair was one 
of the first major Finnish companies to launch 
a corporate blog, at the address http://blogs. 
finnair.com. In the blog the company’s experts 
tell about aviation technology as well as the 
complex but inspiring world of flying.

Ja n ua ry

M a rc h

The first Airbus A330. The technical reliability, pas-
senger comfort and fuel efficiency of the Airbus 
A330 aircraft are first class. New aircraft significantly 
improve both profitability and environmental effi-
ciency: the Airbus A330 long-haul aircraft consume 
one fifth less fuel than the MD-11 they replaced.

M ay

GRI Report among the first. Finnair published 
a social responsibility report in accordance with 
international Global Reporting Initiative guide-
lines. Its purpose is to improve the transparency 
and comparability of corporate activity. The re-
port contains information from social, ecologi-
cal and financial perspectives.  

In favour of global emissions trading. Finnair 
joined the Aviation Global Deal group, which fa-
vours a worldwide emissions trading model for 
air transport. The objective of the AGD Group is 
to reduce air transport emissions. Only a world-
wide emissions trading agreement will deliver 
genuine emissions reductions.

a p r i l

New cabin look. The new brighter interior creates a 
sense of space and freshness in the cabin. Scenario 
lighting, representing the latest technology, simu-
lates the sun’s  daily cycle, helping passengers adjust 
to new time zones while on the aircraft.

M ay

Finnair’s VP Sustainable Development joins IATA 
Environment Committee. The International Air 
Transport Association IATA has appointed Vice 
President, Sustainable Development Kati Ihamäki 
a member of its Environment Committee. IATA se-
lects experts who have achieved a prominent posi-
tion in environmental work in their own field.

J u n e
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O c tO b e r

nOv e M b e r  a n d  d e c e M b e r d e c e M b e r d e c e M b e r

O c tO b e r

Internet language range expands. Finnair cus-
tomers can now conduct business on the company’s 
Norwegian-, Danish- and Polish-language websites. 
Finnair now offers its internet booking service in 14 
languages and already serves half of the world’s 
population in their own language. 

Finnair doubled its CDP score. Finnair doubled its 
points score in the worldwide Carbon Disclosure 
Project (CDP), which measures the control of envi-
ronmental impacts. Finnair is clearly the top Nordic 
airline and among the best in Europe. Further infor-
mation can be found at www.cdproject.net.

Boeing 757 aircraft withdrawn. In spring 2010, as 
part of the harmonisation of its fleet structure, Fin-
nair will withdraw from service three of its Boeing 
757 aircraft. The replacement of the remaining four 
aircraft in the coming years is under consideration. 
Airbus A320 and Airbus A330 aircraft are also used 
on leisure flights.

nOv e M b e r

Mika Vehviläinen becomes Finnair’s President & 
CEO. Vehviläinen was appointed President & CEO as 
of 1 February 2010. Vehviläinen was earlier employed 
by Nokia, most recently as Chief Operating Officer 
at Nokia Siemens Networks. President & CEO Jukka 
Hienonen announced his resignation in August. 

S e p t e M b e rS e p t e M b e r

10 years in oneworld. Finnair joined oneworld in 
September 1999, the year the alliance was founded. 
Alliance membership has grown from five found-
er companies to the current 11 members and their 
nearly 20 subsidiaries. Through its membership, 
Finnair is able to offer a nearly 700 destination 
route network.

Industrial action and weather disruptions. 
Breakdown of collective agreement negotiations 
led to a pilots’ strike. An agreement was reached on 
the fourth proposal of the National Conciliator. Also 
an illegal strike by ground handling staff belonging 
to the Finnish Aviation Union as well as exceptional 
winter weather disrupted traffic.

Via Spa opened. Finnair opened the pioneering 
Via Spa and modern Via Lounge at Helsinki 
Airport, in a terminal extension that opened at 
the same time. The lounge and spa offers unique 
wellness and comfort services, particularly for 
Finnair’s transit passengers travelling between 
Europe and Asia.

New business class. The business class of Fin-
nair’s fifth Airbus A330 has full-flat seats that re-
cline to horizontal as well as more seats providing 
more privacy than before. Business travel in Eu-
rope–Asia traffic started to recover in late 2009, 
so the new aircraft and their higher service level 
have fulfilled a need.
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Is the airline industry’s Passion Play in its final scene or is this merely an intermission? Whatever 
is the case – changes are necessary. At the end of 2009 Finnair implemented a significant organi-
sational change, aimed at adjusting structures so that challenges can be faced more flexibly in 
future.

Finnair, however, has many strengths and advantages that others lack. An effective strategy, 
the world’s most modern fleet, and the geographically ingenious Via Helsinki concept are not the 
least of these. With the right moves, Finnair is therefore settled and ready for a new take-off.
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Finnair is the Nordic countries’ most valued air-
line, due to its strong growth strategy, excel-
lent product and high quality. Air transport is a 
growth sector in the long term and Finnair is con-
tinually seeking new means to produce services 
competitively, either on its own production plat-
form or via efficient cooperation networks.

As investment objects, airline shares have 
been risky. That’s why it’s important to become 
familiar with a company’s investment narrative 
in detail and assess which airlines will redeem 
their place in the skies of the future.

Here are some things to think about.

Dominant in the Domestic market
Finnair has a strong hold on its domestic market 
in Finland and neighbouring countries. In inter-
national traffic departing from Finland, Finnair 
has a market share of around 60 per cent. On 
short domestic routes, Finnair has systematically 

reduced its traffic, which has improved profit-
ability. Domestic feeder connections have been 
efficiently arranged via cooperation.

a future in europe–asia traffic
In its scheduled traffic, Finnair is focusing on 
services between Europe and Asia. In recent 
years, Finnair has been the fastest-growing Eu-
ropean airline in Asian traffic, and its market 
share is still increasing. In Asian traffic, Finnair 
ranks fourth among European airlines. Finnair’s 
growth strategy, moreover, has been tested in 
practice – and it works.

The Asian national economies are growing 
more strongly than the rest of the world, and 
the future of air transport is in Asia. Finnair is 
already present in the most important Asian 
markets of China, Japan, India and South Korea. 
Thailand is important for leisure travel. 

Finnair’s Asian strategy is based on a com-

Ready  
for  

take-off! 

* Ilman myyntivoittoja, johdannaisten käyvän arvon muutoksia ja kertaluonteisia eriä.

2009 2008 2007

Turnover, EUR mill. 1,838 2,256 2,181

Operating result (adjusted), EBIT*, EUR mill. -180 1 97

Operating result (adjusted), EBIT*, % of turnover -9.8 0.0 4.4

Operating profit, EBIT, EUR mill. -124 -58 142

Result before taxes, EUR mill. -134 -62 139

Unit revenues in flight operations, c/RTK 67.2 75.8 78.8

Unit costs in flight operations, c/RTK 74.7 76.6 74.9

Unit costs in flight operations, c/ATK 43.8 43.4 43.5

Earnings per share, EUR -0.81 -0.36 1.04

Equity per share, EUR 6.67 5.87 7.70

Gross investment, EUR mill. 348 233 326

Interest-bearing net debt, EUR mill. 221 -90 -222

Equity ratio, % 35.5 36.9 47.1

Gearing, % 25.9 -12.0 -22.5

Adjusted gearing, % 86.9 65.1 35.1

Return on capital employed (ROCE), % -8.4 -3.0 14.2

Average number of employees 8,797 9,595 9,480

* Excluding capital gains, non recurring items and change in fair value of derivatives.

key figures 2009 Turnover 

EUR million 

Earnings per share
EUR
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petitive range of routes in Asia and a comprehen-
sive network in Europe. Most passengers do not 
have a direct flight connection available to them 
between Europe and Asia; they have to change 
from a feeder flight to an Asian flight at some 
European airport. For passengers, it is essential 
that their transit connection does not take them 
on a pointless detour or have them travelling in 
the wrong direction. In this way, passengers save 
time and the airline saves fuel, thereby reducing 
environmental loading.

Helsinki is located on the shortest route be-
tween Europe and Asia. When flying via Helsinki, 
passengers travel in the right direction from Eu-
rope to most Asian destinations from the very 
start of their journey. When flying from Asia to 
Europe, Helsinki is the first EU capital encoun-
tered, opening up the whole of Europe. Finnair’s 
European and Asian flight timetables have a 
wave structure that enables aircraft coming from 

Europe to find a suitable connection from among 
the Asian flights offered, and vice versa.

Helsinki Airport is an efficient and welcom-
ing transit airport. Last year the airport opened 
an Asia terminal, where transit passengers are 
served by a wide range of services, including 
a spa.

From Helsinki, it is just a short trip to Asia. 
Finnair is the only European airline able to fly to 
Asia and back within a day, which enables the 
efficient use of its wide-bodied fleet.

excellent proDuct, quality service
Timetables that serve the customer well are 
the foundation of product superiority. Finnair’s 
timetables facilitate the shortest travel times 
between Europe and Asia. Between Finland 
and European destinations, Finnair applies the 
“home for the evening” concept, whereby busi-
ness travellers can make a journey from Fin-

land to the rest of Europe and yet be home for 
the evening.  

In traffic between Europe and Asia, Finnair 
offers more than 800 route combinations. In 
its domestic market, Finnair has direct con-
nections from Finland to around 50 interna-
tional and ten domestic destinations. Partner 
networks complement Finnair’s flight offering. 
Finnair, moreover, belongs to the oneworld al-
liance, which expands its route and service of-
fering significantly.

Finnair is one of the world’s most punc-
tual and reliable network airlines. 90 per cent 
of Finnair flights arrive on schedule. The most 
common reason for delays is the congested air-
space over Europe.

An important element of Finnair’s quality 
is high-class service on flights. This culminates 
in long-haul flights’ business class, which has 
lie-flat seats. The jewel in the diverse cuisine •

jatkuu seuraavalla sivulla •

Operating profit, EBIT*
EUR million 

Return on capital employed (ROCE) 

%

Unit revenues and  
costs in flight operations
change, %  – Unit revenues, c/RTK      – Unit costs, c/RTK

Adjusted gearing
%

Number of passengers
million passengers– Domestic– International 

Passenger load factor
%
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2009 2008 2007 2006 2005

Flight hours 207,178 232,389 228,487 211,813 202,070

Flight kilometres, 1,000 139,835 155,300 147,094 133,890 125,410

Available seat kilometres, mill. 26,260 29,101 26,878 23,846 23,038

Revenue passenger kilometres, mill. 19,935 21,896 20,304 17,923 16,735

Passenger load factor, % 75.9 75.2 75.5 75.2 72.6

Available tonne kilometres, mill. 3,920 4,485 4,074 3,602 3,400

Revenue tonne kilometres, mill. 2,298 2,545 2,365 2,100 1,940

Overall load factor, % 58.6 56.7 58.0 58.3 57.0

Passengers, 1,000 7,433 8,270 8,653 8,792 8,517

Cargo and mail, 1,000 kg 89,234 102,144 98,684 93,807 90,242

finnair traffic information 2005–2009

offered by business class is Finnair’s award-
winning wine cellar, which clearly distinguishes 
the airline from its competitors. A high-quality 
range of entertainment is also offered to econ-
omy class passengers.

a moDern anD efficient fleet  
Finnair’s fleet is one of the most modern in the 
world, with the newest of the aircraft flying on 
long-haul routes. 

Fuel costs constitute the largest item of an 
airline’s cost structure. A fuel-efficient fleet is 
an important factor in managing an airline’s 
costs. Finnair’s new Airbus long-haul aircraft 
consume tens of per cent less fuel than their 
predecessors.

The technical reliability of aircraft and pleas-
ant cabin areas are important to both the custom-
er and the airline. Revamped cabins and inflight 
services are among the best in the sector. 

The commonality of the fleet also contrib-
utes to cost-efficiency. Relying on only a few 
aircraft types boosts crew utilisation and brings 
flexibility to capacity management. 

A modern fleet is a prerequisite for the suc-
cess of an airline. That’s why companies invest 
in new fleet, if only they have the financial ca-
pacity to do so. Finnair’s balance sheet is strong, 
despite the difficult times for the sector and the 
large investments the company is making.

a financially sounD company  
Finnair is a financially sound airline. Balance 
sheet key figures are strong. The cash position 
and equity ratio are also good. In 2009 Finnair 
issued a 120 million euro hybrid loan, which re-
duced gearing. The company’s gearing is among 
the lowest of European airlines.  

Amid strong fluctuations in demand, capac-
ity has been adjusted and operational efficiency 

programmes implemented. In financial arrange-
ments for investments, alternatives have been 
utilised that have kept the company’s financial 
costs in check.

cost-efficient structure
Finnair’s cost structure is competitive compared 
with other network airlines. The company has 
continually sought more cost-efficient operat-
ing practices. The results are evident in im-
proved productivity through altered processes. 
Amid the difficulties of the sector, Finnair has 
agreed with its personnel on stabilisation agree-
ments by which rising costs have been kept un-
der control.

In 2008–2010 Finnair has under way a 200 
million efficiency programme, of which clearly 
more than half has already been implemented. 
Part of the savings targets are fixed-term, part 
are permanent structural changes. The organi-
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Seats Number Owned Leased Average age

Airbus A319 105–123 11 7 4 8.5

Airbus A320 111–159 12 6 6 7.7

Airbus A321 136–196 6 4 2 9.2

Airbus A330 271 7 6 1 0.6

Airbus A340 269 5 5 0 4.7

Boeing B757 227 7 0 7 10.9

Embraer 170 76 8 4 4 4.0

Embraer 190 100 10 6 4 2.4

TOTAL  66 38 28 6.1

 finnair group fleet 31 march 2010

sational change implemented last autumn has 
improved operational efficiency and simplified 
the company’s structure.

Profit improvement programmes are imple-
mented particularly in financially difficult times, 
but continuous structural change in a changing 
operating environment as well as improving op-
erational efficiency – without endangering qual-
ity – are absolute necessities.

focusing on core business
Finnair’s core business operations are sched-
uled and leisure traffic. The Finnair Group struc-
ture has been developed in a goal-directed way. 
Functions that were not the airline’s core busi-
ness have been sold, including, for example, 
hotel and restaurant operations and part of the 
Group’s package tour production and ground 
handling services.

Outsourcing has taken place in operations 

where it was sensible to do so in terms of the op-
erating environment and competition dynamics. 
Networking with service providers and other air-
lines brings flexibility to structures and enables 
the proportion of fixed costs to be reduced.

finnair’s vision 2017
In 2007 Finnair prepared a long-term vision ex-
tending to 2017. In accordance with the vision, 
Finnair’s goal is to be the airline of choice of the 
quality and environmentally aware flight pas-
senger in intercontinental traffic of the north-
ern hemisphere. Finnair will implement a growth 
strategy based on increasing demand in Europe–
Asia traffic, and in the future also in traffic be-
tween North America and Asia.

the next 85 years
To mark the 85th anniversary of its founding, 
Finnair published an account of the future, out-

lining the possible course of Finnair and air trans-
port up to the end of this century. With this work, 
Finnair is contributing to a discussion of the fu-
ture opportunities for air transport.  

In the book, a number of international ex-
perts from different fields ponder the kind of 
aircraft that will be flying in the future and the 
energy sources they will use. 

We cannot affect the past, but we can influ-
ence the future. The best course is to set targets. 
The future is a strategic intent.

OH-LBR
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One of the mainstays of television en-
tertainment is reality TV. These pro-
grammes, which all seem to operate 
on the principle of successive elimi-
nation and expulsion, keep millions 
glued to TV screens. All sorts of eve-
ryday ups and downs are experienced 
by ordinary people in their own lives. 
Perhaps that’s why the emotions of 
the evictees and evictors in these pro-
grammes are of so much interest to 
TV channel surfers.

Last autumn the hunt was on to fill 
the Finnair Group’s most senior post, 
namely its President & CEO, the per-
son whose task it is to find for Finnair 
profitable business opportunities. In 
headhunting Finnair’s new President & 
CEO, the familiar reality TV approach 
was not applied. I present, however, a 
type of competition by which airline 
leaders might be distinguished from 
butterfly collectors.

0 0 0

First we’ll select for the game a group 
of ambitious candidates who have seen 
something of the world. As a warm-up 
exercise, we’ll have a building block 
test. In strategy, Group structure plays 
a key role. The test will be performed 
with bricks, some made of solid iron, 
some of wood and some of expand-
ed polystyrene. Some of them will be 
magnetised, so that they attract some 
bricks and repel others. It’s precisely 
like this that an airline’s various units 
work; their ability to cooperate is in 
direct proportion to the hardness of 
their heads and the softness of their 
hearts or vice versa.

The bricks must be arranged so that 
they are compatible with each other, 
while others that don’t fit the overall 
picture must be excluded. Some parts 
can be split if that helps them fit bet-
ter. The winner of this stage of the 
game will be the one whose structure 
rises into the air tied to five May Day 
balloons. 

Those who survive will move on to 
the next task, which will examine ba-
sic business management skills. We 
don’t want at the helm of the com-
pany a mere brick juggler, who with 
a few corporate tricks will deliver a 
quick return to the shareholders. In 
order to succeed, the competitor must 
manage the development of product 
superiority and identify the strategic 
competitive advantage.

The candidates will be given start-
ing capital and a hotdog stand to pull 
behind them. The hotdog stand hold-
ers will compete with each other. In 
addition, to distort competition, the 
organisers will erect stands that will 
sell hotdogs at half price. 

To succeed, the competitors must 
adopt the correct strategic position and 
ensure that the hotdog product gives 
the best value for money. At the end of 
the day, revenue and market share will 
be calculated.

0 0 0

In the cost management stage of the 
competition, the players will be set to 
earn a living as street musicians. The 
players will be given a punctured accor-
dion and a plastic cup. To heighten the 
challenge, the bellows of the accordion 
will be made stiff and inflexible. A hole 
in the bellows will make it difficult to 
play in tune, with a corresponding im-
pact on income from playing. 

Teamwork will put networking skills 
to the test. In the contest, the players 
will plot behind each others’ backs, con-
cluding various secret alliances famil-
iar from TV adventure games in order 
to expel some of the competitors from 
the field of play. Are confidential ties 
a better option in the long run than a 
momentary benefit achieved through 
collective action? 

0 0 0

The last task will be to run at a mov-
ing goal. The purpose will be to ascer-
tain the candidates’ ability to adapt to 
surprising changes. Cost factors out-
side their control will be represented 
by concrete boots cast onto the can-
didates’ feet.  

When running, the players will have 
to be able to explain to different target 
groups, fluently and in three languages, 
how the competition is going. On the 
way, there will be a table at which each 
competitor must negotiate an agree-
ment with personnel. nearby will be 
representatives of the media who will 
shout: “Fight, fight, fight…!”

The competitor who has the best 
agreement in their pocket and who 
reaches the finishing line first will be 
crowned the airline’s President & CEO. 
The player who has survived this far will 
have what it takes to lead the company 
successfully while balancing the inter-
ests of different interest groups.

On the trail of 
a top manager

Column

tANElI HAssINEN
V ICE PR ESIDEn T

FInA nCI AL COMMu n ICAT IOnS 
A nD In V ESTOR R EL AT IOnS

FIn nA IR PLC
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 except for one good year, the upheaval in air transport continued throughout the entire decade. What has to 
happen to make air transport a profitable business? text taneli hassinen

harD times  
call for change

t he last decade was a road of sor-
rows, an Avia Dolorosa, for air 

transport. Only in 2007 was the sec-
tor profitable, and it was then that 
Finnair made a record result.  

During the other years, sector losses 
worldwide totalled 50 billion uS dol-
lars. Finnair, on the other hand, has 
had good years other than 2007, largely 
due to its Europe–Asia strategy.

In 2008 the recession struck quick-
ly. Many industrial sectors made cut-
backs and the adjustments were huge. 
For some the problem was finance, for 
others a collapse in their market. The 
knock-on effects in terms of a decline 
in passenger air travel and cargo de-
mand were massive. 

f irstly, business travel crashed by sev-
eral tens of per cent. From the end 

of 2009, household purchasing power 
weakened as unemployment grew and 
leisure travel also began to decline af-
ter a certain delay.

In cargo demand, the first waves of 
the recession were evident in spring 
2008, when the slide in worldwide cargo 
traffic began. Finnair’s cargo demand 
experienced sharp declines only at the 
end of 2008, because 90 per cent of 
Finnair’s cargo operations is linked to 
the Asian market, which maintained a 
higher level of demand for longer than 
other markets.
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As demand declined, airlines cut 
their capacity and left their aircraft 
unused or flew them with lighter flight 
programmes. The air transport mar-
ket already had overcapacity before the 
downturn. The collapse in demand in-
creased excess capacity further, which 
reduced the average price of flight tick-
ets on an unprecedented scale.

t he sharp decline in turnover in a 
sector with thin profit margins 

requires fast action also on the cost 
side. The air transport sector is one 
of large fixed costs and bringing the 
entire cost base to a lower level always 
takes time. 

The network airlines have endeav-
oured to alleviate this problem during 
the last 20 years through substantial 
outsourcing arrangements, which have 
improved their flexibility to adjust rap-
idly to changing conditions. 

Many long-established companies 
still have inflexible structures that re-
sist adjustment. In the case of several 
other airlines, structures have only been 
adjusted through bankruptcy, mergers 
or acquisitions.

The budget airlines’ situation in this 
respect has been more favourable. The 
best of these airlines have possessed the 
necessary flexibility factors since their 
foundation. The price level of budget 
airlines, however, has been too low for 
many companies and they have not 
been able to make the business mod-
el work. Some of the companies have 
gone bankrupt.

t he business models for network 
airlines and budget airlines differ 

from each other. network airlines route 
their passengers through their opera-
tional centres, namely hubs, and thus 
create connections between numerous 
pairs of cities. The budget airlines, on 
the other hand, sell their flights indi-
vidually and do not guarantee con-
nections, even on the company’s own 
network.

There is also a significant differ-
ence in earnings logic. The network 
airlines have until recently included 
nearly all services connected with air 
travel in the price of the flight ticket. 
In the budget airline concept, the basic 
price of a ticket is lower, but it includes 
only the actual flight itself. Other serv-
ices – starting with check-in – are paid 
for separately.

Changes in the market and in con-
sumer behaviour have challenged the 
traditional divisions within airlines. 
Customer segments are not so clear-
ly distinguished as before. On short 
flights, economy class has both business 
passengers and leisure travellers.

Business class demand in traffic 
within Europe has declined, but at the 
same time frequent flyers are being in-
creasingly attracted by business class 
in long-haul traffic and all the services 
it offers. It seems that customers wish 
to increase their options in terms of 
the product package and are willing 
to pay for this.

Air trAnsport constitutes,  j
together with telecommu-
nicAtions And movements 
of cApitAl, the blood 
circulAtion, breAthing And 
metAbolism of globAlisAtion. 

p roducing every service component 
creates costs for an airline. To main-

tain services in an environment of fall-
ing ticket prices, airlines are shifting 
to various service palettes from which 
the customers can select the services 
they want. This is particularly so in 
economy class. There are also passen-
gers who are ready to pay for a com-
prehensive service. This is what busi-
ness class offers.

Budget airlines have been pricing 
their services separately for a long time. 
network airlines have also started to 
charge for services, such as the trans-
portation of baggage. Sales of meals 
and drinks have a much longer tradi-
tion on many airlines.

Some uS airlines charge for a sec-
ond item of baggage separately, while 
others already charge for the first item. 
Also service contacts between custom-
ers and airlines have been priced sep-
arately. Personal service on the tele-
phone, at a ticket office or check-in 
desk are priced differently from self-
service options.

a irlines strive both to price their 
services and to achieve additional 

sales on the aircraft both before and 
after the flight. The customer is in the 
airline’s hands during the journey and 
customer contact is always valuable.

Frequent-flyer schemes are also in-
cluded in this part of the earnings log-
ic. Opportunities to collect and use 
points are being developed so that cus-
tomers can acquire and spend points 
when using other services in addition 
to flying.

The air travel environment is chang-
ing into an increasingly complex entity 
in which air transportation itself repre-
sents only the backbone of the service. 
The airline runs a value chain in which 
revenue arises via various cooperation 
networks. At the same time, customers 
are offered a range of various options 
from which they can choose the serv-
ices they desire.

a ir transport constitutes, togeth-
er with telecommunications and 

movements of capital, the blood circu-
lation, breathing and metabolism of 
globalisation. Distances do not restrict 
opportunities for human interaction. 
Contact on various levels is possible 
using present structures.

Airlines must operate profitably in 
internationally competitive markets. 
To be competitive, airlines must make 
their structures more flexible and cut 
their costs and develop business mod-
els based on customers’ needs.

As economic activity picks up, air 
travel and cargo demand will grow once 
again. Future economic cycles might 
be surprising in terms of their timing 
and form. For this reason, the airline 
must leave the current recession healthy 
in terms of its operating practices and 
structures.
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 how does an airline meet the challenges brought by fluctuating demand? What are the keys to the future of an 
86 year-old network airline? how can one survive in the global competition of air transport? as we enter a dif-

ficult and partly unknown landscape for air transport, an airline’s survival guide is outlined below. We in Finnair do 
not only believe in the company’s survival but also in its success. everything depends on a good strategic foundation.  
come along on the ride! text taneli hassinen

 
rising again out of the mists

a mid the sector upheaval, an ef-
fective strategy has been the key 

launchpad for future progress. The glo-
bal economy and business models are 
changing rapidly. It is no longer enough 
for a strategy to work today. Visions 
must be more far-sighted.

Two and a half years ago, Finnair for-
mulated its vision up to 2017. Finnair’s 
goal is to be the airline of choice of the 
quality and environmentally aware flight 
passenger in intercontinental traffic. 
The northern hemisphere is the des-
ignated home area. Geographical lo-
cation is a competitive advantage that 
others cannot copy.

Therefore, not the biggest, but the 
best. For nearly the whole of the last 
decade, Finnair was the fastest grow-
ing European airline in Asian traffic. 
The shortest and fastest connections 
between Europe and Asia run via Hel-
sinki. A similar Helsinki-centred ax-
is also exists between north America 
and Asia.  

finnAir flies with the  j
world’s most modern 
long-hAul fleet. new 
technology reduces fuel 
consumption And emissions.

Customers have rated Helsinki Air-
port as one of the world’s best for many 
years now. A new Asian terminal was 
opened in December 2009, featuring, 
among other things, a spa and numer-
ous other services for passengers who 
change flights at Helsinki. And transit 
times at Helsinki are really short.

Finnair flies with the world’s most 
modern long-haul fleet. Investments in 
the fleet have been made. new technol-
ogy brings efficiency to fuel consump-
tion and reduces emissions.

m ajor changes have occurred in 
a short time in the airline’s op-

erating conditions and environment. 
These changes require both the appli-
cation of strategy as well as the contin-
uous updating of operating practices. 
Sometimes the strategy itself has to be 
adjusted if the business model’s pre-
conditions have changed.

A good strategy alone is not enough, 
its assiduous application and an ability 
to adjust to changes are also needed. 
An airline must be agile in its actions 
so that it can react to various demand 
fluctuations sufficiently quickly and 
effectively.

Finnair has set three main goals 
that the airline will pursue in order 
to emerge as a winner from the eco-
nomic downturn.
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“The most important thing is to take 
care of the company’s financial state. 
Secondly we will update our strategy 
and seek the best means to implement 
it. Thirdly, together with our personnel, 
we will search for operating practices 
by which our common objectives will 
be achieved,” explains Finnair’s new 
President & CEO Mika Vehviläinen.

t o attend to its profitability, Finnair 
has prepared a 200 million euro 

result improvement programme, which 
includes savings and operational effi-
ciencies as well as measures to boost 
turnover. Stabilisation agreements have 
been made with personnel. These have 
provided flexibility in the use of labour, 
which in turn will generate savings of 
tens of millions of euros.

In a recession, many airlines’ greatest 
concerns are cash flow and liquidity. In 
preserving cash flow, an airline might 
jeopardise its profitability. Adjusting 
cost levels to match falling turnover 
is often difficult.

Cost management is easier when op-
erations are growing than when they 
are falling. Turnover declines for two 
reasons: falling volume and a lower aver-
age price. Moreover, there are elements 
in the air transport cost structure that 
are easier to adjust than others. 

Variable costs can be reduced with 
capacity cuts, but in the airline busi-
ness the proportion of fixed costs is 
exceptionally high. For example, per-
sonnel reductions can be used to ad-
just to declining traffic. In response to 
falling flight and cargo prices, the unit 
price of work must be lowered, which 
is by no means simple. 

together with personnel  j
we Are seeking operAting 
prActices, by which joint 
goAls will be Achieved.

Finnair’s goal-directed emphasis on 
Europe–Asia traffic since the begin-
ning of the millennium has proved 
to be effective during the decade. This 
traffic stream running through Hel-
sinki will also remain at the core of 
Finnair’s strategy in the future. The 
focus of demand is moving eastward. 
now the term Asia–Europe traffic is 
more to the point.

In the middle of the last decade, 
Finn air’s Asian network was restruc-
tured. After the change, the airline now 
flies to all destinations non-stop. At 
the same time, most Asian destina-
tions now have a daily service. The re-
structuring has improved the product, 
particularly from the business travel-
ler’s perspective, and has also reduced 
operating costs.

The network, however, is continu-
ally subject to re-examination. In the 
airline business it is difficult to succeed 
alone. We have to consider whether 
a partner could handle some part of 
the network more efficiently. In Eu-
rope there are several destinations from 
which a good partner could feed pas-
sengers into Finnair’s Asian flights and 
vice versa.

t he sector upheaval is also evident in 
the development of airline person-

nel. The network airlines have produced 
most of their services as part of their own 
operations. Expertise has accumulated 
in long-established companies.

But there is also expertise outside 
the airline structures. Service provid-
ers focusing on some specialised area 
of air transport have entered the mar-
ket. Ground handling, catering and 
aircraft maintenance are typical exam-
ples. Partnership networks can achieve 
the flexibility that strong fluctuations 
in air traffic as well as the structure of 
traffic require.

The airlines themselves also have di-
verse expertise that they wish to keep 
in their own hands. Strategic planning, 
service, sales and marketing, and pricing 
are examples of areas of expertise that 
are essential for an airline’s competitive-
ness. Operational expertise, too, has an 
impact on an airline’s success.

In Finnair, human resources exper-
tise is developed in key business areas. 
It is part of a more extensive package in 
which the organisational culture is tak-
en towards more a customer-oriented 
management system and way of oper-
ating. In a good culture, both custom-
ers and personnel feel at home.

efficiencies through  
a new structure
In autumn 2009 Finnair implemented an organi-
sational change in which the Group’s scheduled 
traffic and leisure flight operations were central-
ised in a unified Airline Business organisation. 
The new structure creates closer cooperation be-
tween operations and Group Administration.

Finnair’s business activities are now divided 
into five operational entities: Sales & Marketing, 
Operations, Customer Service, Travel Services 
and Aviation Services. Support functions are 
Economics and Finance, Human Resource Man-
agement, Communications and Public Relations, 
Resource Management, Business Development 
and Legal Affairs.

The aim of the change made on 1 October 
2009 is to improve management of the service 
product and its sales as well as the more efficient 
use of resource planning and production man-
agement. The reorganisation of operations clari-
fies areas of responsibility and generates cost 
savings. The reorganisation has reduced the need 
for personnel by around 200 employees.

Through the change, Leisure Traffic is no 
longer one of the Finnair Group’s externally re-
porting business areas. The primary segments 
according to IFRS reporting are Airline Business, 
Aviation Services, Travel Services and Other Op-
erations. The Airline Business segment includes 
Finnair’s cargo business and the fleet company 
Finnair Aircraft Finance. Aurinkomatkat–Sun-
tours has become part of Travel Services.
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 air cargo traffic lives on the pulse of the global economy. cyclical fluctuations in the economy are often strong-
ly reflected in cargo demand. Signs of better times are now evident. text taneli hassinen

cargo recovers quickly 
from recession

c argo volumes shift up and down 
with the global drivers of demand. 

The very first inklings of future trade 
cycles are usually reflected in cargo.

“After a difficult year for air trans-
port in 2009, air cargo demand is re-
covering quickly. Companies are re-
plenishing their depleted stocks and 
this translates into a rapid growth of 
cargo traffic volumes. Our goal is to 
begin our own cargo aircraft traffic 
between Asian destinations and Hel-
sinki,” says Finnair’s SVP Cargo An-
tero j. Lahtinen.  

There has been a huge fluctuation in 
cargo demand. In 2008 Finnair Cargo 
Oy reported an excellent result. Even so, 
in the final months of 2008, cargo vol-
umes fell by double-digit figures com-
pared with the previous year.

2009 was a difficult year for the 
whole of air transport. Air cargo de-
mand declined most in the spring, 
when in the worst months the level 
of tonnes carried fell by more than 
20 per cent.

Air cargo traffic lives on  
investment and on the  
consumer durables market. 
In the picture Mika Pernu 
and Sami-Pekka Koskinen.
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The collapse of the cargo market 
was naturally also reflected in market 
prices. The price level of air cargo fell 
by 30 per cent from the previous year. 
There was instantly massive overcapac-
ity on the market.

a t the beginning of 2009, substantial 
adjustment measures were made in 

Finnair’s cargo operations. The number 
of operational personnel was reduced 
through redundancies and temporary 
lay-offs.

“By cutting jobs it was possible to 
adjust to a huge reduction in volume, 
particularly at the cargo terminal. The 
weakening of cargo transportation pric-
es also had a big impact on profitabil-
ity. Adjusting to that was much more 
difficult,” says Lahtinen.

At the beginning of December 2009, 
warehouse operations were transferred 
to Suomen Transval Oy. The arrange-
ment involved the transfer of around 
130 warehouse employees to the new 
employer, whose core business is cargo 
terminal and warehouse operations.

“The transfer of business has given 
us flexibility in the resourcing of ware-
house operations. We have managed 
to change our fixed costs to variable 
costs and to safeguard our long-term 
competitiveness.”  

a ir cargo traffic lives on invest-
ment and on the consumer du-

rables market. Asia’s national econo-
mies are growing faster than the rest 
of the world. The GDPs of China and 
India, for example, are rising at a rate 
of 6–8 per cent per year.  

Industrial products also find their 
way to markets outside Europe, which 
further increases air cargo demand. 
As demand and output recover, stocks 
depleted during the recession will be 
replenished, which will be evident in 
a rise in cargo volumes and demand, 
particularly in traffic directed from 
Asia to Europe.

“In China the recession was really 
only a sneeze. Strong economic growth 
helped China recover quickly from the 
downturn. Demand is growing in the 
air cargo market and there is a need for 
additional capacity,” explains Finn air 
VP Sales Pertti Mero.

In japan, cargo demand declined 
sharply in the autumn of 2008 and 
began to recover in the summer of last 
year. South Korean cargo demand has 
recovered quickly due to a favourable 
exchange rate and market structure. 
South Korean industrial production 
is heavily weighted towards consum-
er products, demand for which is re-
covering fast.

The Thai capital Bangkok acts as a 
hub for Southeast Asia, offering good 
connections to and from Vietnam, Cam-
bodia and Laos.  

“Many internationally renowned 
brands have relocated manufactur-
ing to these countries. Consumption 
of these products takes place elsewhere 
in the world, however, which increases 
cargo demand,” Mero says.

Air cArgo mArket demAnd  j
is growing And AdditionAl 
cApAcity is needed.

o f the nordic countries, the sit-
uation in Sweden is better than 

in Finland, due to the wider product 
range of Sweden’s export industry. De-
mand is directed mainly from Asia to 
Europe.

Due to increased demand, Finnair 
is exploring the possibility of starting 
cargo aircraft operations from the main 
Asian cargo centres to Helsinki. 

“Growing cargo demand in the 
Asian market gives us the opportuni-
ty to expand capacity. Demand is di-
rected from Asia mainly to northern 
Europe, which is our domestic mar-
ket,” says Lahtinen.

As demand and production 
recover from recession,  
depleted stocks are filled 
once more.
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Finnair holds several trump cards, which won’t lose their value even when the company encounters the sever-
est turbulence. text Marjo hellman and Maria Mroue

finnair’s  
trump carDs

EffEctivE AsiA 
strAtEgy
Reverse China phenomenon

1 Finnair’s effective Asia strategy 
has great impact on both the com-

pany and the whole of society. The im-
pact of Asian business on employment 
is remarkable. Finnair is reporting a 
reverse China phenomenon: jobs are 
not flowing from Finland to China, 
but in the opposite direction.

- By 2007 the Asia strategy had em-
ployed nearly 3,500 people.

- 23 per cent of the growth in passen-
gers on international flights at Helsinki 
Airport comes from Asian traffic.

- Finnair’s Asia strategy generated 
3.7 per cent of Finland’s GDP growth 
in 2002–2007.

Without its effective Asia strategy, 
Finnair would have atrophied into a 
regional operator. Finnair’s ten-year 
goal is to build, in addition to a Eu-
rope–Asia axis, a second axis between 
north America and Asia.
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viA HElsinki
The most direct, shortest and lowest 
emission route to Asia

2 Via Helsinki means the shortest 
possible route between Europe 

and Asia: the most direct route between 
Europe and Asia runs via Helsinki Air-
port. The route is also the ecological-
ly most sensible way of travelling to 
Asia. A flight from Berlin via Helsinki 
to Tokyo produces 84 kilos less carbon 
dioxide emissions per passenger than 
a flight via Frankfurt.

When flying via Helsinki to Asia, 
passengers are travelling all the time in 
the right direction. Moreover, a stop-
over in the right place reduces emis-
sions, because fuel is not consumed 
carrying the extra fuel necessary for 
a direct flight. 

Via Helsinki also means efficient air-
craft changes and new airport services. 
In passenger surveys, Helsinki Airport 
is ranked among the very best Euro-
pean airports.

Travel comfort at the airport has just 
been enhanced through new services. 
A fresh, relaxing Via Spa and Finn air’s 
new Via Helsinki Lounge opened in 
connection with a new terminal ex-
tension. 

rEsponsibility
Over 40 per cent emissions reduction 
in 1999–2017 

3 Finnair has always been a respon-
sible and open airline. Finnair con-

tinually works to promote financial, 
social and environmental wellbeing.   

In 2008 Finnair published a social 
responsibility report in accordance with 
the international GRI (Global Report-
ing Initiative) guidelines – one of the 
first airlines in the world to do so. An 
environmental report has been pub-
lished for a decade.

Financial responsibility: A profita-
ble airline is able to invest in modern, 
lower-emission technology and to bet-
ter safeguard jobs. 

Social responsibility: A financially 
balanced airline is also able to bear 
its social responsibility, to safeguard 
and create jobs, and to promote well-
being.  
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futurE  
Wild visions of flying  

5 Finnair is oriented firmly towards 
the future. In its sights are both 

emissions reductions and the wildest 
visions of future flying.  

In public discussion, air transport 
has become a scapegoat for climate 
problems. In reality, flying is an incom-
parably efficient form of transport. Fly-
ing is fast and it does not need a large 
infrastructure: the distance travelled 
does not need to be covered by rails or 
asphalt, which promotes, for example, 
the maintenance of species diversity 
and the retention of agricultural land. 
Air transport is, of course, responsible 
for its emissions, and IATA’s goal is 
emission-free flying by 2050. 

At the end of 2008, to mark the 
85th anniversary of its founding, in-
stead of a history Finnair published an 
account of the future, outlining what 
flying might look like 85 years into the 
future, in 2093. Produced in coopera-
tion with aircraft manufacturer Airbus, 
among others, the book “Departure 
2093 – Five Visions of Future Flying” 
envisioned, for example, an emission-
free aircraft whose electricity is gener-
ated by solar panels and all of whose 
materials are fully recyclable. 

The account of the future attracted 
commendation and interest all over 
the world and it also won an interna-
tional PR award as the best publica-
tion of the year. 

 

ModErn flEEt
An airline’s greatest  
environmental act

4 The most important environmen-
tal act an airline can make is to 

invest in a modern fleet because, like 
direct routes, modern aircraft reduce 
environmental loading substantially. 

At the turn of the decade, Finnair 
can boast the world’s most modern 
fleet. The company’s long-haul fleet 
modernisation has just been complet-
ed, while the European fleet was mod-
ernised earlier. 

A modern fleet loads the environ-
ment less, because new aircraft consume 
less fuel than older aircraft. 

In addition, the maintenance needs 
of new aircraft are lower, and their de-
parture reliability is higher, which im-
proves punctuality and reduces flight 
cancellations. Statistics, moreover, show 
that Finnair is one of the world’s safest 
and most punctual airlines. 

Finnair has also standardised its fleet, 
which boosts crew utilisation efficien-
cy and reduces the need to maintain 
maintenance preparedness for many 
types of aircraft.

Environmental responsibility: The 
company continually collects informa-
tion and is committed to reducing its 
environmental effects.

In the period 1999–2017 Finnair will 
reduce emissions by 41 per cent per 
seat and hundred kilometres. 

Finnair also takes preventive action 
against adverse environmental effects by 
favouring in new acquisitions the best 
technology and by changing its oper-
ating practices in a more environmen-
tally friendly direction. Furthermore, 
Finnair promotes sustainable tourism 
and takes ethical perspectives into ac-
count when selecting its contractual 
partners. 

Finnair wishes to be among the 
world’s leading airlines in environ-
mental matters.
Read more in the Responsibility section.
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 the Finnair plus frequent-flyer programme was introduced in 1992, and the first plus points were awarded 
around three years later. the concept has been effective, but over the years it has been fine-tuned to suit the 

times and the clientele. nowadays members can accumulate Finnair plus points even through house sales and clean-
ing services. text päivi huuhtanen

finnair plus – a part 
of everyDay life

Finnair PlusShop is an internet shop where you can pay for 
your purchases with Finn air frequent-flyer points, money or  
a combination of both (www.finnairplusshop.com).
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The Finnair Plus programme has four 
tiers: Basic, Silver, Gold and Platinum. 
Points can now be collected and used more 
flexibly, which should make rising up the 
tiers easier.

t he Finnair Plus frequent-flyer pro-
gramme has changed in a more 

comprehensive direction by adding to 
the partner network companies that are 
present in customers’ everyday life, not 
only when they travel. Finnair Plus mem-
bers who travel less often have particu-
larly expressed the wish for alternative 
ways to both use and earn points.

“We want to be involved across the 
entire spectrum of our customers’ lives. 
In Finland we have focused on cooper-
ating with the finest companies in their 
respective fields, and the work to find 
new partners is still under way both in 
Finland and at all of Finnair’s foreign 
destinations,” says Mikko Tuomainen, 
who is responsible for the frequent-
flyer programme.

At the beginning of 2009, more than 
100 new partners from thirty countries 
were added to the points programme. 
Members can currently earn points in 
areas ranging from car maintenance to 
real-estate agency services. In addition, 
rewarding customers has been facilitat-
ed by new ways of using points. 

“Points can now be used like cur-
rency, as members can now combine 
points and money when making their 
award purchases. now small numbers 
of points can be utilised better, for ex-
ample by using the PlusShop,” explains 
Tuomainen.

The Finnair Plus frequent-flyer 
programme has around one million 
members in Finland and half a mil-
lion members abroad. In the 2010 re-
form, the limits of the different Finnair 
Plus tiers will change and significantly 
fewer points will be required to reach 
a higher tier. In addition, customers 
will be offered a more flexible service, 
as points can be transferred between 
family members.

e ven the very first point is usable 
currency for Finnair’s frequent 

flyers. Originally members collected 
points by buying Finnair flights, and 
then could use the points to pay for 
flights and hotels. Flexibility was add-
ed to the use of points when the Plus-
Shop and the Any Seat Reward were 
introduced in 2009. 

Originally the Finnair Plus frequent 
flyers programme focused on offering 
services and benefits related to trav-
el. nowadays Finnair’s frequent-flyer 
programme also offers other means 
to use points; in june 2009 Finnair 
became the first European airline to 
open an internet shop, which enables 
points and money to be combined, and 
thereby ushered the use of frequent-
flyer points into a new age. 

finnAir’s frequent flyers  j
Are the first in europe  
to be Able to buy flights  
with A combinAtion  
of points And money.

t he Finnair Plus internet shop 
opened in june 2009. From the 

shop, members can buy products with 
Plus points alone, with money, or with 
a combination of both. Members can 
themselves adjust the ratio of points 
and money used to make purchases, 
according to how many points they 
wish to use.  

Paying with points requires Finn air 
Plus membership and registration, but 
those who do not belong to the fre-
quent-flyer scheme can also buy prod-
ucts in the Finnair PlusShop. Currently 
the shop has a range of around 2,000 
products – and the product range is 
growing fast. The expansion of the 
product range during the autumn has 
resulted in a multiplication of both 
visitor numbers and sales.

The PlusShop product range is 
marked by quality: the internet shop 
offers products by Finland’s leading de-
signer labels, such as Marimekko, Iittala 
and Hackman, as well as renowned for-
eign brands such as Samsung, Xbox and 
Design House Stockholm. The range of 
products is extensive: from restaurant 
vouchers and design furniture to LED 
televisions and mobile phones. 

 

c ombining points and money is nat-
urally also possible when purchas-

ing tickets. Finnair is the first airline 
in Europe to offer its frequent flyers a 
service in which flights can be bought 
with a combination of points and mon-
ey. The service goes by the name Any 
Seat Reward.

“The idea to develop the PlusShop 
and the Any Seat product has come 
directly from our frequent flyers, who 
have wished for wider opportunities 
to use their points,” says Mikko Tuo-
mainen, who is responsible for the fre-
quent-flyer programme.

Both the Any Seat flight booking 
and the PlusShop also serve custom-
ers internationally.

“If someone wishes, for example, 
a Block light to brighten up a British 
evening, they can be sure that the lamp 
will have the correct electricity connec-
tions for the market in question. We 
have the capacity to send PlusShop  
product orders to more than 50 coun-
tries," says Tuomainen.

top 5 branDs in finnair plusshop
Marimekko j

Iittala j

Arabia j

Moomin products j

Fatboy j



22 Logbook

 the environmental effects of flying remain firmly in the spotlight, but is it financially advantageous for an  
airline to invest in environmental work and reduce its emissions? how many euros are customers prepared to 

put on the table in order to fly with less emissions? text Maria Mroue

is responsibility  
gooD business?

Environmental values are strongly linked to quality and passenger comfort. 
Modern planes have lower emission levels, and passenger comfort is highly  
developed, as well. Direct routes save fuel, and take the passengers to their  
destinations quicker. use of a non-crowded airport diminishes the amount  
of excessive emissions – and the passenger enjoys a smooth, seamless journey.
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f innair’s environmental work is long-
term and responsible. The result 

is less emissions and more points in 
various listings, such as the Carbon 
Disclosure Project (CDP), where Finn-
air nearly doubled its score compared 
with the previous year. But is environ-
mental work good business? Do envi-
ronmental arguments help with sales? 
Do emissions cuts bring a single ex-
tra euro from customers into the cash 
register?

“Many companies offer their cus-
tomers the opportunity to offset mon-
etarily the emissions caused by flying. 
We can say that our customers have 
no need to offset their emissions sepa-
rately; by choosing Finnair when flying 
between Europe and Asia they reduce 
their emissions significantly. So we are 
in fact offsetting emissions on the cus-
tomer’s behalf. If the final sum when 
flying with Finnair is accordingly cheap-
er than offsetting emissions separately, 
we occupy a strong position when cus-
tomers choose their airline,” explains 
Matias Sarkkinen, who is responsible 
for Finnair’s sales in Sweden.

i n Sweden environmental issues are 
very much to the fore and, accord-

ing to Sarkkinen, a constant topic of 
discussion. Customers and increasingly 
resellers, too, value an airlines respon-
sibility in environmental matters. En-
vironmental arguments are an essen-
tial element of sales work, but not in 
isolation: they are strongly linked to 
quality and passenger comfort.

“A modern fleet reduces emissions 
– and increases passenger comfort at 
the same time. Short, direct routes re-
duce emissions significantly and save 
the customer time and bother. Helsin-
ki Airport has an important role in re-
ducing emissions; when traffic moves 
smoothly, the customer enjoys at the 
same time efficient, fast transit con-
nections,” says Sarkkinen.

p urchasing decisions are not yet al-
ways based on environmental val-

ues, but they affect quality and image, 
and are therefore significant. Further-
more, an airline that handles its af-
fairs properly opens doors that remain 
closed to others.

“Environmental values are worth a 
lot in terms of image. In this area Fin-
nair’s pioneering role is an opportu-
nity to stand out from competitors in 
a manner valued by customers and to 
make Finnair well known as a com-
pany whose relationship with the en-
vironment is in good shape,” says jani 
Peuhkurinen, who is responsible for 
Finnair’s passenger sales in South Ko-
rea and Thailand.

According to Peuhkurinen, green 
winds are blowing strongly in Thailand 
and South Korea. In Thailand many 
issues have advanced in a more envi-
ronmentally friendly direction, and in 
South Korea greater attention is being 
given to environmental matters: the 
government has just announced its 
60-year vision for green growth.

In South Korea Finnair is also re-
spected as a pioneer and pathfinder. 
In a seminar organised for South Ko-
rean travel industry operators and 
those responsible for business travel, 
Finnair was the only Western compa-
ny invited.

“We hope that your company can 
show South Korea and our companies 
a more environmentally friendly path,” 
said South Korea’s Environment Min-
ister Maanee Lee.

“For us, of course, it is a competi-
tive asset to be a pioneer, but at the 
same time we challenge others to get 
involved in a game where ultimate-
ly there are only winners,” concludes 
Peuhkurinen.

A modern fleet reduces  j
emissions – And increAses 
pAssenger comfort At the 
sAme time.

i n cargo sales we have come across 
situations in which only responsi-

ble airlines which attend to their envi-
ronmental issues are accepted as part-
ners. Others remain mercilessly behind 
closed doors.

“For forwarding companies and dis-
patchers, environmental issues are in-
creasingly important and they are di-
recting sales behaviour more and more. 
Business is done with those whose en-
vironmental affairs are in good shape, 
like here in Finnair,” says Pertti Mero, 
VP Sales, Finnair Cargo.

Mero was responsible until the turn 
of the year for Finnair’s cargo sales in 
japan, South Korea, Australia and new 
Zealand. Mero started in his new posi-
tion as Finnair Cargo’s VP Sales at the 
beginning of 2010.

e nvironmental values are forecast 
to grow in significance, particu-

larly when companies decide on their 
travel, because companies are being 
pressured by their own customers to 
develop their operations in a more sus-
tainable direction.  

“Companies are interested in con-
crete examples. Many companies’ rep-
resentatives have experienced an ‘a-ha 
moment’, when we have demonstrated 
the amounts of emissions for their own 
travel volumes. The more travelling is 
done in a company, the greater the im-
pact,” explains Sarkkinen.

c urrently the value of environmen-
tal work is not measured in euros, 

but in the future the situation may be 
otherwise. Already now, savings are aris-
ing in fuel costs, and to reduce emis-
sions airlines invest in a modern fleet, 
sensible routes and economical flight 
practices.  

In the near future, emissions trad-
ing will make its own contribution to 
directing operations; with a just global 
system, emission trading could improve 
the environmental impact of the sector 
significantly. As the amount of compar-
ison information increases, customers 
will be increasingly able to base their 
choices on emissions. At least those 
operators who are most indifferent to 
these matters may suffer in the market 
through emissions trading and partic-
ularly the responsibility requirements 
of corporate customers.

calculate your journey’s  
environmental loaDing
On the website http://feel.finnair.com, Finnair 
offers companies an emissions calculator with 
which they can calculate emissions precisely for 
their own routes and passenger volumes.
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objective: a viable  
anD growing finnair

m ika Vehviläinen became Finnair’s 
President & CEO at the beginning 

of February 2010. Here are some of his 
thoughts on future prospects.

What kind of company will you be lead-
ing? 

In comparison with the sector, 
Finnair is in good shape and basical-
ly sound. As a long-standing network 
airline, it is fully exposed to chang-
es within the sector. During the time 
of my predecessor, jukka Hienonen, 
many unavoidable changes were made 
to structures and operating culture, and 
their implementation has not always 
been easy. In this context, I would like 
to thank jukka for piloting the com-
pany in difficult circumstances.

What are your priorities?
All of our actions must be based on 

our customers. Our task is to produce 
for our customers a service that they 
are ready to pay for. Our company has 
no source of revenue other than cus-
tomers satisfied with our services. Finn-
air’s customers are increasingly to be 
found outside Finland’s borders. We 
naturally are not in the least forgetting 
our Finnish clientele, who will also be 
important for us in the future.

I have assumed the position of Finn-
air’s President & CEO at a time when 
the airline industry is experiencing its 
deepest crisis. It is important for us to 
purposefully address those issues and 
measures that will enable us to come 
through this period of rapid change. 
Much of the foundation work has al-
ready been done, but many decisions 
still lie ahead. We have, however, a good 
and healthy platform from which to 
tackle the problems that face us.

 “Finnair grew strongly in the last decade and we aim to return to this growth track,” says Mika vehviläinen, 
Finnair’s new president & ceO. text taneli hassinen

Safety is our first priority. On this, 
we never compromise under any cir-
cumstances. Healthy profitability cre-
ates the best possible basis for a cul-
ture of safety. It requires that the com-
pany’s actions are continually assessed 
and developed.

How do you assess that the world econ-
omy will affect Finnair?

Alongside long-term change in the 
sector, we are also in the middle of his-
tory’s worst recession. Although the re-
cession will eventually fade, structural 
change in the sector will remain. 

In the longer term, adjusting to the 
new ground rules of the sector will re-
quire permanent changes, which we 
have already begun to implement. 

 
What opportunities does Finnair have 
to succeed?

We have a good strategy on which to 
build our future. Its key elements are 
the fastest connections between Europe 
and Asia, a service praised by our cus-
tomers, and our fleet, which is one of 
the most modern in the world.  

When we have come through the tri-
als now facing the sector, we will invest 
in future growth. Finnair grew strongly 
in the last decade and we will again aim 
to return to this growth track. 

How does Finnair intend to do better 
than its competitors?

I believe that we still have the oppor-
tunity to remain among the best Eu-
ropean airlines, by working hard and 
doing what’s right. We will build our 
network, services and structure to make 
them more competitive. We intend to 
do things better than our competitors. 
This will be evident in our products, 
services and cost-efficiency.

We now have to implement quickly 
essential actions that will safeguard our 
business in the years to come. The cur-
rent 200 million euro cost-cutting and 
efficiency programme is an important 
part of the plan to see Finnair through 
this difficult period. The stabilisation 
agreements concluded with large per-
sonnel groups are of great help. At the 
same time, we will assess all areas and 
structures of our operations and look 
where we can enhance the provision of 
traffic and services. 

An efficient and profitable airline 
is based on core business operations, 
committed personnel and a network of 
reliable partners. All of us working in 
Finnair’s service chain will participate 
in building an airline of the future. 

 

“Safety is our first priority.  
On this we never compromise  
under any circumstances.”



For Finnair the customer always plays the leading role. The Via Spa, which opened in December, 
offers relaxation before a connecting flight. Saunas and luxury therapies that soothe the body are 
new in the airport world. The seats in the new long-haul business class recline to fully horizontal 
and a new configuration gives more privacy and space. 

Sometimes the play is interrupted by inclement weather and other events. Then a host of pro-
fessionals step onto the stage to support the customers and smooth the course of their journey.
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 the customer is in the leading 
role for Finnair. text Manti 

väätäinen-pereira & Marjo hellman

customer 
is the star

o ne of our customer promises is that 
we fly customers on schedule to 

their destinations. now and then, how-
ever, poor weather or technical faults 
may alter the best laid plans. When this 
happens, a host of stalwart profession-
als step on to the stage to support the 
leading player, i.e. the customer – and 
the journey can continue. 

now all air traffic irregularities are 
handled centrally in Helsinki, thereby 
enabling all the various threads of the 
entire flight network to be pulled to-
gether and an overall view of the mul-
tiple effects and costs of the irregulari-
ties formed.

ncc  The network Control Centre is 
the operations centre controlling all of 
Finnair’s flight traffic. It is responsible 
for a global operating environment, for 
forecasting and monitoring its own pro-
duction space and passenger streams, 
and for identifying the factors critical 
for the reliability of the network. The 
nCC also makes decisions on measures 
to change the network and handles in-
cidents that affect flight traffic.

irre  The Flight Irregularities unit 
consist of two teams: the IRRE team at 
the head office and the ticket office in 
the international terminal at Helsinki 
Airport, which focuses on passengers 
departing from Helsinki and transit pas-
sengers passing through Helsinki. 

IRRE informs and advises airports 
and other relevant parties, such as ca-
tering as well as cargo and baggage 
loading. 

IRRE also notifies and advises in-
terest groups: Finnair Customer Care 
Centres, contact centres and city offic-
es. If necessary, IRRE feeds new flight 
information into the booking system, 
updates passengers’ bookings and e-
tickets as well as check-in formalities 
for new connecting flights.

gcc  The Gateway Control Centre is 
responsible for Finnair aircraft arriv-
ing at Helsinki Airport and it monitors 
traffic actively. The GCC is responsible 
for forecasting the Helsinki gateway’s 
capacity and loading, for prioritising 
traffic in the case of irregularities and 
congestion, and for ensuring transit 
connections within the framework giv-
en by the nCC. 

The unit is also responsible for daily 
cooperation between aircraft parking, 
passenger management and ground 
handling functions and for develop-
ing such cooperation.

gha  Finnair’s provider of ground han-
dling services, i.e. in Helsinki, Ground 
Handling Agent is northport. The GHA 
provides information to passengers al-
ready at the airport, checks in pas-
sengers for possible new connecting 
flights, distributes catering vouchers, 
and arranges, if necessary, hotel accom-
modation and ground transfers. The 
same tasks are handled at destination 
airports by other partners.
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3 IRRE informs Sini and other pas-
sengers about the flight delay by 

text message, e-mail or telephone. IR-
RE is responsible for contacting cus-
tomers when their flight is delayed by 
more than three hours or if the flight 
is cancelled. A text message is auto-
matically sent to passengers when their 
flight is delayed by more than 30 min-
utes but less than three hours. 

IRRE coordinates passengers at the 
japanese end as well as transit pas-
sengers coming to Helsinki from else-
where in Europe who will continue 
with Sini on the delayed flight to To-
kyo. IRRE studies the possibilities for 
reroutings.

5 Sini heads for the airport straight 
from work, because while wait-

ing for the flight she’ll have time to 
enjoy a sauna and relax in Finnair’s 
Via Spa at Helsinki Airport. The spa 
has express therapies for those in a 
hurry, but Sini now has more time to 
spoil herself. 

Luckily there’s no need to reschedule 
the following afternoon’s meeting in 
Tokyo; Sini will make it to the meeting 
okay despite the flight delay. 

4 The nCC notifies the GCC in 
Helsinki of the delay as well as 

GHAs at passengers’ airports in Hel-
sinki, different parts of Europe and 
japan. 

1  Sini Taivas is departing on a busi-
ness trip to Tokyo. She has al-

ready checked in for her Finnair flight 
in good time and is finalising meeting 
preparations at her office. She doesn’t 
yet know that a typhoon buffeting the 
Tokyo area will affect the departure 
timetable of her flight from Helsinki.   

2  The typhoon has been noted in 
the nCC in Helsinki and the spot-

light falls on the movements of the 
entire wide-bodied fleet. The nCC is 
in contact with IRRE, with whom the 
different options are reviewed. Should 
this flight be delayed? Will it have to 
be cancelled? It is decided to delay the 
Tokyo flight departing from Helsinki 
by six hours. 

when much has to be taken into 
account, centraliseD systems help

The weather forecast. j

Aircraft utilisation. How will a flight delay or  j

cancellation affect aircraft utilisation through-
out the network?

Crew working hours. How will crew working  j

hours be filled in accordance with official re-
gulations?  

Airport slots. What is the maximum num- j

ber of flight cancellations per airport, given the 
timetable period?

Finance. What are the delays and cancella- j

tions likely to cost the company?
Arrangements. How can possible reroutings  j

be arranged?
Ground operations. Practical tasks are coor- j

dinated with GHAs, who handle customers at 
airports.  

Schedule. If some technical fault is invol- j

ved, an estimate is made of the time required 
to identify and repair the fault.
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 by aircraft, train or ship? it depends on the journey and the available infrastructure. the environmental  
effects of travelling can be reduced – with a little commonsense. For ethically committed companies, it’s worth 

taking into consideration that choosing the right routes and modes of transport is significant. On the other hand, 
reducing travelling does not automatically reduce emissions. text Maria Mroue

travel  
sensibly

The most modern fleet, shortest routes and uncongested 
home airport reduce emissions by up to 30 per cent.

ECOLOGY
CLASS
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travel  
sensibly

f lying is often characterised as an 
unnecessary luxury and wasteful 

consumption. Yet at the same time, ex-
perts around the world travel to climate 
conferences in Copenhagen, Bali and 
japan – by air. Business travel overall is 
also increasing. Why? Because greater 
progress is made when issues are dis-
cussed face-to-face.

It is not, of course, necessary to visit 
the actual location to handle every is-
sue. Sometimes it is sensible to save re-
sources and hold a telephone or video 
conference. For example, the range of 
services of the Finland Travel Bureau 
includes virtual meetings – TraWell 
Meetings – saving time, money and the 
environment, when the meeting does 
not require a face-to-face encounter. 
The customer can access the virtual 
meetings from their own computer, so 
investments in expensive equipment are 
not required to arrange a meeting.

“Some flying can, of course, appear 
unnecessary, but who will draw the line 
and why?” asks Finnair’s VP Sustain-
able Development Kati Ihamäki.

i n addition to virtual meetings we 
can also speak of virtual travel. It’s 

rare, however, to travel only for the 
sake of travelling; it’s essential to meet 
new people, see and experience oth-
er cultures, to be somewhere with all 
one’s senses.  

“And as ordinary working people 
only have a limited amount of holiday 
time per year, they really must use the 
most efficient forms of transport when 
they travel. Distances within Finland, 
as well as to and from Finland, are 
long,” adds Ihamäki.

Restricting travelling does not sound 
very sensible given that much of the 
world’s economic and social wellbeing 
depends on it. Instead of less travelling, 
the key issue is sensible travelling.

“Wouldn’t it be more sensible for 
companies to announce that they were 
reducing the emissions caused by trav-
elling by a third rather than their trav-
elling by a third? Reducing travel will 
not necessarily reduce emissions, be-
cause uneconomical route choices, the 
carrying airline and form of transport 
have a considerable impact on emis-
sions,” observes Ihamäki.

forms of trAnsport  j
should be integrAted 
AppropriAtely, both in 
pAssenger And cArgo 
trAffic.

t he superiority of different forms 
of transport is continually debat-

ed: rail transport is miserly in terms of 
its climate emissions, but on the other 
hand consumes a lot of non-renewa-
ble resources. Emissions from ships 
into the sea and air are considerable, 
and car traffic both consumes non-re-
newable resources and generates lots 
of emissions. Air transport consumes 
relatively low amounts of non-renewa-
ble resources, but does generate rather 
more emissions in the air.

“The nay-saying debate about the 
different forms of transport is point-
less. The most important thing is the 
sensible use of all forms of transport: 
they should be integrated appropriately, 
both in passenger and cargo traffic,” 
urges Ihamäki.

Every form of travel loads the envi-
ronment in one way or another. More 
relevant than mutual comparison is to 
compare and improve matters within 
one’s own sector.

“If, in some corner of the world, 
there are no roads or rail network, it 
is clearly most sensible to fly. If, on 
the other hand, the infrastructure al-
ready exists, it’s worth making short 
and medium-length journeys by train,” 
explains Ihamäki.

f innair wishes that Helsinki Airport 
would be reachable by train direct 

from Tampere and Turku. From the air-
port we would fly to other countries, 
where we could continue our journeys 
once again by rail.

“But as long as no main line exists 
to Helsinki Airport, customers will de-
mand flights from Turku and Tam-
pere to Helsinki,” says Finnair’s SVP 
Public Affairs and Communications 
Christer Haglund.

Soon Helsinki Airport will obtain a 
rail link, but not a main line. Passen-
gers coming from elsewhere in Finland 
will therefore have to change trains in 
order to reach the airport. unfortu-
nately this will be too much for many 
of them and they will decide to take a 
connecting flight instead.

On the other hand, there is a pro-
posal to build a rail link from Hel-
sinki to Tallinn in Estonia, via a rail-
way tunnel.

“We have already invented boats, you 
know, so it would be a waste to dig a 
tunnel under the Gulf of Finland. If 
the infrastructure already exists, such 
as between St. Petersburg and Helsinki, 
for example, it is reasonable to use it. 
But it makes more sense to cross the 
Gulf by ship,” says Haglund.



30 Logbook concern for the environment has prompted many passengers to think about their flying. but what if a dear 
friend or important family member lives in a country far away? Or if a week in the sun is an irresistible source 

of energy to get you through the dark northern winter? the environmentally aware passenger’s list of things to 
 remember  has three important items: direct routes, modern aircraft and responsible airlines. text Maria Mroue

responsible  
air travel

For a long time, Finnair has offered 
information on its flight emissions to 
corporate customers, and now it is al-
so doing so to private customers, via 
an emissions calculator. Finnair also 
participates in the international Car-
bon Disclosure Project. not all airlines, 
however, have yet decided to commit to 
the comprehensive disclosure of their 
emissions, which means that a stand-
ardised way of reporting has still not 
arisen.

finnAir would like  j
informAtion on emissions  
to be included in All 
booking systems.

i n the future, comparability of emis-
sions in addition to prices will be-

come more important, so there will be 
an increasing amount of information 
available. Finnair would like informa-
tion on emissions to be included in 
all booking systems, in which case it 
would be easy to compare different 
routes and different companies.

“Then everyone could see at once 
how, in terms of the environment, it is 
best to fly via Helsinki from numerous 
European cities to Asia and vice versa,” 
explains Finnair’s VP Sustainable De-
velopment Kati Ihamäki.  

Finnair Group company Amadeus 
Finland Oy, a specialist in travel indus-
try technology and systems, is currently 
working to include emissions data in 
the Amadeus booking system along-
side travel time and price. 

e missions arise from motion, so the 
volume of emissions is higher the 

longer the journey travelled. Travel-
ling from one place to another by the 
most direct possible route saves time 
and reduces emissions.

As the customer, you decide  j
on the kind of Airline you 
support.

Technology is developing continu-
ally, and both for financial and eco-
logical reasons in a less-consuming, 
lower-emission direction. Modern air-
craft therefore consume less fuel and 
produce less emissions than their pred-
ecessors.

Airlines decide whether to invest in 
modern technology, recycle waste ap-
propriately, reduce energy consump-
tion and care for the wellbeing of em-
ployees. As the customer, you decide, 
however, on the kind of airline you 
support.

a t the moment, all information 
about emissions and companies’ 

degree of responsibility are not yet easily 
available in a form that facilitates com-
parison – but the situation is continu-
ally improving. For example, the Global 
Reporting Initiative (GRI) Guidelines, 
used as the model for Finnair’s corpo-
rate social responsibility report, offer 
companies worldwide reporting guide-
lines, and as a result comparing data is 
becoming significantly easier.
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BEIJING. SHANGHAI. HONG KONG. TOKYO.  
OSAKA. NAGOYA. SEOUL. BANGKOK. DELHI. THE FAST AIRLINE BETWEEN EUROPE AND ASIA

CHOOSE THE

TO EXOTIC ASIA.
ECO-SMART ROUTE
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The majestic landscapes with their snow-covered trees and rugged fells  
are breathtaking. untouched nature continues as far as the eye can see.



Travel 33 lapland offers lots of options to 
nature lovers. Ski hiking in the 

ylläs and levi landscapes is good for 
mind and body. text Sanna leskinen

winter 
wonDerlanD

t he landscapes around Kellostapu-
li gorge in Ylläs, Finnish Lapland, 

set my knees aquiver. Spruce trees are 
covered in a thick blanket of snow, 
while over to the left there’s a majes-
tic panorama. 

A brisk push on my ski poles, and 
my speed accelerates. The trail drops 
quickly down through a gorge between 
Ylläs fell and Kellostapulitunturi. As 
my speed increases, my grin widens. 
The Ylläs ski resort’s nordic ski trails 
wind around seven fells, which are gen-
tly rounded mountains with little tree 
cover. At Levi, trails curve around three 
fells and along the serpentine River 
Ounasjoki. 

A trAck network runs for   j
50 kilometres from ylläs  
to levi.

The network of ski tracks stretches 
from Ylläs to Levi, which are roughly 50 
kilometres apart near Kittilä in north-
western Finland. An inexperienced Sun-
day skier might not necessarily try to 
make it from one resort to the other, 
especially as the more remote trails at 
higher elevations are sometimes oblit-
erated by the wind, making progress 
much slower. But at both centres there 
are options for every level of skier and 
travel between Ylläs and Levi by bus or 
rental car is easy. 

k i t t i l ä

h e l Si n k i

F i n l a n d
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s kiing in this varied terrain and 
breathing in the pure mountain 

air is exhilarating, and good for the 
whole body. nordic skiing offers well-
rounded exercise that utilises virtually 
all of the skier’s muscles. 

lAplAnd’s ski centres hAve  j
lots to offer skiers of All 
Abilities.

There is a meditative quality to ski-
ing as well. On level sections of the trail, 
you can concentrate on your rhythm 
and pace, taking alternating strides so 
that your ski kicks the track at the same 
time as the opposite pole pushes you 
forward. On steep inclines, you need 
to pay more attention to the trail and 
how you distribute your weight – or 
simply on not falling. And with each 
stride forward, it seems that your work 
worries and stresses disappear into the 
wilderness.

In recent years, ski trekking has re-
gained its position as one of the most 
popular winter sports in Finland. And 
the best place for it is on the trails of 
Lapland’s fells. The ski resorts of west-
ern Lapland offer the perfect setting 
for this winter sport.  

Levi has more than 200 kilometres of 
marked trails, while Ylläs boasts more 
than 300 kilometres. These tracks are 
well maintained, with the most popular 
routes groomed on a daily basis. 

Even a complete beginner can head 
out skiing, and both ski centres offer 
instruction for enthusiasts of all levels, 
from beginners to experts. Once you’ve 
mastered the right technique – often 
within a couple of hours – nordic ski-
ing can be sheer pleasure, making a 
class well worthwhile.

t he March sun warms my cheeks, 
there’s a heady aroma of moun-

tain crowberry juice in my mug, and 
the plate of crêpes in my lap warms my 
knees. Moments like this crown the 
pleasure of a ski expedition, and for-
tunately there are plenty of cosy places 
along the trails to stop for a snack, a 
cup of coffee or just a break. You can 
plan a relaxed outing along a string of 
such rest spots.

These modest trailside cafés serve 
up hearty treats such as sugar-coated 
doughnuts and savoury salmon past-
ies. But long-distance skiers need not 
worry about calories. Skiing burns en-
ergy at a rate that most office workers 
are unaccustomed to. “I can’t remem-
ber the last time I was this hungry!” 
says a rosy-cheeked Englishman at a 
trail café, as his companions nod en-
thusiastically.

tips for the fell skier
Plan each wilderness cross-country trip in  j

advance and allow enough time for sufficient 
breaks. Ensure that you complete your run before 
nightfall, as only a small proportion of  Lapland’s 
trails are lit up.

Many trailside cafés close at 4 pm. Take along  j

your own drinking water, as well as snacks such 
as nuts and chocolate for energy.

Dress in layers, starting with long underwear,  j

followed by a warm fleece and then windproof 
pants and jacket. 

Trails are marked with different colours based  j

on their difficulty. Blue is easy, red moderate and 
black the toughest. The latter usually means 
challenging ascents and descents. Blue trails 
are mostly flat. Many routes have both blue and 
red segments. Many downhill sections where the 
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These rest stops – some of them 
crude wooden lean-tos – are the best 
places to hear tales of the trail. At Levi’s 
Kätkäjärvi lean-to, an older gentleman 
reminisced about his youth, when he 
skied the 50 kilometres from Levi to 
Ylläs, and then back again the same 
day – before heading out to a dance 
hall the same evening to dance with 
the local ladies. 

the best plAce for ski  j
orienteering is in the 
lAplAnd fells.

Chatting with fellow trekkers is en-
tertaining, not just for laughs but also 
for procuring useful tips. For instance, 
you might hear that a trail over a lake is 
closed because of weak ice or re-routed 
for some other reason. 

trail turns sharply or where speed can easily in-
crease suddenly, are marked in advance. You can 
slow your descent from the top of such hills by 
using the snowplough technique, for instance.

Trails are well marked, with signs and maps  j

showing intersections and rest spots. However, 

it’s best to take your own map along in case you 
need to revise your route because of changing 
weather conditions, for instance. Maps are avail-
able from the ski resort info desks.

Skis should be checked and waxed before  j

your first outing. Most rental services and ski 

shops will do this for you for a reasonable fee. 
The easiest way is to drop them off the evening 
before a planned ski trip.

Ski hiking has again become one  
of Finland’s most popular winter 
sports in recent years. Solid expertise 
is required, however, away from the 
signposted tracks.
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Days out arounD levi
You can try tour skating at the Ice Way skat- j

ing centre in the village of Köngäs on Lake Mu-
najärvi, about ten kilometres from Levi’s centre. 
You can rent skates, helmets and poles; guided 
skating trips are available. www.iceway.fi

For some post-ski pampering, head to the  j

Taivaanvalkeat recreational centre. Here you can 
relax in a heated outdoor pool or with an aroma-
therapy massage. Groups can book a sauna on 
the banks of the River Ounasjoki. Taivaanvalkeat 
also has a cosy trailside café called Tonttula 
“Elves’ Cottage,” where you can fortify yourself 
with a hearty bowl of steaming salmon soup. 

Art lovers can take a fascinating day trip  j

to the Särestöniemi museum in Kittilä’s Kau-
konen village. The museum area includes the 
Särestöniemi family farm buildings and the art-
ist’s own studio and gallery buildings. www.sare-
stoniemenmuseo.fi

More information: www.levi.fi, www.yllas.fi j

Trailside shelters are also handy for 
drying out your gear and warming your 
toes by an open fire while planning the 
next leg of your journey. 

m uscles sore from serious ski trek-
king may need a day off, and 

some relaxed lake skating can provide 
an enjoyable change of pace.  

A track for tour skating has been 
ploughed on Levi’s frozen Munajärvi 
(Egg Lake), and I’m getting some point-
ers from wilderness guide Raija Paa-
sirova. 

The technique of tour skating, which 
is also known as nordic skating or trip 
skating, is easy to learn and soon I’m 
confident enough to add some speed. 
Aficionados of in-line skating say that 
the technique is the same. Long, calm 
sideways kicks propel you forward with 
grace and speed.

Compared with long-distance skat-
ing, which takes place on unploughed 
natural ice, tour skating is a safer, more 
pleasant alternative, as you can skate 
alongside someone else and talk while 
you glide.  

After a long day of outdoor sports, 
I head for a soothing, hot sauna. Later, 
walking towards one of the ski centre’s 
many excellent restaurants, I hear the 
night frost crackling the tree branches. 
I look upwards, as if by instinct. The 
night sky is draped with a green cur-
tain of light. The spectacular north-
ern Lights crown this perfect day in 
the northern wilds.

During the winter season, Finnair flies 
nonstop to Kittilä and Rovaniemi daily. 

an unforgettable night in an igloo
One of Levi’s newest accommodation offerings is 
a chance to spend a night in a glass igloo. From 
inside, you can watch the stars and Northern 
Lights over the surrounding hills. The igloo is 

heated in winter and air-conditioned in summer. 
Twenty-three-square-metre huts are equipped 
with automatically adjustable beds, kitchen-
ettes, bathrooms and showers. Guests can also 
order fully catered meals at the igloo. 

And if you’re wondering about privacy, the 
inside of the see-through dome can be covered 
with curtains, leaving as much of the top open 
as you wish.

www.levi.fi/leviniglut j
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Enjoy your trip even before you board your plane. Sample the 
soothing services of the Via Spa at Helsinki airport. A peaceful 
and relaxing visit to Via Spa, in the non-Schengen terminal, is the 
start of a beautiful journey.

WELCOME AND ENJOY!

www.finnair.com/spa

REL AX ON YOUR
WAY VIA HEL SINKI
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i n Lapland the changes of the sea-
sons are exceptionally great, even for 

those who have grown up in Finland. 
The austerely beautiful fauna, land-
scapes stunning in their openness and 
the unique quality of light are trump 
cards that attract visitors to the north 
from home and abroad all year round. 
The home of Santa Claus takes on a 
whole new meaning when viewed from 
the foot of a fell in summer under the 
Midnight Sun. 

the home of sAntA clAus  j
tAkes on A whole new 
meAning when viewed from 
the foot of A fell in summer 
under the midnight sun.

f or those seeking an active holiday, 
Lapland’s summer offers a spec-

trum of options ranging from hiking 
to river canoeing and fishing – or per-
haps even to reindeer grazing. Summer 
Lapland is a wilderness lover’s dream-
land – its brightness and tranquilli-
ty will captivate even the experienced 
world traveller. 

laplanD  
in summer

 
lapland’s enchantment doesn’t 

melt with the snow. 24-hour sun 
and unique nature offer travellers 
many options. text tatu Malmström

Summer Lapland is a wilderness lover’s 
dreamland.

Wilderness campfires bring peace of mind. 
The Midnight Sun offers a true glimmer of 
Lapland gold.
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A footprint on the surface of the Moon 
may be preserved for a million years,  
since there is practically no erosion.



Travel 41  With some very simple choices, holidaymakers can help the environ-
ment and culture of their destination keep their sparkle far into the fu-

ture. before travelling it’s a good idea to glance in your suitcase and discard 
anything you won’t need; and, at the destination, take care to dispose of 
 rubbish in the right places and use water sparingly. text Maria Mroue

respect your  
travel Destination

y ou need to be properly equipped 
for your holiday, but pointless and 

duplicate packaging, such as cardboard 
wrappings on cosmetics, should be left 
out of the suitcase.  

“Items that will end up as waste 
shouldn’t be unnecessarily taken to 
holiday destinations, because waste 
management and recycling there are 
often not as efficient as at home. Fur-
thermore, every extra kilo carried when 
flying consumes more fuel,” explains 
Aurinkomatkat-Suntours’ Commercial 
Director Tuomo Meretniemi.

Before departing on a trip, it’s also 
good to read up on the destination, 
because information on local environ-
ment and culture will help you to be 
a considerate visitor. Aurinkomatkat-
Suntours sends its customers an in-
formation pack on their destination 
along with their tickets.

“Every travel destination has a unique 
environment, people, wildlife, history 
and culture, which must be valued and 
respected,” says Meretniemi. 

 

w hen buying souvenirs, try to 
avoid products made from en-

dangered species such as corals, sea 
turtles, ivory and furs. Moreover, you 
shouldn’t buy antiques and religious 
items of dubious origin, because they 
are probably being sold without per-
mission.  

“When buying souvenirs, it is worth 
favouring local production, however,” 
urges Meretniemi.

Otherwise it’s good to remember 
the saying “when in Rome…”. The tour-
ist is a guest of the local population, 
so dress rules, for example, should be 
adhered to.

“It’s certainly OK to relax on holi-
day, but there’s no need to behave in a 
way that unnecessarily gives offence,” 
says Meretniemi.

w hen moving in natural habi-
tats, a good rule of thumb is 

to stay on the path. It’s great to explore 
new landscapes and nature, but you 
shouldn’t leave any permanent trace 
of having been there.

“In off-road vehicles drive only on 
marked routes; when back-packing, trav-
el along paths; ski on marked pistes; 
and avoid using jet-skis and other mo-
torised water vehicles near coral reefs 
and in other environmentally sensitive 
coastal areas,” says Meretniemi.

items thAt will end up   j
As wAste shouldn’t be 
un necessArily tAken  
to holidAy  destinAtions, 
becAuse wAste mAnAgement 
And recycling there Are 
often not As efficient As  
At home.

a t many destinations, clean water 
may be in limited supply, so visi-

tors should not consume it unreason-
ably. Many hotels save water by asking 
guests to hang up their towels if they 
don’t yet need to change them. You 
should therefore respect this guide-
line and change towels only when nec-
essary.

You should also attend to your own 
rubbish. Destinations may have effi-
cient schemes for recycling aluminium 
cans, for example.

“After your trip, it’s worth using the 
feedback forms to tell the tour operator 
about your experiences. That way we’ll 
find out what you thought about our 
holidays, arrangements and the state 
of the local environment,” concludes 
Meretniemi. 
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All of the 800 or so hotels used by Aurinkomatkat-Suntours go through a 35-item sustainable development 
check list. The maximum number of points is 100. The acceptable lower limit is 30 points, 40 points merits 
one water drop, 60 points two drops, and the best rating, three drops, is obtained with 80 points.
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t o help consumers, there are various 
certificates and classifications, such 

as the energy efficiency classification 
for household appliances or the fair 
trade label for foods. Aurinkomatkat-
Suntours’ hotels have all been rated 
with a drop symbol that tells about 
the hotels’ level of sustainable devel-
opment. All of the 800 or so hotels 
used by Aurinkomatkat-Suntours in 
different parts of the world must, by 
agreement, go through a sustainable 
development check list. 

“We take into consideration ecologi-
cal, financial and cultural sustainabil-
ity factors. The main emphasis is on 
the environment, but we also assess 
a hotel’s ownership relationships and 
status in the local community,” says 
Aurinkomatkat-Suntours’ Commercial 
Director Tuomo Meretniemi.

All of the 800 or so hotels  j
used by AurinkomAtkAt-
suntours go through A 
sustAinAble development 
check list.

a urinkomatkat divides the hotels 
it uses into three classes. The best, 

three-drop, hotels are deemed to apply 
the best sustainable tourism practic-
es. Two-drop hotels pay special atten-
tion to environmental issues, and all 
of the hotels have at least the basic is-
sues in order.

“Hotels in local ownership bene-
fit the local economy and more often 
than not employ local residents. We 
also ask hotels, among other things, 
about their environmental programmes, 
possible environmental certificates or 
awards, and their personnel training,” 
says Meretniemi.

f or travel destinations, wastewater 
management is of prime impor-

tance, so points are awarded for this as 
well as for waste sorting and compost-
ing. Water consumption is also mon-
itored and points awarded for water 
and waste-saving measures. By acquir-
ing environmentally friendly products, 
hotels can reduce their ecological foot-
print and earn extra points.  

Finally, the sustainable tourism 
check list asks about community re-
lations. A hotel’s points total rises if 
the hotel participates in local environ-
mental protection, tells its customers 
about local traditions and nature, fi-
nancially supports environmental pro-
tection and environmental education 
in schools, and mainly employs local 
residents.

select a  
responsible hotel

 When choosing a trip and accommodation, as in all consumer decisions, 
it is not always easy to obtain information about how ecological and 

ethical the products are. aurinkomatkat-Suntours’ hotels are classified with 
drop symbols based on how the hotels operate in accordance with sustainable 
development. text Maria Mroue



44 Logbook  china’s largest city will host the 
environment-themed World  

expo in 2010. in the mythical paris of 
the east, futurism encounters capti-
vating past. text katja pantzar

mythical 
shanghai

i walk along the broad Bund prom-
enade and admire the sparkling 

modern buildings on the other side 
of the River Huangpu. The Oriental 
Pearl Tower, one of Shanghai’s land-
marks, gleams bright red. nearby shine 
the Shanghai World Financial Center, 
the golden Superbrand Mall and glass 
office buildings, which are part of Pu-
dong, China’s financial and commer-
cial hub.

The Bund promenade, around one 
and a half kilometres long, is part of 
the Bund district and one of Shang-
hai’s most popular sights.

At the south end of the promenade, 
a large clock counts the seconds to the 
opening of the Shanghai World Expo 
2010. It is expected to be the biggest 
ever World Exhibition, attracting a pro-
jected 70 million visitors.

The Expo’s theme is “Better City, 
Better Life”. The purpose of the pavil-
ions is to present new means of creat-
ing better and more ecological living 
in future urban environments for the 
whole of humankind. As part of this 
project, the City of Shanghai has in-
vested, for example, in health and ex-
ercise paths in the parks, and the ur-
ban infrastructure will otherwise be 
developed with soft values and on the 
inhabitants’ terms.

Sh a ngh a i

h el Si n k i
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From the terrace of a restaurant on the Bund promenade a  
vista opens out over the River Huangpu. In the background  
is the Oriental Pearl TV Tower, Shanghai’s famous landmark.
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The Shanghai World Financial Center rising on the left is, at nearly  
500 metres, the world’s third tallest skyscraper. The nearby jin Mao  
Tower is also listed among the world’s giants. not too far away,  
the more than 600-metre Shanghai Tower is currently being built.
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o n arriving in Shanghai, I make a 
resolution: during my visit, I’ll only 

use public transport or walk. A number 
of travel guides claim that you cannot 
get around Shanghai easily by walking 
or using public transport. Based on my 
experience, I beg to differ. Thanks to 
clear English-language signs and street 
names as well as the fast, handy and 
clean metro, I don’t use a taxi once 
during my visit.  

At the north end of the Bund prom-
enade is the Huangpu Park. Gardens 
have been around for thousands of 
years in China, but the park as a con-
cept is a European import. This first 
city park is home to the concrete-cast 
Monument to the People’s Heroes and, 
below it, the Bund History Museum, 
which is worth seeing. Presented are 
photos of the Bund district, depicting 
the life of former times.

more thAn 20 million   j
people live in shAnghAi. 

Shanghai was once a small fishing 
village, to which the first inhabitants 
arrived around the 5th century. nowa-
days Shanghai has more than 20 mil-
lion inhabitants. Over time, the Brit-
ish, French, Americans and japanese 
have fought for control of the city. In 
the 1930s the city was known as the 
“Paris of the East”, a metropolis fre-
quented by gangsters, stylish social-
ites and artists.

The Bund district originated in the 
construction boom of the late 19th 
century. In the early 20th century, for-
eign powers built banks, consulates and 
other official buildings representing 
many architectural styles, for example 
1930’s Baroque.

On both sides of the promenade, 
people of all ages take photos of each 
other; families pose in front of monu-
ments. People particularly like to pho-
tograph themselves and their family 
with the Pearl Tower gleaming in the 
background. numerous traders per-
sistently try to sell lollypops, soft toys, 
kites and drinks. People exercise here 
in the mornings, practising Tai Chi 
and stretching in groups.

In Shanghai,  
old meets new.
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nanjing Lu is Shanghai’s 
main shopping street.

i n the middle of the Bund there is a 
tunnel through which one can reach 

Pudong, the city’s commercial centre, 
on the other side of the River Huang-
pu. I decide, however, to stay above 
ground and continue my walk towards 
the city centre.

I first visit a road next to the prom-
enade, to admire what was once the 
most expensive luxury hotel in the Far 
East. The Art Deco Peace Hotel has had 
many famous visitors, including the ac-
tor Charlie Chaplin and the playwright 
noël Coward, who wrote the play Pri-
vate Lives at the hotel in 1930 in just 
four days. A brief stop at the hotel is 
worthwhile, even though on the pave-
ment in front of the hotel I gain an-
other perspective on walking in Shang-
hai: mopeds slip past me on both sides 
with little room to spare.  

In Shanghai’s modern and restored 
areas it is safe to travel on foot, but in 
the old city districts you must beware of 
the busy moped and bicycle traffic. 

the future is contrAsted   j
by An enchAnting pAst.

I continue my walking route along 
the pedestrianised nanjing Road. This 
thoroughfare, which at its east end 
connects with the Bund, is one of the 
world’s busiest shopping streets, where 
you can find almost all international 
clothing, cosmetics and watch brands 
as well as traditional Chinese depart-
ment stores.  

At the other end of the road is the 
Shanghai no.1 Department Store. 
When it was built in the 1930s, this 
was the largest department store in Chi-
na. nearby is Renmin Park, where the 
city’s first health paths opened last Sep-
tember. Signs along the paths provide 
basic health care tips and tell visitors 
how many calories they have burned 
off through their exercise.

Behind the large People’s Square 
stand the Shanghai Art Museum and 
the Shanghai Museum, which has many 
famous bronze items, thousands of 
years old. In front of the Art Museum 
lies a large, shallow basin incorporat-
ing a fountain. The locals brings their 
children to play here. 
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s hanghai, like many large Asian cit-
ies, is growing rapidly. Traditional 

ways of life and city districts are under 
threat. I make my way next to Shang-
hai’s historical oasis, the French Con-
cession district and the Old Town.

The Old Town has narrow lanes on 
which the locals live as they have for 
centuries. Washing dries on window 
ledges. Extended families live in small 
apartments, so everyday life happens in 
the streets, where children play and old 
folks gossip amidst buying and selling. 
The Old Town has a small section of 
the Ancient City Wall, which was built 
in the 16th century to protect the city 
from raids by japanese pirates. The 
remaining section of the wall is now 
protected.

Even though the Yuyuan Gardens 
and Bazaar constitute an unabashed 
tourist location, they are well worth 
a visit. Hundreds of small shops sell 
traditional Chinese goods, such as silk 
and ceramic tea sets. In the middle of 
the Bazaar, the nanxiang Steamed Bun 
Restaurant sells some of the city’s fin-
est delicacies. Try the steamed buns 
filled with vegetables or pork. There’s 
always a queue outside the restaurant, 
but it’s well worth the wait. 

The Mid-Lake Tea Pavilion (or Hux-
inting Tea House), located in the cen-
tre of a beautiful pond, is also recom-
mended. It offers an excellent Chinese 
tea experience, although the prices are 
a little higher than elsewhere. The tea 
room, founded in 1855, is Shanghai’s 
oldest and has been visited, among 
others, by the former uS President Bill 
Clinton and Queen Elizabeth. The near-
by classical Chinese Garden of joy was 
designed in the 16th century.

t he French Concession, namely the 
French district of the city, was once 

home to Shanghai’s adventurers, gang-
sters, artists and revolutionaries. Most 
of them were actually not French, but 
Brits, Americans, Belarussians or Chi-
nese. The area’s French and Tudor-style 
dwelling houses create a distinctive at-
mosphere.

A traditional, idyllic fishing scene 
in the Zhouzhuang water village.
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A lively nightlife, ethnic restaurants, 
innovative bars and fun boutiques give 
the area a unique ambience. The area’s 
main shopping is Huaihai Zhonglu, but 
more interesting and more individual 
shops are to be found on side streets, 
such as Maoming nan Lu. In perfect 
harmony, they offer both Chinese silk 
clothing as well as American labels from 
Ralph Lauren to Marc jacobs.

in the 1930s the city wAs  j
known As the pAris  
of the eAst.

a fter my day’s walking, I treat my-
self. An hour’s foot massage in 

a massage centre on Fuxing Zhong-
lu costs around 40 yuan (around 4 
euros). A local favourite, the Thumb-
point Pressure Centre of Blind Person 
(597 Fuxing Zhonglu), offers other, 
really good basic treatments: a body 
massage, performed through clothing, 
costs 60 yuan, i.e. around 6 euros. All 
of the centre’s workers are blind, ex-
cept for the receptionist, who helpfully 
speaks English.

After relaxation I move a few hun-
dred metres west. It’s worth popping 
in, for example, to a modest restau-
rant on the corner of Fuxing Zhong-
lu and Renmin Lu to taste traditional 
and popular freshly steamed Chinese 
dumplings: six dumplings only costs 
3.50 yuan (around 35 cents).

I end the day taking in the evening 
life in the park at the western end of 
Fuxing Zhonglu. Fuxing Park, which 
was opened by the French in 1909, is 
home to statues of Marx and Lenin, 
well-tended gardens and child play are-
as. Couples of different ages dance past 
me, displaying their skills in the waltz 
and tango. At sunset the park benches 
are filled with local residents.

Finnair flies to Shanghai daily.

When, after a day outdoors, you long for a touch 
of Shanghai glamour, head for the restaurant 
M on the Bund at the address 5, The Bund. 
This classic Shanghai restaurant was the first 
independent Western-style restaurant when it 
opened 10 years ago. The restaurant’s seventh-
floor outdoor terrace offers magnificent views 
over the Bund. The modern European menu has 
Middle Eastern and North African influences. In 
the Glamour Bar, one floor below, you’ll find the 
city’s beautiful and famous.

The Design Republic store on the first floor 
of the same building is full of international de-
sign items.

www.m-restaurantgroup.com j

www.m-theglamourbar.com j

www.thedesignrepublic.com j

The nearby Three on the Bund building has many 
top-class restaurants, including Jean Georges, 
Whampoa Club Shanghai, Laris and the New 
Heights Bar. New Heights is the highest of these, 
on the seventh floor. This restaurant and its roof 
terrace also offer fine views over the Bund. There 
are also spa services and art galleries, such as the 
Shanghai Gallery of Art, in the same building.

www.threeonthebund.com j

Finnish citizens need a visa when travel-
ling to China.

Currency: 1 euro is around 10 Chinese Yuan  j

or Renminbi ¥
Shanghai street names and public signs are  j

also in English. The Metro is a fast, inexpensive 
and easy way to travel around Shanghai. Tax-
is are also inexpensive, but during rush hours 
you may get to your destination faster by pub-
lic transport.

In some parts of Shanghai it is permitted to  j

ride on the pavements with a motorcycle or bi-
cycle. So be careful when walking.

There are public toilets everywhere. They are  j

for the most part clean and require payment, so 

it’s good to keep some loose change handy. It’s 
also wise to carry some toilet paper and hand 
disinfectant with you. 

Finnair flies to the new, modern Pudong  j

International Airport, which is around 40 kilo-
metres from the city centre. The taxi journey 
from the city centre to the airport can easily 
cost more than 200 yuan (20 euros) and often 
the taxi drivers speak no English. The ultra-
modern high-speed magnetic levitation Maglev 
train reaches the airport in 10 minutes, but the 
departure station is not right in the city centre. 
A one-way train ticket costs around 50 yuan 
(around 5 euros). 

www.shanghaiairport.com j

The metropolis never sleeps.

gooD to know

bunD night views
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BEIJING. SHANGHAI. HONG KONG. TOKYO.  
OSAKA. NAGOYA. SEOUL. BANGKOK. DELHI.

FUNNY

TO ASIA.
HOW FAST YOU CAN FLY

THE FAST AIRLINE BETWEEN EUROPE AND ASIA
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 aurinkomatkat-Suntours is continuing its expansion into the russian and estonian markets. the office already 
has loyal customers in russia. text päivi huuhtanen

potential in the east
“Customer satisfaction has been 

top level and Aurinkomatkat already 
has loyal customers in Russia,” says 
Finnair’s SVP Travel Services Kaisa 
Vikkula.

“In Russia we have had to take a 
time-out, however, in terms of growth. 
Due to weakening demand, we have cut 
production and are now focusing on 
improving operational profitability,” 
adds Vikkula.

Vikkula explains that due to adjust-
ment measures aircraft load factors are 
now on a good level on St. Petersburg 
and Estonia flights. Although the ups 
and downs of the economy are a part of 
business, few could have prepared for 
the depths of the recession. In Russia 
the value of the currency has declined 
and in Estonia wages have fallen, which 
has weakened consumers’ purchasing 
power, and thereby demand for pack-
age tours.

In Russia, the economic climate can 
change rapidly. The market can recover 
just as quickly as it declined.

o perational expansion into Estonia 
has been a natural development for 

Aurinkomatkat-Suntours. Estonian and 
Finnish travel preferences are so simi-
lar that Estonia could even be called a 
domestic market for Aurinkomatkat. 
Horizon’s most popular products are 
quality package tours to the Canary 
Islands, which are also a big favourite 
among the Finns.

Russia, on the other hand, is com-
pletely different as a market area, not 
least because of its size. While in Fin-
land and Estonia package tours are 
already sold out for certain holiday 
weeks 3–9 months before departure, 
in Russia scarcely anything is sold a 
couple of weeks beforehand.

In Russia, travel destinations are 
limited by visa restrictions. For this 
reason, Egypt and Turkey have been 
traditionally popular among the peo-
ple of St. Petersburg. Aurinkomatkat 
strives, however, to stand out from its 
competitors in both quality and the 
range of destinations it offers. St. Peters-
burg Aurinkomatkat’s most interesting 
destinations are Israel and Phuket in 
Thailand. Calypso, on the other hand, 
offers tailored trips globally, with its 
target group being highly affluent cus-
tomers in the St. Petersburg area.

Aurinkomatkat has extensive resel-
ler networks in Estonia and in the St. 
Petersburg area. In Estonia the biggest 
reseller is the travel agency Estravel, a 
subsidiary of Finland Travel Bureau 
(FTB). In contrast with the Finns, the 
Russians do not buy their trips via the 
internet. For them, the internet is still 
an information distribution channel. 

tour operators proDuce packages,  
travel agencies resell them
Aurinkomatkat-Suntours together with its sub-
sidiaries is a tour operator which produces pack-
age tours at its own risk. For the winter and sum-
mer seasons, the company buys from airlines 
the flight series to its holiday destinations as 

well as hotel rooms for the whole season. Au-
rinkomatkat is also the party that makes agree-
ments about airport transfers with a local bus 
company, hires and trains guides at the destina-
tion, produces marketing material for consumers 
and for the travel agencies that act as resellers, 
and builds a range of products for its production 

system, through which the tours are made avail-
able to the resellers within the system and to 
consumers on the company’s website. 

The tour operator’s challenge is to sell to 
every destination and fill an aircraft every week 
throughout the season. The tour operator bears 
the risk for unsold seats and possible discounts. 

i n 2008, Aurinkomatkat-Suntours 
bought Calypso – World of Travel, 

a St. Petersburg travel agency focusing 
on VIP customers. In addition to Ca-
lypso, Aurinkomatkat has built up its 
package tour production in the Rus-
sian market. The target group is upper 
middle class customers.

A year earlier, Aurinkomatkat ex-
panded into the Baltic market when 
the company bought Estonia’s second 
largest tour operator, Horizon Travel. 
Horizon is the market leader in qual-
ity package tours to Spain and the Ca-
nary Islands.

AurinkomAtkAt’s customer  j
sAtisfAction And customer 
loyAlty Are top clAss.

t he economic recession has also af-
fected the financial performance of 

Aurinkomatkat’s operations in Russia 
and the Baltic states. In Estonia, the first 
operating years were excellent and Ho-
rizon grew quickly, delivering excellent 
results. At the end of 2008, due to the 
recession, the Estonian travel market 
declined by 40 per cent, also leading 
to a sharp fall in Horizon’s volume. 
As the recession continued into 2009, 
the company successfully adjusted its 
operations, managing to maintain a 
reasonable level of profitability.

In St. Petersburg, package tour op-
erations, initiated just as the recession 
started, made a good start. 



Travel 53

 Aurinkomatkat’s departures from 
Finland are also sold in Estonia and St. 
Petersburg. In such cases, the custom-
ers travel first to Helsinki by bus, train, 
ship or aircraft and then fly with Finn-
ish holidaymakers to the destination. 
St. Petersburg customers are attracted 
particularly to far-western destinations 
in the Caribbean, to where there are 
good connections from Finland.  

in the russiAn mArket,  j
pre pAr Ations should be  
mAde for A rApid recovery  
in demAnd.

i n package tour production, Russia 
has great future growth potential, 

and purchasing power is expected to 
grow still further in the market. In Fin-
land, one in five people spend their an-
nual holiday on a package tour abroad, 
whereas in Russia, only a couple of 
per cent of the population do so. next 
year Aurinkomatkat’s sales in St. Pe-
tersburg are expected to exceed those 
in Estonia. 

“Russians are keen travellers and want 
to see the world. The Russian market, 
it’s true, is very sensitive to economic 
conditions, but with all its large cities 
and its more than 140 million people it 
is a highly attractive market with great 
potential,” concludes Vikkula.

Vikkula envisions that, in the fu-
ture, Aurinkomatkat-Suntours can be 
as big in the St. Petersburg area as it is 
in Finland; the population of the Rus-
sian metropolis is almost the same as 
that of Finland. 

During the current upheaval in the 
travel sector, much more still is expect-
ed from the St. Petersburg and Esto-
nian operations. In the adverse eco-
nomic conditions of 2009, however, 
operations had to be adjusted to the 
weakened level of demand. On the oth-
er hand, preparations should also be 
made for a rapid recovery in demand 
in the Russian market.

The airline receives the same return for each 
flight, whether the aircraft is 100 or 50 per cent 
full. Moreover, the hotels to which the custom-
ers are headed are guaranteed by the tour op-
erator a certain minimum number of customers 
each week. The tour operator’s profit is decided 
by the successful adjustment of the operator’s 

own production to the prevailing demand, and by 
the general price level of the tours sold. 

Every year, Aurinkomatkat takes its custom-
ers to more than 60 destinations on Finnair 
flights. Aurinkomatkat’s customer satisfaction 
and customer loyalty are top level.

Travel agencies, such as Finland Travel Bu-

reau (FTB), Area and Estravel, on the other hand, 
resell services produced by others: flights, hotels, 
transfers and so on. The travel agency earns its 
money chiefly from service commissions paid 
by the customer. 
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The luxury Via Spa has four different saunas, a mineral 
water bath and a stream for cooling tired feet. In addition, 
numerous relaxing therapies are available.
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people are increasingly interested in their health. they exercise, take 
care of themselves and watch what they eat. the wellness trend must be 

taken into consideration by all kinds of companies if they wish to remain the 
customer’s number one choice. text Maria Mroue

via spa

i n Finnair’s Via Spa, which opened 
at Helsinki Airport in December, 

customers can relax in the heat of a 
sauna or treat themselves to special 
treatments as they wait for their flight. 
All products used in the spa are made 
from natural ingredients.

Planning of the spa services began 
years ago. The number of transit pas-
sengers passing through Helsinki Air-
port has been growing since 2001 and 
at the same time the first signs of a 
rise in the appreciation of health and 
wellness were perceptible. The Finnish 
concept of the sauna and the Finnair 
image of the runway were combined 
and it was decided to build spa and 
wellness services around them.

The Via Spa offers a comprehensive 
range of services and treatments ranging 
from quick therapies to reduce swelling 
to luxury massage and bath combina-
tions. All kinds of wishes are taken into 
account: e.g. ladies who do not wish to 
take off their stockings during treat-
ment are offered a swelling reduction 
and cooling treatment performed with 
stockings on. The wellness services are 
provided by the German Paul Haslau-
er, who is a long-standing designer of 
spa products and services as well as a 
pioneer in organic therapies.

f innair’s and Helsinki Airport’s serv-
ice promises include uncongested, 

efficient and fast flight connections. 
Finnair has arranged its flight traffic 
into waves, which enable those coming 
from Europe to make fast connections 
to flights departing for Asia, and vice 
versa. The point of the spa services, 
therefore, is not that customers need 
something to do during long waiting 
times, but that pleasant experiences and 
interesting activities are available.

“As a speciality tailored to the world 
of aviation, the Via Spa has short treat-
ments, which are fast, rewarding and 
inexpensive care packages,” says Ha-
slauer, who is responsible for the spa 
treatments.

t he future will bring more individ-
ual services to flight passengers. A 

dash of the spa world might also soon 
be coming to the cabin.

“It’s entirely possible that some mini-
spa services would also be offered on 
flights, in which case customers could 
already, on the aircraft, spend a mo-
ment or two of luxury in a spa at-
mosphere,” says Markku Remes, Fin-
nair’s Customer Experience Develop-
ment Manager.

the viA spA is A completely  j
unique service concept 
worldwide.

There are plans to further develop 
the spa itself, but the precise direction 
is yet to be decided.

“Worldwide, the Via Spa is an abso-
lutely unique service concept and full 
of opportunities. Future visions will be 
refined in more detail based on the first 
customer experiences,” adds Remes.
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The A330 aircraft will be used on shorter long-haul routes, 
such as new York and Delhi, as well as on the Seoul and 
nagoya routes.

new business class

 at the end of 2009 Finnair received its fifth airbus a330 aircraft. the newcomer’s business class has a new type 
of full-flat seat that reclines to horizontal as well as a new configuration that allows more seats to be offered while 

at the same time providing more privacy. text Maria Mroue

b usiness class demand began to 
strengthen in Asian traffic at the 

end of 2009. In December 2009, the 
number of business class passengers 
in Finnair’s Asian traffic grew by a 
quarter.

“A pick-up is perceptible in business 
travel between Europe and Asia, exclud-
ing the Finnish market area. The new 
aircraft and an enhanced level of service 
were therefore timely,” says Finnair’s 
SVP Public Affairs and Communica-
tions Christer Haglund.

The Airbus A330 aircraft are part of 
Finnair’s long-haul traffic fleet mod-
ernisation, which will reduce emissions 
significantly. In 2009, the company re-
ceived five new Airbus A330s.

t he new business class Contour Van-
tage seats recline to a fully hori-

zontal position. Finnair is one of the 
first airlines in the world to introduce 
the seats.

“The seat configuration and design 
offer passengers increased privacy and 
more personal space,” explains Markku 
Remes, Finnair’s Customer Experience 
Development Manager.

The overlapping arrangement of the 
seats means that nearly 90 per cent of 
passengers have direct access to an aisle. 
The cabin also has more storage space 
for hand baggage and clothing.

Moreover, the new configuration al-
lows the seats to be arranged so that 
more seats fit into the same space. The 
business class of Finnair’s latest Air-
bus A330 aircraft has 45 seats instead 
of the 42 seats of previous aircraft. A 
third of business class customers can 
select a full-flat seat that sits alone, 
without an adjacent seat.
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new business class

The business class seatbelts incor-
porate an airbag, which is activated 
when the seatbelt is fastened. The air-
bag is fitted in seats located behind 
other seats, because a console between 
the seats in front is used when the seat 
is reclined.

seAtbelts incorporAte An  j
AirbAg, which is ActivAted 
when the seAtbelt is 
fAstened. 

t he new Airbuses represent the lat-
est technology and their fuel effi-

ciency is top level.
“The acquisition of the new aircraft 

significantly improves profitability and 
environmental efficiency. The new Air-
bus long-haul aircraft consume 20 per 
cent less fuel than the MD-11 aircraft 
they replace,” says Haglund.

The technically high-level solutions 
increase passenger comfort significant-
ly. Every passenger has an individual 
display screen with diverse entertain-
ment options, and it is also possible 
to send text messages and work on a 
laptop during flights.

The new Airbuses have a brighter 
interior, creating a sense of space and 
freshness in the cabin. Scenario lighting, 
representing the latest technology, simu-
lates the movement of the sun accord-
ing to a daily cycle, helping passengers 
adjust to new time zones while on the 
aircraft. The interiors will be renewed 
in connection with scheduled mainte-
nance overhauls, when seat cover ings 
are due for replacement.

The seat configuration means 
that 90 per cent of passengers 
have direct access to an aisle.
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I’ve always had something of an obses-
sion with route maps found in in-flight 
magazines. As a child, on journeys short 
and too long, I could lose hours with 
a pen from my mom’s purse and the 
route map lying open on my tray table. 
On some flights I’d circle all the plac-
es I’d been – for a long time this was 
limited to the Canadian cities of Win-
nipeg, Ottawa, Toronto and Montreal. 
On other flights I’d circle all the places 
I’d like to go. For a long time my list 
was topped not by cities south of the 
border in the uS or even London but 
more fanciful destinations like Zürich, 
Copenhagen, Kobe and Tokyo.

By the time I hit my early twenties 
I’d travelled to most of my dream des-
tinations and was becoming a rather 
frequent traveler. The in-flight route 
map now became more of a challenge 
than a fascination and, depending on 
the airline, I’d try to see if I’d visited at 
least three-quarters of the destinations 
listed around the world. Of course, the 
more one travels the more a world view 
emerges and some years ago I started 
pulling out a pen again and would plot 
new routes and destinations I thought 
would make sense both economically 
and culturally.  It’s now become a fa-
vourite game and on many a different 
carrier I’ve completely rethought where 
they should fly – deleting some desti-
nations and charting new ones.  

0 0 0

In the late 90s I started to fly to Hel-
sinki with some degree of frequency. 
At the time I was editing the magazine 
Wallpaper* and Finland was home to 
most of the different paper stocks we 
used in the magazine. Trips to Fin-
land usually meant a lovely dinner in 
Helsinki and then a long journey the 
next day to visit a remote paper mill 
followed by a boozy dinner, a sauna 
session and a chilly dip in a frigid lake. 
As much as I liked the tasty dinners of 
grilled reindeer accompanied by ex-
cellent wines, I was more captivated 
by Helsinki’s charming little airport 
complete with gleaming wood floors 
and calm air of efficiency. At the same 
time, I was also intrigued by the great, 
hulking Finnair MD-11s parked at the 
end of the terminal. Was there really 
that much traffic between tiny Finland 
and the great commercial centres of 
Asia? If not, was there enough con-
necting traffic? 

Three years ago a business trip to 
nagoya allowed me to put Finnair’s Asia 
connections to the test. I could have 
flown from Heathrow on any number 
of carriers and then made a three-hour 
journey by train but my ever-efficient 
travel agency suggested the Finnair op-
tion to nagoya via Helsinki would make 
the most sense.   

I boarded at Heathrow, disembarked 
at Helsinki Airport, had enough time 
to stock up on special Finnish gifts I 
knew my japanese clients would adore 
and then made my way for the nagoya 
flight without enough time to even grab 
a cinnamon bun in the lounge. 

On board what had to be Finnair’s 
newest long-haul Airbus I was enter-
tained by a pair of lovely japanese flight 
attendants, and landed less than nine 
hours later at nagoya’s gleaming new 
airport.  

Since then, I’ve become a regular 
connector through Helsinki and have 
flown into Osaka and Tokyo. Likewise, 
I’ve used the route as the fastest way to 
get from Tokyo’s Ginza district to my 
house in the Stockholm archipelago.

0 0 0

On a recent flight back from narita I 
pulled out the route map and returned 
to playing my old game. I borrowed a 
pen from a flight attendant, opened 
up Finnair’s in-flight magazine and 
started connecting the dots and creat-
ing new ones. In my Finnair of the fu-
ture there’d be daily flights to Toronto 
to connect all of those Finns living in 
northern Ontario with their relatives 
in the old country. I also reckoned 
there’d be a lot of connecting traffic on 
to Delhi as well, given Toronto’s huge 
Indian community. In northern japan I 
added Sapporo as a new route to carry 
Europeans to the up-and-coming ski 
resort of niseko and also to give north-
ern japan a speedier link to Europe. I 
also wondered if there might not be 
opportunities to open routes into Vi-
etnam, Harbin in northern China and 
also Taipei. 

Sometimes I find Helsinki’s prox-
imity to Asia so attractive that I think 
about opening an office in the city just 
to take advantage of the two-hour time 
change and faster flying times. While I 
haven’t brought the idea up at a board 
meeting just yet, it may well land on 
the table in 2010.

t ylEr Brûlé
EDITOR In CHIEF

MOnOCLE 

Helsinki, 
the centre of 
my world

Column
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Finnair is committed to reducing its emissions by 24 per cent* from 2009 to 2017. In 1999–2009 
emissions have already been reduced by 22 per cent. The emissions reductions will be implement-
ed independently, employing the world’s most modern fleet and continuous development of op-
erating practices. And emissions will be reduced further by emissions trading and if the Single 
European Sky initiative is fulfilled.

Sustainable development is vital for air transport and tourism. An airline that handles its af-
fairs well opens doors that remain closed to others. Satisfied personnel, on the other hand, pro-
pel a company to success and only a well managed environment and contented people at travel 
destinations will tempt people to travel.

Responsibility

* per seat 
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tourism is one of the world’s biggest businesses. it employs more than eight per cent of the world’s labour force 
and produces more than ten per cent of the world’s gdp. tourism’s impact on the world – whether it be good 

or bad – is huge. text Maria Mroue

sustainability  
is vital for tourism
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sustainability  
is vital for tourism

a n absolute prerequisite for con-
tinued growth of tourism is sus-

tainable activity. In addition to ethical 
perspectives, the tourism industry has 
to take into account that travel desti-
nations must remain in a state that 
makes them attractive for the people 
who wish to travel to them. Destina-
tions, as well as their environment and 
culture, must remain distinctive so that 
travellers have enough to see and expe-
rience. It is pleasanter and safer to visit 
places which are economically pros-
perous than those where poverty and 
misery are rife.  

Only by applying the principles of 
sustainable development can the lo-
cal people be offered, in the future as 
well, beneficial living conditions, and 
tourists can enjoy rich experiences in 
beautiful locations.

a t the Matka 2009 travel fair, the 
Finnair Group signed the Helsinki 

Declaration together with more than 
70 other tourism operators. The dec-
laration is a commitment to sustain-
able development. It is not a list of 
access requirements, but a promise to 
develop one’s own activities in a sus-
tainable direction.

“For Finnair, this is a good continu-
ation to the work that has already been 
done throughout the Group for many 
years now. The Helsinki Declaration 
covers sustainable development as a 
whole; it doesn’t simply address en-
vironmental issues. It’s important in 
terms of sustainable development to 
remember the whole package, namely 
social and economic responsibility as 
well as environmental responsibility,” 
explains Finnair’s Vice President Sus-
tainable Development Kati Ihamäki.

w orldwide cooperation between 
different tourism operators has 

a key role in implementing sustainable 
development. Aurinkomatkat-Suntours 
has been closely involved in the inter-
national development of sustainable 
tourism.

“The most notable form of interna-
tional cooperation is the Tour Opera-
tors’ Initiative for Sustainable Tourism 
Development (TOI), a joint project of 
unESCO, the un’s environment project 
unEP, the WTO (World Tourism Or-
ganisation) and tour operators,” says 
Aurinkomatkat–Suntours’ Commercial 
Director Tuomo Meretniemi.

tourism employs over 8%   j
of the world’s lAbour  
force And produces over 
10% of the world’s gdp.

The total passenger volume of the 
20 or so TOI member tour operators 
is over 60 million customers per year. 
Aurinkomatkat–Suntours has served 
as chairman of the project for seven 
years.

“Tour operators have a direct busi-
ness interest in including sustainable 
tourism as part of their core strategy, 
because no-one wants to spend their 
holiday in a spoiled environment or 
amidst severe social problems. Among 
the TOI’s activities is the lobbying of 
travel destination decision-makers to 
develop environmental infrastructure, 
training and social conditions at their 
locations so that tourism would have a 
good future there,” says Meretniemi.

The TOI and the WWF have also 
initiated large joint projects to recon-
cile environmental protection and the 
travel business at the Riviera Maya in 
Mexico and the Andaman Sea coast 
in Thailand.



Aviation plays an im-
portant role in the glo-
bal economy. It helps 
drive business, links 
people and communi-

ties, and provides an economic lifeline 
for numerous countries. At the Climate 
Group we believe this is a valuable serv-
ice worth maintaining.

But aviation is also a highly car-
bon-intensive industry, responsible for 
around two per cent of the world’s car-
bon emissions and growing. As coun-
tries step up their efforts to address cli-
mate change, it is both necessary and 
right that aviation plays its fair part in 
this international effort.

0 0 0

The industry is already pursuing a 
number of pathways to reduce its car-
bon footprint. Continuing technologi-
cal improvements, such as new, more 
fuel-efficient aircraft, improved air traf-
fic management systems and better air-
port infrastructure will all play their 
part. Second generation biofuels could 
prove to be transformative – although 
questions remain over the availability of 
sufficient, sustainable feedstocks.

However, even with all these meas-
ures, the growth in air travel globally 
is likely to outpace the best reduction 
efforts. This means that total emis-
sions from aviation will almost certainly 
continue to rise over the next decade 
and beyond.  In an increasingly carbon 
constrained world such unmitigated 
growth will be difficult to justify for 
both airlines and consumers.

0 0 0

Faced with technological limits and 
growing passenger demand, what is 
the solution then to aviation’s climate 
impact?  

At The Climate Group, we believe 
that a global emissions trading scheme 
for aviation should be a central pillar 
of any solution, and should be imple-
mented within the next 3–5 years. Such 
a scheme would cap, and then progres-
sively reduce, the amount of total CO2 
the sector could emit itself. Critical-
ly, the scheme would allow airlines to 
purchase extra emission permits and 
carbon credits from other industries. 
This approach would allow the avia-
tion sector to grow sustainably, offset-
ting its climate impact by paying for 
emission reductions elsewhere.

The reduction targets for aviation 
should be aligned with the climate sci-
ence but also fair and proportional. 
The latest research recommends that 
global emissions need to be 25 per cent 
below current ‘business-as-usual’ pro-
jections in 2020, with more ambitious 
cuts necessary in developed countries. 
Aviation’s net emission reductions need 
to fit within these parameters.

0 0 0

We believe that a global emissions trad-
ing scheme offers a cost-efficient and 
environmentally effective means of ad-
dressing aviation’s carbon footprint. 
This is why we’re working with Finnair 
and a number of other progressive air-
lines through the Aviation Global Deal 
Group (www.agdgroup.org) to advocate 
a measure. Correctly executed, such a 
scheme would not only address avia-
tion’s climate impact but also allow the 
industry to play an important role in 
providing finance for carbon reduction 
activities, such as protecting tropical 
forests, or deploying low-carbon tech-
nology in developing countries.

0 0 0

But emissions’ trading is only part of 
the solution. A comprehensive approach 
to emission reduction is necessary. For 
example, where genuine, lower-emission 
alternatives exist to air travel – such as 
high-speed rail or video-conferencing 
– these should be used. Encouraging 
consumers to consider the environ-
mental impact of their flight will be 
an important part of the overall miti-
gation package for aviation. 

Governments will also need to sup-
port the development of new cutting-
edge technologies, so that future gen-
erations of aircraft produce far fewer, 
if any, emissions. Taken together, and 
properly coordinated, these government, 
industry and consumer actions provide 
a way for the aviation sector to play its 
fair and effective role in the global ef-
fort to address climate change.

 

dAmIAN ryAN
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climate change

Column

Economic  

responsibility

62 Logbook



Responsibility  63

In Finnair, a respon-
sible human resource 
policy also means that, 
in the longer term, the 
strategy of sustaina-
ble, profitable growth 

will create jobs. Growing traffic needs 
more workers.

Last year was exceptionally demand-
ing for both personnel and human re-
source management. The struggle, in a 
sector in crisis and an economy in re-
cession, has required adjustment meas-
ures, which have not been easy. 

“judging by key figures on health 
and wellbeing at work, personnel for-
tunately seem to have come through 
the difficult times reasonably well,” 
says Anja Koho, Director of Finnair’s 
Health Services.

Absences through illness  j
declined in 2009.

The number of absences due to ill-
ness per employee fell last year com-
pared with 2008. Self-perceived work-
ing capacity also improved from the 
previous year, as depression, fatigue 
and stress symptoms, for example, de-
clined.

“Health and working capacity were 
promoted in cooperation with super-
visor work and occupational health 
care. The main tool was the Early In-
tervention model, which had an im-
pact on absences due to illness and 
on incapacity for work risks. Health 
checks were developed in an effort to 
recognise diabetes and coronary heart 
disease risks and to take preventive ac-
tion against illness,” says Koho.

Social  

responsibility

The ingredients for success are good 
leadership, change management, a safe 
working environment, an efficient work-
ing community, promotion of wellbe-
ing at work, trust, an open dialogue 
and equality.

a company must have at all times 
the right number of the best, mo-

tivated experts in its field. Human re-
source planning takes into considera-
tion the development of the sector and 
the competitive situation. 

Expertise calls for continuous hu-
man resource development. Training 
and development provide concrete tools 
for managing daily tasks and ensure 
that the skills of personnel match op-
erational needs. The task of training 
is also to ensure that the right quan-
tity and quality of human resources 
are available.

For Finnair’s success, it is of prime importance that the company’s employees perform their duties reliably  
and with professionalism. the key task of human resources management is to create for Finnair employees  

the conditions to succeed, and to support their wellbeing at work, even in difficult times. text Maria Mroue and  
annina Metsola 

enthusiastic  
experts
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support witH 
cHAllEngEs 
Finnair offers personnel support in 
difficult times

Due to the economic situation, dif-
ferent parts of the Group have had 
to implement adjustment measures. 
Redundancies and lay-offs have not 
been avoided, even though emphasis 
has been on the use of ‘soft’ means, 
such as pension solutions.  

An effort was made to agree up-
on coherent redundancy procedures 
in statutory employer–employee ne-
gotiations with personnel represent-
atives. The aim was to offer options 
to those who were made redundant 
for ending their employment relation-
ship and for maintaining their work 
obligations during the notice period, 
when possible. 

finnAir heAlth services  j
ArrAnged chAnge situAtion 
support groups.

Employees were actively provided 
with information on employment, 
change security and the services of-
fered by the company. Finnair Health 
Services arranged change situation sup-
port groups, individual assistance and, 
when necessary, psychological services. 
The support was targeted for those tem-
porarily laid off, those made redundant, 
workers who kept their jobs, as well as 
supervisors responsible for implement-
ing the adjustment measures. 

The goal in arranging temporary 
lay-offs was for employees themselves 
to influence the time of their lay-off 
periods to best suit them.

until the end of the redundancy 
notice period, Finnair offers jobs that 
come internally or externally available 
to everyone who fulfils the criteria re-
quired for the posts in question. After 
the end of the employment relation-
ship, former employees may also rejoin 
the company on the basis of externally 
advertised vacancies. 

numerous checks based  
on statutory and official  
requirements are conduct-
ed on Finnair employees, 
particularly flight person-
nel. Finnair Health Services  
is currently assessing the 
health risks associated with 
lifestyle and genotype in 
connection with regular  
examinations.

Recruitment Services arranged for 
each worker made redundant or under 
threat of redundancy a relocation dis-
cussion in which the individual’s ex-
pertise, work expertise and educational 
information were recorded. Some em-
ployees were offered an outplacement 
service that supports the marketing of 
their own expertise and the finding 
of new employment. units organised 
employment-promotion information 
meetings in collaboration with the em-
ployment authorities.  
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guidAncE in  
HEAltH
Finnair employees participated in  
a diabetes risk study

At the end of May 2009, Finnair Health 
Services published preliminary research 
results on the risk of people working 
in the aviation industry falling ill with 
type 2 diabetes. The preliminary results 
show that the health check model de-
veloped in the project is an effective 
means of detecting people with the 
greatest risk of diabetes. 

during three yeArs, neArly  j
2,400 employees pArticipAted 
in heAlth checks.

During three years, nearly 2,400 Fin-
nair employees participated in health 
checks, which included the diabetes 
risk test. The research also revealed a 
link between irregular working hours 
and related sleep disorders, and diabe-
tes risk and arterial disease connected 
to those.

Those who participated in the health 
checks received lifestyle guidance, and 
people found to have an elevated risk 
on the basis of the test results were 
directed to an individual consultation 
with a diabetes therapist and/or nutri-
tion advisor. Further research will re-
veal whether the risk of type 2 diabetes 
has been reduced for people who have 
made lifestyle changes.  

The link between working hour pat-
terns and sleep disorders and health 
will also be analysed in more detail in 
cooperation with shift work research-
ers of the Finnish Institute of Occupa-
tional Health.

wEllbEing At 
work in tEcH nicAl 
sErvicEs
Finnair Technical Services’ Future 
Factors project developed supervisor 
work

In autumn 2007, Finnair Technical Serv-
ices initiated the “Technical Services 
Future Factors” training programme 
(TTT), the emphasis of which was on 
supervisor work and strategy implemen-
tation. As a result of the programme, 
the working atmosphere improved and 
absences declined.

The background to the wellbeing 
project was the rapid restructuring of 
Technical Services as well as a compet-
itiveness project aimed at improving 
operational efficiency and productivity. 
The primary target group of the TTT 
programme consisted of supervisors 
and management, a total of around 
190 people.

The TTT programme enhanced su-
pervisors’ expertise by, for example, 
improving effectiveness, feedback and 
leadership skills. Additionally, change 
management was supported and the 
whole workforce was committed to 
new operating practices. An Early In-
tervention model was launched to pro-
mote working capacity and wellbeing 
at work. 

Based on studies conducted in 2001–2003, Finnair developed the new forward-rotating 
Respect shift system, which has reduced fatigue and improved the quality of leisure time.

Comprehensive health promotion  
is important in flight safety work  
requiring high vitality.
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The supervisor training work gave 
rise to a Supervisor’s Manual and a 
comic strip presenting the key lessons 
through humorous means.  The man-
agement group had its own training 
courses, as did trade union officials, 
and common objectives were communi-
cated in meetings directed at the whole 
workforce.

Results were obtained surprisingly 
quickly, for example as an increase in 
development discussions. Group devel-
opment discussions in particular have 
been well received, both among super-
visors and among those who partici-
pated in the discussions. 

working  
AtMospHErE  
bEttEr
Lessons into Everyday Actions project 
improved interaction in Finnair  
Catering

A “Lessons Into Everyday Actions” well-
being-at-work project, implemented in 
Finnair Catering Oy in 2008–2009, was 
a success, despite the recession that 
shook the operating environment. In-
teraction of supervisors and employ-
ees improved and absences declined 
significantly.

The purpose of the project was to find 
methods and practices by which manage-
ment and the working atmosphere could 
be permanently improved and everyday 
work made more efficient.  

The project’s group training ses-
sions were attended by workers and 
supervisors from operational produc-
tion all the way to representatives of 
the management group. In this way, 
development ideas from individuals re-
sponsible for all of Catering’s produc-
tion processes were gathered for joint 
examination and further refinement. 
Interaction was open and the atmos-
phere inspiring, and the discussions 
enabled a common understanding to 
be reached on many difficult issues. 

Finnair Catering is Finland’s biggest kitchen.

Supervisors considered that they had 
made progress, especially in commu-
nications, their general capacity for 
organisation, social skills, more sys-
tematic management practices and 
inter-departmental cooperation. In a 
survey conducted among personnel, 
nearly half considered that the work 
of their own supervisor has advanced, 
for example, in the areas of improved 
presence, better atmosphere and more 
open discussion. The overall Technical 
Services’ 4D wellbeing at work indica-
tor rose during the year from 3.26 to 
3.46. Absences have declined in Tech-
nical Services since the beginning of 
2008 to the end of 2009 by around 15 
per cent. 

Technical Services will continue its 
development by coaching its internal 
trainers to support their colleagues 
and teams. 

An external partner participated in 
the wellbeing at work project, and the 
project received financial support from 
the employment pension institution 
Ilmarinen.

in A personnel survey,  j
neArly hAlf Assessed thAt 
their own supervisor’s 
work hAd improved.
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for the 
gooD of the 
chilDren

 Finnair’s change for good col-
lection campaign supports 

uniceF’s clean Water and environ-
ment for the children of india pro-
gramme. text inka ikonen

Finnair has been coop-
erating with unICEF 
Finland since 1994 to 
improve living condi-
tions for the world’s 
children.

t he state of Bihar in northeast In-
dia is one of India’s poorest and 

most densely populated areas. A total 
of 17 million children attend the re-
gion’s 54,000 schools. Inadequate water 
and sanitation facilities are one of the 
main reasons why 62 per cent of girls 
leave education during their first years 
at school and 75 per cent while in the 
higher classes of primary school. 

 In the area, unICEF has made as 
its prime objective a programme that 
particularly emphasises sensible use 
of water, hygiene and handwashing. 
The money that Finnair’s Change for 
Good campaign will collect over three 
years is vital for the support of this 
programme.

the objective is to ensure  j
cleAn drinking wAter, 
AdequAte sAnitAtion And A 
sAfe leArning environment. 

b indu Kamari, 14, lives in the vil-
lage of Bhagwanpur in the Gaya 

region. Because the family home has no 
running water, Bindu, like many other 
villagers used to visit a quiet corner of 
a field to squat. 

Bindu couldn’t wash her hands prop-
erly anywhere, so she was susceptible 
to many different diseases, diarrhoea 
and parasitic inflammations. She was 
also scared of snake bites.

In the Indian state of Bihar, 62 per cent of girls leave school during the 
first years of education. One of the key reasons is inadequate water man-
agement and sanitation.

Social  

responsibility
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In developing countries, handwashing can mean the difference between 
life and death. Diarrhoea caused by poor hygiene and dirty water kills 
4,500 children per day – more than AIDS, malaria and measles combined.
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The school’s only sanitation facilities 
were situated in a broken-down, dirty 
shack and the mere thought of it some-
times drove the girl to stay away from 
the entire school area. The toilet was 
meant for both boys and girls, and no-
one attended to its cleaning and main-
tenance. A water pump jointly used by 
the whole school was situated around 
100 metres away from the toilet.

now Bindu and her classmates at 
the Sisauni Prabodhi primary school in 
the Vaishali area of northeast Bihar are 
proud of how things have changed.

The school is part of the unICEF 
programme and the children attend 
school enthusiastically and are delight-
ed to have the opportunity to enjoy 
good hygiene. Equally important is that 
they also bring their changed behav-
iour back to their homes.

t he Clean Water and Environ-
ment for the Children of India 

programme offers more than just new 
toilets and effective water pumps, al-
though these things are the direct and 
concrete results of the money collected 
by the Change for Good campaign.

The objectives include ensuring clean 
drinking water and adequate sanitation 
for the children, as well as providing 
a healthy and safe learning environ-
ment. A further objective is to encour-
age children, families and communities 
to adopt hygienic practices and practi-
cal water treatment measures.

Awareness of the benefits of hygiene 
is at the core of education, and school-
teachers have also been trained to get 
the message across. Cleanliness and 
hygiene have been integrated into the 
schools’ everyday routines so that its 
importance has become part of the 
curriculum. 

 

a system specifically established for 
the purpose routinely monitors 

the collection of rubbish, carries out 
hygiene inspections, paints the walls 
of buildings and plants vegetation in 
schoolyards. Water pumps have been 
designed to raise water efficiently from 
great depths, and separate well-man-
aged toilets for boys and girls have been 
installed nearby.

By demonstrating concretely the ben-
efits of good hygiene – reduced risk of 
disease, significantly improved health 
and confidence of the children, and 
thereby better education – unICEF in-
tends to encourage the state and na-
tional governments to fund and support 
similar improvements in schools where 
help is needed elsewhere in India. 

f innair invests in long-term coopera-
tion with its partners. The Change 

for Good collection has been arranged 
on Finnair’s flights over the Christmas 
period for 14 years now.  

“In cooperation with our customers 
we have collected over one million euros 
for unICEF’s work with the Change 
for Good campaign since the collection 
began. Change for Good has been part 
of the charity work of many oneworld 
alliance airlines since 1999. This is an 
effective and concrete way of improving 
conditions in developing countries,” 
says Finnair’s SVP Community Rela-
tions and Communications Christer 
Haglund.

Altogether, finnAir And   j
its customers hAve 
collected one million  
euros for unicef’s work.

Over the years, the money acquired 
through the Change for Good collec-
tion has been directed to education 
programmes in Rwanda and nepal, 
AIDS programmes in Vietnam and 
Kaliningrad and an emergency relief 
project in Kosovo. 

In the period 2006–2008, the cash 
from the collection as well as the money 
allocated to Finnair’s Christmas gifts 
and cards were directed to work against 
AIDS among children in Vietnam.

The Change for Good collection is 
arranged on nearly all of Finnair’s in-
ternational flights at Christmas time. 
Collection boxes are also located in Fin-
nair’s lounges at Helsinki Airport.

A coMMon  
objEctivE
A better tomorrow is a difficult goal. By taking re-
sponsibility and showing a good example, we can 
head in the right direction. Finnair cooperates with 
a number of parties, for example to promote the 
state of the environment as well as the position 
of children in developing countries. With its part-
ners, Finnair invests in long-term cooperation. In 
the future, projects promoting natural diversity 
may be included.

unicef
Finnair has been working with UNICEF since 1994. 
The Change for Good collection has been made 
every year at Christmas for the last 14 years. The 
collection is now supporting the children of India. 
Funds raised have previously been used to combat 
AIDS among Vietnamese children.

baltic sea action group 
Cooperation with the Baltic Sea Action Group be-
gan in 2010. Finnair supports the Baltic Sea Action 
Group in its work aimed at improving the state of 
the Baltic Sea. A key objective is to obtain high 
quality research data to support practical measu-
res to restore the Baltic Sea.

finnish association for nature 
conservation
Great rivers grow from small streams. The Finnish 
Association for Nature Conservation and Finnair’s 
three-year waterway protection project in 2005–
2008 focused on the protection of the Baltic Sea, 
and particularly its coastal waters. As essential 
part of the project was environmental educati-
on. Cooperation with the Finnish Association for 
Nature Conservation continues.

reel time
The fruits of the Reel Time film festival, short 
films on environmental themes made by young 
people, are presented on Finnair’s leisure flights. 
Finnair’s and Reel Time’s environmental educa-
tion cooperation began in 2008.



70 Logbook

Fleet modernisation achieves considerable fuel savings, which in turn cut 
costs. Emissions are reduced at the same time.

Finnair recently completed the modernisation of its long-haul traffic fleet. the company’s european and  domestic 
traffic fleet had been modernised earlier. text taneli hassinen

the most  
moDern  
fleet



Responsibility  71

Of all the world’s net-
work airlines, Finnair 
flies its route flights 
with the most modern 
fleet. The average age 
of Finnair’s aircraft is 

just over six years. 
The new aircraft and their modern 

technology reduce maintenance and 
fuel costs. The new aircraft reduce fuel 
consumption and therefore also emis-
sions by 20–30 per cent per passenger. 
By choosing the airline which has the 
aircraft that load the environment the 
least and the most direct flights, pas-
sengers can reduce the environmental 
loading of their journey.

 

f innair’s fleet is based primarily on 
Airbus aircraft. Airbus A330-300 

and A340-300 wide-bodied aircraft are 
used in long-haul traffic, while Euro-
pean and domestic routes are flown 
with Airbus A320 aircraft. In addition, 
short routes are served by Embraer 170 
and 190 aircraft.

A standardised fleet is a cost-effec-
tive one. Maintenance and crew pre-
paredness is required for fewer types 
of aircraft, which lowers, for example, 
training, personnel and capital costs. 
Changeovers of aircraft from one flight 
to another are more flexible in a stand-
ardised fleet, which reduces delays. Sta-
tistics show that Finnair is one of the 
world’s most punctual and reliable 
airlines. 

t he fleet can provide a suitably sized 
aircraft in terms of seat numbers, 

selected according to demand, for each 
individual route and flight. Crew uti-
lisation is efficient, as the same crews 
can fly both the long-haul and the Air-
buses used in Europe.

At the end of 2009, Finnair’s long-
haul fleet will consist of 13 Airbus wide-
bodied aircraft. By the middle of this 
decade, the backbone of the long-haul 
fleet will consist of new-generation Air-
bus A350 aircraft, of which Finnair 
has ordered 11, with options for four 
more.

f or its leisure flights, Finnair uses the 
Boeing 757-200 aircraft. The fleet 

of seven leased aircraft will be gradu-
ally phased out. Three aircraft will be 
withdrawn in spring 2010, with the re-
maining four expected to be returned 
to the lessor by 2012.

Leisure flights are already being 
flown using Airbus A330 aircraft to 
long-haul destinations and Airbus A320 
aircraft to Mediterranean destinations 
inside Europe.

new AircrAft reduce fuel  j
consumption And thereby 
Also emissions by 20–30%.

m ore than half of Finnair’s aircraft 
are owned by the company. The 

remainder are leased from leasing com-
panies. Diversifying aircraft ownership 
helps manage the residual value risk 
of the aircraft.

the most  
moDern  
fleet

Fuel consumption 1999–2017 
litres/seat/100km

Emissions reductions 1999–2017
%

In 1999–2009, Finnair lowered its fuel  
consumption by 0.8 litres per seat and 
100km. Finnair’s goal for 2009–2017, is  
a further decrease of 0.65 litres.

Finnair lowered its emissions in 1999–2009 
by 22 per cent per seat. In 2009–2017,  
Finnair aims for a further decrease of 24 
per cent. Thus, a decrease of 41 per cent 
in emissions between 1999–2017 would be 
achieved.

Environmental  

responsibility
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1 Technology. In air transport, 95 per cent of emissions 
are engine emissions. Every new generation of engine, 

on the other hand, produces a fifth less emissions than its 
predecessor, so acquiring a modern fleet is an airline’s most 
significant environmental act. Finnair’s fleet modernisa-
tion is recently finalised.

2 Infrastructure. Helsinki Airport is an excellent exam-
ple of efficient infrastructure from an environmental 

perspective. Three runways ensure a smooth traffic flow 
without unnecessary emission-producing holding patterns. 
There is, however, room for improvement in European air 
traffic control arrangements: by standardising air traffic 
control in the Eu area, an immediate 12 per cent emissions 
reduction in air transport would be achieved.

3 Operating practices. An economic driving style is a 
familiar concept for car drivers. In the same way, fly-

ing an aircraft intelligently can also reduce emissions. CDA 
(Continuous Descent Approach) landings, individual  
planning of each flight, and the ‘weight-watchers’ project 
are examples of Finnair’s operational emission-reduction 
measures.

4 Financial management. What better motivator is there 
for reducing emissions than cash? That’s why Fin-

nair supports a global emissions trading model as well as 
tighter emission-reduction targets than many other com-
panies.

air transport emissions can be reduced in four different ways: modern technology, improved operating practices,  
financial management and infrastructure development. text Maria Mroue

emissions  
unDer control

TECHNOLOGY
I

INFRASTRUCTURE

OPERATIONS 

ECONOMIC INSTRUMENTS

II

III

IV

Environmental  

responsibility
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The latest Carbon Dis- 
closure Project (CDP) 
report, which measures en-
vironmental effects, ranks 
Finnair as clearly the best 
nordic airline and, on a 

wider scale, its score places the company 
among the best performers overall.

the cdp report mAkes  j
finnAir cleArly the best 
nordic Airline.

For three years now, Finnair has re-
ported its impact on the environment 
in the global CDP. In the report just 
published, Finnair nearly doubled its 
points from last year, to 61 (CDLI, Car-
bon Disclosure Leadership Index). 

“The best performing airlines 
achieved more than 60 points, so ac-
cording to the results Finnair is among 
the European elite,” says Finnair’s VP 
Sustainable Development Kati Ihamäki 
with pride.

The CDP gathers information on 
companies’ greenhouse gas emissions 
and their strategies to reduce them, so 
that companies and decision-makers 
can combat climate change through 
their actions.

“A company can only manage the 
things it can measure. The CDP, with the 
support of investment groups, has chal-
lenged the world’s largest commercial 
enterprises to measure and report their 
carbon emissions,” says Ihamäki.

f innair reports on its environmental 
impacts not only via the CDP but 

also through its social responsibility 
reports and emissions calculator.

“Around 95 per cent of an airline’s 
emissions arise from engine emissions 
during flying. The biggest environmen-
tal act that an airline can make, there-
fore, is to fly with modern, low-emission 
aircraft,” Ihamäki reminds us.

Finnair’s European fleet is the most 
modern in the world and the renewal 
of the long-haul fleet is near to comple-
tion. Every new generation of aircraft 
produces on average 20 per cent less 
emissions than its predecessor. Many 
other airlines, due to financial difficul-
ties, have not invested in new fleet.

In addition, Finnair’s Europe–Asia 
strategy is highly efficient from an 
environmental standpoint. When fly-
ing from Western Europe to nearly all 
Asian destinations, making a stopover 
in Helsinki reduces emissions, so it is 
a more sensible option in terms of the 
environment.

a ir transport is accountable for its 
emissions – customers can choose 

a responsible airline.
“In Finnair’s view, the airline indus-

try is itself accountable for its emis-
sions. That’s why Finnair supports 
a global emissions trading model as 
well as tighter emissions reduction 
targets than many other companies,” 
says Ihamäki.

Customers, however, are also respon-
sible for how they fly. Flying produc-
es emissions, but when customers fly 
they can choose the airline and route 
that produce the least possible emis-
sions. The emissions of Finnair’s flights 
can be determined with the aid of an 
emissions calculator at the address  
www.finnair.com/emissionscalcula-
tor.

Of airlines, Finnair was the Nordic number 
one in the CDP and was ranked among the 
best in Europe with a score of 61 points. Of all 
Finnish companies participating in the CDP, 
Finnair is ranked 11th.

Further information about the CDP results 
can be found at www.cdproject.net.

among the elite  
airlines

Finnair nearly doubled its score in the carbon disclosure project, which measures companies’ management of 
climate effects. this development ranks Finnair among the very best airlines. text Maria Mroue

Environmental  

responsibility



The past year has been exceptional in 
many respects. The global economy, and 
with it the airline industry, has experi-
enced a major upheaval. Moreover, the 
year has been very important in terms of 
combating climate change – during the 
year we prepared for the Copenhagen 
Climate Conference, where the intention 
was to make commitments on emissions 
reductions for the future. There were 
great expectations, but the opportunity 
was missed. The conference did achieve 
much that was positive, however, and 
negotiations will continue.  

The economic situation, on the oth-
er hand, has eased the climate prob-
lem; particularly in Finland emissions 
have fallen in the wake of the recession. 
Even so, countries have been unwilling 
to tighten their emissions targets or 
give promises on financial aid for en-
vironmental work in developing coun-
tries. Economic realities and the protec-
tion of profitability have exceeded the  
desire to protect the climate.

0 0 0

The recession has also affected social 
responsibility in other areas. unemploy-
ment has grown and social inequality 
has increased. We ourselves have not 
managed to avoid redundancies and 
other adjustment measures. Support to 
organisations and social projects has had 
to be curtailed in many companies.

nevertheless, we in Finnair are com-
mitted to continuing our cooperation 
with selected partners; the recession 
has not affected this, as even in these 
difficult circumstances we must also 
be able to see far into the future. We 
have made preparations for emissions 
trading nationally and we have been ac-
tively involved in creating models for 
international emissions trading in the 
sector. Sector growth requires measures 
to promote sustainable development 
even in hard times.

0 0 0

In a report last year, we announced 
that we would reduce our emissions 
both in relation to performance and 
in absolute terms. And this we did. But 
the true test will be in years of growth, 
not during a recession when the opera-
tions of nearly every airline have con-
tracted. Our emissions were reduced 
this year by our fleet modernisation, 
but improvements were also made on 
the operational side. 

Overall we reduced emissions be-
tween 1999 and 2009 by 22 per cent 
(per seat and per hundred kilometres). 
In the coming years, we have commit-
ted to even greater reductions: our goal 
is to reduce emissions from 2009 to 
2017 by 24 per cent. We will achieve 
this independently. In addition, we can 
expect reductions, for example, from 
emissions trading and from the Sin-
gle European Sky initiative. In terms 
of the testing of biofuels, we have also 
carried out extensive background work 
and we hope that this year we can an-
nounce news of a test flight.

In the past year we have been rec-
ognised for our social responsibility 
work. Our score in the Carbon Dis-
closure Project doubled, we were vis-
ible in the media and in our member-
ship of IATA’s Environmental Commit-
tee, we were one of the first airlines to 
publish a social responsibility report 
based on the Global Reporting Initia-
tive (GRI), we participated in disaster 
relief around the world and above all 
we continued our long-term work to 
reduce environmental loading both on 
land and in the air.

0 0 0

Bearing responsibility is not an end 
in itself. We hope that our work for 
the good of the environment and so-
ciety will also be taken up in our inter-
est groups and that we can continue 
our fruitful cooperation in the com-
ing years.  

 

KAtI IHAmäKI
V P SuSTA InABLE DEV ELOPMEn T

FIn nA IR PLC

Targets are 
there to be 
reached

Column

74 Logbook



The future is somehow irresistibly attractive. Its secrets are explored in crystal balls, cards, star 
charts, tea leaves and palm lines. Even so, we can influence the future right now with our own 
actions. History is behind us, but the future will be built by the decisions we make today. That’s 
why it’s important to look ahead. A company can gradually make its own visions come true, if 
only it can plot the right course.

40 years ago, the first flights from Finland to America began – on blue and white wings, of 
course. In the cabin, luxurious meals were served on tableware designed by Tapio Wirkkala, ac-
companied by silver cutlery, and attractive Finn Hostesses dressed in designer outfits entertained 
the passengers. And 40 years from now, what will cabin service be like then? 

Future
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In bad times it’s easy to focus on the 
problems at hand and forget, amid 
the hustle and bustle, to look into the 
future. The recession, it’s true, has a 
discouraging impact, even if the not-
too-far-off future seems quite bright. 
Moreover, the current recession is in 
fact mainly a recession of the OECD 
countries. In China and India, for ex-
ample, economic growth has contin-
ued. In the future, Asia’s role in the 
global economy will be even more im-
portant.  

But what about flying? Is it in de-
cline and what does its future look 
like? In my view, it’s absolutely clear 
that air transport will continue to grow 
in the future and that there are good 
grounds to believe this. 

0 0 0

We are currently witnessing only the 
first steps of globalisation, and globali-
sation will give rise to a new type of 
travelling. Once we spoke of business 
passengers and tourists, but now we 
all have family members and acquaint-
ances who study or work in different 
parts of the world. These people wish, 
of course, to continue to meet with 
their relatives and friends. The social 
media are a good way of keeping in 
touch, but they are no substitute for 
a good hug. In fact Facebook, for ex-
ample, is probably generating a lot of 
new travelling. 

Globalisation also means that busi-
ness is transferred and dispersed around 
the globe. In everyday business, video 
conferences and, in the future, holo-
gram meetings will reduce the need for 
internal meetings, but there will still 
be a need for a physical presence in 
management and when big decisions 
are made. You don’t buy or manage 
factories via the internet.

0 0 0

People’s wealth is continually increas-
ing. At the same time, the amount of 
leisure travel is growing, because peo-
ple have always had a natural need to 
move as well as to see and experience 
new things. The information society is 
becoming a mobile experience society 
in which both virtual surfing and tour-
ism will fulfil consumers’ hopes and 
dreams. Tourism will grow but in the 
future we will stay longer at our des-
tinations than now.  

The world’s population is growing 
and urbanisation is intensifying. The 
megacities are expanding and more of 
them are appearing. Air transport is 
needed to connect the cities. An Airbus 
market forecast projects that around 
25,000 new passenger and cargo air-
craft will be delivered in the world in 
2009–2028. The value of these aircraft 
will amount to 3.1 trillion uS dollars. 
The factors influencing the acquisition 
of new aircraft are developing econo-
mies and airline networks, expansion of 
budget airlines, growth in the number 
of large cities, an overall increase in traf-
fic and the replacement of old aircraft 
with eco-efficient models.

0 0 0

The need to move will therefore in-
crease, but is flying the only option? 
Shorter journeys can, of course, of-
ten be made more sensibly by train or 
bus, and in some cases travelling by 
ship is justifiable. In terms of its ef-
ficiency, however, flying is an unbeat-
able form of transport on long jour-
neys. Moreover, flying is, in principle, 
an extremely ecological way of moving 
around. It does not take valuable land 
from food production and housing, 
nor does it adversely affect natural di-
versity. Through technology, emissions 
will decline and new technology is also 
the key to achieving the vision of zero-
emission travel.

The economic significance of flying 
in the world will also form the basis for 
its continuity. It’s estimated that during 
the next 20 years aviation will employ 
directly 8.5 million people in the world 
and will increase global GDP by one 
trillion uS dollars per year. The benefits 
of tourism and other indirect impacts 
are even greater than this. Flying and 
the worldwide interaction it facilitates 
also increase equality. As people move, 
wellbeing and affluence increase and 
the risk of conflict falls. 

0 0 0

The most important reason, however, 
for the continuity of air travel is geog-
raphy. Although we know very little 
about the future, there’s one thing we 
can say for sure – japan will still be in 
japan 50 years from now.   

Further information about the flight travel 
of the future can be found on the futuristic 
website www.departure2093.com.    

cHrIstEr HAglUNd
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What does an airline’s future look like from a shareholder and investor perspective? Of what is a company’s 
value formed? What companies will reach the end of their road? the right answers would be as valuable as a 

correct lottery line before the weekend draw, but even so envisioning development trends is easier than guessing lines 
of completely random numbers. text Maria Mroue

what will finnair be 
worth in the future?

v ery little good news has emerged 
from the airline world in recent 

times. Finnair’s starting position was 
better than many of its competitors’, 
but a sharp downturn in demand and 
falling ticket prices are rapidly under-
mining the company’s finances. The 
company has implemented substantial 
adjustment measures, but they have 
not come for free. Strikes and illegal 
industrial action have cost Finnair mil-
lions of euros.  

In the short term, shareholders have 
no reason to celebrate, but looking fur-
ther ahead one can see that, through 
sharp course corrections, pitfalls were 
avoided that could have proved fate-
ful.

s imilar avoidance measures will have 
to be taken by others, and those 

who adapt less well may have a harsher 
fate. But what will happen after that, 
when only those best able to adapt are 
left? How will companies stand out 
from the competition? How will they 
continue into the future? What kind of 
companies will attract investment?

“In the view of those attending a 
PricewaterhouseCoopers future sem-
inar in spring 2009, the most impor-
tant single factor influencing value is a 
company’s future prospects,” explains 
PwC’s Director of Corporate Social Re-
sponsibility Services Sirpa juutinen.

Companies’ investor communica-
tions have traditionally focused heavily 
on reporting the past. Of course, the 
previous year’s or quarter’s figures give 
an indication of a company’s viability, 
but these figures tell us what has al-
ready happened. Their future impact 
is more often than not left for indi-
vidual investors or analysts to decide 
for themselves.

Airplanes of the future from the book Departure 2093 – Five Visions of 
Future Flying. A charter aircraft in 2093 with turning engines located in 
front – designed for both gliding and vertical take-off. Passengers are ac-
commodated in 1–4 person cabins. The vessel has lots of different leisure 
and conference services. Design Kauko Helavuo.
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c ompanies continually have to make 
decisions based on what, in their 

view, the future will be like. Investment 
and operational development require a 
view of the future. Companies therefore 
must have a vision of the future. Com-
municating and justifying this vision 
may constitute the best investor com-
munications in the years to come.

“A company’s value will probably 
be based in the future, too, on an esti-
mate of future cash flows. This means 
open, forward-looking reporting on 
how the company anticipates changes 
in market and interest-group expecta-
tions, including changes in the ethical 
sphere, and how it intends to answer 
them,” says juutinen.

In PwC’s future seminar, the sec-
ond significant factor influencing a 
company’s value was identified as ethi-
cal aspects.

“Investors will surely always look 
at the basics: the ability to turn op-
portunities into profitable business 
as well as skill in managing the risks 
that threaten this. Companies’ operat-
ing environments are changing all the 
time, however, and that’s why investors 
will increasingly seek companies which 
show a capacity to understand, before 
their competitors, changes in their op-
erating environment as seen from a 
corporate responsibility perspective,” 
adds juutinen.

t aking ethical aspects into consid-
eration does not, of course, mean 

neglecting to take account of the fi-
nancial result.

“It’s more a matter of what the 
achievement of the financial result may 
mean in the company, taking new is-
sues into account to some extent. Right 
now such issues are, for example, cli-
mate and social welfare factors,” says 
juutinen.

To survive into the future, a com-
pany must be able to look at the fu-
ture in good time. Moreover, it must 
also be able to change opportunities 
into actions. 

investment And operAtionAl  j
development require A view 
of the future.

“The companies that will survive will 
be those who are able to read the weak 
signals conveying market and interest-
group expectations and to act effec-
tively while also taking the changing 
needs of personnel into consideration. 
In addition, a company should be an 
effective change-implementation ma-
chine,” explains juutinen.

A wide-bodied, zero-emission supersonic aircraft in 2093, designed for long-haul routes. 
The fuselage is constructed of ultralight and ultrastrong nanoceramic material. Intelligent 
wings take speed and conditions into account, thus saving energy and reducing noise. 
Passenger comfort is top class. The aircraft is partly on two levels. Design Kauko Helavuo.
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“A company must be able to do all 
this, namely recognise weak signals 
and anticipate and implement chang-
es, systematically again and again, not 
just as a one-off exercise,” continues 
juutinen.  

with A three-kilometre  j
runwAy, you cAn trAvel 
Anywhere in the world.

c ompanies, furthermore, must be 
able to gather from rising trends 

and weak signals the correct elements 
for developing their own operations.

“Social media, for example, present 
many opportunities that skilled com-
panies can exploit. Another type of 
challenge is that companies must to be 
able to interact with the young workers 
entering the labour market, and their 
expectations,” says juutinen. 

Finnair has harnessed aviation, trav-
el and future research experts and has 
produced a vision of the future of fly-
ing. The conclusion is clear: flying will 
continue and increase in the future. 
Current challenges are now being tack-
led, but in the future they will surely 
be overcome just as the challenges of 
the past are history today.

b oth the International Air Transport 
Association IATA and aircraft man-

ufacturer Airbus are convinced that ze-
ro-emission flying is only decades away. 
Even now, every new generation of jets 
produces around one-fifth less emis-
sions than its predecessor, and tech-
nological development is not slowing 
down in the least.

a ccording to future researcher Sirk-
ka Heinonen, the information so-

ciety will become the mobile experience 
society. Movement is developing in a 
zero-emission, noise-free direction and 
air travel is popular. 

According to Professor of Environ-
mental Change Atte Korhola, in the 
future people will travel in the air, be-
cause it is fast and efficient and does 
not take land areas away from hous-
ing or food production. With a three-
kilometre runway, you can travel any-
where in the world, how about the 
same length of road or rail?

Finnair’s strategy is based to a large 
extent on geography. Helsinki is on the 
shortest route from Europe to Asia and 
is absolutely the most sensible stop-
over place for various routes. So one 
could well say that Finnair’s strategy 
has feet on the ground, even though 
its aircraft fly in the sky.

Finnair’s future viability is therefore 
supported by many factors. 

Read more about visions of the future at  
www.departure2093.com.
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neil armstrong’s feet touched the surface of the Moon in the historic summer of 1969. at the same time,  
40 years ago, Finnair widened its sphere of operations and flew for the first time over the atlantic. in addition 

to Finnair, the leading lights of Finnish design were also preparing for the conquest made on blue and white wings. 
text Maria Mroue and Senja larsen

from earth to moon  
anD from finlanD to america

w ith everything in America so big 
and impressive, Finnair also had 

to prepare to arrive in the new World 
with great style. The whole company 
from top to bottom was energised to 
prepare for the big leap. The nation’s 
leading designers were harnessed to 
design the uniforms, porcelain, tex-
tiles and glasses. The goal was to put 
Finland on the world map.

The first DC-8 aircraft were given 
names according to the spirit of the 
times. jean Sibelius was soaring in the 
wake of the melodic strains of its name-
sake, the great composer. Paavo nur-
mi, on the other hand, was inspired 
by the flying steps of the running leg-
end. The tails of the machines were 
painted with a stylish blue cross. The 
four-engine aircraft could accommo-
date 124 economy-class and 16 first-
class passengers.

“The prices of f lights over the Atlantic 
are now cheaper and from May 
1969 the f light from Helsinki to New 
York is only a brisk triple jump via 
Copenhagen and Amsterdam on 
Finnair’s giant jets, the DC-8s.”

newspaper Hyvinkään Sanomat  
25 March 1969 

a rmstrong, with his steps, had just 
taken humankind into a new space 

age and the DC-8s’ ADIRS navigation 
systems were, in practice, the same as 
those that took the first astronauts to 
the Moon. The aircraft was respectfully 
called the “million mark brain”.

Pilots in front of their new tool, the DC-8. The first DC-8 jet plane with 
four engines arrived in Finland on 8 February 1969. The plane was named 
Paavo nurmi, and used on the maiden flight to new York. The second 
plane arrived on 23 March, and was named jean Sibelius.
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from earth to moon  
anD from finlanD to america

A graphic poster communicated 
that the big moment was close  
at hand. The conquest of America 
began on 15 May 1969.

The foundation for the start-up of 
the route was laid in 1966 with the 
opening of a sales office on the corner 
of 5th Avenue and 47th Street. Be-
fore the start of the new York flights 
in 1968, the company changed its 
name officially from Aero to Finn-
air and the familiar F logo appeared 
for the first time. The DC-8 flights 
from Helsinki via Copenhagen and 
Amsterdam to new York began on 
15 May 1969.

“Finnair’s DC-8 aircraft are 
like f lying exhibitions of Finnish 
industrial art, because both the 
cabin interiors and the catering 
accessories are the newest of the new 
in Finnish design.” 

newspaper Helsingin Sanomat  
26 February 1969 

t he cabin was completely rede-
signed to serve new York and 

world at large. A bar was installed for 
first-class customers, and the interiors 
and catering accessories represented 
Finnish design at its best.

nothing was spared in first class 
in terms of the food and drinks serv-
ice. Black Beluga caviar with frosted 
Finlandia vodka provided a startling 
beginning to meals enjoyed over the 
Atlantic. The caviar was scooped gen-
erously from a large bowl for the 
enjoyment of passengers.

Glass, porcelain and cutlery were 
designed by Tapio Wirkkala. The 
linen damask table textiles were the 
work of Dora jung. Their fine pat-
terns were reminiscent the glued ve-
neer cutting surfaces of wooden air-
craft propellers.



82 Logbook

Wirkkala’s Arctic ultima Thule se-
ries of glasses was introduced for the 
first time on Finnair’s new York route. 
The glasses proved to be so popular that 
they soon became available in depart-
ment stores and were a popular choice 
as a homecoming gift for foreign visi-
tors. nowadays ultima Thule is noth-
ing less than a classic.

The cutlery was made by Kultakes-
kus. Wirkkala’s modern series of cut-
lery resembled elegant quill pens. The 
items certainly had their admirers, but 
when they began to disappear from 
the flights in their tens of thousands, 
they had to be replaced with more eve-
ryday items.

The mocha and coffee cups had 
straight lines in the modern style. 
Wirkkala also designed the blue Finn-
air food plate decoration, in which the 
Finnair logo takes flight as a flock of 
birds. It is still used by Finnair today.

“The seat covering is Metsovaara 
woollen fabric and the seatbelts 
are softer and more elegant than in 
earlier types of aircraft. The blue-
green carpet is American-made, but  
of Finnish design.”

newspaper Helsingin Sanomat  
26 February 1969 

a t the same time as Finnair prepared 
to open its new York route, a fun-

damental change took place at Helsinki 
Airport: the former barrack-like build-
ings were replaced by a new terminal, 
from which the first passengers flew on 
the maiden flight to new York.

Everyone involved with the maiden 
flight received as a memento a rose do-
nated by Interflora. Half of the passen-
gers who travelled on the first flight to 
new York were Finns. 

t he comfort of passengers flying 
across the Atlantic was attended to 

by Finn Hostesses, service profession-
als trained specially for the uS flights, 
who were distinguished by their annu-
ally changing design clothing. While 
the other cabin staff served food and 
drinks, the Finn Hostesses’ role was 
to provide individual service, tell for-
eigners about Finland, and to keep the 
passengers company.

The Finn Hostess clothing was 
changed annually. In 1969, it was de-
signed by the Finnwear designer Anna-
Liisa nieminen. On the front of her 
dress the Finn Hostess wore an item 
of silver jewellery depicting a person 
looking for others in a foreign envi-
ronment, which was the first in Björn 
Weckström’s Space Design series. The 
superb silver ‘space travel’ outfit, on 
the other hand, was designed by the 
award-winning clothing designer Kari 
Lepistö. The outfit’s finishing touch was 
a silver-coloured mink hat. In America 
it pays to see and be seen.
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1969 Cabin staff dressed in new uniforms 
for the historic conquest of America. 

In 1969 Finnair personnel  
dressed in design clothing for  

the conquest of America.  
What about 40 years from  

now?

finnair 
flight 

fashion
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1969 The Finn Hostesses, service experts responsible for passen-
gers’ comfort, were dressed in design outfits that changed 

annually. The leather skirt was worn only on flights between Amsterdam 
and new York.
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1969 The cabin staff’s space-inspired outfit was designed by Kari Lepistö, the 
1968 Euro-Fashion Competition winner. The “Silver Cloud” suit had a fun, 

sporty hat accessory. Pictured is Finland’s most beautiful and notable flight attendant, 
Miss Finland 1961, Ritva Wächter.
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1969 The new uniform could be altered in many 
ways. On the left is the silver suit designed 

by Kari Lepistö and in the centre a winter outfit.



Future  87

1969 The Finn Hostesses who crossed the Atlantic were trained for the most  
demanding customer service duties. They wore a blue and white long dress 

designed by Anna-Liisa nieminen, with colours designed by Anna Suni.
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2050 As technology develops, intercontinental passenger flights will rise in the future into near space. Finnair 
will also be distinguished by its quality in 2050. Flight personnel are an important and prominent part  

of the company’s image, so their workwear must convey the spirit of Finnair. These outfits for male and female flight  
attendants incorporate modern classicism and influences from the fashions of the 1960s and 1970s. The clothing is  
stylish and exclusive, but comfortable to wear. Among the materials used is silver artificial fibre, treated with a dirt and 
moisture-repellent Teflon coating. Design Essi Lehto.
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2050 This Finnair outfit of 2050 is classically stylish and refined. The combination of stretch  
and non-stretch materials makes the clothing attractive and easy to move in. The advanced , 

intelligent materials adapt to changes in the climate, so the outfit will be comfortable to wear at both 
warm and cool destinations. Finnair’s small cabin helper is an indefatigable partner in the serving of food 
and drinks, and in other duties. It glides smoothly along the narrow aisles and helps maintain a cheerful 
mood during the flight. Design Ilona Hackenberg.
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2050 The first Finns will visit space in the early 2010s. This uni-
form belongs to a female flight attendant on Finnair’s space 

flights. The cat suit and shorts will be more practical in space than a skirt 
and jacket. The knee protectors and helmet give protection from bumps 
and knocks and the magnetic boots that grip the shuttle floor facilitate 
movement in a state of weightlessness. The accessory pack attached to the 
leg contains various items required during a flight. Design Patrik Prusak.

w hen Finnair opened its flight 
route from Helsinki to new 

York 40 years ago, the flight person-
nel’s outfits represented the ultimate 
in modern fashion.

To mark the anniversary of the his-
toric new York route, Finnair organ-
ised a clothing design competition for 
students of Aalto university, where the 
goal was to peek 40 years into the fu-
ture and design an outfit for the flight 
personnel of 2050.

The competition jury selected the 
three best submissions, which are dis-
played on these pages. Their designers 
are Essi Lehto, Ilona Hackenberg and 
Patrik Prusak.

Lehto designed workwear items that 
are clear and luxurious, but comfort-
able to wear, for both male and female 
flight attendants. Hackenberg worked 
on the idea of the materials of the 
future and designed a smaller flight 
helper – a robot dog. Prusak’s work 
reflects the flight travel of the future 
in the spirit of comic strips and sci-
ence fiction movies.

“The works were not only visions on 
future clothing but also insights into 
the development of service and travel. 
The future is built on today’s decisions 
and visions, so such insights take us 
further,” says Finnair SVP Public Af-
fairs and Communications and Chair-
man of the Competition jury Christer 
Haglund. 

Ilona Hackenberg (left), Essi Lehto and 
Patrik Prusak won as prizes gift cards enti-
tling them to travel to an Asian destination 
of their choice. The winners are planning 
trips to japan and Korea.
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Be eco-smart.
Choose Finnaiŕ s brand new fl eet and

shortest routes to Asia.

feel.finnair.com
THE FAS T AIRLINE BET WEEN EUROPE AND ASIA
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the departure 2093 campaign instantly made Finnair a talking point around the world. it showed that even a 
small player can become a sector pioneer with the aid of a bold and captivating story. text patricia Ongpin

telling  
a global story

Departure 2093 led to many spin-off projects, such as 
the Fly Like never Before campaign, which was real-
ised on the internet and at airports in different parts 
of Europe. Picture from Finnair stand in Manchester.
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i n a fast-changing world it is almost 
impossible to see five years ahead, let 

alone 15 or 50. Can it be done? 
Finnair faced the challenge of creat-

ing awareness for a Finnish brand in 
remote markets such as India, China, 
Korea and japan. They dared to make 
an impact in the fierce competition 
for news and buzz. On a global scale, 
a brand such as Finnair is very small 
and the vast majority of the world’s 
population has never even heard of it. 
Could it be done? Well, we would never 
know that unless we tried.

In november 2008, Finnair embarked 
on a flight to the future that aimed 
at answering the above questions. In 
2009 that initiative created more glo-
bal attention, interest and excitement 
than we could ever imagine. The De-
parture 2093 concept turned Finnair 
into a global industry reference, almost 
overnight.

t he idea was simple: to paint a pic-
ture of air travel and the aviation 

industry 85 years from now. That spe-
cific horizon was chosen because Finn-
air, one of the longest-operating air-
lines in the world, turned 85 in no-
vember 2008. Finnair, together with 
its partners Airbus Industries, Price-
waterhouseCoopers, PR agency Milt-
ton and a number of academic and in-
dustry experts, created five visions of 
the future of flying. The visions were 
brilliantly illustrated by inventor and 
designer Kauko Helavuo.

The campaign had all the elements 
of successful modern marketing com-
munications. It was designed to capture 
the imagination of the media, blog-
gers, opinion leaders, business part-
ners and customers alike. It was visu-
ally appealing and generated a great 
word-of-mouth effect. It was, in fact, a 
great crowd surfing* campaign.

The concept has worked across com-
munications channels and cultures and 
has become a major component in Finn-
air’s overall communications. To date, 
the bold visions and imagery from De-
parture 2093 have been referenced in  
books, domestic and international me-
dia relations, social media, seminars 
and talks, marketing and advertising 
campaigns, fairs, and various publica-
tions. The list goes on.

The Departure 2093 concept has 
become a symbol of a progressive and 
modern airline looking boldly into the 
future even as a gloomy outlook chal-
lenges the company and the industry 
as a whole. 

r arely does a Finnish brand cre-
ate so much attention and buzz 

on the international scene as Finnair 
and Departure 2093 has. Leading me-
dia from around the globe, such as 
Frankfurter Allgemeine, national Ge-
ographic, The Hindustan Times and 
Wired, have given the initiative wide 
coverage. In all, over 1,000 print and 
online articles have acknowledged De-
parture 2093 to date, not to mention 
the blogs, debates and discussions on 
the web. Last but not least the Depar-
ture 2093 project has allowed Finnair 
to engage in a dialogue with some new 
and interesting stakeholders. 

Many experts have assessed the De-
parture 2093 campaign as one of the 
most successful PR campaigns con-
ducted by a Finnish brand on the in-
ternational arena. It has been a tremen-
dous vehicle for creating awareness and 
recognition for Finnair on the global 
scene. Today, Finnair has become an 
industry reference in terms of future 
development, and representatives of 
the company are frequent speakers at 
international seminars and events.

t he Departure campaign also proves 
the efficiency of communications 

in the modern media and stakeholder 
landscape. With a good story, dressed 
in an appealing concept even a rela-
tively small company can attract global 
interest. As such, the campaign could 
serve as inspiration for other Finnish 
brands that seek international aware-
ness and growth.

A finnish brAnd hAs seldom  j
received so much internA-
tionAl Attention.

Challenger brands, such as Finnair, 
must be bold and good storytellers if 
they want to have a larger piece of the 
world market. 

*Who is a crowd surfer? As a crowd surfer, 
an organisation recognises the opportunities 
of new media and realise that by giving their 
customers, partners and employees a greater 
say in the way that they do business, they are 
also shaping the company’s future. They also 
recognise the power of a good story and let 
that story loose among stakeholders, media, 
bloggers, customers etc.

Finnair’s SVP Public Affairs and Communications Christer Haglund holding a copy of 
Departure 2093 – Five Visions of Future Flying. The publication won the International  
Public Relations Association’s 2009 Golden Awards prize, which is among the most re-
spected of its kind in the world. In Finland the ProCom Communications Professionals 
Association honoured Haglund with the Communicator of the Year award.
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Reach asia fast.

Helsinki

Tok yo

Nagoya
Osaka

Beijing

Shanghai

Hong Kong

BangkokDelhi

New York

Seoul

THE FAS T AIRLINE BET WEEN EUROPE AND ASIA

finnair flies the fast and short northern route from more than fifty major european cities 
to nine destinations in asia, via helsinki. Book your flights at www.finnair.com and learn 
more about our eco-smart routes and fleet at feel.finnair.com. Welcome aboard!
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cHrIstOffEr tAxEll 

b. 1948, LLM, former 
Govern ment Minister, Chancellor 
of Åbo Akademi University; 
Chairman of the Board of the 
organisation Föreningen Konst-
samfundet and Åbo Akademi 
University Foundation; Chairman 
of the Board of Stockmann Plc; 
Member of the Board of Sampo 
Plc, Nordkalk Corporation, 
Luvata Oy; and Member of the 
Investment Committee of the 
Society of Swedish Literature in 
Finland. Chairman of Finnair 
Group’s Board since 2003.

KArI JOrdAN 

b. 1956, BSc (Econ), President 
and CEO of Metsäliitto Group; 
Chairman of the Boards of M-real 
Corporation, Metsä Tissue Corpo-
ration and Metsä Botnia Ab; 
Deputy Chairman of the Board 
of Metsäliitto Group; Deputy 
Chairman of the Confederation of 
Finnish Industries EK; Chairman 
of the Board and Working 
Committee of the Finnish Forest 
Industries Association. Deputy 
Chairman of Finnair Group’s 
Board since 2003.

ElINA BJörKlUNd 

b. 1970, MSc (Econ), in the 
service of Fiskars Home since 
2004, presently as VP Marketing, 
independent entrepreneur in the 
field of finance consultation and 
training in 2001–2004, Deputy 
CEO and chief analyst of Merita 
Securities Ltd in 1995–1999, 
member of the Board of the Art 
and Design City Helsinki Oy in 
2006–2008. Member of Finnair 
Group’s Board since 2009.

sIgUrÐUr HElgAsON 

b. 1946, MBA, Chairman of the 
Board of Directors of Icelandair 
Group since August 2009; 
President and CEO of Icelandair 
1985–2005; Member of the IATA 
board of Govenors 2004–2005; 
Chairman of Calidris 2005–2007 
(Debuty Chairman since 
August 2007); Chairman of the 
Icelandair Special Childrens 
Travel Fund since 2005; and 
Member of the Board of The 
Einar Jonsson Art Museum. 
Member of Finnair Group’s 
Board since 2007.

UrsUlA rANIN

b. 1953, MSc (Econ), LLM, 
in the service of Nokia Corpo-
ration 1984–2005, incl. General 
Counsel 1994–2005, Secretary 
of the Group Executive Board 
1992–2005, Secretary of the 
Board of Directors 1996–2005 
and Member of the Board of 
UPM-Kymmene since 2006. 
Member of Finnair Group’s 
Board since 2006.

VElI sUNdBäcK

b. 1946, LLM, EVP and Member 
of the Board of Nokia 1996–2008, 
in the Ministry for Foreign Affairs 
1969–1996, Secretary of State at 
the Ministry for Foreign Affairs 
1993–1996; Chairman of the 
Board of the Technology Indus-
tries of Finland Centennial 
Foundation; Chairman of the 
Board of the John Nurminen 
Foundation; Member of the Board 
of the Finnish National Theatre; 
Chairman of Board of Huhtamäki 
Plc 1995–2005. Member of 
Finnair Group’s Board since 2004.

sAtU HUBEr 

b. 1958, MSc (Econ), Managing 
Director of the Tapiola Pension 
Ltd; Member of the Investment 
Council of Finnish Industry 
Investment Ltd; Member of the 
Board of the Finnish Cultural 
Foundation’s Support Associ-
ation; Member of the National 
Emergency Supply Agency; and 
Member of the Expert Group 
on State Ownership Steering. 
Member of Finnair Group’s 
Board since 2006.

PEKKA tImONEN

b. 1960, LLD, University of 
Helsinki 1984–2001; Secretary-
General of the Ministry of 
Trade and Industry’s Foreign 
Ownership Committee 
1990–1991; Ministerial Advisor 
in the Ownership Policy Unit 
since 2001; Director-General 
of the Prime Minister’s Office 
Ownership Steering Dept. since 
2007; Chairman of the Board of 
Suomen Erillisverkot Oy since 
2007; Member of the Board 
of Municipality Finance Plc 
since 2009. Member of Finnair 
Group’s Board since 2008.

Finnair Group’s Board

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



96 Logbook

mIKA VEHVIläINEN

b. 1961, MSc (Econ), Finnair 
Plc’s President and CEO, in 
Finnair’s service since 2010. 
Vehviläinen previously worked 
for Nokia, ultimately as Chief 
Operating Officer of Nokia 
Siemens Networks. 

ErNO HIldéN

b. 1971, MSc (econ.), COO, 
SVP Operations, Member of the 
Executive Board, in Finnair’s 
service since 1997. Hilden’s 
previous posts include various 
business development posts in 
Finnair corporate management. 
Prior to his present position 
he was VP for Finnair Leisure 
Flights business unit.

mIKA PErHO

b. 1959, BA, SVP Commercial 
Division, Member of the 
Executive Board, in Finnair’s 
service since 1985. Perho has held 
management posts in Finnair 
sales and marketing.

tImO rIIHImäKI

b. 1971, MBA, SVP Customer 
Service, Member of the Executive 
Board, in Finnair’s service since 
1994. Riihimäki previously held 
sales and marketing posts in 
Finnair Cargo Oy. Prior to his 
present position he was VP for 
cargo global sales.

lAssE HEINONEN

b. 1968, MSc (Econ), Chief 
Financial Officer, Finnair Plc’s 
Deputy CEO, Member of the 
Executive Board, in Finnair’s 
service since 2004. Heinonen 
previously worked as Chief 
Financial Officer for the Novartis 
pharmaceuticals company, e.g. in 
Switzerland and Turkey.

VIllE IHO

b. 1969, MSc (Technology), 
SVP Resource Management, 
Member of the Executive Board, 
in Finnair’s service since 1998. 
Iho previously held various 
posts in Finnair Plc’s Scheduled 
Traffic. Prior to his present 
position he was VP for Production 
Management.

ANssI KOmUlAINEN

b. 1964, BA, SVP Human 
Resources, Member of the 
Executive Board, in Finnair’s 
service 1989–1999 and since 
2001. Komulainen has worked 
in various management posts in 
the restaurant sector as well as 
in Finnair Catering’s service, 
ultimately as its Managing 
Director and SVP Catering.

Finnair Group’s Executive Board as of 1 February 2010 
Jukka Hienonen was President and CEO until 31 January 2010.

cHrIstEr HAglUNd

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

KAIsA VIKKUlA

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

The Management 
Group also includes

Jukka Hämäläinen,  
SVP Ground Handling, 
Managing Director of 
Northport Oy

Kristina Inkiläinen,  
SVP Catering, Managing 
Director of Finnair  
Catering Oy

Antero J. Lahtinen,  
SVP Cargo, Managing 
Director of Finnair Cargo Oy 
and Finnair Cargo Terminal 
Operations Oy

Kimmo Soini,  
SVP Finnair Technical 
Services 

 
Personnel   
representatives

Kristian Rintala,  
Pilot, Chairman of the Finnish 
Air Line Pilots’ Association

Esa Suokas,  
Chief Shop Steward,  
Representative of the  
Finnish Aviation Union ry

Mauri Haapanen,  
Superintendent,  
Representative of the 
Finnairin  Tekniset ry

Tiina Sillankorva,  
Purser, Chairman of 
Finnairin ylemmät ry

Group Management and 
Board of Directors Secretary

Sami Sarelius,  
Vice President and  
General CounselInformation on share ownership can be found in the financial report and at www.finnair.com/group.
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THE FAS T AIRLINE BET WEEN EUROPE AND ASIA

Finnair f lies the fast and short northern route 
from Europe to nine Asian cities. Flying via Helsinki 
offers high flight frequency and smooth connections 
– Helsinki has been rated as one of the best transfer 
airports in Europe. Welcome aboard – book your 
f lights at www.finnair.com. Learn more about our 
fast routes, modern fleet and world-class quality at 
feel.finnair.com.

OUR ROUTE NET WORK COVERS THE WHOLE OF ASIA.

Annual Review 2009

 
Finance 

2009 brought no good news  
for the airline industry, but is  
there finally light at the end of  
the tunnel?

 
Travel 

Would you like to relax in a spa 
before your connecting flight?  
Now you can, in Finnair’s Via Spa 
at Helsinki Airport.

 
Responsibility 

Finnair will reduce its emissions 
by 24 per cent by 2017. Sustainable 
development is a prerequisite for  
the success of the travel industry.

 
Future 

40 years ago Finn Hostesses 
entertained passengers over the 
Atlantic. What about 40 years 
from now?




