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Measurement range and customer needs
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Vaisala locations

Page 4 / 7.5.2010 / Tomi Rintanen / ©Vaisala 



Vaisala in brief

� Employs over 1400 people
� 29 offices worldwide
� Net sales EUR 231.8 million (2009)
� Main markets 

� Europe (36 %)
� North America (41 %)
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� North America (41 %)
� Asia-Pacific (23 %)

� Products are used in over 120 
countries 

� R&D spending ~12% of net sales
� Listed in NASDAQ OMX Helsinki 

since 1994



Vaisala 
and CR –
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and CR –
Our 
journey



Our CR journey so far

� CR driven as an own concept since 2008
� Code of conduct implemented in 2008
� UN Global Compact signatory since 2008
� First CR report published in March 2009

� GRI C level
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� GRI C level
� Chosen for the GC Notable COP program

� Responding to the Carbon Disclosure Project 
for the first time in 2010

� Vaisala Head office is a certified WWF Green 
Office since 2010



CR within Vaisala

� Built into our culture
� Strong internal buy in from staff 

came naturally
� Top management commitment to 

Code of conduct and CR agenda

Top 5 highest scores 
on 2009 staff survey
(scoring 1 – 5 where 5 is the highest)

1. I approve Vaisala’s Code 
of Conduct 4.33

2. It is important to me that 
Vaisala acts as a responsible 
company and has a 
corporate responsibility 
agenda 4.22
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Code of conduct and CR agenda
� Proven positive effect on 

recruitment

3. I am proud that I work for 
Vaisala 4.18 

4. I do not want to change 
my employer in the near 
future 4.16

5. Vaisala as a company and 
employer overall 4.12



CR 
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CR 
integrated 
marketing



CR in marketing communications

� Integration of CR at the Brand level
� Brand personality speaks about our vision 

� Improving people's lives

� Resonates with the corporate culture

Responsible business in a responsible way
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� Resonates with the corporate culture



Our marketing principles 
– in  respect to CR

� Pragmatic approach 
� No sugar coating
� Attitude to greenwashing – all statements must be true
� Avoid mixing CR messages in marketing
� Most CR actions are invisible to the customer – responsibility shows 
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� Most CR actions are invisible to the customer – responsibility shows 
through product performance



Implications to customers and markets

� Responsible and truthful product marketing 
� Customers know we can be trusted
� Zero tolerance for corruption – in all markets and regions
� Sometimes we need to turn down business
� All business decisions can not be based on financial grounds 
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� All business decisions can not be based on financial grounds 
alone

� CR is expected in established markets – not recognized in 
most emerging markets
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Thought 
Leadership



Thought Leadership

� We want to be identified as an expert organization when it 
comes to environmental observations for weather and 
climate applications

� Engage in scientific, academic and institutional networks, 

Science based innovation
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� Engage in scientific, academic and institutional networks, 
working groups, projects, partnerships.



Supporting 

Page 15 / 7.5.2010 / Tomi Rintanen / ©Vaisala 

Supporting 
climate 
change 
research



Supporting climate change research

� Reference radiosonde development started in 2009
� Vaisala scientists work together with academia and 

research centres to develop tools and solutions for climate 
change measurement

� Making science together with customers, not only selling 
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� Making science together with customers, not only selling 
products
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Conclusions



Conclusions

� How we communicate CR: 
� Brand
� CR communications to stakeholders
� Product & solutions marketing

� Responsible marketing is strongly backed up by corporate 
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� Responsible marketing is strongly backed up by corporate 
culture

� We provide solutions for our planet and improve lives
� We engage with customers to make science
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Focus group 
discussions



Focus Group discussions

� Five pitfalls and five best practices on integrating CSR and 
marketing in B2B or B2C companies
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Observations for a better world


