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About this Report

This is Espresso House Groupôs third Sustainability Report. The previous report 

was published in March 2019. This report has been prepared in accordance with 

Global Reporting Initiative (GRI) Standards: Core option. Data and activities 

reported in this report occurred between January 1, 2019 and December 31, 2019 

unless stated otherwise.

The report is also guided by the legal requirements of the EU Directive (2014/95/EU) 

on non-financial reporting and hence, Espresso House Group reports on five areas: 

environment, social conditions, personnel, anti-corruption as well as respect for 

human rights. 

The Sustainability Report applies to all subsidiaries within the Espresso House Group 

in 2019 including Espresso House, Johan & Nyström, Baresso and Balzac Coffee. 

For the purpose of this report all Baresso activities will fall under Espresso House 

Denmark, and all activities by Balzac Coffee will fall under Espresso House Germany.

All subsidiaries operating under Espresso House Group in 2019 are included in the 

financial results in this report.

The GRI Content Index can be found in the end of this report.
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At Espresso House, we believe in initiative and responsibility. We constantly try to listen to 

whatôs important for our employees and guests and develop our brand in a positive direction 

to do good and to stay relevant. An important part of this is to learn more and to deepen our 

understanding of how our activities impacts business and society. We want to ensure we take 

the right decisions today to provide a sustainable tomorrow, for both the people and the planet. 

Sustainability for me is and needs to be the foundation of our brand that is considered in 

everything we do.

We have grown over the years and we are today a major Youth Employer with over 6000 

employees across five countries. They are the foundation of our brand, our Espresso House 

Family, and makes us what we are today. It is key for us to develop the company and the 

brand in pace with the demands from our people to ensure we are a great place to work. 

During 2019 we have therefore introduced an updated feedback program with forums and 

communication channels to intensify the possibilities to provide ideas and input on how we 

ensure we are a sustainable employer today and tomorrow. We have a responsibility to be a 

safe and positive place to work where our employees can grow with us through our various 

academy programs, just like I myself have done during my fifteen years with the company. We 

believe in people and everybody are welcome to Espresso House, regardless of background. 

For every initiative you read about in this report, there is a person behind, to generate the idea 

and the activation, so for sure they are the foundation of our sustainability journey. 

In the past year we have propelled our Sustainability work within the areas of product, planet 

and people. What we serve has a major impact and our product teams has done incredible 

development and innovation with a large focus on increasing our plant-based  and local 

assortment. We are on good way to reach our 2020 target to have 50% of the menu plant-

based, ending with an average of 43%. In addition we have intensified our work towards 

reducing food waste and we now have food rescuing apps in all countries, and in Sweden we 

were awarded ñFoodsavers of the year in 2019ò by Karma for our ambitious initiative. Our 

commitment to fight plastic and reduce disposables has continued, including the introduction 

of our strawless lid and our decision to move to paper straws and FSC wood cutlery. 

The changes made has led us to a reduction of serving and display methods using disposable 

plastics with 35%, and I am positive we are on good way towards our target of 50% reduction, 

with more changes to be rolled out during 2020. Since many of our guests choose take away

we see this as one of our outmost important areas. In this mission we also encourage a switch 

to Reusables, and to help our guests we have new designs and materials for the collection, 

and we have introduced several incentives for those that buy their drinks in a Reusable cup. 

Sourcing large volumes of coffee from all over the world means that we have a major 

responsibility within the supply chain of coffee. During 2019 we strengthened our Coffee 

Sourcing program as well as verified an additional 20% of our coffee volume through the third-

party verifier Enveritas. We also made several farm visits to ensure responsible sourcing of 

coffee. In addition we continued our farmer community support program, contributing to a 

much needed health clinic in Ethiopia.

To increase transparency around our sustainability journey and targets we introduced in 2019 

our new sustainability platform, Tomorrow Friendly. We think it is important for all employees 

and stakeholders to follow our commitments and progress via www.tomorrowfriendly.com or 

through information in our coffee shops. I am happy to share the progress done during 2019 

towards becoming a more Sustainable company, but for us it is an on-going journey and I am 

convinced that we can do even more and even better. Therefore our promise is to always 

improve for the better and to be Tomorrow Friendly.

Letter from the Group CEO

John Nylén, CEO Espresso House Group

2004 Barista

2005 Coffee Shop Manager

2005   Master Barista

2007   District Manager

2009   Regional Manager

2012   COO EH Sweden

2014   CEO EH Sweden

2015   CEO EH Group

John Nylén started his 

career within Espresso 

House as a Barista in 2004 

and has since then worked 

in various functions in the 

company, until he became CEO 

for Espresso House Group in 

2015.
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Highlights 2019

We have over 6000 stars in 
our team and received over 
77 000 applications in 2019

76% of our 
furniture 

made in 2019 
was produced 

in Sweden

43% plant based 
food and drinks in 

assortment

49% of all 
sold filter coffee 

was organic

Donated over 
1 000 000 SEK 
to different charities
including Child 
Cancer Foundations, 
Red Cross and 
Red Nose .

Launched our
new Sustainability
website
tomorrowfriendly.com

Espresso House in all 
countries cooperate with 
Food rescuing apps and 
Espresso House Sweden 

was awarded with 
FOODSAVERS OF THE 
YEAR 2019 by Karma

Contributed with $ 20 000 
towards building a Health 

Clinic in Ethiopia

http://www.tomorrowfriendly.com/
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About Espresso House 
Group

The story of Espresso House began in 1996, in the south of Sweden when the two young 

students Charles and Elisabet Asker opened the first Espresso House coffee shop in the 

small town of Lund. From start, passion and quality were the beacons of everything they 

did, and this is still true today. 

At Espresso House we are all passionate Baristas. Our mission is to serve our guests an 

experience that exceeds their expectations. Friendliness is guiding our actions, both to each 

other, our guests and our planet. We also believe that everyone deserves really great coffee. 

It is our vision to show our world class guests what a world class coffee experience is, and 

we strive to do so by offering high quality Specialty Coffee that has been roasted in our own 

roastery. In addition we have a broad menu of warm and cold drinks, hot and cold food, as 

well as pastries from our own bakery. All is served by a friendly Barista in a truly cozy and 

extraordinary coffee shop atmosphere. In many of our locations we also offer catering for 

businesses and events, a popular service that we aim to expand further. 

Espresso House Group has since the start grown into a leading premium coffee shop brand 

in the Nordics. The Group operates coffee shops under the brands Espresso House* and 

Johan & Nyström. We are established in five countries: Sweden, Norway, Denmark, Finland 

and Germany. The headquarter is located in Stockholm, Sweden. 

At the end of year 2019, Espresso House Group had in total 470 coffee shops of which 463 

are Espresso House and 7 Johan & Nyström. During the year we welcomed more than 42 

million guests, and by December 2019 we had over 6000 people employed in all markets.

*Baresso and Balzac Coffee were in 2019 being converted into Espresso House and are therefore 

included under Espresso House in this report

6
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In 2019, Espresso House continued to expand with opening 55 new coffee shops, as well as we 

refurbished in total 49 units including the conversions of Baresso in Denmark and Balzac Coffee 

in Germany. Baresso finished converting its last coffee shop from Baresso to Espresso House in 

September 2019, and was in the end of 2019 operating all the coffee shops under the brand name 

Espresso House. In Germany, 11 Balzac coffee shops were converted into Espresso House and 

we will now continue with the remaining 25 conversions. One of Johan & Nyström coffee shops in 

Göteborg, Sweden was during 2019 replaced with Espresso House.

Espresso House is constantly identifying the needs of the consumers and digital services is an 

important area to constantly evolve. In the aim to improve service and speed, we have introduced 

the possibility for our guests to pre-order their food and drinks. Pre-order was incorporated as a 

new function in our popular loyalty app My Espresso House. The loyalty app now has one million 

members, and also Germany joined the scheme during 2019. Another key development was the 

premiere of Espresso House in the grocery stores in Sweden, Denmark and Norway in 2019. The 

ambition is to make it even easier to enjoy really great Espresso House coffee at home. About 160 

selected stores now offer our espresso, filter coffee and coffee capsules. 

At Espresso House, Sustainability is at the heart of every function in the organization and the 

coordination of the work is done at Group level. However, specialists are found in the different 

subsidiaries and countries, which allows us to take Group-wide responsibility with local relevance 

and compliance in each country. In addition, we have policy documents (Environmental policy, 

HR policy, Anti-corruption policy, Sourcing principles, and Supplier code of conduct) that guides 

us in our everyday operations. 

Espresso House Group is owned by JAB Holdings BV based in Amsterdam. The board of directors 

consist of eight ordinary members, of whom six are from JAB, and two are from Espresso House. 

The Chief Executive Officer for Espresso House Group is John Nylén. He has held the position 

since 2015, and have previously held most operational positions within the company since he 

started his Espresso House journey as a Barista in 2004. *By end 2019 all Baresso coffee shops had been converted into the Espresso House Brand.
**includes EH Sweden, EH Norway, EH Finland, EH Denmark incl. Baresso, EH Germany incl. Balzac Coffee.

Espresso House**

Revenue

2 982 987 217 SEK

Guests during 2019

42 107 814

Nr of Coffee shops 

Sweden: 262

Norway: 58

Denmark: 51 

Finland: 53

Germany: 39

Total: 463

Employees 

6222

Johan & Nyström

Revenue

250 843 141 SEK

Guests during 2019

455 738

Nr of Coffee shops

Sweden: 6

Finland: 1 

Total: 7

Employees

102

About Espresso House 
Group
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