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On the cover: Mrs Mengzhilan, a farmer from  
Tong Hua village, Nanning District, Guangxi, China

Mrs. Mengzhilan’s everyday life is about family and 
farming. She grows rice, vegetables, corn and chicken 
in Tong Hua village, located next to eucalyptus 
tree plantations where Stora Enso sources wood. 

The Company has established a project in the village that provides 
microloans for pig farming and helps chicken farmers with logistics.  
“I give my chicken rice and grains, and they walk around the village 
to find insects and other food from nature. When they are ready, I call 
Stora Enso and they take my chickens to the town to be sold.”
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Another year forward,  
another lesson learned

Editorial

Dear reader, 

T his is now the third year of our Rethink 
magazine and my editorial again addresses 

a similar theme. Years go by quickly but it seems 
that the challenges in doing business haven’t 
changed a lot during the last few years. The 
world certainly did not become an easier place 
to do business in 2012, not for us nor for our 
customers. Unlike the 2008 financial crisis the 
challenge was not a rapid or dramatic change 
to the environment, but a reality where visibility 
forward was, and still is, limited. In Europe, where 
a significant majority of our business lies, this 
may be even more true than elsewhere.

I t is against this reality, which can be expected 
to continue for a considerable period, that we 

as Stora Enso need to complete our transforma-
tion into a value-creating global renewable 
materials company. You can read about our 
strategic journey in this magazine. For Stora 
Enso, this transformation is not just verbiage 
or a pretty vision, but true action moving us 
towards being the company we want to be. 
This transformation is based on a few large 
individual investments in growth markets, and 
financed through solid cash generation in existing 
businesses.

O ne living proof point for our strategy is the 
lead story in this magazine, which tells 

about the major investments we have been 
working on.  We announced in March 2012 that 
we are building a pulp mill and a consumer board 
mill next to our eucalyptus plantations in Guangxi, 
Southern China. This 1.6 billion euro industrial 
investment by the Renewable Packaging 
Business Area, is probably the largest that a 
Scandinavian company has ever made abroad. 
So far it has not been an easy journey to China 
but we will overcome these challenges and have 
the mills running effectively in the coming years.

B uilding on this investment, and even within 
the relatively tough operating environment, 

Renewable Packaging had a clear value-creating 
operational return on operating capital in 2012 
of approximately 12%. Two other significant 

investments, now essentially finished and very 
well executed, were Skoghall woodyard (Sweden) 
and Ostrołęka’s (Poland) new containerboard 
machine. With these two, it is now about getting 
them running flawlessly and securing the returns 
we defined in the investment plans.

F or the Biomaterials Business Area, with its 
pulp mill construction in Montes del Plata, 

Uruguay the total return was approximately 6%, 
and for the existing asset base approximately 
10%. The mill is in its final months of construction, 
and is on target to get to start-up in mid 2013. We 
are convinced that Montes del Plata will join the 
same value creating world-class asset portfolio 
as our existing joint venture Veracel in Brazil.

I t is clear that there is definitely a good reason 
to invest in and develop the two Business 

Areas of Biomaterials and Renewable Packaging, 
especially when our goal is that this investment 
will further enhance the returns once fully up and 
running.

T he Printing and Reading Business Area 
continued to be a solid cash engine in 2012. 

This was no easy task in a market that structur-
ally shrank 4 to 6%, before cyclical impacts, 
for the sixth year in a row. On the positive side, 
we are sure that this is a team that spends no 
time speculating about the tough environment: 
they are used to it and excel at operating in it. 
There have been multiple new capacity, cost and 
productivity programmes announced in 2012 
with relatively short payback times, which are not 
only very necessary but also prove that we can 
keep this cash engine in strong health for years 
to come.

T he Building and Living Business Area is a 
story of its own. After previous significant 

capacity and cost programmes in the period 
from 2007 through 2009, it faced a rapidly 
weakening performance in the second half of 
2012. The positive excitement around the growing 
value-added Building Solutions and Components 
businesses, were overshadowed by a weak basic 
saw milling business in both the Nordic region 
and in continental Europe. We will not say that 

Jouko Karvinen
CEO
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When an ordinary juice carton enters our Barcelona Mill, it starts a new life as valuable packaging material. Even the aluminium 
inside the juice cartons is recycled and reused. Pyrolysis, the process used to separate aluminium from cartons, creates so  
much energy that the mill is able to run on its own. 

European households create over 60 million tonnes of packaging waste every year. What if all packaging was renewable?  
Stora Enso wants to redesign the future with renewable packaging. Find out more at rethinkstoraenso.com

FOUNDATION

This is not waste.  
This is new packaging.

By being a principle sponsor of the FIS Nordic  
World Ski Championships 2015, we will play our  
part in making it a successful and responsible event.

Beyond Skiing 2015 is a network of companies and organisations 
supporting the World Ski Championships in Falun, Sweden.  
More information at beyondskiing2015.com

http://www.rethinkstoraenso.com
http://www.beyondskiing2015.com
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waiting for the cycle will fix this, but rather look 
to find further ways to reduce costs, improve 
productivity and the supply chain. As in paper, we 
need to solve our problems, not wait for others 
to do it for us. This is critical even beyond the 
present cash generation phase, as we will need 
very competitive saw milling in order to grow the 
selected higher value-add areas.  

C an we still continue on the path of never 
ending cost and productivity improvements? 

Yes we can, as the multiple announcements 
during 2012 showed. The task we have now is to 
accelerate these improvements in an environment 
where the basics have already been done. Not 
easy, but possible and highly necessary.

I n our never ending task of improving Stora 
Enso, with very little tail wind, one does begin 

to wonder “why do we do all this?” Why do we 
all work so hard, then have to make plans and 
decisions that lead to mill closures and job 
losses? Why do we enter new countries and 
regions where our traditions and experiences are 
put to tough tests every day? Is it only to make 
money and create value for our owners? Clearly 
creating value for our shareholders is what we 
do, but as individuals we must have a deeper 
purpose, a purpose that touches all our stake-
holders, including those who own shares. This 
may be the most important lesson of the year.

D efining our Purpose was a fundamental 
dialogue for Stora Enso in 2012. Through 

this dialogue we agreed that our purpose is to 
“Do good for the people and the planet”. Simple, 
down to earth, based on our actions and totally 
inclusive. When all of our colleagues begin to 
think and feel that this is also their Purpose, it will 
become a true daily benchmark for everything we 
do. We fully understand this will be challenged 
as the company continues to streamline and cut 
costs, but that is fine. That must be what drives 
us to be a better, more inclusive company. You 
can read later in this magazine about how our 
Purpose was formed. Several stories show the 
new Purpose in practice including care housing 
for the disabled built from our cross-laminated 
timber modules, making sure that sandworms 
remain a local delicacy in the Beihai area, and 
encouraging Poland to recycle paper and 
cardboard. Our Purpose is visible here and it 
should show in everything we do.

A s a part of this dialogue on our Purpose we 
also decided to renew our values to create 

something very simple, yet concrete. In our 
journey of renewal we saw a great need for the 

evolution of our company values. If our strategy 
is the path to our long-term goal, then our values 
must be the lights that guide us on that path. 
These values must be the same for all of us in 
Stora Enso, irrespective of where we operate, 
and should also mean that we set our objectives 
higher than the local rules and traditions may 
require.  We have to be prepared to stand by 
these values, even when it means giving up a 
business opportunity when it conflicts with them. 
That is the only way we can bring communities 
forward – and that is what it really takes – to do 
good for the people and the planet. 

S tora Enso’s values must be something our 
people can remember, relate to, and test 

their actions against. In short, the new values are 
“Lead” and “Do what’s right”.  The underlying 
thought on “Lead” is not only better leadership 
but a desire to be a part of making the world a 
better place, not only for our generation, but for 
those of the future. A thought which we in the 
privileged Western world may have forgotten, 
something we should relearn from the great 
people we meet in growth markets is that we 
should change the world, not wait for the world to 
change us.

“D o what’s right” is a different thought. It is 
something we want to think about every 

day, testing every decision we make against it. 
From the CEO to your closest colleagues. It is 
something we are proud to discuss within the 
company but also with any and every stakeholder. 

W e believe our Purpose will drive us to do 
the most difficult things in a better, more 

inclusive way. Over time we have to change the 
way we provide support and new opportunities 
to our people in areas where shrinking consumer 
demand will continue to lead to less jobs. We 
strongly believe our purpose will help us in new 
investment areas to become a more inclusive 
partner, a partner that not only brings value to the 
community but can even share that value with 
others, and most importantly, share new value 
creation.  

T he progress we have made, for example 
in Veracel, to base a significant extent of 

our wood supply on tree farming, instead of 
only wood from land owned by us, is a good 
early example of this direction. In China, with 
the first ever fully FSC and locally certified 
plantation base, and a set of social and relocation 
programmes, we are absolutely determined to 
make this project a true demonstration of “Do 
good for the people and the planet”.

L et me finish with yet another lesson from 
2012. We asked, in a new way, all of our 

employees to share their feelings on working  
for Stora Enso. We even used the same tough 
metric, called Net Promoter Score, that we use  
in our customer loyalty programme, to measure 
how our people see us as a company, as an 
employer and as managers and leaders. As you 
would guess, the response was mixed. Overall it 
seems our people are very clear on the expecta-
tions for their work, the vast majority say they 
see their manager behaving the same way they 
ask their teams to act. Accountability, focus and 
determination were all positive signals. However, 
we have a lot to improve too. We are too much 
managers, too little people leaders. We get so 
focussed on making good on our short-term 
commitments that we forget to have a real 
dialogue about our strategy. How can we have a 

true dialogue on why we need to transform  
when it may mean that one part of the 
organisation needs to grow rapidly and others will 
continue to become smaller? This is especially 
important for the generation of our colleagues 
who have already worked for the company for 
some time at all levels – from offices to mill 
floors. And we also learned that we need to listen 
and talk more, and maybe email less, as our 
community also told us we need a significant 
improvement in the dialogue between managers 
and their people.  That is how we must continue 
to build Stora Enso into a more inclusive 
community.

T hank you for being a part of our journey in 
2012 – and most importantly welcome to our 

continued journey in 2013, another year of new 
learning.  
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Defining our Purpose was a fundamental 
dialogue for Stora Enso in 2012.

”Do good for 
the people and 

the planet.”
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Phenomenon

GET T Y IM AGES

Packaging white gold

O ver 63 million cows and buffaloes graze 
the valleys of Pakistan, making them one 
of the planet’s largest herds. The country 

is among the five largest milk producing countries 
globally. The animals are not just a way of making 
a living, but are also a status symbol for farmers 
due to their value. They are seen as four-legged 
insurance policies for hard times.

Pakistan’s dairy industry is fragmented, 
with most farmers owning three or four cows or 
buffaloes which usually live alongside their mud 
and brick homes. The livestock sector makes 
up over 10% of Pakistan’s GDP and employs 

almost a fifth of the workforce, but there is 
still huge growth potential. Currently, Pakistan 
cannot export milk because the yield only covers 
domestic needs.

Estimates suggest that if Pakistan were to 
improve its milk yield by 15%, it would displace 
New Zealand as the world’s largest exporter of 
milk. Stora Enso is helping Pakistan’s farmers 
make the most of their white gold. In September 
2012 the company announced an agreement to 
establish a joint venture with Pakistani Packages 
Ltd. that will provide clean and safe liquid carton 
packaging for this fast-growing dairy market. 
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Column Having a heart  
and Purpose helps

F or many of us it’s difficult to answer questions 
like “What’s your dream?” or “What’s the 

purpose of going to work every day?” There 
are so many inadequate answers to questions 
like this that it’s easier to simply avoid dealing 
with these issues altogether: it makes life a lot 
easier. For many of us, listening to our company 
Pathfinders team and their experiences from 
other global companies – for instance, looking at 
Indian conglomerate Mahindra & Mahindra and 
their purpose “enable people to rise” – made us 
rethink. Instead of having a company vision and 
mission that one can barely remember, wouldn’t it 
be great if our company had a common purpose 
uniting all employees together: something that 
everybody could be proud of and relate to?

T hese kinds of thoughts were circulating 
among colleagues in February 2012. 

During the spring we started discussing Stora 
Enso’s mission, vision, values and purpose. The 
discussion really got going and pretty soon, with 
support from the Pathfinders, we had the first 
Purpose suggestions for the Group Executive 
Team to look at. It took a lot of discussion, 
involving different people from several parts of 
the organisation, deep engagement and modifi-
cations; all in all half a year had passed before we 
were ready to launch the new company Purpose: 
“Do good for the people and the planet”. Having 
also boiled down our values into two new ones – 
“Do what’s right” and “Lead” – and maintaining 
“rethink” as our engine for change, I think we now 
have a short, sharp and clear articulation of what 
Stora Enso is all about. The mission and vision 
are now gone, the Purpose is here to stay.

T he biggest sin many companies are guilty of 
with their mission, vision and values, is that 

often they are too beautiful. In fact, they can be 
so long and carefully worded that nobody can 
remember them and they end up being a mere 
sugar coating without any real connection to 
strategy or daily operations. Our goal is to secure 
a tight relationship between our Purpose, values, 
company strategy and our daily work. Making 
this possible requires strong commitment from 
everyone, at all levels of the organisation.

H aving a bold Purpose also means facing 
difficult choices. How can you claim to 

be doing good for the people when you have 
to safeguard company financial performance, 

restructure, and potentially end up laying people 
off? What should one do, when somewhere down 
the supply chain you sense that human rights are 
not being respected? How do you react when 
people claim that eucalyptus plantations threaten 
natural diversity? There is no automatically right 
answer to any of those questions. Laying people 
off may save the jobs of others. Turning your 
back on violation of human rights down in the 
supply chain by discontinuing the business in 
question may be worse for people than staying 
and monitoring the supply chain in an attempt 
to improve their lives. Eucalyptus plantations act 
as a great carbon sink, enabling the planet to 
breathe.

L istening to stakeholders’ views on controver-
sial questions is the privilege and obligation of 

all global companies. “Doing good for the people 
and the planet” is not a simple task, and listening 
to different opinions and angles enables us to do 
what’s right. Often you truly need to lead in order 
to live up to this purpose: you need to be the first 
one on a path never walked before. Stopping along 
the way to listen to your stakeholders – even those 
with the most critical outlook – puts things into 
perspective and helps to find the best solution. It is 
rarely perfect, but when you feel you have worked 
hard, listened to different parties and reached the 
best possible result, you are there.

I t’s funny that in a modern corporate world you 
need your heart as much as your head. For 

decades, companies have increasingly been 
looking at short-term quarterly performance. This 
is definitely important in order to have a financial 
platform on which to do good for the people and 
the planet, but it has also led us to put distance 
between the company and the communities 
surrounding it. To be successful in the longer 
term, you need to have a license to operate; 
you need to be accepted and welcomed by the 
surrounding communities and other stakeholders. 
That also strengthens and secures the company’s 
ability to maximise financial performance. Some 
people say that’s the next phase of capitalism: 
bringing societies and business back together.

“I t is only with the heart one can see rightly; 
what is essential is invisible to the eye.” 

This quote, from French author Antoine de 
Saint-Exupéry’s novella The Little Prince, is one 
of my favourite maxims. To live our Purpose, we 
need to be at the forefront, bringing societies 
and business together. Doing so may be a bit 
easier if we keep Saint-Exupéry’s lesson in mind. 
Sometimes opening your heart is also, in the end, 
the smartest thing to do financially.    

Lauri Peltola
Executive Vice 
President, Global 
Identity

Phenomenon
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Yum – worms!
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Sipunculus nudus, a marine worm also known 
as peanut worm, is commonly found on subtidal 
zones of sandy shores in temperate or tropical 
waters. The worm typically hides in sand 
burrows that it makes itself. Its diet consists of 
plant or animal tissue fragments it finds in the 
surrounding sand.

The worm is a common delicacy in Beihai, 
Guangxi, in Southern China, where it is called 
Běihǎi shāchóng (北海沙虫, literally “Beihai 
sandworm”). The worm is collected, gutted and 

then cooked, steamed, fried or dried. Steamed 
worms are usually served with garlic and noodles. 
Fried worms are seasoned with sugar. 

Collecting these sandworms is an important 
source of income in the villages located in 
the coastal area of Beihai where Stora Enso’s 
forthcoming consumer board and pulp mill will 
be located. The worm is sensitive to toxic and 
sea pollution, so it is essential that the industries 
close to the Southern China Sea take care of their 
emissions. 
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Tambrite takes  
the top ranking
 
Tambrite packaging board, produced in Stora 
Enso Ingerois Mill in Finland, has been named 
the most acknowledged virgin fibre cartonboard 
product brand among converters in Central 
European markets. Tambrite’s ranking was 
revealed by the Cartonboard Brand Tracking 
Survey 2012 made by the research agency 
Opticom International Research AB. The survey 
ranks the most valuable brands based on “Brand 
Equity Index” (BEI). 

Opticom also surveyed the views of European 
brand owners. In the brand owner survey 
Tambrite got the highest BEI score and was 
perceived as the most valuable virgin fibre carton 
board brand in pharmaceutical, healthcare, and 
frozen and chilled food segments. 

Montes del Plata 
nears start-up
One of the world’s most modern and largest 
pulp mills, Montes del Plata, will start its yearly 
production amounting to 1.3 million tonnes 
mid-year 2013. The busiest times at the construc-
tion site were experienced in late 2012, with a 
peak of over 6 000 workers at the site.

The project is behind its original schedule 
with start-up initially planned for the end of first 
quarter 2013. This is mainly due to delays in some 
parts of the civil works and the large number of 
labour disputes that are connected to the very 
strong construction union in Uruguay.

The whole project team is working efficiently 
to catch up to ensure that the mill will start 
supplying sustainable, high quality eucalyptus 
pulp to our customers in the second half of 2013. 
The main markets for this pulp will be in Europe 
and Asia.

Montes del Plata is a joint-venture pulp mill 
that Stora Enso is building together with its 
Chilean partner, Arauco. 97% of waste was  reused across  Stora Enso  

in 2012.

NewsNews

Prize-winning seedling took 
Viktor from Sweden to Brazil
In 2012, Stora Enso in Sweden launched a seedling competition for Swedish 
university students. The student to grow the tallest spruce in three months 
would win a trip to Brazil.

23-year old Viktor Solid managed to grow his seedling up to 57 cm and 
became the winner of the competition. His prize trip included visits to Stora 
Enso’s operations, Rio de Janeiro and even a humpback-whale-watching trip.

“It has been a unique experience. I have seen things one doesn’t normally 
come across as a tourist. I’ve met a lot of Stora Enso people in Brazil and 
learnt more about the company and its strategic direction, like biomaterials. 
Finishing off the trip in Rio de Janeiro was fantastic. This city has everything: 
the beaches, atmosphere and wonderful views,” says computer science 
student Viktor Solid.  

… and Brazilian students get to travel to Sweden
The Sweden–Brazil Scholarship Challenge 2013 was launched in autumn 
2012 for Brazilian engineering students and young professionals. The two 
first prize winners will be awarded a scholarship for two prestigious Swedish 
universities (Chalmers and Linköping) including a paid innovation internship 
with Stora Enso and Saab (summer 2014). 

An ode to affordable  
housing
Is it possible to find owner-occupied housing in 
Greater Helsinki at a reasonable cost? It is now, 
thanks to the arrival in 2013 of 36 moderately 
priced BoKlok flats in the Kivistö area of 
Vantaa. The flats will be built with prefabricated, 
wood-based housing modules supplied by Stora 
Enso.

“The idea behind the BoKlok concept 
is to create a better living environment that 
combines high quality and appealing design with 
reasonable living costs. The modular technology 
developed in co-operation with Stora Enso 
considerably shortens construction time at the 
work site. This, together with the manufacturing 
concept, is reflected in the construction costs 
and in the final prices of the flats,” says Riku 
Patokoski, Project Development Manager with 
the construction company Skanska.

Modular housing construction reduces 
construction time by up to 50–70% compared 
with traditional element construction. The 
modules, made with cross-laminated timber 
(CLT) and other Stora Enso wood products, 
are built from start to finish indoors, and so are 
not exposed to moisture or variable weather 
conditions at any stage of construction.

BoKlok is a low-rise apartment building 
concept for affordable living that was pioneered 
by Skanska and Ikea. The concept includes a 
semi-enclosed courtyard, an area for horticulture, 
and a shared sauna for the occupants in the yard. 
The first BoKlok homes were built in Sweden in 
1997, and so far roughly 5 000 BoKlok homes have 
been sold across the country. Construction work 
on seven BoKlok low-rise buildings will start up in 
Vantaa in April 2013, and the first occupants will 
be able to move in before the end of the year. 

skanska.fi/boklok

A valuable brand
Pharmaceuticals are 
among the products 
packaged in Tambrite 
cartonboard.

http://www.skanska.fi/boklok
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News

Stora Enso supports  
work with children
Stora Enso supports local authorities, teachers 
and others in the municipalities of Porto Seguro, 
Eunapolis and Santa Cruz Cabralia in Brazil to 
recognise and handle possible child abuse. The 
World Childhood Foundation will start a training 
programme in the major cities near Stora Enso’s 
joint-venture pulp mill Veracel in 2013.

The World Childhood Foundation focuses 
on the most urgent problems of each country 
it works within. In Brazil, the organisation aims 
at combating child abuse and exploitation. The 
problems affecting Porto Seguro and Santa Cruz 
Cabralia are related to tourism, while problems in 
Eunapolis have their cause mainly in poverty.

The World Childhood Foundation funds local 
projects and works globally for children’s right 
to a safe and happy childhood. Founded by Her 
Majesty Queen Silvia of Sweden in 1999, the 
organisation supports around 100 projects in 16 
countries, focusing on prevention, intervention 
and education efforts. The main focus areas are 
to prevent mistreatment of children and help 
child victims of abuse, families at risk, children in 
alternative care and street children. 

A bio-based coating innovation
Stora Enso Renewable Packaging has launched the CKB® packaging board 
with a polyethylene coating made from renewable raw materials. Polyethylene 
is the most widely-used coating type used extensively as a humidity or 
grease barrier on packaging board. The Green PE used for coating the CKB® 
board is manufactured using sugar cane as a raw material.  

The CKB® packaging board is produced in Stora Enso Skoghall Mill in 
Sweden, and the first user of the new material is the Norwegian fish and 
seafood company Domstein ASA.

“It is important for us at Domstein to find opportunities where we can help 
the consumer to make a choice which is good for the environment. We see 
the product and the package as one unit and try to find new developments for 
both,” says Ulrica Wahlund, Sales Manager at Domstein. 

LumiForte  
– for maps and 
catalogues
 
When printing large volumes, as in the case of 
brochures, catalogues and marketing materials, 
reliability and efficiency are especially important. 
The newest addition to the Lumi product family, 
LumiForte, serves the needs of large printing 
volumes well.

LumiForte is a single-coated matt paper, 
and its high bulk and stiffness give it a pleasant 
feel. This paper for daily use also has excellent 
runnability and folding properties. LumiForte’s 
raw material comes from certified forests. 

32% is how much Stora Enso  
has reduced its CO2  intensity from 2006  levels.

News

Something new in Nuuksio
Metsähallitus’ modern Haltia nature centre, which 
showcases Finland’s unique natural features under 
one roof, is due to open in May 2013 at Nuuksio 
National Park, just a 20-minute drive from Helsinki’s 
city centre. Metsähallitus is a state enterprise that 
administers state-owned land and water areas in 
Finland.

The building, designed by architect Rainer 
Mahlamäki and inspired by the Finnish national 
epic The Kalevala, is the first in Finland to be 
constructed entirely of cross-laminated timber 
(CLT) elements. Stora Enso’s CLT was used for 
the centre’s supporting structures, and its exterior 
is clad in eco-friendly and wear-resistant Q-Treat 
wood products. Stora Enso’s patented, innovative 
Q-Treat is an environmentally friendly treatment 
based on quartz sand and is the ideal choice for 
exterior construction carried out on nature’s terms – 
even the National Park’s guidepost signs have been 
upgraded with natural Q-Treat materials. A great 
complement to Nuuksio’s outdoor trails, the Haltia 
centre’s temporary exhibitions make it the perfect 
venue for gaining insight into Finland’s wildlife and 
natural landscape. 

haltia.com, storaenso.com/q-treat

A carton for liquid packaging that doesn’t wrinkle 
when squeezed? Not a utopian dream, but a real 
proposition: one of the winners of the Recreate 
Packaging competition. The “One Eighty” package, 
designed by Juho Johannes Kruskopf, Arttu 
Kuisma and Nikolo Kerimov, students at Finland’s 
Lahti Institute of Design, could be used for 
shampoos, oils and other products.

The material of the pre-creased “One Eighty” 
is based on a triangular pattern that controls the 
carton’s behaviour, making it possible to alter its 
shape without causing unpleasant wrinkles. The 
structure is flexible but rigid, and its triangular shape 
allows the package to be emptied easily.

The Recreate Packaging competition was organised 
in 2012 by Stora Enso and Aalto University, Finland. 
This international design contest was intended to 
challenge conventions about renewable materials in 
the packaging of cosmetics and increase their usage. 

See all the winners:  storaenso.com/recreate

News

Recreating cosmetics  
packaging

http://www.storaenso.com/recreate
http://www.haltia.com
http://www.storaenso.com/q-treat
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Growth 
engines

On a journey into the future
Stora Enso is on a journey, trans-
forming itself from a European pulp and 
paper company into a value creating 
renewable materials company focussing 
on growth markets. Consumer needs 
are changing and Stora Enso wants to 
meet this demand better than ever.

Present status. Stora Enso’s operations can be divided into 
cash engines and growth engines. In 2012, Stora Enso’s paper 
mills, northern pulp mills and traditional sawmilling operations 
have been the cash engines, pushing business operations 
forward.

Investments are made in the most viable production units; 
the mills with the lowest logistical costs, the best operating 
environments and the lowest fixed and variable costs are 
also the most likely to continue operating successfully in the 
future. Stora Enso acts responsibly in terms of mill closures 
and other structural changes taking place in the industry. The 
cash engines’ sustainability work highlights material efficiency, 
innovative and responsible forestry practices, and the desire to 
be a pioneer in occupational safety.

Pulp ships set sail
Ships carry plantation-
based pulp from the 
Veracel Mill in South 
America even all the 
way to Finland.

Cash  
engines 

Text Sanna Lahti, Jenita Sillanpää   
Illustration Anton Yarkin

Strategy

Cross-laminated timber (CLT) is a perfect construction material for both detached 
houses and high-rises – environmentally friendly and smart living with reasonable costs 
but superior quality. 

storaenso.com/clt
facebook.com/storaensolivingroom

My home is  
where my heart is –  
in a CLT building.

http://www.storaenso.com/clt
http://www.facebook.com/storaensolivingroom


Stora Enso—1918—Rethink

Growth 
engines

Future

W
hen talking about Stora 
Enso in a few years’ time, 
no-one will use the words 
“forest industry company”. 
Stora Enso is undertaking a 

journey of change, during which it will outgrow 
its categorisation as a European forest company 
and be seen more as a company focussed on 
renewable materials.

Consumer needs will be given in stricter 
focus in all operations. The consumption of 
paper will continue to decline in Europe, which 
is why Stora Enso will look for new opportunities 
outside the old continent. The global population 
is estimated to exceed 7.5 billion by 2020. This 
huge growth will increase basic needs, bringing 
about heightened demand for board for food 
packaging. Stora Enso already manufactures 
the packaging board for a third of all beverage 
cartons in the world, and has no intention of 
giving up this podium position in future.

The Renewable Packaging Business Area, 
particularly its investments in China and acquisi-
tions in Pakistan, will fuel the company’s growth. 
In both of these countries, Stora Enso will begin 
producing consumer board for the growth 
markets. The growth of the Biomaterials Business 
Area, in turn, has focussed on plantation-based 
pulp in Latin America. Once Montes del Plata’s 
pulp mill in Uruguay is up and running, larger and 
larger volumes of pulp will be shipped all over the 
world from South America.

The Building and Living Business Area will 
elevate wood construction to new heights. 
Building houses out of Cross Laminated Timber 
(CLT) is, for example, a practical answer where 
care facilities are lacking. CLT houses can be 
completed in a matter of weeks, in contrast 
to the usual multi-year construction 
projects.

Behind all business lies a 
responsibility for the environment 
and people’s well-being. Stora 
Enso listens to its stakeholders 
and works with them in tight-knit 
co-operation. 

Biomaterials
The volume of pulp 
shipped from South 
America to the rest of 
the world will increase 
once the Montes del 
Plata Mill commences 
production in 
mid-2013.

Business ethics  
and human rights
Stora Enso pays 
special attention to 
business ethics and 
to the implementation 
of human rights.

Shared reality
Continuous dialogue 
and joint projects 
carried out together 
with its stakeholders 
make Stora Enso a 
valued co-operation 
partner.

Responsible use  
of land and natural 
resources
Together with local 
people, Stora Enso 
promotes the diverse 
and sustainable use 
of land and natural 
resources.

Cash  
engines 

Brave new world  
Stora Enso wants 
to cut dependency 
on fossil-fuel-based 
raw materials and is 
working with other 
companies to achieve 
this vital environ-
mental goal.

Renewable 
Packaging
Shifting consumer 
needs will have the 
most significant 
effect on the strategic 
investment projects of 
the packaging business. 
Renewable Packaging 
will invest in countries 
like China, Pakistan and 
Poland, to name a few.

Building and Living
Wood construction 
will gain momentum 
and the investments 
made in Cross 
Laminated Timber (CLT) 
production will start to 
pay back.
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A land of  
opportunity

By the shores of the South China Sea, in China’s Guangxi 
province, what just may be the largest industrial investment 
in Nordic corporate history will soon take shape. Some 
120 000 hectares of tree plantations will be grown here to 
provide pulp that will be used to produce 450 000 tonnes 
of liquid packaging board annually, to meet increasing 
demand from Chinese consumers. Stora Enso’s colossal 
undertaking has not been without its teething problems.

Guangxi  
China

Text  Jenita Sillanpää, Eeva Taimisto   
Photos  Vesa Laitinen, Kaapo Kamu, Corbis, Shutterstock
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W
u Xinyi, 3, runs past a goldfish 
bowl. She slips between a 
leather sofa and bookshelf, 
before dashing past a 
Samsung flat-screen TV and a 

Winnie-the-Pooh rocking chair onto the balcony. 
Then she turns, smiles, and takes off again.

Wu Haijun, 34, smiles at his daughter and 
gets back to showing us round the family’s home. 
This is the living room: flowery wallpaper, a 
maroon air-conditioning unit, a bunny sticker on 
the window. The bedroom is over here: a large, 
arched window, a double bed, and Wu Xinyi’s 
small bed, complete with an Ikea duvet cover 
patterned with hearts. Wu Haijun also shows 
us his wife’s parents’ bedroom, the closet, the 
kitchen and the bathroom.

“Four rooms and a kitchen,” he says before 
sitting down on the sofa next to his wife, Cheng 
Weifei, 31.   

It’s Sunday afternoon in Shanghai. On 
Sundays the family often goes to the park and to 
Wu Haijun’s parents for dinner, and then maybe 
for a stroll. 

Or they might go shopping.
Wu Haijun and Cheng Weifei are basically 

typical, well-to-do Shanghai residents. They 
studied at reputable universities, work hard in the 
banking sector, and try to spend as much family 
time together as they can. 

If they want to go shopping, they have to go 
during the weekend.

Shopping is no problem. Not far from the 
family’s home are several shopping centres 
with clothing stores, restaurants, play areas for 
children, and food markets. It’s easy to spend 
hours in these malls.

Cheng Weifei and Wu Haijun see quality as the 
most important factor when making purchases. 
Only then do they look at the price tag. Western 
brands often end up in their shopping cart.

“I think I trust them more than Chinese 
brands,” Wu Haijun says, tugging the sleeve of his 
blue Lacoste jumper.

The Chinese revere Western goods and 
lifestyles, according to Pia Polsa, the Finnish-
born Dean of Shanghai’s Hult International 
Business School. 

“Admiration for the Western way of life is 
typical in all developing markets, but China’s 
domestic products are of such a high standard 
that the Chinese have no reason to look up to 
Western brands. Some pirated goods are so 
well-made that even industry experts struggle 
to tell them apart from the real thing,” says Dr. 
Polsa, who has studied retailing in China.

The Chinese themselves are well aware that 
many Western products are manufactured 
in Chinese factories.“The change has been 
tremendous over the last few years, and it’s rare 
even for luxury products to be made anywhere 
else but in China today,” Polsa says.

Shopping and sensibility 
A sudden bleeping noise disturbs us... and then 
again. Wu Xinyi is pressing the buttons on her 
plastic toy, and talking with her grandmother Xia 
Jinmei. 

In the 1980s, when Wu Haijun and Cheng 
Weifei were children, Shanghai was quite 
different: there were no shopping centres, people 
made their own clothing, and money was not the 
only thing you needed to buy goods.

If you wanted to buy a television, you had to 
have a coupon. A new jacket? Coupon. A new 
sofa? Coupon. 

“Our parents saved money because they were 
never sure what the future might hold,” Wu Haijun 
says, making room for his daughter to climb onto 
the sofa. 

“Nowadays we can also spend money on 
things that are not absolute necessities. It largely 
depends how much you want to buy,” he says.

Most of what they buy is for their daughter. 
Wu Xinyi loves books and drawing, but there is a 
pile of other toys on the living room floor, too: a 
magnetic board, a plastic train, a plastic doctor’s 
kit, a plastic toolset and jigsaw puzzles.

But what would the family buy if money were 
no object? 

Wu Haijun glances at his wife and says with a 
wry smile: 

“My wife’s top ten items would definitely 
include a new handbag.” 

They both laugh. In reality, the family’s list is 
much more sensible: a larger flat, as they are 
expecting another child in the spring, and they 
also need a car. “I’m not talking about a Ferrari. 

Shanghai

Wu Haijun’s family is interested  
in environmentally friendly 
products, as long as they are  
not overpriced. 
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“It’s rare even for 
luxury products to 
be made anywhere 
besides in China 
today.”
Pia Polsa

It’ll have to be big, so that there’s room for the 
whole family,” says Wu Haijun.

And then they have to save for their children’s 
education. Competition for school places is 
tough in China, and finding a good school is 
essential. Most children start piano and language 
lessons as young as three. “It’s very stressful for 
both the children and the parents,” Wu Haijun 
says.

“Parents have a strong say in the choices of 
Chinese children and young people,” explains 
Polsa. “It’s not unusual for parents to decide 
where their children will study – even when they 
are well into their twenties. Renowned Western 
universities are always the top school choices.”

Wu Haijun smiles. “We also have to put 
something aside for health care. So we still have a 
lot of things to consider and save up for.”

Consumer safety  
concerns
Wu Xinyi has jumped off the sofa again, and is 
now peering out at her father from under her 
yellow umbrella and laughing. Wearing a white 
straw hat she prances from one end of the 
living room to the other, tilting the umbrella and 
revelling in the attention.

She looks happy. Her mum and dad want her 
to be happy in future, too. That’s why they also 
place great importance on product safety when 
shopping, particularly at the grocery store.

In 2008 China was rocked by a food scandal 
when toxic melamine was found in milk powder 
and other dairy products. Nearly 300 000 children 
fell ill and several died. This scandal radically 
changed consumer behaviour across the country.

“I’m sure that the melamine tragedy has not 
been the only major food scandal in China in 
recent years. The Western media are simply not 
given access to such information. But changes in 
consumer behaviour illustrate what the Chinese 
today consider safe,” Polsa says.

But how can Wu Haijun be confident that 
products on the store shelves are really safe? He 
simply can’t. 

“But this is why we trust well-known brands,” 
he says.

Sometimes the family buys imported milk 
powder. Western food products also sell well 
in grocery stores. “I understand that people 
are buying carefully screened Western food for 
safety reasons,” says Polsa. “But it’s a shame in 
terms of the Chinese economy that appreciation 
of home-grown food is suffering. You can get 
wonderful fresh eggs, vegetables and all kinds of 
things from local food markets. You just have to 
use common sense when shopping.”

“Changes in 
consumer behaviour 
illustrate what the 
Chinese nowadays 
consider safe.”
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the chance to calculate, examine and consider 
the viability of the entire project, which has only 
strengthened our belief in it,” says Mannström.

Years of preparations
Stora Enso’s early struggles in China can be at 
least partly attributed to lack of experience, as 
the company has never built anything on such 
a grand scale before. Stora Enso does already 
have paper mills in China: a fine paper mill in 
Suzhou, and a publication paper mill in Dawang. 
Suzhou was an existing Stora mill, and Dawang 
Mill uses a paper machine that was transferred 
from Maxau Mill in Germany. Stora Enso also has 
production and distributing units in China through 
the packaging company Inpac International as 
well as two core factories. But this is the first time 
the company has started a mill project from an 
empty field in the land of the dragon. This time, 
they had the will to drive matters forward.

“We’ve had to be stubborn and determined,” 
Mannström admits.

Stora Enso did not set out for Guangxi on a 
whim. The project dates back to the early 2000s, 
when the company first explored opportunities 
for setting up tree plantations in China. “At first 
we just went there to look and learn – on a very 
small scale. Only later did we realise how much 
potential China offered,” Mannström recalls.

“Our industry is highly dependent on raw 
materials, and we knew that securing their supply 
would be of the utmost importance. The easiest 
way to do this is to control the raw material base 
ourselves,” he continues.

It took several years, however, before 
scenarios were extended to involve growing tree 
plantations. The idea of establishing a complete 
production chain in Guangxi, from raw material 
to end product, was dreamed up in 2006. “First 
you have wood, then a sawmill, then you make 
pulp, and finally you make paper or board from 
the pulp,” summarises Mannström. “That is the 
basic logic behind this industry, as has applied in 
Finland and Sweden for centuries.”

In 2007, Stora Enso decided that the 
company’s presence in Guangxi should go 
beyond raw material sourcing. There were 
two reasons behind this decision: firstly, 
consumerism and customer behaviour 
had changed; and secondly, demand for 
board-based food packaging was increasing. On 
the other hand, Stora Enso’s major customers, 
particularly those producing liquid packaging, 
were already operating in China, so if Stora Enso 
did not want to lose its customers, the company 
couldn’t just wait around for the competition to 
make a move.

Beihai

Stora Enso did not set out for 
Guangxi on a whim. The project 
dates back to the early 2000s, 
when the company first explored 
opportunities for setting up tree 
plantations in China.

T
he grassy field is thick with mud. It 
rained in the morning, and one false 
move on the uneven path will guarantee 
you muddy shoes. Here in Beihai, more 

than 2 000 kilometres southwest of Shanghai in 
Guangxi Province, possibly the largest industrial 
investment abroad by a Nordic company will 
soon take shape: an ultra-modern pulp and 
consumer packaging board mill whose machine 
lines will weigh thousands of tonnes.

Stora Enso’s road to Guangxi has not 
been entirely smooth. It took a lot longer than 
expected to obtain the necessary approvals 
from the authorities. The company is currently 
awaiting final investment approval from the 
central government of China for this super-
complex, which will consist of a board machine 
with an annual capacity of 450 000 tonnes and 
a pulp mill producing 900 000 tonnes a year, 
as well as a power plant and other support 
functions. 

In Guangxi, Stora Enso is collaborating with 
the Guangxi Forestry Group, a state-owned 
company operating under the Guangxi provincial 
government. The project would be impossible 
without a local partner. “Due to Chinese 
regulation you must have a local business 
partner for this type of project,” explains Markus 
Mannström, who heads the Guangxi mill project.

“Also, the legislation is constantly changing, 
making it more complicated for foreign 
companies to establish a foothold in China,” 
adds Mannström.

Over the past two decades the industry 
playing field has changed, and some local 
people have begun to question the whole idea 
of handing land and wood fibre over to foreign 
companies. 

The delays in the approval process have given 
Stora Enso time to learn more about investing in 
China. “It has not been simple, but we have had 
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“Many people remember in particular how 
villages were moved to make room for the Beijing 
Olympics and the World Expo.”

“In a country with a population of 1.3 billion, 
it’s hard to realise construction projects without 
moving residential buildings,” Luo Yang points 
out. The Chinese authorities ensure that relocated 
villagers receive financial compensation. 

“Chinese people don’t necessarily see village 
relocation as forced resettlement, which is how 
it often appears to Westerners. Most are pleased 
with the compensation they receive for moving,” 
says Polsa.

“From the outset however, Stora Enso has 
insisted that more must be done for the villagers,” 
Luo Yang says. “We have a comprehensive 
support programme for relocated villagers. We 
support training, small business development, 
and employment for the villagers by offering 
financial support and information. Many of the 
villagers hope to have steady jobs when the mill 
construction starts up.” 

Luo Yang
“Stora Enso has 
insisted that more 
must be done for the 
villagers.”

Bringing in know-how  
has its risks
Once the mill goes on stream, the wide, empty 
asphalt roads in the industrial park will be busy 
with lorries. There will be jobs in wood transporta-
tion as well as at the mill. The mill itself will employ 
some 700 people. But even more new jobs will be 
created in wood harvesting. The United Nations 
Development Programme (UNDP) estimates that 
Stora Enso’s project will have a direct and indirect 
employment effect of some 30 000 new jobs in 
Guangxi Province, an area the size of France.

 “The project is important for Guangxi because 
it is one of the less developed regions in China, 
and primarily relies on agriculture and forestry,” 
Markus Mannström says.

“But China is today developing so rapidly that 
countless projects on this scale, or even larger, 
are currently underway around the country.” 

The Chinese don’t believe that creating 
employment for tens of thousands of people is 

“Stora Enso today supplies a third of all the 
raw materials for the world’s liquid packaging 
board. If we want to keep our position or get even 
bigger, we have to hit the growth markets – and 
hard,” Mannström emphasises.

The plans are for the Guangxi mill to 
manufacture fibre-based liquid packaging board 
for products such as milk cartons and fast-food 
drink cups. Demand for these products is 
expected to grow at an annual rate of ten per cent 
in China over the next decade.

“Generating sustainable returns from any 
business requires a unique offering to the 
customers, be it product or process benefits, 
in a cost-efficient way – or something that 
is very difficult for competitors to copy, like 
integrating the operation from the plantations 

to the technically advanced product,” explains 
Mats Nordlander, Executive Vice President for 
Renewable Packaging at Stora Enso.

“This is exactly why we have chosen to diffe-
rentiate ourselves through a range of specialised 
world-class board products and end-to-end 
integration – providing the most cost-efficient 
solution for the Chinese market and at a globally 
competitive total cost,” Nordlander adds.

The total value of Stora Enso’s investment in 
Guangxi is roughly EUR 1.6 billion. This ambitious 
project earns its stripes by realising the strategy 
of transforming Stora Enso into a renewable 
materials company.

It takes more than two years to build a modern 
pulp mill. According to Stora Enso’s plans, a pulp 
mill will be constructed in Guangxi first, followed 
by a board mill, which will be commissioned 
approximately three months after the pulp mill 
goes on stream. “This is a logical starting order, 
since you need pulp to make board. The smartest 
solution is to produce slightly more pulp than 
we’ll need for our board production, and then dry 
the surplus pulp and sell it on the market. Pulp 
mills function best when they’re run at maximum 
capacity,” Markus Mannström says. 

“Although global demand for paper is 
shrinking, there will always be a need for pulp. It 
will always be used as a raw material in various 
fibre-based products, whether it’s paper, board, 
or something else,” Mannström adds.

New housing and an air  
of expectation
We are back at the site where the foundations 
for the mills are waiting to be laid, in the 
Tieshangang Industrial Park in Beihai, near the 
shore of the South China Sea. This does not 
look like an industrial zone. The site’s asphalt 
roads are empty, and the only buildings visible 
are two apartment blocks in the distance. All is 
quiet, except for the sound of the sea breeze. 
“Expectation is in the air,” says Luo Yang with a 
grin. He handles sustainability issues for Stora 
Enso’s Guangxi mill project and is very familiar 
with the venture. “Things will certainly change 
here once the construction of the mill begins,” he 
says, gazing towards the horizon.

A lot has changed already. Following the 
authorities’ decision to turn the area into an 
industrial zone for several major companies, the 
villagers in the area had to be relocated. A total of 
467 farming families used to live on what is now 
Stora Enso’s mill site. These families have moved 
to Nanle village, about a kilometre from the site. 

“In China, it’s not unusual for villages to be 
relocated,” Polsa says.

Markus Mannström
“We’ve had to 
be stubborn and 
determined.”

The project will have an employ-
ment effect of some 30 000 new 
jobs in Guangxi Province.

This does not look like an industrial zone.  
All is quiet, except for the sound of the sea breeze.
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enough justification alone for starting up a mill 
project. 

“The Chinese place a lot of value on foreign 
companies bringing their expertise into the 
country. One thing they particularly appreciate is 
the chance to learn about the latest technologies 
and leadership skills from Western companies,” 
stresses Polsa, who has herself lived in Guangxi 
Province.

But bringing new technology or know-how 
into China is not without its risks for Western 
companies.

“It’s not always prudent to ‘sacrifice’ special 
expertise by bringing it to China,” Polsa says. 
“The Chinese are fast learners, and will very likely 
take advantage of the situation. And then, before 
you know it, they are better at it than the original 
professionals.”

“We are well aware that the Chinese have 
learnt how to cook pulp and make packaging 
board,” says Mannström. “But Stora Enso 
wouldn’t dare enter the Chinese market if local 
companies had the same starting point. We know 
that we are better at making the more demanding 
board grades, but we have to make sure that 
we maintain our leading position in future, too.
The ability to produce board of consistently 
high quality is still a distant dream for many 
newcomers to the field.”

Genuine dialogue on  
village issues 
Wood for the mill complex will be harvested from 
eucalyptus plantations around Guangxi Province: 
in the Beihai area near the mill, and further north 
in Yulin, Dongmen and Nanning. The mill will use 
wood grown in a total plantation area of approxi-
mately 120 000 hectares.

The majority of these lands are state-owned 
forest lands, which Stora Enso has leased. Less 
than one third of the total area consists of land 
collectively managed by local villagers; Stora 
Enso has leased those lands either directly 
from the villagers or from local businesses who 
had already leased the land temporarily from 
the villagers before Stora Enso arrived on the 
scene. The plantations in Beihai are mainly grown 
on village communities’ lands, located in the 
immediate vicinity of the villages that have leased 
out the land. 

One such plantation is in Gongguan, near the 
village of Nanshan, where Stora Enso’s Social 
Engagement officers Chen Haiping and Sun 
Daliang, who are responsible for contacts with 
villages, are headed. This plantation is typical 
of the areas rented by Stora Enso in Beihai: it 
consists of approximately 500 hectares of forest 

 “Half of the lands they leased directly from 
the village, and the other half had already been 
leased out by the village to local entrepreneurs, 
who then sub-leased it to Stora Enso.” Fan 
Huigang and Fan Shaolong nod in agreement.

“Revenue from land leasing is an important 
source of income for the village,” Fan Xianlu 
continues. “One third of the villagers have left 
to find work elsewhere; those who remain make 
their living by farming.”

Zhu Anfang hopes that the village will never be 
abandoned.  “I’ve lived here all my life, as we all 
have. It’s a nice place to live – the air is better here 
than in the city. It’s easier to breathe,” she says. 

The head of the village Fan Xianlu sips his 
tea. “Things are pretty straightforward with the 
people from Stora Enso,” he states. “But our 

land contracts could be improved. The best 
thing would be if we could in future make all land 
leasing agreements directly with Stora Enso. At 
the moment intermediaries take too large share 
of Stora Enso’s lease payments, and the villagers 
don’t get enough.”

Something concrete to show
Stora Enso’s relations with villagers have not 
improved everywhere as quickly as they have in 
Nanshan. The company still holds lands leased 
from villages that are the subject of unresolved 
disputes between the villagers and entrepreneurs 
who had earlier leased the land from them, and 
then, in turn, leased it on to the company. In some 
cases, villagers believe lease agreements have 

land leased from the villagers, and located just 
outside of the village.

“I talk with local people almost every day when 
I go and check on the plantations,” Chen says.

“If we didn’t visit the villagers regularly, we 
wouldn’t know what’s happening in the village, 
and they wouldn’t know what Stora Enso is doing 
in the plantations. That could lead to misunder-
standings and conflicts. We have to tell local 
residents in advance if, for example, we plan to 
direct large lorries through the village.”

Over the years, there have been some 
conflicts. “Stora Enso first leased land in the 
village of Nanshan in 2003,” Sun remembers, 
steering his station wagon onto a dirt road 
leading to the village. 

“Before 2009 we had some issues with the 
villagers. They prohibited us from passing through 
here. On a couple of occasions they blocked 
roads to stop us driving to the plantations.”

Chen nods in agreement. “Back then, we 
weren’t engaging with the villagers enough. They 
didn’t understand what we were doing here and 
we didn’t understand their objections. But we 
were able to improve the situation gradually over 
a few years just by talking with them.”

Sometimes it can be difficult to talk to villagers 
in practice. Guangxi is still home to minority 
groups who speak several local dialects that even 
Chinese people cannot understand.

“You naturally create connections by trying 
to talk directly to people, but it’s very difficult if 
you don’t know the local dialect,” Polsa explains. 
“It can be next to impossible for a Western 
company to find someone who can manage 
both the company’s business as well as the local 
language. In this context, Chinese companies 
have the upper hand in their own country.”

Land leasing as a source  
of income
Nanshan village is nestled in a valley, surrounded 
by eucalyptus-clad hills. The land in the valley is 
used to grow rice, vegetables and peanuts. Oxen 
can be seen ploughing the fields. Chen and Sun 
wave to greet the head of the village, Fan Xianlu, 
who comes over for a chat. Chen and Fan light 
up cigarettes, and talk about the nice weather 
they’ve been having. In a nearby yard a woman is 
drying rice. She introduces herself as Zhu Anfang 
and asks if she can join us to sit in the shade. 
Also sitting in the yard are Fan Huigang and Fan 
Shaolong, the headmaster of the local village 
school. Zhu offers everyone green tea.

“Stora Enso has been leasing land in this 
village for many years now,” says Fan Xianlu, the 
head of the village.

Chen Haiping 
“Back then we 
weren’t engaging with 
the villagers enough.”

Sun Daliang 
“On a couple of 
occasions the 
villagers blocked 
roads to stop 
us driving to the 
plantations.”

“Revenue from land leasing is an important  
source of income for the village.”

Moving forward  
“One third of the 
villagers of Nanshan 
village have left to 
find work elsewhere.” 
Fan Huigang and Fan 
Shaolong still hope 
that the village will 
never be abandoned.
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been falsified, and they oppose Stora Enso’s 
presence on their lands. 

The fairness of Stora Enso’s lease agreements 
has also been scrutinised in the European 
media. The leasing of land through intermediary 
entrepreneurs has been criticised for the reason 
that the company has no way of knowing whether 
the villagers are being treated fairly by the 
intermediaries. The 2011 documentary film Red 
Forest Hotel accused Stora Enso of entering into 
an alliance with local authorities who had taken 
villagers’ land by force.

Stora Enso has responded to these 
accusations by announcing that the company 
is analysing the legality of all of its land lease 
agreements and by admitting that mistakes were 
made in the land leasing process. The company 
has also vowed to correct all land lease contracts 
that are legally unclear, as well as any that are 

and 2009. The higher income from leased forest 
lands has increased prosperity in Guangxi overall, 
but also amplified differences between the 
revenues that different villages can obtain from 
their land leases.

“It’s been hard to get people to believe that 
we really do have an industrial project underway 
here, even though there’s still no sign of it,” 
Markus Mannström says.

“Many local residents think, ‘you’re here just 
for these forests – and you want to take our 
trees’. The whole project will be easier to accept 
once we have something concrete to show 
them – when they see excavators digging the 
foundations for the mill.” 

An 800-year-old  
newcomer
Guangxi University has been studying the 
impacts of Stora Enso’s plantations on local 
villagers’ lives since 2011 in a study that will 
last over seven years. Professor Lv Lingli and 
her research team have compiled the relevant 
socio-economic data from Beihai and other 
areas, especially focusing on villages where 
land lease conflicts have arisen. Lingli’s team 
has interviewed hundreds of villagers over the 
years, and analysed how their well-being can 
be promoted while Stora Enso carries out its 
business operations and leases land in the area.

The professor sees both positives and 
negatives in relation to Stora Enso’s activities. “In 
general, the local residents have nothing against 
Stora Enso. On the contrary, in fact: many people 
know that their villages have received a lot of 
financial support from the company, to build 
roads for example.”

In the professor’s opinion, however, the total 
amount of money pumped into the village is not in 
itself the most important issue; such funds must 
also be distributed fairly. “The company should 
change the way it approaches the villages. Stora 
Enso needs to engage in more dialogues with 
ordinary villagers, and not just with the heads 
of villages. Ordinary people also need to be 
included in decision-making that affects them. 
And that means women, too.”

Professor Lingli sees participation as the key 
to resolving conflicts. “The villagers get nervous 
if they don’t know the reasons why or how a 
matter has been agreed on with Stora Enso, or 
why some people get money for their projects 
while others don’t. The voices of villagers must be 
heard as widely as possible.” 

The Beihai Civil Volunteer Association, a 
local non-governmental organisation, is also 
familiar with Stora Enso’s work in the villages. 

Lv Lingli
“Ordinary people 
need to be included in 
decision-making that 
affects them. And that 
means women, too.”

Xu Haiou
“The villagers often 
think that Stora 
Enso is a charity 
organisation, because 
it doesn’t produce 
anything here yet.” 

Fan Xianlu 
“The best thing would 
be if we could in future 
make all land-lease 
agreements directly 
with Stora Enso.”

The association has co-operated with Stora Enso 
by supporting poor children and students with 
limited means, and by teaching English in the 
villages. The association’s activists know many of 
the villages in the Beihai area well, and they also 
know what the villagers think of Stora Enso.

Xu Haiou, the association’s chairman, is 
also aware of the challenges the company is 
facing in Guangxi. “The villagers often have no 
idea what Stora Enso is,” she says. “Some think 
it’s a charity organisation, because it doesn’t 
produce anything here yet, while others are 
very suspicious about the company. Stora Enso 
should clearly tell the local people what the 
company does and what its values are. It is a new 
company here, even though it has an 800-year 
history in Europe. People need to hear about this. 
Not many companies have been around since the 
time of the Yuan Dynasty.” 

 

J
ohnny Zhou, Stora Enso’s Sustainability 
Manager for the Nanning region, knows it 
will take hard work to make Stora Enso a 
household name in Guangxi. “Stora Enso 

means nothing in Chinese, so the company’s 
name is hard for people to remember,” Zhou 
explains.

He suggests a visit to the village of Tong Hua 
in central Guangxi – smack in the middle of an 
area of state-owned forests that Stora Enso has 
leased. “In Tong Hua, they are beginning to learn 
who we are,” Zhou says. “This is vital. Good 
relations with the villagers are important – not 
least for business reasons, when you consider 
how much raw material there is in the area and 
how we must be capable of harvesting and 
transporting it in good co-operation with the local 
population.”

It takes one and half hours to get to Tong Hua 
from the centre of the nearest city, Nanning, 

Nanning

The leasing of land through intermediary entrepreneurs has 
been criticised for the reason that the company has no way 
of knowing whether the villagers are being treated fairly.

disputed by villagers. Correcting contracts is, 
however, a slow process, since all parties must 
approve of the new agreements. Where conflicts 
have arisen one party is usually a local interme-
diary entrepreneur. Over the years Stora Enso has 
also improved its land leasing process to ensure 
that the company no longer leases any lands that 
are predisposed to conflict.

Stora Enso’s land leasing practices in Guangxi 
have also been examined in an environmental and 
social impact report on the company carried out 
by the United Nations Development Programme 
(UNDP). This report, published in 2012, looks 
at the challenges related to leasing land in 
South China, and issues recommendations for 
Stora Enso. It also highlights the importance of 
engaging and co-operating with local villagers. 
The report points out that the market rental rates 
for forest land in Guangxi doubled between 2004 
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along winding roads with countless pot-holes and 
muddy stretches. Johnny Zhou explains that this 
village has become an important testing ground 
for Stora Enso’s corporate social responsibility 
work. “We have been testing two new projects 
here: a microloan scheme for pig farmers and 
logistical support for chicken farmers.”

Sustainability Manager Zhou explains that 
these projects are about Stora Enso and the 
villagers of Tong Hua carrying out mutually 
beneficial co-operation that is not based on 
donating money. “We started by thinking together 
about what’s important to the villagers, and what 
Stora Enso could do,” he explains.

The first thing that came into Zhou’s mind was 
chickens. “There’s a lot of demand for free-range 
chickens in the city, because their meat is much 
better than that of caged chickens. In Tong Hua 
they raise chickens that roam around freely. This 
kind of farming is truly organic; the chickens eat 
insects they find in their natural surroundings, and 
they are only fed pure grain. I thought to myself: 
what if we could take chickens with us in trucks 
when we go off to the plantations, and deliver 
them to markets in Nanning? This wouldn’t mean 
any extra expense for us, but the villagers would 
be able to get better prices for their chickens 
in the city.” Zhou recalls that the villagers were 
instantly keen on this simple idea.

The sun is shining in Tong Hua. Zhou parks his 
car by the roadside, sending a flock of startled 
chickens scuttling off into nearby bushes. The 
fearful fowl belong to Mrs Mengzhilan, who 
comes to greet Zhou. “Soon there will be more 
chickens ready to be picked up,” she says 
happily. 

Mrs Mengzhilan is pleased with the chicken 
delivery arrangement. “It’s a lot of trouble for 
farmers to leave for a whole day to sell chickens 
to the markets, which are far away. Now I can 
use that time to do other things, and also get a 
better price for my chickens,” she says. “I just call 
the people at Stora Enso when the chickens are 
ready to be taken, and they pick them up when 
they pass by.”

The second project in Tong Hua, providing 
microloans for pig farming, was devised together 
with the villagers. “It’s very difficult for local 
people to get bank loans for their businesses,” 
explains Zhou. “So the villagers set up an 
association that would grant microloans, and 
Stora Enso provided the start-up capital. The 
association gives loans to villagers who need 
money to purchase and raise pigs.”

According to Zhou, the interest on these 
microloans is only half as expensive as the 
rate on bank loans, and repayments are made 
by agreement once the pigs begin bringing in 

Stora Enso has been testing two new projects in the 
village of Tong Hua: a microloan scheme for pig farmers 
and logistical support for chicken farmers.

a profit. “The issuing and repayment of loans 
is carefully overseen, and every aspect of the 
association’s work is made public,” he says.

So how much do such projects impact the 
lives of the villagers? “These projects are still 
small-scale,” says Zhou. “So far, it’s early days for 
the chicken and pig projects, and fewer than 20 
families have benefited, but we intend to double 
this number soon. If these pilot projects succeed, 
we can start thinking about how more such 
projects could be introduced – in other villages 
as well.”

Zhou scratches his head reflectively, and 
then smiles. “I have an MBA degree, so naturally 
my first instincts are to consider what kinds of 
projects would offer the villagers the easiest and 
largest profits. But really, the most important 
thing to keep in mind is what the villagers want 
to accomplish with Stora Enso – or whether they 
want anything at all. It all depends what kinds of 
projects interest them. So that’s what we start 
talking about and thinking about, to see what we 
can come up with together.”

There is a celebration today at Mrs 
Mengzhilan’s home: a new pigsty built with the 
help of a microloan has just been completed, and 
the village pig farmers are coming for lunch. “We 
have some excellent chicken soup here, made 
from chickens raised freely out in the fresh air. 
Please, have some!” she says.

A few metres away a brown hen eyes her 
suspiciously, grabs a dragonfly in its beak, and 
disappears into the bushes. 

Johnny Zhou  
“The most important 
thing to keep in mind 
is what the villagers 
want to accomplish 
with Stora Enso – or 
whether they want 
anything at all.” 

Village life  
“It’s a lot of trouble 
for farmers to leave 
for a whole day to 
sell chickens to the 
markets, which are 
far away. While Stora 
Enso transports my 
chickens, I can use 
that time to do other 
things,” says farmer 
Mrs Mengzhilan.
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Phenomenon

Wind of change
How about receiving renewable energy from a 
renewable power plant?

The world’s first modern wind turbine to 
have a wooden tower has been humming since 
December 2012 in Hannover, Germany. The 
100-metre-high TimberTower is constructed of 
nearly 500 cubic metres of cross-laminated timber 
(CLT), half of which was provided by Stora Enso.

The power plant, with its 1.5 megawatt, 
100-tonne turbine, will provide renewable energy 
for the use of some 1 000 households.

“For many years, wood was the prevalent 
material in the construction of wind energy plants. 
It wasn’t until the first half of the 20th century 
that steel began to replace wood,” says Director 
Holger Giebel from the German company 
TimberTower, which has been developing this 
revolutionary tower concept since 2006.

“Wood offers several attractive advantages 
for wind power – dynamic loads, protection 
against corrosion, and sustainability. CLT is also 
a cost-efficient material that is logistically easy to 
transport to the site. Whereas large tubular tower 
segments require special arrangements bringing 
additional costs, CLT elements can be delivered 
to the site on standard trucks.”

And this is just the beginning – the next 
wooden tower, with a hub height of 140 metres, is 
already in the pipeline. That’s what we call tackling 
climate change!   

timbertower.de

T IMBERTOW ER

Rethink your  
growth
Text Hanne Karrinaho  
Photo Zou Yiping

The campaign was available on the Internet, 
where students could play a game online and 
share it in Weibo (the Chinese equivalent of 
Twitter). With almost 2 000 applications received 
and 450 candidates interviewed, the campaign 
was certainly a successful one.

Global opportunities
In addition to these students, Stora Enso will 
employ 1 200 people for the integrated plantation, 
pulp and board mill when the mill is up and 
running.

“Many local people are interested in our project 
and would like to join us. Here we need to balance 
our commitment to social responsibility and the 
competences we need for the mill,” says Yasmine 
Ding, Human Resources Director at Beihai.

“When it comes to positions requiring 
expertise in, for example, liquid packaging board, 
we may run into the difficulty of finding enough 
suitable people from China. In cases like this we 
will need to look for people globally.” 

Lars Häggström, Head of Stora Enso’s Global 
People and Organisation, finds the mill project 
in Beihai a perfect opportunity for Stora Enso’s 
personnel to do some job rotation, and gain 
cross-cultural and project experience: “We must 
tap into the expertise and talent we have among 
our current employees, giving everyone the 
opportunity to apply for a new challenge. This is 
essential for everyone’s own development, and 
simultaneously it contributes to company value, 
especially now when we must find completely 
new ways of operating.”  

growatstoraenso.cn

“S tora Enso gave me an opportunity 
– now we are offering one to you,” 
proclaimed Pentti Ilmasti, Director, 

Industrial Operations, when opening a student 
recruitment event at a university in Guangxi.

During 2012, Stora Enso’s visually ambitious 
“Rethink your Growth” campaign toured universi-
ties in China, attracting full houses at most 
venues. The aim of the campaign was to recruit 
300 students and recent graduates to work in 
areas like engineering, forestry, production and 
logistics at Beihai during the new mill’s construc-
tion and once it’s up and running. The students 
were especially interested in employees’ stories 
about working for Stora Enso, and about how 
the company is going to face the challenge of 
decreasing paper consumption as people move 
towards reading the news on mobile devices. 

The recruitment team learned that work-life 
balance, location, and benefits like health care 
and education are important for local students 
when choosing their future employer. The 
possibilities of training and working outside of 
China were also seen as attractive.

Involving students
Students can share 
their photos and join 
a game on Weibo, the 
Chinese version of 
Twitter. 

  Stand out of  
the crowd
Stora Enso’s own 
employees posed for 
the ads.

http://www.growatstoraenso.cn
http://www.timbertower.de
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Rubbish revolution A
photo of a coniferous 
forest is projected onto 
the conference room wall. 
The ground is littered with 
rubbish: plastic wrappers, 
tin cans and food scraps. 
Waterlogged milk cartons 

and empty plastic bags lie amid the moss. 
“Some people who live around here throw their 

rubbish in the forest,” says Stanisław Giżycki, an 
activist with the Polish environmental organisa-
tion Ekomena. We are at the organisation’s office 
in the town of Ostrołęka, roughly 120 kilometres 
north of Warsaw. Ekomena activists campaign on 
behalf of environmental protection in Poland and 
collect rubbish from forests and other outdoor 
areas. “Some people pollute the environment with 
their trash to avoid paying the waste-collection 
fees,” Giżycki explains.

“Others just don’t care.”
Waste management in Poland is undergoing 

a major transformation during 2013, as the 
country will reform its entire waste-handling 
system by setting up a common waste tax, 
with which all municipalities will organise their 
waste management. The collection, processing, 
recycling and disposal of waste have, until now, 
been the responsibility of consumers and the 
private waste management companies they pay 
directly.

“Now, Poland will use public funds to establish 
a waste management system,” says Giżycki. 
“Once we switch over to the municipal system, 
everyone will have to pay the waste tax.” 

The motivation behind the reform is Poland’s 
ambition to institute an effective recycling 
system in the country – one that meets European 
standards. In 2010, around 73% of all waste in 
Poland remained unsorted and unrecycled. The 
European Union has stepped in on numerous 
occasions to impose fines on the country and 
finally by setting the condition that in 2013 no 
more than half of biodegradable municipal waste 
can end up at the landfill. By 2020 at least 50% 
of paper, plastic, glass and metals contained in 
municipal waste must be sorted out and prepared 
for reuse or recycling. If Poland doesn’t come 
through on this condition, there will be further fines.

Random rubbish inspections
The Mayor of Ostrołęka, Janusz Kotowski, is one 
of the officials responsible for setting up the new 
recycling system. “For the first time in Poland, 
this responsibility now lies entirely in the hands of 
the local authorities,” Kotowski says. “We need 
to use the revenue from waste tax to address this 
country’s waste-sorting issues.”

In Poland, nearly two million tonnes of valuable 
recyclable raw material goes to waste every year. 
The country’s recycling rate is among the lowest 
in Europe, as it has no effective waste-processing 
chain in place. This will all change in 2013.

Text Eeva Taimisto   
Photos Paulina Terendy, Ekomena  

Ostrołęka  
Poland
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lower tax rate haven’t been getting lazy about 
sorting,” Kotowski says.

Overhauling  
attitudes
Ekomena expects that, with the introduction of 
the new tax, there will be no reason for people to 
discard their rubbish in the forest. Stanisław Giżycki 
hopes that Poles will also accelerate their recycling.

“The generation gap is clearly evident in people’s 
attitudes. More than twenty years ago in Poland 
recycling was hardly discussed, and old habits 
are hard to change. But for many young people 
recycling is a given. The same is probably true of 
other European countries,” Giżycki reckons.

The nearby European Union High School 
Number 3 in Ostrołęka offers environmental 
education and organises recycling events. Biology 
teacher Ewa Niewiarowska and English teacher 
Halina Bartłoszewska agree with Giżycki’s claim 
concerning the environmental attitude of Poland’s 
youth. 

“Many young people are aware that the Earth’s 
natural resources are limited and that recycling 

Municipalities and cities, Ostrołęka among 
them, are building huge regional sorting centres 
where all materials and bio-waste will be sorted. 
This, of course, costs money.

“People have a hard time accepting new 
taxes and fees,” Kotowski tells us. But if the 
municipalities don’t take action, the taxpayers will 
be the ones footing the bill for the fines imposed 
on Poland by the European Union. “We have 
our work cut out for us trying to convince the 
taxpayers why recycling is so important,” says 
Kotowski, referring to the job that lies ahead for 
the authorities.

But money is actually one of the greatest 
arguments in support of recycling. “We will push 
those who are not interested in environmental 
matters to recycle by offering financial benefits,” 
says Kotowski with a grin.

“Households that commit to sorting their 
rubbish will pay less waste tax.”

In Ostrołęka, recycling will also be controlled. 
“The city will provide households with different-
coloured recycling bags to help them sort their 
waste, and we will carry out random inspections 
of the bags to make sure that those paying the 

is important,” says Bartłoszewska. “Eco-friendly 
lifestyles, such as biking, have become quite trendy.”

According to the teachers, the roadblock 
Poland’s youth face when it comes to recycling 
is the lack of infrastructure. “It is difficult to 
recycle when there are no collection bins in the 
yards for people to sort their rubbish into,” says 
Niewiarowska. “Having a green attitude won’t 
make a difference if it’s not possible to recycle 
most materials. There is simply no bin for the 
waste.”

The rubbish-bin situation should improve during 
the course of this year, as municipalities assume 
greater responsibility for recycling. The teachers 
wonder how long it will take the older generation to 
adapt to the new habits. 

“The word recycling, recykling in Polish, is itself 
relatively new in our language,” says Niewiarowska. 
“I’m sure that’s the case for other languages, 
too. It’s understandable that not everyone has 
assimilated the concept yet.”

“Globalisation influences attitudes,” explains 
Bartłoszewska. “Poles who have spent time abroad 
and learned about European recycling habits are 
more open to changing their own.”

Janusz Kotowski
“People have a hard 
time accepting new 
taxes and fees.” 

Halina Bartłoszewska
“Eco-friendly lifestyles, 
such as biking, have 
become quite trendy.”

Stanisław Giżycki
“Some people pollute 
the environment with 
their trash to avoid 
paying the waste-
collection fees.”

Ewa Niewiarowska
“Having a green 
attitude won’t make 
a difference if it’s not 
possible to recycle 
most materials. There 
is simply no bin for the 
waste.”

Board and fibre
Stora Enso’s collection 
station in Pruszków 
scrapes together 
some 1 100 tonnes 
of recovered fibre a 
month.

In Poland, only 39% of board and paper 
is recycled: the lowest rate in the EU area.
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Money going to waste
In Poland, only 39% of board and paper is 
recycled: the lowest rate in the EU area. The 
average recycling rate for board in the EU is 71%, 
and in those countries with the highest recycling 
efficiency, such as Germany, the figure can be as 
high as 77%.

Sorting benefits the national economy. 
Recyclable materials have resale value, especially 
if they can be reused in industrial processes. 
There is strong demand for recycled paper 
and board in global markets – even Chinese 
companies purchase recycled fibre from Europe.

Though Poland has lacked an efficient 
board-recycling system for years, companies 
have become aware of the valuable truckloads 
of board being taken to landfill sites. “We have 
not just stood by and watched as money is being 
taken to the dumping ground,” says Michal 
Gawrych, Sales and Logistics Director at Stora 
Enso’s Ostrołęka mill. “Stora Enso collects board 
in Poland on its own. Our sources are shopping 

Ostrołęka Mill
 ● 	Ostrołęka	mill	is	located	next	to	the	City	of	
Ostrołęka,	located	120	km	from	Warsaw,	alongside	
road	no.	61.

 ● The	history	of	the	mill	dates	back	to	1959,	the	
year	of	inception	of	the	state-owned	company	
Ostrołęka	Pulp	and	Paper	Mill.

 ● 	Ostrołęka	mill	is	the	biggest	mill	in	Stora	Enso	
Poland	by	the	size	of	the	mill	area.

 ● The	mill	comprises	a	pulp	and	paper	mill,	a	
corrugated	board	and	boxes	mill	and	a	sack	mill.

 ● The	corrugated	board	and	boxes	mill	manufac-
tures	single	and	double	wall	corrugated	board	
of	all	types	of	flutes,	which	are	then	used	for	the	
production	of	different	kinds	of	American-type	
boxes	and	die-cut	boxes.	

 ● The	sack	mill	is	one	of	the	most	modern	sack	
producers	in	Central-Eastern	Europe,	equipped	
with	three	state-of-the-art	sack	lines.	The	product	
range	comprises:	open-mouth	pasted	sacks,	valve	
pasted	sacks	and	paper	sacks	on	reels.

 ● Ostrołęka	Mill’s	new	lightweight	containerboard	
paper	machine	5	started	up	in	early	2013.	The	
machine	is	currently	in	the	ramp-up	phase,	which	
is	expected	to	take	a	couple	of	months.	 
The	investment	cost	for	the	machine	is	285	million	
euros,	and	the	capacity	of	the	machine	is	 
455	thousand	tonnes	of	product	annually.

 ● Ostrołęka	Mill	is	certified	to	ISO	9001,	 
ISO	14001	and	OHSAS	18001.

centres, industrial areas and companies, which 
provide us with a lot of material in one go.”

Stora Enso has established its own collection 
system in Poland based on collection and sorting 
stations the company set up around the country. 
The packaging material the company collects is 
transported to those collection stations, where it is 
separated from waste material and baled. The final 
raw material is then transported to Stora Enso’s 
mill in Ostrołęka and made into new products: 
cardboard boxes and board packaging.

“We have altogether 20 collection and sorting 
stations around the country,” says Jerzy Janowicz, 
Mill Director of the Ostrołęka mill. “Our system is 
one of a kind in Poland.”

Gawrych and Janowicz are standing in the mill’s 
raw material yard, looking at the multi-coloured 
bales of board waste. 

“Stora Enso is not a waste-collection company,” 
says Janowicz, “but we can show the authorities 
and consumers how to turn recovered materials 
into a successful business, as well as the quality 
requirements that should be established for those 
materials.”

Quality requirements means not mixing up dry 
and wet waste. “When board is first separated in 
households or recycling facilities, it should not be 
mixed, for example, with bio-waste or mixed waste, 
as it weakens the usability of the fibres,” Janowicz 
explains. “It is important that the authorities, who 
are in charge of the recycling, understand that – 
and consumers, too. The different types of waste 
should not contaminate each other if the goal is to 
make high-quality products.”

A waste-eating board machine
One of Stora Enso’s collection stations is located 
in Pruszków, on the outskirts of Warsaw. Jakub 
Wronowski, the manager of the collection station, 
is just heading out to pick up a load of board from 
the yard of a nearby department store.

“We have our own waste containers in the 
yards of certain companies, which gives them a 
place to dump their used packaging materials and 
other containerboard, paper and carton board,” he 
says. Wronowski oversees not just the collection 
of the raw material, but also its separation and 
purity. “We transport board waste to the collection 
station, separate plastic and other impurities from 
the fibre material and then bale it for transport to 
the Ostrołęka mill.”

The collection station run by Wronowski 
scrapes together some 1 100 tonnes of recovered 
fibre a month. “And that’s just one of Stora Enso’s 
20 collection stations,” he points out. “We do 
our best to continuously bring in more and more 
recovered board. This may just look like colourful 

rubbish to some, but this raw material keeps huge 
board machines in motion.”

The crown jewel of the Ostrołęka Mill, a new, 
lightweight containerboard paper machine that 
went on stream in early 2013, runs exclusively on 
recovered fibre.

Functional products  
and real benefits
Poland as a nation annually consumes 4 million 
tonnes of paper and board, and only some 1.6 
million tonnes of that amount is recycled. The 
future potential of securing recovered fibre for 
industrial use is therefore tremendous.

“We hope that Poland’s new recycling system 
will also allow us to incorporate household board 
waste into our production,” Gawrych says.

Mill Director Jerzy Janowicz would like to see 
a change in the public debate on recycling in the 
near future. “The debate centres on the high cost 
of recycling, or then the focus is on environmental 
education. In my opinion, that’s not enough. We 

Michal Gawrych
“We hope that Poland’s 
new recycling system 
will also allow us to 
incorporate household 
board waste into our 
production.”

Jerzy Janowicz
“True recycling means 
more than just sorting.”

have to think of the benefits – the benefits of a 
clean environment and the benefits that stem 
from products made of recovered materials.”

Stora Enso has strived to raise environmental 
awareness by, among other things, participating 
in Poland’s Woodstock Festival, which boasted 
an audience of half a million people in 2012. Stora 
Enso produced a recycling bag for each attendee, 
into which they collected paper and board 
rubbish from the festival venue and brought it 
to recycling points. The sorted waste from the 
festival was then transported to the Ostrołęka Mill 
for board production.

“We hope that both consumers and decision-
makers keep sight of what happens to board and 
paper after it is sorted for recycling,” Gawrych 
says. “We need to take the focus off just recycling 
and start thinking about the entire life cycle of 
materials.”

Janowicz nods in agreement. “True recycling 
means more than just sorting. It means that 
perfectly functional new products are made from 
the recycled materials,” he concludes. 

“This may just look like 
rubbish to some, but 
this raw material keeps 
huge board machines 
in motion.”
Jakub Wronowski
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Jussi Koppanen and Janika Pusa are flatmates in an assisted-living building 
in Rauma. Everyone feels at home, even though the rooms in this recently 
completed wooden building are divided between 15 residents. 

Shared home life 

Text Niina Streng   
Photos Vesa Laitinen

and ‘roommate’ in the previous home, Janika 
Pusa, 33, also made the move to the new building. 

“At first I didn’t want to move here,” Pusa 
admits.

Adjusting to their new location has been easier 
than expected.

“This is a nice place to live and the staff is 
kind,” she says, having spent her first two weeks at 
Jalmarintupa.

Both Pusa and Koppanen, who have Down 
syndrome, require support for daily living. Jalmarin-
tupa is also home to 13 other residents, each with 
varying degrees of developmental disabilities.

“T
hose are Kalle, Ville and Jukka,” 
says Jussi Koppanen, peering over 
his shoulder at the soft toys that lie 
on the motorised bed.

The toy trio and their owner have recently 
moved to this brand new assisted-living building in 
Rauma. 21-year-old Koppanen has lived in group 
homes for as long as he can remember. The move 
here to Jalmarintupa was inevitable: he had to 
leave his previous group home because the owners 
were retiring.

Fortunately, soft toys are not the only familiar 
element in the new home. Koppanen’s good friend 
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“We are part of their day-to-day life and are 
here to ensure that it runs smoothly,” says the 
group home’s head nurse Kaisa Uusi-Marttila 
of Mikeva, a provider of social care services. 
“We help the residents, for example, to bathe, 
dry off and get dressed.” 

Celebrity gossips
Jalmarintupa is divided into three wings, each 
containing five rooms – one for each resident. 
There is also a dining room, sauna, kitchen and 
a spacious lounge area. On a wall in the lounge 
area you can see the natural grain of the wood. 
Another wall is light beige, having been painted 
at Stora Enso’s unit in Hartola, where wood 
elements, manufactured in Austria, are finished 
according to the customer’s specifications. 
Although the building is constructed almost 
entirely from wood, the material’s natural scent is 
surprisingly faint.

Pusa’s tidy room, decorated in bright-red 
tones, is in a different wing to Koppanen’s. In 

addition to wardrobes, an armchair and a small 
table set, there is a small storage trolley with a 
high stack of magazines on it. Pusa explains that 
she reads a lot, particularly about celebrities. Her 
favourites are Finnish actor Peter Franzén and TV 
show host and comedian Janne Kataja, who is 
also a judge on the show Talent, which Pusa went 
to see live with her family. 

“I had my picture taken with Janne,” boasts 
the young lady.

The most important item in Pusa’s room, 
however, is a framed photo of Juuso, a golden 
retriever. Although the dog passed away long 
ago, she plans to hang the photo on the wall 
when she finds the perfect spot for it. 

Place of one’s own
Even though the residents of Jalmarintupa 
get on well together and are accustomed to 
life in a group home, at times they still feel a 
strong need for their own personal space. The 
regulations on the wall serve as a reminder that 

J almarintupa in Rauma is the first assisted-living building 
constructed as a collaborative effort by Stora Enso and Lakea Oy 

using modular technology. Stora Enso and Lakea, a developer owned 
by 15 Ostrobothnian municipalities, will join forces to build several 
such modular wooden group homes in Finland in the near future.

Jalmarintupa consists of 21 modules comprising a total floor area 
of 770 square metres. The frames of the modules were made with 
cross-laminated timber (CLT). After assembly in Finland at Stora 
Enso’s unit in Hartola, the modules were installation-ready and 
included all surface materials from window frames to mouldings.

Construction on Jalmarintupa started in August 2012 and it was 
ready for occupation by early December. Modular construction can, 
in fact, be up to three times faster than traditional element construc-
tion. The method also enhances the quality of the construction, as the 
modules are assembled exclusively indoors and thus never exposed 
to moisture at any stage of the construction process.

“Demand for assisted-living facilities is growing, especially with 
the aging of the population in Finland. Communities need, above 
all, flexible and convenient solutions for a range of housing needs. 
Wood-based element and modular construction is unrivalled in that 
area. Wood construction has finally taken a crucial step towards 
industrial construction and its final breakthrough,” says Hannu 
Kasurinen, EVP of Stora Enso’s Building and Living Business Area.

Jalmarintupa is home to 15 disabled people, each with their own 
24-square-metre room equipped with a private toilet and shower. The 
building is owned by Lakea, and the care services for the residents 
are provided by the social care service provider Mikeva.

Kaisa Uusi-Marttila
“We ensure residents’ 
day-to-day life runs 
smoothly.”

On the threshold of a 
breakthrough in wood 
construction

they are not permitted to enter the other residents’ 
private rooms nor touch their belongings without 
permission.

“The residents’ rooms are their homes,” Uusi-
Marttila points out. “It’s a place where they can 
retreat to if they are tired, in a bad mood or if they 
just want to be alone.”

Pusa, who has lived in a group home since 
2007, says she sometimes daydreams about 
moving out to live completely alone in the neigh-
bouring city of Pori. “I could definitely make it on 
my own,” she asserts.

Time for work and play
Pusa finds the home’s general 7 a.m. start to the 
day much too early – she would prefer to sleep 
longer. After breakfast, Jalmarintupa’s residents 
gather for ‘morning circle’ to discuss the hot topics 
of the day. These can include establishing who 
is celebrating their annual name day that day, or 
even confirming general facts like the identity of 
Finland’s current President.

Three times a week, Pusa and Koppanen are 
employed at a work centre, where they primarily 
do subcontracted work for various companies. 
Koppanen has carried out mailing tasks, for 
example, and Pusa has applied sealant to faucets.

The centre also allows them to do handicrafts 
as a leisure-time activity. One example of the 
results hangs next to Jussi’s bed: a wreath made 
of large branches. “I made it myself,” he says 
proudly.

On an ordinary day at Jalmarintupa, lunchtime 
is just before noon and dinner is at 5 p.m. In 
between meals, residents can spend time outside 
or play board games.

On their day off, every two or three days, they 
clean the house and watch TV. Watching television 
is a favourite pastime of many of the group home 
residents: their programmes of choice include 
music programmes and the Finnish soap opera 
Salatut Elämät (Secret Lives).

Both Pusa and Koppanen have DVD collections, 
but they have trouble naming their favourite movie. 
“Kaisa, you say it,” Koppanen implores the nurse.

“Jussi, they’re your videos,” Pusa promptly 
interjects.

Finally, after much pondering, Koppanen names 
Police Academy as his favourite movie. He can’t 
read the Finnish subtitles in the movie, but that 
doesn’t affect his sense of humour and love of 
situation comedy. The residents also get a break 
from routine every second week, when the group 
home holds a disco night.

“They play rock, and traditional Finnish dance 
music, and rap music!” says Koppanen. “And we 
drink coke,” he adds with a satisfied grin. 

 

“I’m excited!” says 
Jussi Koppanen,  
as they begin  
the iconic Finnish 
board game 
African Star.
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A  
dream 
job 
Inés Maisonneuve 
prolonged her studies by 
taking a teaching job and 
Paola Pedemonte took 
work in neighbouring Brazil 
before they both found 
their dream jobs in the pulp 
industry close to home.

I
n Punta Pereira, south-western Uruguay, a 
billowing green landscape unfolds, taking in 
grassy plains, trees and bushes, and more 
than a few corn and wheat fields. A herd of 

milk-coloured cows grazes calmly.
But within a mile or two, feverish activity is the 

order of the day. Trucks and buses swarm into the 
construction area of Montes del Plata. Hammer-
blows mingle with the sounds of welders at work. 

Two female engineers in their thirties, wearing 
the grey uniforms of Montes del Plata, wait for 
us when we arrive at the site. Their uniforms 
may be plain, but the welcome to the temporary 
office building from Inés Maisonneuve and Paola 
Pedemonte is sunny: both greet with a big smile.

Text Jonas Nordlund   
Photos Kaapo Kamu

Montes del Plata 
Uruguay

close  
to home
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“I decided to become an engineer at a young 
age,” Maisonneuve explains.

“I always liked maths, science and chemistry 
and enjoyed finding solutions to problems – 
constantly wondering what makes things tick.”

Inés Maisonneuve was born and raised in 
Uruguay’s capital Montevideo, and is the eldest 
of four siblings. She studied chemical engineering 
for six years at Uruguay’s public university, 
supporting herself by teaching. Her current 
job in Montes del Plata involves working with 
sustainability issues, for instance producing the 
information required for environmental permits.

“This job gives me the chance to put my 
knowledge to good use. I think the best way 
arn is to work independently and find solutions, 
instead of waiting for others to do it for you,” 
Maisonneuve says.

Taking the job hunt across  
the border
Paola Pedemonte is an engineer specialising in 
environmental and hydraulic engineering. She 
is currently working in the area of fresh water 
and waste water treatment as well as chemicals 
management.

There is a desperate need for educated pulp 
and paper engineers in Uruguay at the moment, 
especially those specialising in chemistry, 
mechanics and electricity. However, this wasn’t 
always the case.

“When I was 25 I decided to move to Belo 
Horizonte in Brazil. At that point Uruguay was in 

the middle of an economic crisis and it was tough 
finding work here. I worked in the metals industry 
for three years in Brazil and got on very well, but I 
also missed my home country,” Pedemonte says.

“It was hard to find interesting work here 
matching my education and fulfilling my expecta-
tions; I remember hunting for a job for almost a 
year.”

Positive boost for  
the community
Outside the office, construction crews are hard 
at work. A team of workers in orange overalls are 
making their way home after completing a shift. 

When Montes del Plata, a Stora Enso and 
Arauco joint venture, is completed, it will be a 
state-of-the-art pulp mill with an annual capacity 
of 1.3 million tonnes. The boiler will start cooking 
pulp in mid-2013.

The steel structure for the recovery boiler 
stands at an impressive 87 metres. Although the 
construction project does change the landscape, 
a decision has been made to conserve some of 
the original vegetation and establish a nature 
reserve in the area. If you’re lucky, you can even 
spot a “Tero” (Southern Lapwing), a common bird 
in Uruguay.

“Before I came here, I didn’t know that modern 
pulp mills were so efficient that we could sell 
off surplus power to the national grid,” Inés 
Maisonneuve says.

“I also hadn’t considered the positive effect 
that our project has on the local community 
in terms of employment and economic 
development. Uruguay is a small country and 
I never realised that this project would affect 
labour and supplier demand and contribute to the 
nation’s development as much as it has.”

Challenging the status quo
The canteen is serving a hearty lunch 
today: carne de cerdo con pure – pork with 
mashed potatoes. That ought to satisfy the 
hungry construction workers. As women in a 
predominantly male industry, Maisonneuve and 
Pedemonte represent exceptions to the rule.

“It’s a challenge,” they both laugh.
“But in many respects it’s one we are happy 

to take on. Women aren’t very common in the 
industry, but we feel comfortable working in this 
team,” Paola Pedemonte says and continues: 
“We don’t sit around waiting for things to happen 
– this isn’t a bureaucratic job. That’s not what 
the culture is like here; it’s all about taking the 
initiative and suggesting solutions. If you can’t 
manage that, then you won’t fit in here.”

Paola Pedemonte
“It was hard to find 
interesting work in my 
country; I remember 
hunting for a job for 
almost a year.”

Inés Maisonneuve
”Uruguay is a small 
country and I never 
realised that this project 
would affect labour 
and supplier demand 
and contribute to the 
nation’s develop ment 
as much as it has.”

Inés Maisonneuve says she’s often had to 
repeatedly prove her worth as an engineer – 
purely because she’s a woman. 

“We still have many areas to conquer, but if 
you consider the way things were twenty years 
ago, the situation has changed a great deal. 
More women work in the industry now but I think 
we still need to deal with certain prejudices, for 
instance that women are supposedly incapable 
of tasks like maintenance. I can honestly say that 
this industry needs more women.”

But life is not all work: Maisonneuve says she 
has no problems deciding what to do in her spare 
time – she is studying for a master’s degree in 
environmental technology.

Pedemonte, on the other hand is a passionate 
tango dancer and even gives her Montes del 
Plata colleagues dance lessons once a week at a 
studio in the nearby town of Colonia.

Both also enjoy the fact that their friends and 
family live nearby, enabling Maisonneuve and 
Pedemonte to see them far more frequently.

New horizons
Export of meat, wool and hides makes up a 
significant part of the Uruguayan economy, 
but new elements, such as the pulp and paper 
industry, are also starting to make an impact.

According to estimates, Montes del Plata will 
increase Uruguay’s GDP by USD 770 million upon 
completion, almost two per cent of the nation’s 
GDP in 2010. 

As vital contributors to a new and efficient 
pulp mill with cutting edge technology, designed 
with an emphasis on environmental aspects and 
sustainability, the future holds a lot of work for 
Inés Maisonneuve and Paola Pedemonte. 

Pulp and paper are gaining ground in Uruguayan 
export, which has traditionally been dominated by 
meat, wool and hides.

USD 770 million  
Once Montes del 
Plata is completed, 
it will increase 
Uruguay’s GDP by 
almost two per cent.
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Text Jonas Nordlund  

U ruguay has moved from a situation in 
the early 2000s in which many highly 

educated people were forced to look for work 
abroad, to having a shortage of engineers. As a 
result, engineering has become an increasingly 
appealing choice for female students.

“Not only did Uruguay face a shortage of 
graduate-level jobs, but it also offered much lower 
salaries compared to other countries. Things 
started to change around 2004 and today the 

Zero  
unemployed 
engineers

situation is different,” Professor Patricia Gerla 
describes the engineers’ job market in Uruguay.

Professor Gerla, the head of the Forest 
Processes Group of the Chemical Engineering 
Institute at Universidad de la República in 
Montevideo, points out that Brazil’s economic 
development has had a positive impact on the 
Uruguayan economy, which, in combination 
with efforts to stimulate foreign investment, has 
improved its outlook. 

“Currently there is practically zero unemploy-
ment among engineers in Uruguay and we 
need more engineers than our universities are 
producing,” Gerla says.

Examples of foreign investments that have 
enhanced the engineers’ employment market 
have been Fray Bentos Pulp Mill, commissioned 
in 2007, and Montes del Plata in Punta Pereira 
which will require up to 600 engineers. This is 
a very significant number considering approxi-
mately 160 engineers graduate annually within the 
fields required by the pulp and paper industry.

Towards gender balance
The growing need for engineers in Uruguay 
has encouraged female students to attend 
engineering programmes. The number of female 
engineers at the University of the Republic in 
Uruguay has been on the increase since 1999 and 
has remained stable at around 30% since 2002.

“However, the transition towards more women 
in engineering programmes has been slow and 
the trend is stagnating. It took 18 years to achieve 
a seven per cent increase in the proportion 
of women, so we will have to see how things 
progress,” Patricia Gerla clarifies.

According to Gerla, one explanation lies in 
the grip of tradition and the fact that women tend 
to study social sciences, medicine and nursing, 
agriculture or arts and humanities.

The most popular subject among female 
engineers is food engineering, where they 
comprise 70% of the student body. In chemistry, 
half of the students are women. Of computer 
science students, under a third (30%) are women 
and even fewer women major in civil engineering 
(20%). Women represent only a tenth of electrical 
and mechanical engineering students.

As the pulping industry became more important 
for Uruguay, the country began to need more 
highly educated professionals in this non-tradi-
tional area of the Uruguayan economy. For this 
reason the governments of Uruguay and Finland, 
with added support from companies like Stora 
Enso, began to finance the international Master’s 
programme for pulp and paper engineers, which 
Professor Gerla coordinates in Uruguay.  

Patricia Gerla
“We need more 
engineers in Uruguay 
than our universities 
are producing.”

The Asian 
ambassador
New to the Board of Directors, Hock Goh  
is used to fields of business that depend  
upon scarcity of natural resources. Still,  
the paper industry is something totally new  
for the Singaporean, who truly believes that 
Stora Enso will succeed through innovation 
and brand marketing.

H
ock Goh’s education about Stora 
Enso’s national heritage began 
with his first ever crayfish party, 
thrown by his new colleagues in 
the company’s Board of Directors 
and Group Executive Team. 

He enjoyed it a great deal. All the other Board 
members are, like the company’s origins, Finnish or 
Swedish, so they were happy to introduce the Asian 
newcomer to this Swedish tradition.

“We ate good food and sang a lot but I have 
no idea what the songs were about,” Goh says 
laughing.

Hock Goh was appointed to the Board at the 
Annual General Meeting in April 2012. He has no 
prior experience in forestry, but his background 
does revolve around natural resources. He comes 
from a long career in the oil and gas sector, dating 
back almost 30 years.

UNI V ERSIDA D DE L A REPÚBL ICA IN MONTEV IDEO

Stora Enso—53

Text Jenita Sillanpää  Photos Kaapo Kamu
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“I studied mechanical engineering at university 
in Australia. Before I graduated, I was recruited by 
a big French-American oilfield services company, 
Schlumberger, straight from campus.”

His first assignment for Schlumberger was 
as an engineer on the oil rigs in the middle of the 
jungle in Kalimantan, an Indonesian island.

“There I got to know about trees and forests,” 
Goh says.

“To some extent the oil business is very 
similar to forestry, because you find both of these 
resources from nature.”

But that was almost everything Goh knew about 
Stora Enso’s industry before hopping on board.

“I don’t think you need to know the industry 
like the back of your hand to be a useful 
member of the Board. Significant experience in 
doing business worldwide is essential but not 
necessarily about the company’s exact industry.”

Brands matter
The newcomer to the Board was found through 
recruiters. Stora Enso was looking for knowledge 
of Asia to complete the picture.

“A recruitment company contacted me to ask 
whether I was interested in becoming a member 
of the Board of Directors of Stora Enso. I did 
a quick check about Stora Enso and found it 
interesting that the company was in the paper 
products and forestry business. I was excited 
about entering this industry, and at the same time 
was aware that it was going to be challenging 
given the dominance of digital space in the 
current economy,” Hock Goh recalls.

“But I also knew that there is a lot of potential 
in this business, especially in packaging and 
biomaterials. I see enormous opportunities for 
Stora Enso.”

The reason Stora Enso needed an Asian 
member for the company’s most important body 
is clear. The company is investing in growth 
markets, particularly in Asia, where the future of 
the packaging market lies.

“I would like to be the Asian ambassador for 
Stora Enso. I truly believe that what this company 
is doing is good for the Asian community. I 
respect Stora Enso’s focus on being a leader in 
social responsibility wherever it operates. This 
sense of duty as a good corporate citizen is in its 
DNA. I love that!” Goh says.

However, Goh is not promising an easy route 
into the Asian market for Stora Enso.

“It is a challenge for any European company. 
However, I am confident that Stora Enso will do 
well in Asia; we just have to find the right people 
who can adapt to local culture and who can build 
relationships with local business partners.”

Goh stresses that doing business in Asia is 
a lot more complex than in Western countries. 
Having a good product with an appealing price 
is not enough in Asia, where businesses are 
predominantly based on close relationships with 
customers.

“Person-to-person relationships are extremely 
important. When you know your customers 
and understand their needs, they will buy your 
product no matter how expensive it is.

“One big advantage Stora Enso has in Asia 
is its brand name and European heritage. Asian 
customers respect good quality products: 
many good products come from the West and 
Europeans have an enviable track record in their 
production,” Goh states.

Asian customers love quality, but high-quality 
items often carry valuable brand names.

“For example, look at what Mercedes or BMW 
are doing in China. Asians are queuing just to 
get into the showrooms and see the cars. Brand 
names are something Asian customers are 
much more conscious of than Europeans. This 
is what I have been encouraging Stora Enso’s 
Group Executive Team to do. We need to build 
a stronger brand to increase Asian customers’ 
awareness of who we are,” Hock Goh explains, 
comparing his role to that of an interpreter 
between the Eastern and Western worlds of doing 
business.

But how do you build a brand well known to 
consumers if you are not in the consumer product 
industry?

“Consumers do care about the quality of the 
paper; there is a selection process. There are 
many things we can do for paper, for example: 
design it differently, make it glossy, easyprint, etc. 
We need to be different from our competitors and 
brand ourselves so that satisfied customers will 
continue to look out for us,” Goh stresses.

“Packaging presents even more opportuni-
ties to build our brand. Consumer product 
companies, be it cell phones, electronics, 
pharmaceutical or food are using intelligent and 
appealing packaging to increase the value of their 
products. Being innovative and working closely 
with our customers will enable us to build a brand 
as a ’trusted packaging partner’,” Goh believes.

Citizen of the world  
and multitasker
A golden horseshoe belt buckle twinkles on Hock 
Goh’s waist. Lucky amulet or not, he has certainly 
had a lot of good fortune in his life. His wife and 
three children have followed him around the globe 
as he undertook a series of enjoyable, rewarding 
jobs. After studying and working in Australia, 

he moved around the world with Schlumberger, 
occupying increasingly important positions. 
First to Indonesia, then the Middle East: Oman, 
Egypt, Pakistan, Syria, Sudan and Turkey. Then 
to France, China and the United Kingdom before 
returning to China where he is currently based 
with his wife.

“I must have worked in more than 20 countries,” 
he counts.

“My wife made a huge sacrifice giving up her 
career to follow me around the world but I hope 
she enjoyed our adventure,” Goh laughs.

There was no other way to combine family life 
and work life.

“Schlumberger wanted their employees’ 
families to move with them; they wanted us to get 
to know the local communities and forge strong 
relationship with our customers, and that would 
not have been possible if I was flying home every 
weekend,” Goh explains.

In 2005, Hock Goh was approaching the age of 
50 and decided that he needed new challenges.

“I thought it was time to retire, so I took early 
retirement and moved back to China. I started a 

fund with two other partners, investing in growth 
companies.”

Actually it was not a retirement at all. Goh 
still holds board positions in other companies in 
addition to Stora Enso, as well as the partnership 
position. His advice for managing many positions 
is simple:

“Don’t sleep too much,” he smiles. “No, 
seriously, you have to learn how to multitask.”

Even though Goh is not planning on slowing 
down, he gives one promise.

“When the fun stops, I will stop working so 
much. The fun part is to meet people.”

Goh’s family life involves multi-tasking too. All 
three of his children are spread around the world: 
one 29-year old daughter, is a doctor and lives in 
Australia; another daughter, 27, works as a lawyer 
in England; and his 25-year old son, who also 
studied law in England, recently started his own 
business in China.

“We live in Beijing, but we also have homes 
in London and Sydney because our daughters 
live there, and our family home is in Singapore, 
so four homes in total. It is not easy, I can assure 
you. We are all together in the same place only 
two or three times a year.”

The route to survival
When talking about the future of the paper 
industry, the generally good-humoured Hock Goh 
becomes serious.

”No industry ever stands still. That brings 
me back to the question: ‘How do you survive 
and how do you grow in this very challenging 
industry?’ To me, the answer is quite simple: it is 
all about the talented people that we have and 
innovation.”

Still, Goh reminds us that innovation is not 
some miracle that happens overnight.

“The reason I believe in investing in R&D is 
simply because no matter how good we are 
today, if we do not put effort into getting better, 
we will be left behind by our competitors.”

“We need to have innovation in our culture. 
And we also need strong marketing, to push 
these innovations through to the market,” the 
Asian ambassador emphasises.

Hock Goh believes that  Stora Enso’s core 
business will continue. But change is also 
needed. “I do not believe we should change 
drastically from a paper product company to a 
totally different company, because I think domain 
knowledge is hard to acquire. Rather, I believe 
we should keep doing what we are good at and 
be innovative at the same time, by looking for 
new applications, new markets and new areas of 
growth.” 

  An unpleasant 
surprise
“One thing that 
amazed me is the 
overcapacity in  
the paper industry. 
Not just in Stora 
Enso, but if you look 
worldwide, there 
seems to be a lot 
excess capacity,” 
Hock Goh says.

Hock Goh names traits that 
describe Stora Enso: progressive 
and forward-looking, very socially 
responsible, and filled with 
diverse and talented people.



Stora Enso—5756—Rethink

Corrugated  
board  

folds into  
design

M
arjo Autio pulls black and white 
cardboard sheets out of her 
carton suitcase. After a while 
she has folded the sheets into 
boxes of different sizes.

“Looking good,” Christian Nordström 
comments and picks one of the boxes up for a 
closer look.

It has only been a few weeks since the 
packaging designer Nordström told Autio how 
he would want to see Suunto’s new products 

Text Jenita Sillanpää  Photos Vesa Laitinen

In 2012 Stora Enso started five Designstudios 
near packaging mills around the world. The 

studios allow packaging designers to craft the 
packaging together with customers, almost in 
real time. The journey from idea to ready-made 

product has become a lot shorter.

packaged. On the table of the Lahti Designstudio, 
there is already quite a selection of different types 
of box prototypes made for Suunto, a Finnish 
manufacturer of sports watches, dive computers 
and other sport instruments.

“Within a week of our first meeting, Suunto got 
their first prototype for review. After that we have 
prototyped almost all of the boxes needed,” Autio 
tells.

“It has been fairly easy to design packages 
for Suunto as Christian has a very clear vision of 
what he wants from packaging and Suunto has 
very clear brand, which guides the packaging 
design, too.”

However, the number of Suunto products 
and the packaging needed for each of them was 
a bit of a surprise for the packaging designer. 
“You should have seen Marjo’s face when I drove 
over with a huge box full of products we needed 
packaging for,” Nordström laughs.

“Actually, when I got the products in my own 
hands, the designing process eased up a lot, 
because before that I was a bit confused with all 

The feel of the firm
Suunto wants their 
packaging to feel the 
same as the company 
itself: matt black, 
sturdy and robust. 
Also the texts have 
been minimised. The 
Suunto logo has been 
hot-foil stamped on 
the boxes.

SUUNTO OY
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I
n Södermalm, just a short walk from 
Stockholm’s city centre, lies a beautiful 
and thoughtfully decorated apartment: 
flea-market finds and an old, inherited, 
mustard coloured armchair give an edge 
to the bright one-bedroom flat. The focal 

point of 28-year-old Cecilia Elmqvist’s living room 
is a white ‘Billy’ shelf from Ikea, which holds a 
stack of Ikea catalogues.

At the bottom of the pile is a 32-year-old issue. 
This one was saved by Elmqvist’s mother, who 
began collecting the catalogues in 1980 when 
Cecilia’s brother was born.

Text Niina Streng   
Photos Lasse Arvidson 

Charming vintage 
catalogues
Swedish Cecilia Elmqvist has a collection of 33 
Ikea catalogues on her bookshelf. For her, they 
offer a glimpse into the past; for Ikea, it’s how 
the company built its brand.

the different product names, like Ambit, Core or 
Elementum,” Autio admits. 

Simple idea, great  
advantages
Suunto was one of the first of Stora Enso’s 
customers whose packaging design for new 
packages was started in workshops in the 
Designstudio. The first studio was opened in 
Lahti in 2012. The idea behind the studio is to 
let the customer closer to the packaging design 
process and so speed up the design process as 
a whole. In Suunto’s case, the design process 
that would normally have taken half a year was 
snipped down to one month.

“In 2012 we opened five Designstudios by 
the Renewable Packaging corrugated board 
factories around the world. In 2013 we will open 
four more,” says Ilkka Harju, the man behind the 
Designstudio idea.

The concept is simple: the brand owner comes 
to the studio and tells the Stora Enso team what 
should be packaged. The team listens to their 
wishes, gives ideas, and at the same time the 
designer can already start to form the packages. 
It is quite common for the brand owner to know 
very little about packaging, but it is not necessary 
for them to.

“Besides making packaging design easier, 
during the Designstudio workshop we can tell the 
customer what kinds of materials we can use and 
how packaging in general can be produced. We 
also know where and how quickly we can start 
the production,” Harju describes.

As the Designstudio network has broadened, 
the variety of materials used in packaging has 
widened too.  The packaging material added 
as a spice to corrugated board can be almost 
anything the customer requests. Fabric lining, 
painted birch veneer, plastic bits or even silk band 
around the box… you name it. These special 

materials are used especially in gift packaging 
manufactured in China.

“The sky’s the limit. We’re not going to say 
straight away that something doesn’t work: we 
promise to try everything,” Harju guarantees.

“How about corn? Wouldn’t that be a nice, 
robust surface for a box?,” Christian Nordström 
asks. 
“Ok, I’ll take my words back a bit. Corn doesn’t 
really work. I am telling you, it will soon be ‘out’  
as a material, because we really can’t afford to 
make packaging of food in this world,” Harju 
suggests.

Looking for a wow effect
Suunto changed their packaging production to 
Stora Enso before summer 2012. 

“I heard about Stora Enso’s reputation in 
packaging through my contacts and I decided to 
find out about the possibilities for co-operation. 
When I saw ready-made packaging, I immediately 
knew that this is our new companion,” Christian 
Nordström says.

“My work pace has got faster and our earlier 
packaging supplier had problems with keeping 
up the pace. Now with Stora Enso it’s a totally 
different story,” he continues.

Nordström and Autio are turning black 
prototypes around in their hands. “Could we 
take it in a bit here to make it a bit smaller?” 
Nordström asks, pointing to the side of the box.

“I don’t think it is possible as the machine is 
not able to fold it so thin,” Marjo Autio doubts. 
“Also the printing restricts how narrow we can 
make it and we really can’t glue so thinly either,” 
she continues.

The most important thing is not just that 
the package works but that it also looks good. 
“The buyer needs to feel a wow effect, but the 
package can’t be super flamboyant,” Nordström 
concludes. 

“The boxes need to be  
so appealing that you get  
curious to open and 
experience what’s inside.”
Christian Nordström

 ● In 2012 Design-
studios were opened 
in Lahti (Finland), 
Beijing (China), Łódź 
(Poland), Komárom 
(Hungary) and 
Jönköping (Sweden).

 ● In 2013 Design-
studios will open in 
Riga (Latvia), Skene 
(Sweden), Balabanovo 
(Russia) and Ostrołęka 
(Poland).

 ● 80 packaging 
designers work 
around the world in 
Stora Enso packaging 
studios.

 ● Each Designstudio 
organises approxi-
mately 40 design 
workshops per year.

 

Design for  

manufacturing
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Over the past ten years, Cecilia has continued 
to build up the collection that her mother passed 
on to her.

A significant marketing tool
The printed catalogue has been a cornerstone 
of the Ikea concept for decades. The Swedish 
furniture giant published its first catalogue in 
1951.

“It brought a lot of customers, and since then 
the catalogue has been a significant marketing 
tool for us,” says Stefan Svensson, who is in 
charge of paper procurement for Ikea’s printed 
products.

“The main objectives of the catalogue are 
to build the Ikea brand, to steer people to Ikea 
stores and the Ikea online store, and to offer 
inspiration for home furnishing,” Svensson says. 

The company has certainly succeeded in 
those goals. There are more than 300 Ikea stores 
in nearly 40 countries and they are visited by 
approximately 750 million people every year.

Cecilia Elmqvist is one of them; she shops at 
Ikea several times a year. 

Respectful handling  
and floral patterns
Cecilia Elmqvist places the catalogues on the 
table and asks us to handle them with care. There 
is something special in this collection – and in 
high-quality magazines in general – that inspires 
respect in her. 

“I could never cut pages out of a magazine. 
I would rather throw it away than start cutting it 
up,” she says.

Although the collection of 33 catalogues is 
important to Elmqvist, she doesn’t consider 
herself a collector.

“I haven’t thought of this as collecting; I just 
want to save the catalogues. It has required 
hardly any effort to get them,” she says, adding 
that in the autumn she puts a sign on her 
front door indicating that the Ikea catalogue 
is welcome, while other unrequested postal 
advertising is not.

Elmqvist’s collection is in a good condition. 
She says the old catalogues are an excellent 
conversation piece when she has guests over.

“Check these out,” she says with a laugh, 
pointing to bulky sofas covered in a floral print in 
the 1990s catalogues. 

She finds it particularly interesting to read 
old catalogues and see how design and prices 
have developed, as well as how people are 
represented. Elmqvist, who works with diversity 
issues, points out the cover of the year 2000 

catalogue, which depicts people of various 
ethnicities spending an evening together.

“For me, this is a piece of history. It shows that 
multiculturalism was an important topic as the 
new millennium arrived,” Elmqvist analyses.

50 times around the Earth
With the furniture chain’s global expansion, the 
number of printed Ikea catalogues has grown 
tremendously. The most recent edition, the 2013 
product catalogue, reached a total print run of 
212 million copies. Placed one after the other, the 
pages of these catalogues would circle the Earth 
more than 50 times.

This printing volume makes the Ikea catalogue 
a mega-project that involves around ten paper 
suppliers, twenty printing houses and dozens of 
binderies. 

One of the paper suppliers is Stora Enso, 
which has been producing catalogue paper for 
Ikea for many years, since the 1980s at least.

“Even then, Stora Kopparberg supplied paper 
for the catalogue,” Stefan Svensson recalls.

“The name of the company has changed over 
the decades, but the co-operation has continued.”

The paper supplied by Stora Enso has varied 
from year to year between 20 000 and 50 000 
tonnes. The company supplied some 29% of all 
the paper used for the 2013 catalogue. The cover 
paper is from the company’s Fors mill and inner 
paper from Kabel, Corbehem and Kvarnsveden 
mills. 

A touch of luxury
A number of changes were made to Ikea’s 2013 
catalogue: uncoated paper was upgraded to 
coated paper, the thickness of the paper was 
increased, and the page size was widened. 

“We believe all these minor changes together 
will contribute to a more luxurious reading 
experience,” Stefan Svensson says. 

The catalogue is also published for smart 

“We estimate 
that in 2012 we 
reached one 
fifth of the global 
population through 
our catalogue 
and other printed 
products.”
Stefan Svensson

Not for sale
Cecilia Elmqvist 
has never given 
any thoughts to the 
monetary value of 
her Ikea catalogue 
collection. There 
is demand for old 
catalogues on the 
Internet, but Elmqvist 
has no intention of 
selling hers. 

phones and tablets, but the readership for these 
is, at least for now, much smaller than that of 
the printed version. The increasing popularity of 
reading devices may, however, change the set-up 
in future.

What would happen to Elmqvist’s collection 
if one day Ikea decided to stop printing their 
catalogues? 

“That would be the end of it,” she says. “I 
want to have the actual catalogue in my hands; I 
wouldn’t save a PDF.”

Elmqvist has no reason to worry, as the Ikea 
catalogue is, at least for the time being, the most-
printed product in the world. Its annual printed 
volume is double that of the Bible. According to 
Svensson, the printed catalogue currently holds a 
strong position. 

“We estimate that in 2012 we reached one fifth 
of the global population through our catalogue 
and other printed products,” he says. 

 
Follow Cecilia on Twitter: @ceciliaelmqvist

Heavy stuff 
The most recent 
edition, the 2013 
product catalogue, 
reached a total print run 
of 212 million copies. If 
these catalogues were 
stacked in one big pile, 
they would weigh about 
the same as 500 jumbo 
jets given that one jet 
weighs 216 000 kilos.

500x

“I could never cut pages 
out of a magazine. I would 
rather throw it away than 
start cutting it up.”
Cecilia Elmqvist

http://www.twitter.com/ceciliaelmqvist
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Stora Enso 2030

ink

A  
newspaper with moving 
pictures is no utopia.

“Of course, the cost 
of smart paper and its 
benefits for customers will 
play a role, but technically, 
it is feasible and could be 

a reality in the near future, if all goes well,” says 
Thomas Pfitzner, R&D Director of Stora Enso’s 
Printing and Reading business area. 

What puts pictures into motion on paper is 
printed intelligence. Smart papers incorporate 
transistors and microchips, powered by, for 
example, a solar cell integrated on the same 
paper. The properties required for smart papers 
include, among other things, utter smoothness 
and a very thin, layered structure.

Interactive  
school books
Pfitzner sees smart paper as a bridge between 
traditional printed publications and the digital 
world. Aluminum dots could be printed on the 
newspaper or magazine, which, when identified 
by a mobile device, would direct the reader to a 
website for additional material on the subject, 
such as videos, for example.

Paper trade shows have already showcased 
loudspeakers and microphones printed on paper. 
One excellent smart paper application is in 
education: smart school books identify true and 
false answers or give language students instruc-
tions on the correct pronunciation of words.

“Media publishers are currently very interested 
in digital media, but it is still possible for the 
paper sector to develop new applications based 
on paper, thus providing the media arena with 
new applications bridging the worlds of print and 
digital communication,” Pfitzner envisions.

Why paper?
Many see our future as digital. Why then continue 
developing the properties of smart paper? 
One of the reasons is simple, yet complicated: 
the human being and human behavior. Digital 
screens with paper-like tactile properties are 
already being developed. A smart paper based 
on publication paper has the composition and 
feel of genuine paper. It is also more ecological 
than a digital screen: no electrical socket is 
needed to charge the batteries, because there 
are solar cells integrated on intelligent paper. 

“Many also rely much more on the colour 
reproduction properties of paper than on those 
provided by a digital screen, which offers the 
possibility for shade adjustment. That’s why 

Text Eerika Olkinuora  Illustration Miltton

Do you remember The Daily Prophet, the newspaper from the Harry Potter 
novels, in which charmed pictures move by themselves and news features 
change as soon as new developments crop up? Thanks to smart paper, 
publications like The Daily Prophet might soon be within your reach.

some online catalogue companies have switched 
back to printed catalogues,” Pfitzner points out.

A printed catalogue is also easy to come back 
to: it is easy to leaf through it occasionally in the 
living room, even long after it was published.

Reaching consumers  
through packaging
The development work on smart paper, which 
has been carried out for about ten years now, 
seeks a technology leap for the paper industry. A 
breakthrough in the market might be just around 
the corner, but the shift is likely to occur in the 
packaging business first.

Smart product markings on packages, 
automatically readable at a distance of up to ten 
metres, are boosting the logistics supply chain 
and are expected to provide the first break-
through in smart packaging.

This will probably be followed by smart 
packages targeted at consumers: pharmaceutical 
packages that send a message to the doctor 
when the drug has been taken from the package 
or food packages that tell consumers if their 
contents are still safe to eat.

“Once a breakthrough has been achieved in 
smart packaging, we will also be able to convince 
publishers of the capabilities and possible 
applications of smart paper,” Pfitzner says. 

In Harry Potter’s world, owls carry The Daily 
Prophet to its subscribers. In the future, daily 
newspapers, printed on smart paper, might land 
on our doorsteps through a logistics chain using 
transport packages that are even smarter.   

LIVE SURVEY®

Will Rethink 
be printed on 
smart paper 
in 2030?

Yes

No

Watch video

You and  
59 674 others 
answered 
‘Yes’ to this 
question.

Live  
on  
paper

Thomas Pfitzner 

“Smart paper is feasible and could  

be a reality in the near future.”
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Under  
the Arab  
sun
Growing populations, mega cities, urgent reconstruction needs. 
Strong artisanal culture, lack of wood as a raw material, large oil 
and gas reserves. The Middle East and North Africa is a unique 
market area. But how does one do business there?
Text Heli Pessala  Photos Silvio Butalja

T
he Middle East and North Africa 
(MENA) represent developing 
markets with a young and growing 
population facing rapid urbanisation. 
The area is currently home to more 

than 340 million people of whom 30–50% are 
under 35 years old.

The growth of the Arab world is also supported 
by large housing projects and other governmental 
investments to build up local infrastructure. The 
United Nations expects MENA’s population to 
grow up to more than 470 million by 2030.

“Every 15 seconds a baby is born in Egypt. The 
area is in constant need of new housing,” says 
Satu Härkönen, Vice President in Marketing & 
Sales in Stora Enso Building and Living.

The value in artisanal life
Unique artisanal and design traditions have 
been the foundation of Arab economies and 
cultures for centuries, as the artisan’s life is 
considered a heritage passed down across 
generations. Local construction is not indus-
trialised but often done by hand in small father 
and son companies – from window frames 
to doors, furniture and support structures. 
This artisanal culture is still today valued and 
protected by commanding high import duties on 
further processed sawn timber.

This prevents Stora Enso from developing 
business in MENA towards more value-added 
products.

“We compensate that by having the most 
efficient and unique sales channels and service 
– steady monthly shipments to customers with 

Urban traditional
At the old port of 
Dubai modern and 
traditional ways of 
living are shaking 
hands.

 Customer visit  
in Yemen
The wood products 
business is based  
on long, tight relation-
ships.

Middle East and 
North Africa 
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Stora Enso in the Middle  
East and North Africa

 ● Stora Enso operates in the MENA market 
through its trading companies, making it the 
largest wood products company in the area.

 ● Algeria, Egypt, Morocco, Tunisia, Libya and 
Saudi Arabia are the countries where most 
trading activity takes place.

 ● Stora Enso’s market share is between 15% and 
40% depending on the country.

 ● The delivery time from the Nordic countries to 
the MENA area varies from 10 to 20 days but from 
Austria it is only 5 days or less after the customer 
order arrives.

The artisan’s life 
is considered a 
heritage passed 
down across 
generations.

big volumes, enabling reasonable freight costs, 
good product quality, large product mix from 
several suppliers and efficient document flow. 
Our business in this market has been developing 
steadily,” Satu Härkönen says. 

Even if there is a long tradition of building 
with wood in MENA, the region lacks local raw 
wood material and a wood products industry, so 
imported sawn timber goods are essential for 
building sustainable infrastructure.

“We are talking about the subtropics!” 
Härkönen reminds us.

Shopping at the port
Stora Enso Building and Living ship pine and 
spruce sawn timber goods from the company’s 
North and Central European units to the sunny 
ports of Casablanca, Alexandria, Sousse and 
Jeddah amongst others. At the destination port, 
packages labelled with company logos change 
hands and the sawn goods are loaded onto 

lorries and delivered to importers’ and wholesale 
customers’ yards.

“Overweight regulations are not an issue! You 
can transport as much as you can take aboard. 
Retailers and artisans come shopping, sometimes 
buying one plank and taking it home by donkey,” 
Satu Härkönen explains.

 Moving south
Koper port in Slovenia 
is one of the main 
ports to serve Stora 
Enso’s customers 
on the MENA market 
through its subsidiary 
Mena Wood.

Tallying pieces
Quantity control at an 
importer’s yard. Green 
is the usual marking 
for wood product ends 
in Yemen.

 At the timber yard
The unique artisan 
culture creates strong 
demand for sawn 
timber goods in the 
Arab world.

Person to person
How is business done in the Arab world? 
Everything is based on long relationships; first, 
you need to create trust with locals.

“In practice this means several cups of coffee 
or tea, eating together and long conversations, 
both business and non-business. You need to 
take your time when talking with customers – rush 
does not exist in this culture,” Satu Härkönen has 
learned.

Stora Enso’s customers in the MENA area 
are private entrepreneurs and therefore very 
business-minded. Usually business is done 
verbally, face to face.

“Phone calls are also important, e-mail is 
seldom used.”

In Europe business is done quarterly but in the 
Arab world business is usually done on monthly 
basis – every month the discussions start again.

“It’s not common to use written contracts 
and no signatures are needed. Arrival of a letter 
of credit is the final guarantee of the deal. It 
is also important to have local agents on the 
spot making sure that we meet our customers 
often, but also to get the latest, most reliable 
information about their situation,” Härkönen says.

Trust and long-term relationships with local 
people are extremely important, so rotating 
salespeople is not always the best idea.

“We have to make sure that there is a good 
mixture of longer and shorter experience in the 
sales team. Interestingly, our company’s business 
in the area has been going on for centuries – the 
first shipments were made to Egypt at the end of 
the 1870s,” explains Härkönen, who herself has 
been working closely with the Arab countries and 
Stora Enso’s customers there for the last  
15 years.  
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I
n what sort of world and in what kinds 
of competitive environments will 
Stora Enso be operating in the future? 
The Pathfinders grappled with these 
questions when they started their work a 
year and a half ago. They concluded that 
four global megatrends will have a major 

impact on all the company’s business activities: 
population growth, natural resource scarcity, 
connectivity or the power of social networks, and 
blurring industry boundaries. 

The next question was: to what degree is Stora 
Enso working on addressing these megatrends 
and more specifically, what is the company’s 
approach to innovation and global responsibility? 
The Pathfinders presented seven proposals to 
Stora Enso’s Group Executive Team and Board 
of Directors on how Stora Enso should rethink its 
operations to become an innovation leader with 
global responsibility in its DNA.

The most urgent task was to develop a 
common purpose for Stora Enso, as a foundation 
for all further proposals. Stora Enso’s Group 
Executive Team took this very seriously, and the 
new Purpose, “Do good for the people and the 
planet”, was launched in October 2012.

Looking for new business
Three of the Pathfinders’ recommendations were 
on the topic of innovation: setting up innovation 
hubs, doing a feasibility study for affordable 
housing, and some immediate leadership-related 
issues, including hiring a Head of Innovation.

“We proposed creating small market-centric 
hubs, focussed on finding new opportunities in 
different geographical locations. We also created 
a toolbox to help embed an innovative culture 

The Pathfinders leadership 
programme researched 
global trends, best practices 
in innovation and global 
responsibility, as well as 
Stora Enso’s strengths and 
weaknesses. Based on 
the programme’s findings, 
seven concrete steps were 
suggested on how to support 
Stora Enso on its transfor-
mation journey. 

Text Hanne Karrinaho   
Photos Peter Knutson   
Illustration Miltton

Transforming  
Stora Enso
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Rewind  What has happened since Rethink 2011?

Safety first
Stora Enso has a goal of zero accidents, and aims 
to reach it through training, adopting new habits, 
and most importantly, an active, caring attitude. 
In Rethink 2011, Lucinei Damalio, mill manager 
of the Arapoti Mill in Brazil, talked about his work 
as Stora Enso’s Safety Ambassador, sharing his 
knowledge and experience with other Stora Enso 
mills.

“I want to create a culture of caring,” explains 
Damalio, who has already visited more than 80 
Stora Enso units since October 2011, motivating 
people to work safely.

“This is not a project. Safety is part of our daily 
work and responsibilities,” he stresses.

Even more importantly, it is also an integral 
part of leadership.

“Safety is a consequence of how we manage 
our people, how we provide training and 
discipline to create a culture of safety,” he says.

For this purpose Stora Enso has prepared a 
common Toolbox for Safety, with 10 concrete 
procedures to create safe habits. 

The results speak for themselves: Stora Enso’s 
Lost Time Accident (LTA) rate has dropped by 3.3 
points during the year, and is now 7.7. But there is 
still a lot of work to do for Lucinei Damalio, Stora 
Enso’s leaders, and every single employee.

The LTA rate milestone for the end of 2013 is 
less than five. There is a good chance that this 
will be achieved, as the atmosphere at the mills 
is enthusiastic. People are happy to learn from 
Damalio’s experience in how to manage safety 
and how to manage safely. 

“We have improved tremendously in our 
safety work, but we should never stop. We are 
not perfect, we make mistakes. We must protect 
our people and take care of each other,” Damalio 
concludes. 

A matter of leadership  
“A failure in safety 
demonstrates a failure 
in leadership,” Lucinei 
Damalio says.

across our whole organisation – this included a 
set of clear and concrete proposals to improve 
leadership focus, employee engagement, 
knowledge sharing and our collaboration 
with external parties,” Pathfinder James Barr 
explains.

One of these innovation hubs, focussed on 
affordable housing in China, has been inves-
tigated further. Rather than driving innovation 
from a technical perspective, the idea is that the 
residents will be part of the planning process – 
offering their insights and wishes.

“We wanted to test how our proposals work in 
practice,” says Pathfinder Elina Gerdt.

“We started with global trends. Urbanisation 
is massive and so is the growth of the middle 
class. This puts enormous pressure on housing 
solutions.”

The project team wants to look into building 
affordable housing solutions that create a 
comfortable living environment, where the 
inhabitants can influence the commercial and 
social services on offer, and create employment 
possibilities themselves.

“In this project we are looking for new kinds of 
partners and a new business approach for Stora 
Enso,” Gerdt says.

Creating shared value
Three of the proposals suggested ways for Stora 
Enso to truly establish itself as a forerunner in 

Who are the Pathfinders?
12 Pathfinders were chosen in October 2011 
to operate as Stora Enso’s “shadow cabinet”, 
making exciting, innovative and thought-
provoking recommendations to the Group 
Executive Team. 

The focus was on two specific challenges: 
innovation and global responsibility.

In order to find real benchmarks and best 
practices in tackling these trends and make  
them an integral part of the business, the 
Pathfinders delved into more than forty 
successful companies and organisations in 
different business areas around the globe, without 
limiting themselves to Stora Enso’s current 
business environment.

Elina Gerdt

James Barr

Juliano Pereira

Building the path
The Pathfinders have completed their initial 
assignment, and some of them continue to work on 
the proposed projects. Now it is up to Stora Enso’s 
Group Executive Team to decide whether to put their 
proposals into action.

There is also a new group of 14 motivated, 
ambitious and talented people who are continuing the 
Pathfinders’ work. Called the Pathbuilders, they are 
working on embedding these ideas while at the same 
time addressing others. The Pathbuilders will focus 
on five main themes: strategy, innovation, global 
responsibility, leadership and project work. The aim is 
to further develop Stora Enso by addressing selected 
business challenges, while simultaneously acceler-
ating the implementation of the Rethink philosophy.

global responsibility. These included creating 
value together with local communities, 
empowering people, and involving everyone in 
responsibility work by defining shared ambitions 
and clear targets.

“Traditional social responsibility or sustain-
ability is not enough anymore. As with innovation, 
this cannot be a separate function in the 
corporate office,” Pathfinder Juliano Pereira 
says. 

When shared-value thinking is integrated in 
its business, a company can partner with the 
whole surrounding community. Stora Enso, with 
its global operations, could easily reach hundreds 
of thousands of people. In Beihai in China, for 
instance, an ongoing mill and plantations project 
is certainly bringing about many new jobs and 
infrastructural improvements.

“We need to do more rethinking on the way we 
involve the locals in infrastructure investments 
and supplier networks, supporting entrepre-
neurial initiatives that provide services to Stora 
Enso and create employment and welfare for the 
local society,” the Pathfinders note.

Companies with a long history are typically 
good at running operations, but struggle to 
understand stakeholder responsibility at the 
end of the life cycle. Starting operations in new 
business environments is also difficult.

“We need a responsible approach to 
employment at all stages of our operations’ life 
cycles,” Pereira points out.  
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Phenomenon

A delicious 
symbiosis
 
The temperatures outside may be well below 
zero, but for these Siberian sturgeons, it doesn’t 
get much better than this. The fish are splashing 
about indoors, in near-tropical, 20-degrees-
centrigrade water at Caviar Empirik’s Imatra fish 
farm, which functions in symbiosis with Stora 
Enso’s Tainionkoski Board Mill.

The fish pools are heated using excess heat 
from the pulp mill’s process water. The water 
for the pools is taken untreated directly from 
the river Vuoksi, which flows next to the mill 
and carries the largest volumes of water of any 
river in Finland. The water used at the fish farm 
is eventually purified at Imatra Mills’ biological 
water treatment plant, where the nitrogen and 
phosphorus generated during the fish-farming 
process are used to treat the water used in 
the production of pulp fibre. The co-operation 
thus benefits both the fish and one of Europe’s 
largest paper and board mills.

Each year, the fish farm produces roughly 
20 000 Siberian sturgeon yearlings, which are 
then transported to another facility for further 
cultivation. After three years, the fish are then 
transferred to cold winter pools, which activate 
their natural instinct to produce their roe, more 
commonly known as caviar. After reaching 
maturity at seven years of age, the sturgeons 
begin to produce this valuable delicacy, widely 
coveted by lovers of luxury the world over. 
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It should be noted that certain statements herein which are not historical facts, including, without limitation those regarding expectations for market growth and developments; 
expectations for growth and profitability; and statements preceded by “believes”, “expects”, “anticipates”, “foresees”, or similar expressions, are forward-looking 
statements within the meaning of the United States Private Securities Litigation Reform Act of 1995. Since these statements are based on current plans, estimates and 
projections, they involve risks and uncertainties, which may cause actual results to materially differ from those expressed in such forward-looking statements. Such factors 
include, but are not limited to: (1) operating factors such as continued success of manufacturing activities and the achievement of efficiencies therein, continued success 
of product development, acceptance of new products or services by the Group’s targeted customers, success of the existing and future collaboration arrangements, 
changes in business strategy or development plans or targets, changes in the degree of protection created by the Group’s patents and other intellectual property rights, 
the availability of capital on acceptable terms; (2) industry conditions, such as strength of product demand, intensity of competition, prevailing and future global market 
prices for the Group’s products and the pricing pressures thereto, price fluctuations in raw materials, financial condition of the customers and the competitors of the Group, 
the potential introduction of competing products and technologies by competitors; and (3) general economic conditions, such as rates of economic growth in the Group’s 
principal geographic markets or fluctuations in exchange and interest rates.

When the recession hit, the employees at  
Kvarnsveden Paper Mill in Sweden didn’t rest 
on their laurels. They rethought the production 
of printing paper and turned one of the world’s 
biggest paper machines, PM12, into producing 
a new kind of magazine paper. Rethink 2011 told 
the story of the mill’s unique recipe, known as 
PrimaPress.

The sales volume of PrimaPress, a lightweight 
uncoated magazine paper, has increased month 
by month since its launch in July 2011.

“Now PrimaPress covers more than half 
of PM12’s production.  It is no longer a novel 
product, produced in small quantities and 
requiring special attention. It is now a well 
established part of everyday production,” says 
mill manager Mikko Jokio.

Rewind   
What has happened 
since Rethink 2011?

Awake

The miracle that 
actually happened
Last year’s Rethink 
told the success story 
about the innovation 
called PrimaPress, 
a magazine paper 
in which uncoated 
material meets high 
quality. PrimaPress has 
become the first true 
uncoated alternative 
to coated magazine 
papers.
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The biggest markets for PrimaPress in 
Europe are the UK and Germany. Magazines are 
also printed on PrimaPress in Mexico, Brazil, 
South Africa and Russia. The product also still 
has a strong presence in Australia, where it was 
initially launched.

It has been very important psychologically 
for the people at Kvarnsveden that new success 
stories could still be created in the tough 
competition of printing papers.

“The success of PrimaPress has strength-
ened our sense that fantastic things can 
be achieved in a working culture where it 
is possible to present new, brave ideas, 
continuous improvements and even innovations. 
PrimaPress plays a vital part in the mill’s future 
success,” Jokio points out. 



Rethink.
Everything.

Sometimes you just have to stop and rethink. Think about 
where you are. And think about where you are heading.
 
We have done just that. And we found that we needed to  
go from being one of the biggest companies within the  
biomaterials, paper, packaging, and wood products 
industry to being the most successful and innovative 
company in the world of renewable materials. Why? 

We are, indeed, rethinking everything. Our mindset. Our 
processes. Our products. We know that all big changes 
are made by groups of people. But it’s equally true 
that changes are inspired and kept alive by individuals. 
People who master the art of turning challenges into 
opportunities.
 
So, what about you? Perhaps you should rethink where 
you are heading. Perhaps you should rethink your idea of 
work. Perhaps you are the person we are looking for? In 
which case we’d like to say that you are the opportunity.  
And we’ll promise to treat you like one.

 
Find out more at storaenso.com/careers
*Now possible using our CLT (cross-laminated timber) technology.

Scan and go directly to our career site

Because our planet is calling for a dramatic new 
approach to how we use its resources, and because it
is forcing us to �nd new solutions that bene�t the 
modern customer. For instance, just think what it would 
be like if tomorrow’s skyscrapers were built of renewable 
wood elements instead of concrete.*   

http://storaenso.com/careers
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