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1 Global development of CSR and 
the Nordic corporate self-image 

“For purposes of this discussion it [CSR] refers to the firm’s consideration of, and 

response to, issues beyond the narrow economic, technical, and legal require- 

ments of the firm.  It means that social responsibility begins where the law ends”.

“Employment of minority groups, reduction in pollution, greater participation in 

programs to improve the community, improved medical care, improved industrial 

health and safety—these and other programs designed to improve the quality of life 

are covered by the broad umbrella of social responsibility”.

“The social 

responsibility of business encompasses the economic, legal, ethical, and discretionary
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expectations that society has of organizations at a given point in time”.
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2 Nordic Country statistics: 
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Finland
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In chapter 3 table 8 presents the top reporters in the Nordic Countries. All companies 
presented report to the UN Global Compact and Global Reporting Initiative. The table 
includes information about external assurance and evaluation of the reporting and 
additional information about complying with OECD standards. 7 top innovative compa-
nies are presented with qualitative statements.



3 New Challenges and possibilities 
in the Nordic Countries: 

“Globalization has increased competition between the world regions.’ Scandina- 

via/the Nordic countries ‘ are known to many in the world making it a strong 

brand. Therefore, it would add value to each of the Nordic countries to create a 

united marketing front in the world .The Council further expressed that they will 

promote marketing of ‘Scandinavia’/the Nordic countries as a part of the Nordic 

globalization campaign in cooperation with the Ministers of Nordic Cooperation 

and their agreement about the profile of the Nordic cooperation. The Council 

expresses that they will work toward a new Nordic green strategy in the coming 

years. The strategy will be an offensive approach to strengthen the Nordic compa- 

nies’ competitive edge and meet the challenges climate change provides. It will 

also profile the Nordic principles for corporate social responsibility and include 

concrete initiatives with the objective of improving conditions for innovation” 

(Nordic Council of Ministers Statement of 2009).

27



28



29

Corporate Global Citizenship

Business Engagement in 
processes that address global 

challenges.

Issues and Partnerships in 
Sustainability/GRI/ UN Global 

Compact/Transparency

Corporate Social R -
esponsibility. Responding to 
Stakeholder Expecta tions. 
Minimizing negative and 

maximizing positive effects. 
Developing a culture for 

ethical decisions.

Corporate Governance

Complying with laws 
and ethical norms

Corporate conduct

Values and Norms

Nordic 500 Data 2009

Corporate Social 
Entrepreneurship

Using innovative capabilities/
Products that improve welfare 

and sustainability

Corporate Philanthropy 

Donating Money, Time and 

Effort to support a good cause
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“In 2008, Kesko signed the trading sector energy efficiency agreement  

and committed to saving 65 GWh of its annual energy consumption by the end of 

2016 through various actions. By the end of 2012, they had already achieved 

approximately 70% of the target. “Our objective is to reduce food wastage by 10% by 

2020. K-food stores aim to reduce food wastage with the help of a forecast based 

replenishment system, among other things. Environmentally friendly transportation 

solutions are constantly sought, as transportation has a significant impact on the 

environment. Our aim for Kesko’s logistics company Keslog Ltd is to cut carbon 

dioxide emissions from transportation by 10% by 2020. Emissions are lowered by 

economical driving, route planning and two-tier trailers.”
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“Understanding and acting on our impact

Everything we do has an impact on the environment - from the raw materials we select 

to how our suppliers and factories process and utilize those materials; from the amount 

and type of energy used to make our products to the way we transport them to our 

customers; from the energy used by our products when applied by our customers to
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the way our products are disposed of at the end of their useful life.

In other words, every stage in our value chain presents us with the possibility to 

reduce the environmental impact. Doing so not only addresses our responsibility 

towards society and future generations, it also enhances our ability to do more with 

less and so creates sustained competitive advantage.

That is why SKF’s environmental approach is based around the implementation

and integration of environmental life cycle management into core business processes.”

“Our strategy for actively reducing our environmental impact is called SKF Be- 

yondZero and it consists of two simultaneous goals:
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“Exercising social and environmental responsibility is a business impera- 

tive and must be managed and accounted for in the same way as all other aspects of 

our operations. We set long-term targets for our social and environmental perfor- 

mance and have built the TBL principle into corporate governance structures, man- 

agement tools and methods of assessing and rewarding individual performance. 

Overall responsibility lies with The Board of Directors, but every single Novo Nordisk 

employee is responsible for enhancing our financial, social and environmental 

performance.”
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“Responsible business practice is key to sustainable development

We ensure that through our

• Integration of social responsibility in all business processes

• Long-term and responsible management of pension funds

• Work with ethics, integrity and anti-corruption in dealing with customers, suppliers

and others in the value chain”

“KLP has had ethical filtering of its investments in securities since 2002. Right from 

then, openness has been fundamental to this strategy. We believe that being trans- 

parent about the exclusions and the reasons is about taking responsibility for our 

choices, with a genuine desire and aim that this will lead to change. In the same way 

that we demand transparency from the companies in which we invest, we must be 

open about our work ourselves.”



“To produce more hydropower, wind power and district heating and develop new 

sources of energy such as osmotic power. These are our keys to a cleaner future, 

being renewable energy sources with absolutely no greenhouse gases or other 

polluting emissions.”

“Energy: Increasing the percentage of renewable energy is one 

of the most important measures we have to limit global warming. Production of 

environmentally friendly energy is Statkraft’s most important contribution to the 

environment. In 2010, 88.1% of Statkraft’s power production was based on renew- 

able energy sources. Hydropower is highly efficient and very flexible, and is based on 

relatively simple and well developed technology. Hydropower production can also be 

combined with other functions such as flood abatement, irrigation, transport and 

recreation.”

“Statkraft has entered into an agreement with IHA (Interna- 

tional Hydropower Association) to be a “Sustainability Partner”. As part of this 

agreement, we have tested the Hydropower Sustainability Assessment Protocol. 

Statkraft has conducted an assessment of Jostedal powerplant.”
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“Statkraft’s vision of meeting the world’s need for cleaner energy- combined 

with our expertise, responsibility and innovation-form a strong framework for our activity”.

“The connection between renewable energy and the climate is an important issue for 

Statkraft’s CEO, Christian Rynning-Tønnesen:

Increasing the share of renewable energy is one of the most important measures we 

have to limit global warming,” says  Rynning-Tønnesen. “The UN’s climate panel has 

estimated that we must increase the renewable share from the current 8 per cent to 

about 80 per cent worldwide by 2050. That is nothing short of an energy revolution, 

and we in Statkraft want to take part.”



4 Nordic 500: Sustainability 
and Transparency 
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5 Nordic 500: The Nordic 
development of diversity and 
corporate social responsibility 

“The Nordic countries have for more than 30 years applied gender equality as a 

unique method of increasing the general skill level and work life participation in 

the population. This method has contributed to the growth of the economy and 

development of Nordic societies.

Is it important for the future development of the Nordic countries to expand 

this model to gain from the increased diversity in corporate life” 
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gender, 

nationality age
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how to manage diversity 
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“Competition in the future will be increasingly about the ability to innovate and 

produce value-creating solutions that are difficult for others to copy. This will 

require the establishment of a strong innovation culture and the ability to use 

one’s own unique core skills. Globalisation is therefore not just about looking 

outwards and understanding the changes, but also about looking inwards and 

understanding one’s own strengths and skills”

”The Nordic Region as a Global Winner Region” The Nordic Council of Ministers 

2005
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6 A Benchmark of Top 

Innovative Companies 
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7 The 500 list 
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8 Insights and Future 

Considerations 
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9 Cases from Conferences 
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Creating, capturing and communicating value 10 October 2012 Slide no 12 

Our journey from stand-alone to 

integrated reporting 

2011 

2002- 

2004- 

Annual Report 

1999- 

2001 
Sustainability Report 

Reporting on the Triple Bottom Line 

1998 
Environmental and Social Report 

Social Report 

1994 

1995- 

Environmental and Bioethics Report 

Integrated 
reporting 

1992- 
Environmental Report 

Annual Financial Report Sustainability reporting 

Creating, capturing and communicating value 10 October 2012 Slide no 17 

The framework for <IR> 

Guiding principles 

• Strategic focus and future
orientation

• Connectivity of information

• Responsiveness and stakeholder
inclusion

• Materiality and conciseness

• Reliability

• Comparability and consistency

Content elements 

• Organisational overview and
business model

• Operating context, including risks
and opportunities

• Strategic objectives and strategies

• Governance

• Performance

• Future outlook
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Creating, capturing and communicating value 

Defining materiality…. 
What should be reported? 

10 October 2012 Slide no 23 

Policy-based 
performance 

Direct, 
short-term 
financial 
impacts 

Business 
peer-based 

norms 

Societal 
norms 

Stakeholder 
behaviour 
& concerns 
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More than insurance and 
savings – enhanced CSR*

• Active environmental efforts for more than 30
years, chiefly in relation to claims

• Own independent road safety research – unique
in the world

• Ethical investment criteria and corporate
governance since 2001 for the SEK 295 billion we
have under management

5  Folksam presentation   2014-02-05  Corporate Social Responsibility 

2013 Survey of Responsible 

Reporting in Swedish 

Companies 

8  Titel på presentationen   2014-02-05 
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All Swedish listed companies - 
Environmental scope 2013 

Score 

6,4% 
3,2%  0,0% 10% 

0 
10,4% 

1 

2 
18,5% 

3 

4 

5 

6 

7 

22,9% 
28,5% 

9  Titel på presentationen  2014-02-05 

71



All Swedish listed companies - 
Social scope 2013 

Score 
0 

1 

2 

3 

6% 

19% 

3% 0% 

10% 

10% 

4 

5 

6 

7 
29% 

23% 

11  Titel på presentationen  2014-02-05 

Investments has 
two consequences 
They work for us financially 

They affect the future that we, your 
children and your grandchildren will 
live in 

Responsible ownership is a 
method to take liability for both the 
sides 
6  Titel på presentationen  2014-02-05 
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Statkraft – a European leader in renewable 
energy 

A century of experience 
} Statkraft’s history is inextricably 

linked with the development of 
hydropower generation in 
Norway 

} Power plants and business 
operations date back as far as 
the end of the 19th century 

2 

Statkraft’s strategy -  deliver growth in pure energy 

STRATEGIC FOCUS AREAS 

Flexible European generation 

and market operations 

International hydropower 

Wind power 

District heating 

Small scale hydropower 
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CR - Key topics at a glance

Corruption 

Business ethics 
Governance Environment 

Climate change 

Landscapes 

Biodiversity 

Construction 

Volatile areas 

Safety and 
security 

Human 
Rights 

Resettlement 

Indigenous people 

Labour rights & diversity 

5 

The protocol topics 

Scores 

depend 
on 

Evidence 
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Improve sustainability performance 

Target weakest areas 

Target investment on priority issues Access to 
finance 

Assurance to 
utilities 

 Reputational risk 

Assurance to 
regulators 

Business Benefits 

Understanding 
among 

stakeholders 

Internal capacity 

 

Platform for dialogue 

Public signal of 
commitment 

Owners 
expectations 

Win 
concessions 

First-mover advantage 

16 
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Corporate Governance: 
The Responsible Innovation and Sustainability Conference

Sustainability strategy and sustainability reporting at 

HypoVereinsbank 

Anne Gfrerer, Head of Identity & Communications 
6 November 2013, Nordic Embassies Berlin

3

HypoVereinsbank's sustainability strategy 

Corporate responsibility 

People Environment Business 

Diversity Climate protection Customer satisfaction  

    Corporate citizenship               Product responsibility  Products & services  

Healthcare Environmental  protection Innovation   in the company
  Vocational & advanced training  

Management system, business ethics & compliance 

Communication and dialogue with stakeholders  
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A long tradition of sustainability – Milestones 

 
 
 

1995 2002 2004 2007 2010 2012 
 

Start of regular  Rated  Start of Signing of the Carbon-neutral Crowned "Top 

environmental industry leader sustainable UNEP Finance buildings Employer" 
reporting  in oekom  asset  Initiative management once again 

research's management declaration on 
sustainability  climate change  Annual  London 

ratings Participation in  stakeholder Benchmarking 
the EU survey Group method 

emissions launched introduced 
trading system 

 
 

 
2000 2003 2006 2009 2011 

 
Included in the Co-founder of Environmental Reputational Rated industry 

Dow Jones  the Equator  management Risk Council  leader 
Sustainability Principles system introduced in oekom 

Index  certified      research's 
according to  Rated industry sustainability 

ISO 14001 leader in oekom  ratings 
research's 

sustainability 
ratings 

 
 

People – Diversity 
 

Why do we advocate diversity? 
 

 Diversity is a firm component of the corporate culture at HVB (anchored in the 
Integrity Charter and Code of Conduct) 

 

 Focus of HVB's measures: gender diversity and age diversity 
 

 Promoting diversity is important not only for ethical and moral reasons, but is also 
necessary for the company and the economy in general! 
➢  Demographic changes make age diversity, as well as gender diversity and cultural 

diversity, indispensible in every company! 
➢  Several studies prove that mixed-gender teams perform better than single-sex teams. 

 

What are our objectives? 
 

 HVB's goal: Increase the share of women in the position of "Vice President" from 22% 

to 30% by 2017. This applies to specialist and managerial positions. 
 

 No rigid quota. Instead: internal agreement on goals at management level and 
business segment level as the respective prerequisites vary greatly. 

 

 Create transparency by achieving the goal in each segment. 
 

5 
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HVB's diversity measures at a glance 
 
 

Gender 

diversity KPIs 
Career & 

family 
Initiatives & 

networking 
HR processes 

& policies 
Learning & 

development 
 

 
 
 
 

"We would like to 

increase the share of 

women in the 

position "Vice 

President" from the 

current 22% to over 

30% by 2017." 

 

 
Shared Future 

Officer 

 
Family Service 

 

 
▪  Child care 
▪  Care for 

the elderly 
▪  Budgeting 

advice 

 
Day nursery 
(yet to open) 

 
 
 

 
Child care subsidy 

 
Parental leave 

concept 

UniCredit Women's 

International 

Network 

 

 
▪  UWIN Germany 

▪  regional UWIN 

 
Personal Assistant 

Network 
 

Alumni networks 

Strengthening of 
internal & external 

networks 

 
HVB Women's 

Council 

 
Gender 

Balance 

Program 

 
Works agreements 

UniCredit Bank AG 

 
Recruiting and 

staffing processes 

 
Assessing potential 

& succession 

planning 
▪  Female talent 

pipeline 
▪  Development 

programmes 
▪  Potential diagnosis 

 
Münchner 

Memorandum  für 

Frauen in Führung 

 
Sponsorship 

by CEO 
& top management 

 

 
 
 
 

UC Germany 

Women's Mentoring 
 

HVB Women's 

Council mentoring 

 
 

Management 

workshops 

 
Workshops & 

coaching 
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HVB Women's Council – excellent external expertise strengthens 

gender diversity within the Bank and beyond 

 

 
 
 
 
 
 

▪  Founded: 2010 
 

▪  Members: about 30 women 
entrepreneurs or managers from all 
industrial sectors and various regions 

 

 
 
Tasks 
▪  to advise the management board on socio-political topics and matters concerning 

women 
▪  to make the company more receptive to women's perspectives and include these in its 

business model 
▪  to increase awareness for matters that will be important for tomorrow's society 
▪  to initiate projects in the areas of consultancy, coaching and communication 
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Environment 

 

 
"For us, protecting the environment and the climate is an 

essential part of responsible corporate governance." 
HVB Sustainability Report 2012 

Environment 

 

 
 Climate protection 

®  30% reduction in CO2 emissions between 2008 and 
2020 

®  100% of bank operations carbon-neutral since July 
2013 

 

 
 

 Improving energy efficiency 
®  Renovation of the company headquarters (HVB 

Tower) to achieve Green Building status 
®   Green IT 

 

 Informing and raising awareness 
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Communication and dialogue with stakeholders 

 

"The interests of our stakeholders are at the heart of what we do. We listen to 

their expectations and use them to enhance our sustainability strategy." 
HVB Sustainability Report 2012 

 
Dialogue with stakeholders 

 Annual stakeholder survey since 2010 

 Regular discussion with consumer protection 
organisations, environmental associations, etc. 

 
Regular reporting 

 Sustainability Report published annually since 
2002 

 Separate GRI balance sheet prepared in 
accordance with the criteria of the Global Reporting 
Initiative 

 

Recognition of our achievements 

 Awarded "Prime Status" by sustainability rating 
agency oekom research since 2002 

 Recently confirmed for 2011: HVB is the most 
sustainable commercial bank in the world 

 Crowned "Top Employer" multiple times 
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