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1 SUSTAINABLE PROFIT –  
WHAT IS IT?
Working sustainably is an integral part of normal business development 
and risk management. Companies can strengthen their profitability and 
growth by making continuous and step-wise improvements for people 
and the environment. 

Sustainability is nothing new. It is second nature to many companies with owners 
who have been investing for the long haul and with customer relationships 
stretching over many years. What is new is that companies now have to address 
the changing business risks and opportunities relating to sustainability.

More and more customers, employees and investors expect companies to behave 
sustainably, i.e. showing respect for people and the environment. By responding to 
the need for sustainable products and services the company creates a foundation 
for sustainable profits.

 � Showing respect for the environment means reducing the negative 
environmental impact of a company’s products and services throughout the 
entire product life-cycle; in production, in use and at the end of its life.

 � Showing respect for people means ensuring that production is performed 
under safe and decent conditions and that products and services are safe to use. 
Companies should behave ethically and demonstrate respect for human rights. 
Customers, employees, business partners and owners then have confidence in 
the company and its management.
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Why work sustainably?

We do not need to look far to find business drivers for sustainable working 
practices.

Sustainability is built on the growing interest of customers in consuming in a 
sustainable manner and on the growing numbers of investors interested in 
investing in sustainable companies. It is therefore possible to create an advantage 
in the market place by being positioned as the responsible and trusted alternative.

Many sustainability measures are aimed at a more effective use of resources, thus 
creating cost reductions. 

Risk management initiatives aimed at reducing the cost of badwill are also strong 
drivers.

Working for a company that shows respect for people and the environment 
creates pride and commitment.

The market price for using natural resources does not always reflect the true 
impact on the environment, which can lead to an over-use of such resources. 
Companies that run sustainable operations are probably better prepared for a 
world where natural resources are running out, where consumer demands on 
sustainability are stronger and where legislation is getting tougher. As many more 
companies are acting sustainably, it will be increasingly important to incorporate 
sustainability into the normal way of doing business.
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2 ABOUT THIS HANDBOOK
In this handbook we describe how sustainability work can be designed 
to become a part of normal business development.

In Sustainable Profit we focus on those sustainability issues that are business 
critical. A checklist for each manager will give practical guidance, enabling 
sustainable work practices to enhance business development and reduce risks.

We have limited ourselves to issues relating to sustainability. However, in daily 
operations, sustainability measures cannot be performed in isolation. As with any 
other successful change process, the issues at hand must be understood, generally 
accepted, given priority, and followed up on.

Our recommendations are based on actual experience and on international 
guidelines, such as the UN’s Global Compact, the UN’s Principles for Responsible 
Investment (PRI), ISO 26000 and the reporting standard Global Reporting Initiative 
(GRI).

We look at all the aspects of sustainability; financial, environmental and social 
benefits.  The concept of CSR (Corporate Social Responsibility) is often used 
synonymously with that of sustainability. ESG (Environmental, Social and 
Governance issues) is used in the financial sector to analyse non-financial assets. 
In addition, SRI (Socially Responsible Investment or Sustainable Responsible 
Investment) is used to review sustainable investments and examines investment 
strategies from an environmental and a social perspective.

Our aim with this handbook is not to pass judgment on which products and 
services are sustainable. Instead we describe the measures that must be continually 

A
b

o
u

t th
is h

an
d

b
o

o
k

7



applied in order to be able to offer products and services that will care for the 
environment and people, whilst increasing the profitability and value of the 
business.

Several Swedish-based companies have participated in this book with their 
experience of sustainable business development. We are grateful for their 
participation.
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3 THE SUSTAINABILITY PROCESS
An effective sustainability process defines the relevant sustainability 
issues for each member of the management team, so that each person 
can contribute with his or her unique aspects and competence.

The process is on a hypothetical company. The areas of responsibilities differ 
naturally between companies, depending on size and type of business.

The Board decides on the guiding principles in a Code of Conduct. The code 
reduces sustainability risks for customers, employees, the environment and society. 
The CEO develops the sustainability program, which defines the business case, 
level of ambition and measurable objectives. The code is followed up by the 
Whistleblowing service.

The Sustainability Manager coaches the other managers to meet their objectives.

The process is customer driven. The Marketing Manager has the key to the 
sustainable offer. The Marketing Manager is alert to customer needs and provides 
the Product Development Manager with necessary input. Based on this input and 
knowledge of emerging technologies he or she develops sustainable offerings.

The Production Manager establishes a responsible production process. By his or her 
side the Environmental Manager is in charge for good environmental standards, 
the Human Resource Manager creates good working conditions with engaged 
employees and the Purchasing Manager is responsible for developing a fruitful 
cooperation with sustainable suppliers. 

The General Counsel will ensure that the sustainability objectives are met in 
agreements and contracts and the Finance Manager makes room for sustainable 
investments, critical to the business. 

The Communications Manager and the Marketing Manager add trust to the brand 
and position the sustainable offerings on the market.

9
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Three steps to sustainable profit
 �Develop a product or a service that reduces negative effects on the 
environment and that is safe to use.

 �Manufacture and distribute it in a responsible manner.

 �Position the offer in a way that describes its positive effects on the 
environment and people.
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4 SUSTAINABILITY FOR  
THE BOARD AND OWNERS
The Board contributes to sustainable profit by ensuring that the 
sustainability work is in line with the owners’ expectations and that it 
strengthens the company’s market position and value. 

Business critical sustainability issues:
Is the sustainability work increasing the value of the company?

The Board demonstrates to the owners how sustainability increases the long-term 
value of the company; hence the need for the Board to approve and evaluate the 
sustainability programme. The programme describes the company’s sustainability 
profile and the sustainability issues that are critical to the business, as well as the 
ambition level and the specific targets. The Board will also approve sustainability 
criteria related to investments. It is important that the code is followed up by a 
Whistleblowing service, that allows anonymous reporting.

Which are the company’s sustainability risks?

The Code of Conduct should capture the business risks of the company. It is 
important that the code is followed up with a credible whistleblowing service.

 � Customer-related risks: The company’s offerings must be safe to handle or use.

 � Employee-related risks: The company must offer a safe working environment 
with decent working conditions.

 � Environmental risks: The company must reduce the negative environmental 
impact of its production process, as well as that of its products and services.

 � Ethical risks: The company must conduct itself ethically and show respect for 
human rights.

Suppliers, agents and other business partners should be included in the company’s 
sustainability scope.

Su
stain

ab
ility fo

r th
e B

o
ard

 an
d

 O
w

n
ers

11



Su
st

ai
n

ab
ili

ty
 f

o
r 

th
e 

B
o

ar
d

 a
n

d
 O

w
n

er
s

Checklist for the Board
 �Assign the CEO with the task of preparing a programme for sustainability 
that demonstrates how such measures will drive the business and enhance 
the value of the company.

 � Ensure that the company’s sustainability programme is in line with the 
owners’ expectations.

 �Approve the company’s Code of Conduct.

 � Ensure that the Code of Conduct is specific to the business. Issues that must 
be considered are:

 – working conditions

 – human rights

 – business ethics

 – product or service safety

 – environmental impact

 – sustainability reporting

 – Whistleblowing service for reporting and handling of deviations 
from the code.

Comments by Bengt Olof Hansson

For me, sustainability measures have always been based on business 
opportunities and business risks. SKF was quick to work with environment and 
health and safety issues. The work has, over time, become more and more top 
management driven. It is becoming increasingly important for the Board to have 
its own sustainability competence to evaluate the effectiveness of the approach.  
A well anchored Code of Conduct and a credible whistleblowing service is the 
basis.

As with any other business development approach it is for the Board to initiate 
and follow up the task and for company management to actually do the job. 
Ideally the Board will take the initiative regarding sustainability, but nothing will 
happen without a pro-active CEO and management team.

12
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Leif Johansson, 
Chairman, Ericsson and AstraZeneca,  
former President and CEO, Volvo and Electrolux

How would you define successful sustainability work?
It is important to break down the sustainability work to be able to address 

real issues such as the environment, working conditions, health and safety matters, 
and ethical considerations. All efforts should take place at a level where the 
company can make a genuine difference.

The fact that sustainability matters may sometimes be difficult to quantify makes 
them no less important for assessing the success of a business.

We tend to put excessive faith in the idea of a unique, almost conceptual, 
sustainable product, but this is not always where the major sustainability gains can 
be made. At Ericsson we cut the energy consumption across the entire range of 
mobile radio base stations by 25-30 percent. This had vast actual effects, not least 
including expansion of mobile phone networks in locations with no power grid. In 
addition, this step also set the course for the rest of our sustainability work.

I see recycling playing a crucial and expanding part for achieving sustainable 
business. Recycling is key to achieving rapid and sustainable conversion to new 
technology. At Volvo 90 per cent of the trucks are recycled, and it makes excellent 
sense from a sustainability point of view to recycle old vehicles and produce new 
ones with improved environmental performance.

What is the most important function of the board of directors?
With regards to the owners, measurability is essential for demonstrating the 
importance of addressing sustainability issues. The board of directors should be 
challenging the management team. The board is also responsible for making sure 
that sustainability policies are in place and monitored.

I am in favour of integrating sustainability and ethics matters into incentive 

Photo: Aphrae
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schemes; I have been involved in developing such plans myself. One level indicator 
could be the environmental performance of new products that are brought to 
market.

How can the board manage sustainability efficiently?
It is important that the board of directors has defined clear and well supported 
milestones for the sustainability work. Sustainability matters should be a regular 
item on the institutional agenda, to monitor that the company remains on track. 
At Ericsson, the sustainability programme is monitored quarterly.

I have had positive experience from AstraZeneca where one board member, 
who has extensive knowledge in the field of sustainability, is responsible for the 
sustainability work. This way, this individual will feel particularly responsible for 
promoting and monitoring company development in this area.

Establishing a whistle-blowing function that members of staff can trust is a key 
sustainability tool for the board. It is important that irregularities encountered 
by members of staff, such as suspected corruption, can be reported anonymously, 
e.g. through an independent external third party. It is also important that the 
whistle-blowing function should be the responsibility of a board member and be 
independent of the executive management team.

Ericsson
Global telecommunications equipment provider

110,000 employees

Astra Zeneca
Global biopharmaceutical company

57,000 employees
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Carina Lundberg Markow, 
Head of Responsible Ownership Folksam

Folksam is one of the largest institutional investors  
on the Swedish stock exchange. What are the driving forces 
behind your sustainability work?

Folksam is a mutual company, which means our customers also own the company. 
We are convinced that businesses that face up to their environmental and human 
rights responsibilities will be more profitable in the long term, with a better 
rate of return for our customers. Our criteria on environmental impact, human 
rights and anti-corruption let us influence the companies we invest in. Under no 
circumstances do we ever invest in the tobacco or illegal weapons industries. 

Concrete targets are essential for all businesses for integrating sustainability 
issues into commercial activities. The targets should focus on issues that are at 
the heart of the individual business. The targets should be used both to promote 
profitability and to reduce risk. 

The issue of anti-corruption is all about risk minimisation, but it is of great 
strategic importance for company growth and expansion into new markets. As 
owners we are in a position to demand a clear strategy for controlling corruption. 
Particularly strict criteria are imposed on companies with operations in countries 
where democracy is weak and corruption widespread.

The ultimate responsibility for the company’s CSR strategy is born by the board of 
directors. Many boards are in need of more in-depth knowledge on sustainability 
risks and opportunities. Boards should demand the same clarity and transparency 
in sustainability reporting as on purely financial accounts.

Folksam
Insurance and pensions

3,600 employees

Photo: Folksam
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Carl Bennet, 
Chairman of the Board and owner:  
Getinge, Elanders and Lifco. Chairman  
of the board at the University of Gothenburg

What is the role of the board of directors for creating a strong 
sustainability profile?

Once a year the Getinge board of directors discuss the company’s sustainability 
work from a strategic point of view. Each director’s strategic targets are then 
followed up on a six-monthly basis, and specific sustainability targets are followed 
up every quarter. It is important to be at the front, but we don’t need to be at the 
very top on everything.

The challenge is to sense what the market wants and to increase our knowledge 
with respect to sustainability. Developing new and sustainable products that 
have not been present on the market before is of course both a challenge and 
an opportunity. This is where the board can play an important role by giving the 
management team room to manoeuvre. 

Photo: Carl Bennet
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5 SUSTAINABILITY FOR THE CEO 
AND THE MANAGEMENT TEAM
The CEO and the management team contribute to sustainable profit by 
deciding on the direction and the ambition level of the sustainability 
programme.

Business critical sustainability issues:
Are we giving priority to those sustainability issues that are increasing 
our profitability and strengthening our brand?

On behalf of the Board, the CEO drives the sustainability programme and creates 
commitment for it. The programme clarifies the benefits, the business case and the 
objectives, as well as highlighting those sustainability issues critical to the business. 
Among such issues are responsible production, environmental performance and 
product safety. 

Are we adequately protected from sustainability risks?

The CEO ensures that the Code of Conduct is implemented and understood. This 
code reduces risks for customers, employees, the environment and society; risks 
that could lead to financial damage and hurt the brand name. Poor preventative 
actions could certainly erode the reputation of the company.

Checklist for the CEO and the management team
 �Appoint a person to be responsible for the sustainability process. The 
Sustainability Manager reports to the CEO or the management team.

 �Decide the direction and ambition level of the sustainability programme.

 � Follow up that the code is well communicated within the organisation, and 
includes a channel for whistleblowing.
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Comments by Bengt Olof Hansson

Management must not fail to convince as to how sustainability will 
positively influence its business. In too many cases I have seen this link missing.

SKF is an example of a sustainability approach that is built around sustainable 
profit. SKF has been a market-leader for a hundred years, so it is reasonable to 
wish to maintain that position for the next hundred years.

The CEO is driving the sustainability task, based on his own convictions that 
customers and employees will increasingly demand an ambitious and honest 
approach to environmental and societal care. His own personal commitment is 
critical for success.
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Tom Johnstone, 
President and CEO SKF

Your sustainability work is top ranked, why? 
Sustainability is difficult to make understandable as a word to our people. 

With our programme SKF Care we made it easily understood. We have worked, 
step by step, to integrate sustainability into our business. Linking the work to 
business and the fact that it creates business opportunities, helps us attract and 
retain employees and to differentiate us.

The main obstacles are to ensure that people know this is not just “flavour of 
the month” or something we only do to appear “good”, but instead this is really 
something we are committed to as a group. Walking the talk is critical. It has also 
taken time to train people in this area; we have run training sessions throughout 
the company.

I think the unexpected positive result is the motivation and pride in our people 
when they see what we are doing. The recognition we get in the market is a good 
and welcome sign that we are on the right way. But we do not do this to get 
awards. 

SKF
Industry group within rolling bearings, seals, mechatronics, 

services and lubrication systems 
45,000 employees

Operations in 32 countries

Photo: SKF
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Annika Falkengren, 
President and CEO SEB

What are your sustainability priorities?
As banks the role we play when it comes to sustainable development 

differs from that of other businesses. Whilst the direct effects we can have 
are limited, our ability to indirectly influence the societies we are part of is 
considerable. To us, sustainability is a commercial matter and we help our 
customers assess sustainability risk and capitalise on business opportunities in the 
sustainability market. Sustainability is now an integral part of everything we do.

We should always assume a long-term perspective and we are prepared to forgo 
deals that may be profitable in the short term unless these can contribute to 
sustainable solutions. Sustainability with respect to commercial affairs and credit 
control requires us to think further and be clearer in our justification of decisions 
and guidelines. We have a dialogue with our customers on the environment, 
business ethics, social responsibility and corporate governance. This makes the task 
more difficult and complex, but I am confident it results in decision-making that is 
more thorough and better in the long-term.

Sustainability can also lead to product development. Five years ago SEB and the 
World Bank Group pioneered the global launch of green bonds that currently fund 
around 40 environmental projects in 17 countries. We created a new and growing 
market, the current value of which is estimated at 50 billion SEK.

We have also put our own house in order, for example by reducing our direct 
impact on the environment. By 2015 we will have reduced our emissions by 45 
percent.

I am convinced that everyone, regardless of size and whether you are a business 
or an individual, can contribute to the growth and happiness of our society – 
each in their own way. For us, supporting the next generation of people and 

Photo: SEB
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businesses – children, young people and entrepreneurs – is a natural thing to do. 
We do this by having members of staff act as mentors for Year 7-9 school pupils. 
In Sweden alone, 500 youngsters have had one of our members of staff as a 
role model. If we are able to help a young boy or girl realise their potential and 
venture a bit further, we have been successful. In the same way, we want to help 
empower budding entrepreneurs by working alongside entrepreneurial support 
organisations all the way from schools through new enterprise agencies to helping 
established entrepreneurs.

For us as a bank, customer trust means everything. Our sustainability work 
is basically about forming long-lasting mutually beneficial relationships. Our 
customers can rely on us to always act in their best interest and on our products, 
services and advice being safe, comprehensible and beneficial. For this reason, we 
set high standards for our employees. This is expressed in our guidelines on ethics, 
our Code of Conduct, our whistle-blower function, and throughout our extensive 
internal control systems. Above all, though, it is about having a corporate culture 
that is built on wholesome values that everyone subscribes to. For me, this is the 
most important way of working sustainably.

SEB
Financial group

16,500 employees
Operations in around 20 countries
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6 THE SUSTAINABILITY MANAGER – 
THE SPIDER IN THE WEB
The Sustainability Manager contributes to sustainable profit by making 
clear the objectives, the business case and the driving forces behind 
the sustainability work, and by coaching the organization to reach the 
objectives.

Business critical sustainability issues:
Are we ready to launch an effective sustainability programme?  

Profitability is a pre-condition for sustainability. The Sustainability Manager 
develops a sustainability programme in which the business benefits, in terms of 
increased profit and/or growth, are described.

This programme identifies the issues that are critical to reaching the objectives. 
Among these are safe products, high levels of environmental performance, good 
working conditions and ethical conduct. The programme will also describe how the 
sustainability work will be reported upon and communicated. The Sustainability 
Manager coaches the other managers in such a way that their functional expertise 
contributes effectively to the sustainability measures.

The Sustainability Manager makes clear the risks with regard to customers, 
employees, the environment and society. To reduce these risks a Code of Conduct 
is developed and anchored.

Do we have the right direction and level of ambition?

The Sustainability Manager informs the management on the opportunities and 
risks associated with sustainability, so that an appropriate level of ambition can 
be decided upon. To do so requires knowledge of the expectations of the relevant 
stakeholders, namely the customers, employees, owners and other representatives 
from society.

The Sustainability Manager also has the important task of providing information 
on opportunities and risks connected to sustainability-related investments.
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Are we reporting on our sustainability measures in a transparent way?
Reporting should include key data with the possibility of year-on-year comparison. 
Sustainability reporting could be included in the company’s annual report. The 
fact-based report is the basis for tailor-made communication for prioritised target 
groups (see Communications Manager). 

Checklist for the Sustainability Manager
 �Develop objectives and a programme for the sustainability work.

 � Coach managers towards reaching their respective objectives.

 �Develop a Code of Conduct describing:

 – working conditions

 – environmental impact

 – product or service safety

 – business ethics

 – process for the reporting of suspected misconduct.

 �Make sure that the organisation follows up the code with a secure 
Whistleblowing service.

 � Transparent reporting of sustainability measures in accordance with 
international reporting standards.

 �Update the CEO and the management team on new possibilities for 
improving sustainable business.
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Comments from Bengt Olof Hansson

The Sustainability Manager is the one that drives the change process. 
Here we find the spider in the web and a person who is committed to developing 
sustainable business. The Sustainability Manager must be able to convince 
management, as well as the entire organisation.

The most important role is that of explaining how working with the environment 
and the employees is linked to benefits for customers and the business. 
Sustainability efforts must provide customer value. This is done by focusing on 
customer needs and should be based on the fact that it takes satisfied employees 
to create satisfied customers.

We see an increasing number of companies creating their own home-grown 
approach to sustainability, such as SKF Care and Atlas Copco Sustainable 
Productivity. This is important for success.

The Sustainability Manager should be careful not to create new systems for 
managing and reporting on progress, but instead try to use currently existing 
systems. If, for example, the company has adopted the balanced scorecard 
methodology, sustainability ought to be integrated into this process.
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Kersti Strandqvist, 
Senior Vice President Sustainability SCA

What are the most important qualities a sustainability director 
should have?

Business understanding, strategic capability and communication skills. It is 
important to have a holistic way of thinking and to understand how sustainability 
can create value. My task is to set targets and provide the different units with tools 
to allow them to achieve their specific targets. My role can be compared to that of 
a conductor.

What have been the greatest gain and the greatest challenge?
Sustainability helps us win new business. Proud employees are also an 
achievement; working for a company that upholds ethical principles and protects 
the environment is something not only young people can appreciate.

The key challenges are the size of SCA and the complexity of the sustainability 
work. Breaking down the sustainability issue into clear and relevant targets for 
each unit has been a lengthy process. However, it is crucial for us to be able to 
deliver on our goals.

SCA
Industry group, paper and personal care products

45,000 employees
Sales operations in approximately 100 countries

Photo: SCA

Th
e 

Su
st

ai
n

ab
ili

ty
 M

an
ag

er
 –

 t
h

e 
sp

id
er

 in
 t

h
e 

w
eb

26



How is your sustainability work organised?
Sustainability plays a strategically important role at H&M. We have been 

involved in sustainability work since the mid-nineties. During 2009, the corporate 
environmental and social responsibility function was extended to comprise all 
units within the group. As the head of sustainability, I am a member of the group 
management team and I report directly to our Managing Director.

H&M Conscious is the collective name for our sustainability work. This includes 
everything we do in the field of sustainability, including establishing a Code 
of Conduct and addressing issues such as water, emissions, waste, sustainable 
collections, and the development of new sustainable materials.

Operating our business in a socially and environmentally sustainable way is 
important for the future growth of H&M.

How do you secure commitment to sustainability?
To date, our customers have mainly encountered our sustainability work in the 
form of organic cotton tie-on tags on some garments. We will now be taking this a 
step further. In addition to providing guidance on more sustainable materials, we 
will also be explaining our efforts to ensure acceptable working conditions and our 
work on cotton, water, etc. We will also be giving advice to our customers on how 
to care for their garments in a more environmentally careful way. By highlighting 
and disseminating information in our stores, we hope to inspire our customers to 
make informed decisions.

Each H&M department has its own commitments and measurable targets 
regarding sustainability. This drives motivation in the entire group.

H&M
Fashion company 
87,000 employees

Stores in 38 counties
700 suppliers, mainly in Asia and Europe

Helena Helmersson, 
Head of Sustainability H&M
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7 SUSTAINABILITY BY FUNCTION

The Finance Manager
The Finance Manager contributes to sustainable profit by making room 
for sustainable investments critical to the business.

Business critical sustainability issue:
Do we have an effective process for evaluating sustainability 
investments?

Investments in sustainability can require considerations that are different to 
the norm. The Finance Manager must draw a balance between the cost of the 
investment and the risk of badwill on an investment that is perceived as important 
or ethically correct.

Such investments could be related to the production process, for example by 
aiming to reduce the environmental impact or improving working conditions. To 
correctly judge the importance of the investment it is necessary to understand the 
needs and expectations of customers and employees.

Note: ESG (Environmental, Social and Governance issues) and SRI (Socially 
Responsible Investments) are terms used in the financial sector to describe the non-
financial considerations in investments.

Checklist for the Finance Manager
 � Ensure the creation of a process for the evaluation of sustainability 
investments. Include the evaluation of risks emanating from un-
sustainability. 

 � Follow international principles for responsible investments in acquisitions.

 � Follow-up on the financial return on sustainability investments.

 �Keep up-to-date with the development of the so-called Integrated 
Reporting, i.e. sustainability reporting included within financial reporting.
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Comments by Bengt Olof Hansson

The Financial Manager might have to view sustainability investments in 
a somewhat different light to that of normal investments. If management has 
taken a decision to run a sustainability programme, this kind of investment must, 
for a while, get special attention. But this is not easy, as some of the advantages 
of these investments are not so obviously turned into money. The consequences 
of working un-sustainably do not always have a short-term negative cost effect, 
i.e. there is no immediate cost to the company in damaging the environment, as 
long as what it does is legal. Furthermore, the benefits of a first-class sustainability 
programme are not obvious in the company’s financial reporting.

My advice would be to include the Sustainability Manager’s risk analysis for 
customers, employees, the environment and society, in the overall financial 
decision.
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Peter Wallin, 
CFO Skanska

Skanska maintains a high sustainability profile. 
What is the best way for the CFO to contribute  
to the sustainability work?

By setting clear and measurable targets that add value to the business operations 
and development. It is important to keep your sustainability efforts simple, to link 
targets with metrics for company valuations, and to never give up.

By setting clear sustainability targets, such as zero workplace accidents, zero 
environmental incidents or zero ethnic issues, we aim to create shared values 
for our 57,000 employees world-wide. Ours is a decentralised business model. 
For this reason it is vitally important that we have firmly established values with 
clear sustainability targets, and a strong brand that reflects how we want to be 
perceived by our shareholders, employees, and customers, and by society as a 
whole.

We have set strict sustainability targets - targets that we cannot always meet at 
present, but this creates a momentum within the business to constantly be looking 
for ways to improve. There is no conflict of interest between our ambitions 
with respect to sustainability and our financial targets. On the contrary, our 
sustainability work is improving our chances of achieving success and thus making 
a healthy financial profit. An example of this is our health and safety work, which 
has not only reduced the number of accidents, but has also increased productivity 
at our sites.

Skanska
Project development and construction group

57,000 employees
Operations in Europe, the US and Latin America

Photo: Skanska
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Gunilla Rudebjer, 
CFO Scandic

How can the CFO support the sustainability work?
It is key to formulate performance indicators on sustainability and 

integrate these into the business. Water, energy, waste, and CO2 emissions are 
the main areas where a hotel will impact on the environment. We have been 
monitoring these ratios since 1996, on a monthly and by-hotel basis. Our CO2 
target is to have zero emissions from our own operations by 2025. Chemical use is 
another key ratio for monitoring. Encouraging guests to re-use their towels was an 
idea of Scandic’s which has since spread across the world.

As a CFO I can contribute by clarifying that financial and sustainability targets 
are not mutually exclusive. We rank sustainability results as equal to our financial 
results. Transparent reporting allows the sustainability results to be included 
as a key part of the company’s overall decision-making. Scandic has developed 
guidelines for integrating sustainability into the annual financial results.

Sustainability is important both for our long-term results and for building our 
brand. Developing business cases that clearly show this is essential. It is about 
reducing costs, for example by reducing the use of energy and water. By getting 
suppliers to sign our Code of Conduct, we reduce our supplier risk.

This also provides new commercial opportunities. Many of our account customers 
would turn us down if we were not taking sustainability seriously.

Scandic
Hotel chain

7,400 employees
30,000 hotel rooms in nine countries

Photo: Scandic
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The Marketing Manager
The Marketing Manager contributes to sustainable profit by sharing 
the knowledge of customers’ expectations with the organization and 
by positioning the sustainable offer competitively in the market.

Business critical sustainability issues:
Do we meet customer expectations when it comes to taking 
responsibility for people and the environment?

Customer demands should drive the development of sustainable offerings. 
The Marketing Manager is the eyes and ears of the organisation. The task is to 
understand the end-customer’s need for sustainable products and services, e.g. in 
relation to environmental performance, responsible production, product safety or 
social commitment.

The Marketing Manager brings this information into the product development 
process. This is critical in developing sustainable products and services that are 
successful in the market place. 

How do we position our products and services as sustainable 
alternatives?

The Marketing Manager describes how the products and services assist customers 
in their sustainability efforts.

Customers tend to base their judgment on the total experience. Not only should 
the product and service be sustainable, but the company as a whole should be a 
trustworthy and respected organisation.

The Marketing Manager, together with the Communication Manager, positions 
the company’s sustainability commitment and its products and services in the 
market place. The entire sales force needs to be motivated and able to present the 
sustainable offerings to the customers.
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Comments by Bengt Olof Hansson

Reaching the market with sustainable solutions may require new channels 
to the customer, and sensitivity to unspoken customer needs. In business-to-
business sales it is often not enough to negotiate with the purchasing department. 
It is also necessary to reach those responsible for product development, 
production, maintenance, and of course, sustainability. 

It is important that the sales force as a whole is able to describe how its products 
and services can contribute to the sustainability practices of the customer. In this 
way it will be able to divert any discussion on price alone towards the benefits 
of sustainability and what cost benefits this could bring. The Marketing Manager 
should consider targeting sustainability trend-setters, i.e. customers with a high 
sustainability ambition level, when launching a new sustainable offering.

Success can be achieved when the entire sales force is promoting the sustainability 
offer.
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Checklist for the Marketing Manager
 � Customer needs: Explore the customers’ expectations and the competition’s 
offering with regard to product and service safety, environmental 
performance, responsible production and social commitment.

 �Market information: Share market information with the organisation 
so that the company can develop sustainable products and services in 
response to customer needs.

 � Positioning: Package and present a credible alternative, i.e. a company 
with a responsible production flow and safe products and services. Describe 
how the offerings add to the sustainability profile of the customer and the 
end customer.

 �Monitor: Measure customers’ attitudes to sustainability through customer 
surveys.
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Helena Samuelsson, 
Head of Corporate Communication Preem

In what way can sustainability help you strengthen  
your position in the market?

Our vision at Preem is to take the lead in developing a sustainable society. 
Replacing fossil fuels with renewable energy as far as possible and in a sustainable 
way constitutes one of our greatest challenges and is a key issue for our customers. 
This is why so much of our business development and research is aimed at 
developing new renewable fuels. Preem Evolution Diesel, which we launched in 
2011, is a prime example of this effort. 

Preem Evolution Diesel is made partly from crude tall oil which is obtained as a 
by-product from the Swedish wood pulp manufacturing industry. By using Preem 
Evolution Diesel, our customers will be able to reduce their CO2 emissions by 
around 25-27 percent. We named it ”Evolution” as we believe this is the way 
forward for us. Onwards, step by step.

The product launch was a huge challenge from a communication point of view. 
A unique product was set to be launched onto a market that had learnt that all 
products are generic. This required a broad information campaign, not only to 
communicate that the product is better for the environment but also to instill 
confidence that the product works and maintains the same level of quality as 
conventional diesel. 

The launch campaign was targeted at our customers, but also at other 
stakeholders such as car manufacturers and garages. Our customers are highly 
satisfied and it is clear that investing in sustainability has paid off. Preem Evolution 
Diesel is a huge market success.

Preem
Fuel company

 3,400 employees
Operations in Europe

Photo: Preem
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The Product Development Manager
The Product, or Service, Development Manager contributes to 
sustainable profit by developing products and services with an 
attractive sustainability profile and a high level of environmental 
performance.

Business critical sustainability issue:
Are we developing sustainable products and services?

A sustainable product has a high level of environmental performance throughout 
its life-cycle and reduces the risks of negative health aspects during and after use.

Getting the ambition level right requires an understanding of customers’ current 
and emerging demands. The Product Development Manager needs to be close to 
the market in order to understand customers’ needs, whether clearly expressed or 
not. 

Checklist for the Product Development Manager
 � Ensure that the product development process includes current and future 
requirements for environmental performance and safety in the product or 
service. Include the following areas:

 – safe use of the product or service

 – reduction of harmful emissions into the air and water

 – reduction of waste

 – reduction in the use of harmful chemicals

 – reduction of other known risks to the environment or human 
health

 – reduction of consumption of energy, materials and water

 – design that promotes climate-efficient transport

 – effective recycling.

39



Comments by Bengt Olof Hansson

Sustainable products could be more expensive to produce, but are often 
less expensive to run, for example due to lower energy consumption. This is 
something that everyone in the company should be able to argue in favour of.

The breakthrough in product development at SKF came as we designed a product 
development process that evaluated the environmental impact at every stage of 
the product’s life-cycle. 

A product development process that stands at the forefront needs a management 
that is prepared to take certain risks to be able meet emerging customer needs.
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Malin Ripa, 
Public Affairs/Product Development Volvo

The Volvo Group has a vision of becoming world leaders in 
sustainable transport solutions - what does this involve in terms 
of product development?

Our journey towards sustainable transport solutions began many years ago. As a 
result of this, we now offer environmentally-friendly products such as hybrids and 
vehicles fitted with a range of safety features for the prevention of accidents. 

But there is more to be done and among other things, environmental and safety 
requirements are priority areas in the development of new vehicles. We want to 
be market leaders also in the long term, and we are convinced that high-safety 
vehicles with less environmental impact are key to achieving this.

As far as climate issues are concerned, almost all CO2 emissions occur during use. 
For this reason we are happy to work with our customers to develop fuel-efficient 
vehicles. As one third of the overall costs of European haulage companies is spent 
on fuel, there is also a strong financial incentive for our customers to reduce 
their fuel consumption. We are also involved in developing renewable fuels. 
The key challenge today is not the technological features of the vehicles but the 
availability of renewable fuels.

Another important environmental issue is the reduction of nitric oxide and particle 
emissions, which is subject to incresasingly severe directives from regulatory 
authorities all over the world. A lot has happened in this area already. Forty years 

Photo: Volvo
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ago, one single truck emitted as much nitric oxide and particles as 30 trucks do 
today.

As regards safety, this is about developing new driver assistance systems to 
prevent accidents and reduce injuries in case of an accident. The cab should be as 
crash-resistant as possible, but it is also about reducing the risk associated with 
eg driver fatigue and stress. Nine out of ten road traffic accidents are caused 
by human error. For this reason we also participate in experimental research on 
emerging technologies to explore self-driving cars, together with regulators and 
stakeholders within our own business.

Volvo Group
Manufacturing of heavy-goods vehicles, coaches, construction machinery,  

and drive systems for maritime and industrial applications
120,000 employees

Operations in 19 countries and sales in 190 markets
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Christer Axelsson, 
Product development manager Driconeq

What does sustainable product development  
mean to Driconeq?

Our customers are our key drivers. Accomplishing green conversion in the mining 
industry using new environmental technologies is key to achieving a sustainable 
supply of raw materials. Our customers maintain very high sustainability profiles. 
This provides us with commercial incentives to work sustainably. We also 
manufacture drill pipes under our customers’ own brand names, which means we 
must be able to guarantee a high standard at all times.

For us, sustainable product development is primary about increasing the energy 
efficiency of drilling equipment. This is a continuous long-term effort, the success 
of which depends on continual refinement and improvements to the design. 
Pursuing this with a life cycle perspective is essential.

The main environmental impact occurs during use of our products. For example, 
improving the air flow through drill pipes leads to energy savings that in turn 
allow for savings on costs and environmental impact, which may result in 10-30 
percent reductions per drill hole in diesel use.

We invest in improved product environmental performance. One current example 
is the investment we have made in a coolant cleansing system, which will generate 
vital environmental benefits in the form of improved resource efficicency and 
reduced waste. The resulting cost savings will be re-invested in further sustainable 
improvements.

Driconeq
Development and manufacturing of advanced drilling equipment

140 employees
Operations in Sweden, Australia and South Africa

Photo: Driconeq

43





Th
e Pro

d
u

ctio
n

 M
an

ag
er

The Production Manager
The Production Manager contributes to sustainable profit by ensuring 
a safe and environmentally-optimized production process, aligned with 
the company’s sustainability ambitions.

Business critical sustainability issue:
Is our production process sustainable?

A production process by definition has a negative environmental impact. The 
Production Manager will, together with the Environmental Manager, describe this 
impact in detail, and systematically work to reduce it.

The sustainability work can result in substantial cost-reduction opportunities as 
well as lower absenteeism. 

The Production Manager will face challenges in countries where good working 
conditions and human rights are less valued. The Purchasing Manager will work 
together with the Production Manager to ensure that bought-in components and 
services support the sustainability objectives of the company.
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Checklist for the Production Manager
 � Ensure an environmentally effective production process by setting 
measurable targets for: 

 – reduction of harmful emissions into the air and water

 – reduction of waste

 – reduction in the use of harmful chemicals

 – reduction of other known risks to the environment or  
human health

 – reduction of consumption of energy, materials and water

 – routines for follow up of targets above.

 � Ensure a safe production process for the employees through:

 – training and systematic preventative actions, starting  
with high-risk areas

 – careful follow-up of accidents and incidents.

 � Ensure generally good working conditions and ethical behaviour,  
follow-up on:

 – health and safety 

 – equality and diversity

 – discrimination

 – competence development

 – acceptable wages and acceptable working hours

 – freedom of association

 – collective bargaining

 – child labour

 – forced labour 

 – corruption.
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Comments by Bengt Olof Hansson

A responsible production process is a pre-requisite for a trustworthy profile 
as a sustainable company.  The Production Manager carries a major responsibility 
for the implementation of the sustainability programme. It is important to have 
company-wide objectives, such as having all the production facilities upgraded to a 
certain level of environmental performance. The speed of the change process must 
be determined by the financial circumstances of each facility, but the direction 
must be clear for all to see.

The environmental impact varies, of course, from one manufacturing company 
to another. It requires priority-setting and a long-term focus on achieving results. 
There are considerable cost-savings to be made by working systematically. 
Upgrading to energy-efficient lighting is surprisingly cost-effective in old and large 
facilities. Reducing waste, particularly harmful waste, is another profitable activity. 

The really big savings, however, are achieved by doing things right from the very 
start when planning a new facility.

For service companies, electricity, heating and business travel make up the bulk of 
the negative environmental impact. These companies can quite easily reduce costs 
by reducing travel and improving energy efficiency in their office facilities.
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Jörgen Greve, 
Production and Logistics Director Arla

In what way has your production process been affected by 
sustainability requirements?

Arla productions have undergone a complete overhaul in the last ten years, to 
meet sustainability requirements imposed by our customers, employees and 
owners. Achieving leadership change and bringing the entire process together has 
been the most important part, but also the greatest challenge. Our sustainability 
requirements are global and apply to our production facilities in Asia as well as 
in Sweden. There is no shortage of tools and operating systems for sustainable 
production; if anything, there are too many. The vital point is the extent to which 
management teams in individual countries and at individual dairies assume 
responsibility and show commitment.

Achieving a zero-accident production environment is a key priority. We have 
maintained accident records since 2006 and have managed to reduce the number 
of accidents by analysing the accidents that have occurred and taking action.

Production wastage is a major environmental culprit. We have come a long way in 
terms of efficiency and sustainability in our production facilities, but it is equally 
important that we are able to follow up the process in our customer contracts. Our 
current focus is the overall picture, all the way to the end customer.

Arla
Dairy business

16,000 employees
Production facilities in 13 countries

Photo: Arla
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The Environmental Manager
The Environmental Manager contributes to sustainable profit by 
identifying environmental risks and reducing them. This process forms 
the basis of an attractive environmental profile. 

Business critical sustainability issues:
Are the environmental objectives supporting the company´s 
sustainability ambition?

With an attractive sustainability profile a company can improve its market 
position. Working with the environmental aspects will reduce the risks of economic 
damage and negative publicity. The Environmental Manager (or sometimes EHS 
Manager for Environment, Health and Safety) takes a life-cycle perspective and 
reduces the negative environmental impact during the production phase, the use 
phase and when the product has reached the end of its life.

Do the employees have the information and tools needed to change 
behaviour?

With the managers as role models, employees can influence environmental impact 
through their behaviour and daily choices. It is the role of the Environmental 
Manager to inspire and pave the way for reduced wastage, environmentally smart 
solutions and recycling.
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Checklist for the Environmental Manager
 � Ensure that environmental concerns are included in the Code of Conduct.

 – The following areas should be considered:

 reducing harmful emissions into air and water

 reducing waste

 reducing usage of hazardous chemicals

 reducing other known environmental and health risks.

 – Effective use of resources throughout the product’s life-cycle with 
regard to:

 energy

 water

 materials.

 �Develop relevant targets that are measurable and easy to communicate.

 �Offer tools and information so that employees can easily choose 
environmentally smart solutions.

 � Evaluate the added value resulting from environmental certification work.

Th
e 

En
vi

ro
n

m
en

ta
l M

an
ag

er

52



Th
e En

viro
n

m
en

tal M
an

ag
er

Comments by Bengt Olof Hansson

The Environmental Manager and the Sustainability Manager can 
sometimes be the same person. There are, however, different competences 
required. The Environmental Manager has the specialist knowledge to reduce 
environmental risks. Health and safety also requires specialised knowledge and 
skills. The Environmental Manager must be prepared for internal resistance, but 
must, for the benefit of the company, resist short term solutions.

Certification is one way to show environmental measures. The Environmental 
Manager must be on the alert so that certification does not become a self-serving 
process. It can be effective and sometimes necessary, but also expensive and 
demanding on resources. I see certification and Codes of Conduct as starting points 
for sustainability, but customer focus is essential.
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Lena Wennberg, 
Head of Environment  
and Sustainability Swedavia

Swedavia runs a comprehensive environmental programme 
which is world-leading in the airport industry -  
what’s driving you?

On the whole, the aviation industry has set ambitious and measurable 
environmental targets. From 2020 air travel emissions should not increase even if 
air travel continues to grow. By 2050, CO2 emissions from world-wide air travel 
should be halved compared with 2005. To achieve these targets, those of us 
working on the ground must do everything we can to reduce the environmental 
impact of our industry.

In 2011 Swedavia reduced its energy use by a full 15 per cent, which not only helps 
the environment. With cost savings of 19 million SEK, this is also good news from 
a financial point of view. The migration to renewable fuels and energy sources has 
also proved beneficial from a financial point of view.

Our CO2 emissions from fossil fuel use have dropped by 60 per cent since 2005; 
by 2020 our aim at Swedavia is that our own operations should have zero CO2 
emissions from fossil fuel use.

What has been the key to getting this far?
Measuring and follow-up are important. Environmental data gets reported on a 
monthly basis, and environmental targets are tracked quarterly in the same level 
of detail as financial targets. This helps us to focus on achieving real results and 
justify extensive investment. The focus and commitment of the management 
team is of fundamental importance. All Swedavia employees are aware of our 
environmental targets and how we can reduce our environmental impact by 
working together.

Photo: Swedavia
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Swedavia has also achieved a good level of environmental performance by actively 
seeking partnerships. One example of such a partnership is the contribution 
Swedavia made to the development of a bio gas-powered snow clearance vehicle 
by Volvo, for which Volvo subsequently earned an award for quality. Other 
partnerships include airlines, aircraft manufacturers and air traffic control agencies 
with the aim of developing ways of making air travel more environmentally 
friendly, such as so-called green approaches and shorter airline routes. Air travel 
should be operated in a way that reduces both the environmental impact and the 
noise exposure for residents near airports.

Swedavia
Owns, operates and develops 11 airports in Sweden.

2,500 employees
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The Purchasing Manager
The Purchasing Manager contributes to sustainable profit by choosing 
suppliers that support the company’s sustainability objectives.

Business critical sustainability issues:
Are our suppliers engaged in our sustainability efforts?

Sustainable supplier relationships are built on mutual respect. The Purchasing 
Manager should have a long-term view in the training and monitoring of 
suppliers. The objective is to develop the co-operation in such a way that the 
supplier sees itself as an important player in enabling its customers to gain a 
strong market position. Involved suppliers mean less cost in monitoring and fewer 
corrective actions.

What supplier risks do we have and how can they be reduced?

Confidence in the company may be reduced if there are shortcomings at the 
supplier end and if corrective actions are not seen to be enough. The Purchasing 
Manager will evaluate the supplier risks in relation to responsible production, 
ethical conduct and high levels of environmental performance. A clear Code of 
Conduct for suppliers forms the basis for a sustainable and effective relationship. 
Once this code is in place it must be implemented.

The most demanding task for the Purchasing Manager is to reduce the supplier 
risks in countries where safe working conditions are not focused on and where the 
respect for human rights is low.
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Checklist for the Purchasing Manager
 �Develop a Code of Conduct for suppliers that include respect for human 
rights, safe and sound working conditions, high levels of environmental 
performance and ethical behaviour.

 �Develop a process for communicating this code to suppliers.

 �Develop a process for monitoring suppliers, with pre-announced and 
unannounced visits. 

 �Offer the supplyers access to your whistleblowing service.

 �Develop routines for addressing non-conforming suppliers.
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Comments by Bengt Olof Hansson

Price, quality and delivery performance are requirements that Purchasing 
Managers must always work with. Sustainability requirements should receive the 
same attention.

My experience is that it pays to look for suppliers with a good reputation and a 
proven sustainability track-record. Larger suppliers could normally not afford to 
misbehave. It could be worth a somewhat higher price to deal with a supplier 
whose sustainability procedures are in place, rather than having to change 
suppliers, as well as the risk of damaging one’s own brand name. 

It is important to have a good process for evaluating the risks involved with all the 
suppliers. This evaluation should be done in co-operation with the Sustainability 
Manager. By beginning with the most difficult countries and suppliers, the 
Purchasing Manager will start reducing the most serious business risks first. Th

e Pu
rch

asin
g

 M
an

ag
er

59



Karolina Hagberg, 
Food Manager, Purchasing Coop

How do you work with sustainable purchasing?
Product safety and production conditions are our main perspectives on 

sustainable purchasing. The challenge is to establish a systematic way of evaluating 
suppliers to achieve a good balance of parameters beyond the price. 

In our experience, many improvements can be made by having an active dialogue 
with suppliers. Our focus on sustainability has led to more suggestions and ideas 
from suppliers. Most important is to choose your suppliers carefully, and clarify and 
follow up your requirements.

KF
Retail Group

8,800 employees
Procures goods from over 100 countries

Photo: KF Group 
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The Human Resource Manager
The Human Resource Manager contributes to sustainable profit by 
increasing the positive engagement of all employees.

Business critical sustainability issues:
Are employees positively engaged?

A company that manages its business in a responsible manner, and contributes 
positively to society will foster a sense of pride among its employees. Developing 
and employing responsible and engaged managers is the key to becoming 
a sustainable organisation, with good working conditions and fair career-
development opportunities.

A well-managed and well-communicated sustainability programme will actively 
contribute to creating an attractive workplace for which it is easier to recruit and 
where absenteeism is lower.

Have we reduced our employee-related risks?

The Human Resource Manager will reduce the risks related to both the company’s 
employees and suppliers’ employees by describing the required working conditions 
in the Code of Conduct.

If the company is doing business in countries where there is a considerable risk 
of human rights violations and a need for decent working conditions, clear and 
forceful actions are required.

Offer all employees the possibility to report a suspicion of misconduct. It is 
important that the service has high data protection and is easy to use.
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Checklist for the Human Resource Manager
 � Ensure that the Code of Conduct describes the responsibility towards 
employees and that it covers the company’s own employees as well as 
suppliers’ employees. Pay attention to the following areas:

 – health and safety

 – equality and diversity

 – discrimination

 – competence development

 – freedom of association

 – collective bargaining

 – acceptable wages and working hours

 – child labour

 – forced labour

 – corruption.

 �Offer all employees a secure whistleblowing, that enables anonymous 
reporting, and dialogue with an anonymous whistleblower.

 �Develop a programme for how to engage employees.

 � Consider community projects that involve employees.

 �Develop measurable objectives for leadership, engagement and loyalty. Th
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Comments by Bengt Olof Hansson

When it comes to the HR Manager it is not easy to define the difference 
between sustainability work and normal HR work. To be able to reach everyone 
the HR Manager must develop managers who understand that sustainability is 
their responsibility. Lukewarm management is not enough. Preventive work is the 
way to success, rather than chasing those who are not performing.

My experience is that sustainability touches the individual. The strong level of 
commitment we experienced at SKF when the task began, was as unexpected as 
it was important. It is among the committed employees that you will find the best 
ambassadors and future leaders.
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Yvonne Celsing, 
Human Resource Director Loomis

What added value does sustainability provide?
It enhances our corporate culture and makes us proud to be a company 

with a long-term perspective on our work and role in society.

Loomis has set a corporate target of becoming the best employer in the business. 
It is important that we work towards real, shared goals. Being a highly ambitious 
employer helps us to recruit the right employees and reduces both staff turnover 
and sick leave. Loomis becomes a more fun company to work for! 

In Sweden we address these issues at a local level, through appointed 
ambassadors. We also encourage our employees to take part in sponsored projects 
that are linked to our business, such as crime prevention initiatives.

The ultimate aim is to improve customer service through our focus on employees. 
However, to achieve this we need to reach our entire staff.  Only by clearly 
visualising what we mean by being the best employer in the business, both 
internally but also externally, will we be able to see the commercial benefit of our 
sustainability work.

Loomis
Specialist in holistic solutions in security services

20,000 employees 
Operations in 15 countries

Photo: Loomis
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The Communications Manager
The Communications Manager contributes to sustainable profit by 
strengthening the brand with trust and responsibility.

Business critical sustainability issues: 
Does the sustainability work create interest and trust in our company?

Communicating real actions and results, which improve the environment and 
people’s health and safety, creates interest. By integrating sustainability into 
internal and external communication the company will enhance trust in its brand.

Is the communication transparent and clear?

The reputation of a company can be damaged overnight if its motives and 
actions are questioned. It only takes a single incident, such as the breaching of 
environmental laws or regulations, or corruption. In such cases preventive actions 
must be clearly and openly communicated.

A sustainability report with clear results is important in building trust, externally 
as well as internally. This report should show the relevant key indicators that 
demonstrate the impact on customers, employees and society.
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Checklist for the Communications Manager
 � Ensure that the company performs transparent reporting of sustainability 
data, comparable from year to year. The Global Reporting Initiative (GRI) 
can give valuable assistance.

 �Develop messages to prioritised target groups that clearly show the 
ambition level of the sustainability programme.

 � Identify a programme for community involvement that is aligned with the 
business objectives.

 � Consider signing the UN’s Global Compact, i.e. a commitment to uphold 
basic sustainability principals. This is a simple and effective way to convey 
the ambitions of the company.

 � Consider participating in rankings such as the Dow Jones Sustainability 
Indexes.

 �Measure attitudes to the sustainability programme among customers, 
employees and owners.

Comments by Bengt Olof Hansson

Sustainability should run as a ‘green thread’ throughout communications; 
in the annual report, on the web, in promotional material, in contacts with the 
press and in advertising. 

It is important that sustainability activities are well-established internally before 
they are communicated externally. Employees must be involved and informed 
otherwise external communications may lack credibility.

If the CEO and the Communications Manager are comfortable with the 
sustainability program and messages, they will be properly prepared, should 
anything go wrong.

A company is part of the society. Supporting community initiatives with links to 
business will pay off in the form of employee and customer appreciation, as well as 
creating interest from the media and the authorities.
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Eva Stål, 
Communication manager IKEA

How do you work with sustainability communications?
Sustainability is an integral part of IKEA’s operations and our 

communications. Our challenge is to create simple, relevant and product-related 
messages to inspire our customers to live a more sustainable life in their own 
homes.

Sustainability work is complex. Communications always begin with employees. 
They encounter our customers every day and they are our prime ambassadors. All 
co-workers are involved in trainings to understand what sustainability means for 
the customer, for the environment and for IKEA and how they can contribute. The 
co-workers have for example received a handbook on sustainability ‘The Never 
Ending Job’, and have also completed sustainability-focused e-learning.

When issues or deficiencies are discovered, openness is of the greatest importance. 
The incident must be described, as well as how and when the issue will be 
corrected.

IKEA 
Home furnishings company

131,000 employees

Photo: IKEA
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Anders Collman, 
Communications Manager Cramo

How do you communicate ethical issues?
Cramo is present in several countries. Ethically correct behaviour is essential 

for our brand to show credibility. One way of communicating this internally is 
through a corporate game for all members of staff. This has been a fun and 
engaging way of conveying our values. The game has generated suggestions 
for improvements from our employees, which have then been processed by the 
management team, and have affected the ways of working throughout the group.

Cramo
Service company, equipment and modular space rentals

2,400 employees
Operations in 15 countries

Photo: Cramo
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The General Counsel
The General Counsel contributes to sustainable profit by ensuring that 
the sustainability ambitions of the company are made clear in the Code 
of Conduct, in business agreements, contracts and acquisitions.

Business critical sustainability issues:
Are we ensuring low sustainability risks in our business dealings?

The General Counsel will ensure that the sustainability objectives are met in 
agreements and contracts. Product safety, good working conditions and ethical 
conduct are examples of issues to be evaluated. The work of the General Counsel 
is that of steering towards sustainable suppliers, business partners and acquisitions. 
This work will prevent the need for corrective actions.

Do we have an effective way of dealing with non-conformance to the 
Code of Conduct?

An explicit and well-implemented Code of Conduct is an important tool for the 
General Counsel when dealing with suspected misconduct. Employees must 
understand how to report deviations from the code and the process must be 
simple. An anonymous whistleblowing channel will make it easier to find out 
about and act upon sensitive cases. Such cases could involve serious business risks, 
such as corruption, discrimination and environmental illegalities.
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Checklist for the General Counsel
 � Ensure that the company has a relevant Code of Conduct for:

 – product safety

 – environmental affairs

 – working conditions

 – business ethics

 – human rights.

 �Develop a process for evaluating risks related to suppliers, business 
partners and acquisitions.

 �Develop a process for the anonymous reporting of business misconduct; so 
called “whistle-blowing”.

 � Track the number of reported misconducts and actions taken.
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Comments by Bengt Olof Hansson

The market is literally a minefield and the General Counsel is there to 
ensure that the company moves safely through it. A General Counsel must resist 
conflicting interests and be allowed to deal with the uncomfortable. The Code of 
Conduct, internal audits and whistle-blowing are good sustainability tools for the 
General Counsel.

The General Counsel gets involved when there are risks of damage to the business. 
Bribery and embezzlement are examples of such incidents. It is important to 
investigate thoroughly and the Communications Manager and the HR Manager 
are often involved. If an employee is breaking the Code of Conduct there must 
be consequences, and in serious cases these will lead to police investigations or 
dismissal.
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Håkan Osvald, 
Senior Vice President, 
General Counsel Atlas Copco

What are your sustainability priorities?
My main task is to make sure we are aware of the risks when we 

make decisions, and manage these accordingly. Acquisitions always include an 
assessment of the environmental risks. I have been involved in transactions where 
the environmental assessment has been the determining factor of whether or not 
to proceed.

Corruption is an area that is more difficult to control. We have had tip-offs about 
briberies thanks to our Ethical Helpline, which our employees can use anonymously 
if they suspect someone of breaking our rules.

Sustainability issues are much more important today than they were 20 years ago 
due to more stringent legislation. These days companies will be held responsible 
for pollution, exposing employees to health risks, etc. I have increasing respect for 
this issue. It is predominantly of commercial importance to us.

Atlas Copco
Industry Group, compressors,

construction and mining plant,
industrial tools and assembly systems

33,000 employees
Operations in 170 countries

Photo: Atlas Copco
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Malin Helgesen, 
Counsel Vinge

What significant trends would you point to in the field  
of sustainability law?

In contrast to the traditional dynamics of law versus market, the market is ahead 
of the lawmakers when it comes to sustainability. This does not mean that 
legislation is stagnant in this field. More and more is happening and it is important 
to keep up as development is fast.

The current trend in anti-corruption legislation in Sweden and worldwide is that 
boards and executive teams that have failed to implement adequate measures 
may find themselves facing criminal liabilities and may cause the business to incur 
severe penalties.

Merely a policy on paper is not enough. Depending on the nature and size of the 
threat of corruption, the company should at least have in place effective internal 
procedures, as well as staff training and adequate contol of external collaborators.

EU is trying to use regulations to put pressure on both businesses and member 
states to enhance their sustainability efforts. Changes are currently being made 
to the accounting directive with the aim of making sustainability reporting a 
mandatory part of the annual financial report.

In addition, changes have been proposed to EU procurement regulations which 
include putting greater emphasis on sustainability criteria during tenders. For 
example, under this proposal the entire life cycle of a product can be taken into 
account instead of merely the purchase cost.

Regulations on corporations and human rights responsibilities consitute the 
least developed part of sustainability legislation. However, the United Nations 

Photo: Vinge
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Framework for Business and Human Rights will bring changes in this area as well, 
eg by forcing governments to take steps to ensure that domiciled businesses are 
not involved in human rights violations, irrespective of where the actual crimes 
take place.

The marketplace is increasingly utilising the law to promote sustainability 
development even without the involvement of lawmakers. One example of this is 
an emerging trend seen in several European countries to use existing legislation to 
make global corporations answerable in their home countries for damage caused 
by their subsidiaries to native populations in countries with weaker legal systems. 

Another example is that contractual provisions are increasingly being made with 
respect to a company’s responsibility towards its business partners, that business 
should be conducted in an ethically sustainable manner. This type of dynamics will 
quickly add further weight to sustainability issues. Operations that are perfectly 
legal at present may have far-reaching legal consequences in the near future.

Vinge 
Commercial law firm

450 employees
Operations in Sweden, Brussels and China
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Susanne Sweet, 
PhD, Associate Professor, 
Chair of Sustainability Research Group, 
Stockholm School of Economics

We live in a time where critical sustainability issues, such as depletion of 
vital natural resources and financial and humanitarian vulnerability in 
our supplier countries, are having an increasing impact on our business 

activities. Corporations are also expected to be good citizens and to come up with 
solutions to important problems in society.

Leading corporations are addressing these challenges and are working to integrate 
sustainability into all functions within their businesses.  Several examples are 
provided in this handbook.  Future companies will also be working innovatively 
to find solutions to societal problems and challenges, thus creating value for their 
business and for society.

To work well, sustainability should not be tied to a specific unit or function within 
a company; instead it must be well supported and integrated throughout the 
organisation as a whole as well as throughout the company value chain, from 
primary supplier to end customer and recycling.

In my opinion, this handbook provides all managers and departments with a brief 
and easy to grasp introduction to important sustainability issues, as well as ways 
in which each department within a company can contribute to creating quality in 
the corporate sustainability work. I hope it may also inspire more people to have 
the courage to start working with social and environmental issues despite not 
being experts in these areas, to create value for their businesses and for society as 
a whole.

Photo: Stockholm School of Economics
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9 ABOUT US
We, the authors of this book have had the privilege, in a variety of ways, to follow 
developments in the area of sustainability, from a marginal issue of relevance 
only to experts into a matter of critical strategic importance for corporate 
management.

Gunilla Hadders, 
CEO and Senior advisor at TripleB. Gunilla has long 
experience from strategic work with pioneers within the 
field of sustainability. 

Bengt Olof Hansson, 
former Vice President, Corporate Sustainability at SKF, 
which is top ranked in the world and recognised for its 
pragmatism and professionalism.

Karin Henriksson, 
Senior advisor at TripleB. Karin has extensive experience 
in corporate market positioning through sustainability.
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Thank you for constructive comments: Ulf Andersson, EHS Manager SKF, Richard 
Björnelid, former Managing Editor Affärsvärlden, Klas Eklund, Senior Economist SEB, 
Ilkka Haavisto, Director of Research Elinkeinoelämän valtuuskunta (Eva),

Lars-Olle Larsson, ESG Manager Swedfund International and former partner within 
sustainability PwC, Sharmin Lubonski, PhD Sustainability, Susanne Sweet, PhD, 
Associate Professor, Chair of Sustainability Research Group, Stockholm School of 
Economics, Sim Tee Lam, Corporate Sustainability SKF, Magnus Rosen, Corporate 
Sustainability SKF, David Rönnegard, INSEAD Senior Research Fellow of Ethics and 
Social Responsibility. We thank our families for their support.

Useful links:

International Principles and Guidelines: 
UN Global Compact: www.unglobalcompact.org 
UN Principles for Responsible Investments: www.unpri.org 
OECD Guidelines: www.oecd.org/daf/inv/mne 
Global Reporting Initiative: www.globalreporting.org 
Integrerad Reporting: www.theiirc.org 
ISO 26000: www.iso.org/iso/home/standards/iso26000.htm

Business and Human Rights:  
Business & Human Rights Resource Centre: www.business-humanrights.org 
Institute for Human Rights and Business: www.institutehrb.org 
Shift: www.shiftproject.org 
Human Rights (The Swedish Government’s website): www.manskligarattigheter.se/en

Anti-Corruption: 
Transparency International: www.transparency.org 
Business Anti-Corruption Portal: www.business-anti-corruption.com

Business Sweden: www.business-sweden.se/en 
Ministry for Foreign Affairs (Sweden): www.government.se/sb/d/2059
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in building and securing sustainable profit.

How is sustainability integrated into Volvo’s product development process? What is Swedavia doing to 
reduce the climate impact of the aviation industry? Several Swedish companies explain how they work 
with business driven sustainability work. All efforts should take place at a level where the company can 
make a genuine difference.

“It is important to break down the sustainability work to be able to address real issues such as 
the environment, working conditions, health and safety matters, and ethical considerations.“

Leif Johansson, Chairman, Ericsson and AstraZeneca

“We win business through sustainability. Proud employees are also a huge advantage. Funds with ethical 
criteria hold one quarter of SCA’s shares, and the number is increasing.”

Kersti Strandqvist, Senior Vice President Sustainability SCA 
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