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Five trends
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Control is good. Co-operation is better
Adding value with compliance
Think holistically and demonstrate value creation
Integrating sustainability deeper into the business
Engage your customers and show them what you are doing
Consumers demand deeper insight and greater involvement
Waste is gold
Green is good for the bottom line
Every little helps
Sustainability as a business driver
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All to win. All to lose.
Iceland has been through a couple of turbulent years and there are even more
challenges to overcome before the country gets back on its feet. It is becoming
increasingly evident that relying on the past to predict and plan the future is no longer
an option, and we cannot afford to keep ‘business as usual’. It is crucial to change the
way we think about business, society and the environment in our long term planning
and decision making.
By Sif Einarsdottir and
Anne Mette Christiansen
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The future is here, and we must learn how to address the challenges it brings about.
Corporate Social Responsibility (CSR) and sustainability are no longer about high visibility
initiatives for companies, but are now the only way for businesses to secure long-term
survival. In order to successfully address the challenges of the future, and enjoy the
fullest potential of business sustainability, we must shift from reactive, ad hoc, CSR
activities into systematic integration of CSR considerations into the heart of the business.
Luckily, there are a growing number of business leaders in Iceland who are beginning to
realize these needs, and they’re taking a proactive stand by assisting their businesses to
genuinely incorporate sustainability into their business models. In addition, the growing
international regulation on integrative reporting puts pressure on all Icelandic businesses
to look beyond their financial performance.
The overview of the trends below demonstrates how businesses can turn the
growing demands for compliance into opportunities for innovation, better consumer
engagement and greater value creation. The chapter on sustainability in SMEs holds
a special relevance for the Icelandic market, by providing an insight into how small
companies can leverage sustainability for big and long-lasting benefits.
We hope you will enjoy reading our take on the leading sustainability trends, and find
the inspiration to act for greater sustainability in your business.
Good luck with your efforts!
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Trend #1:
Adding value with compliance
As the company’s value chain becomes more complex, compliance plays a vital
strategic role. Observing the rules and minimising risk are no longer enough.
Businesses must adopt intelligent risk management to achieve strategic
advantages.
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Control is good.
Co-operation is better.
By Anne Mette
Christiansen,
Partner at Sustainability
For more than 14 years,
Anne Mette Christiansen has
been advising clients across
all industries on CSR strategy
and policies, partnerships
and stakeholder dialogue.
She is recognised for her
expertise in environmental
issues, anti-corruption,
human rights, and supply
chain management and,
among several awards,
landed the ”Danish CSR
professional of the year”award in 2011.

How you make your products is becoming
increasingly important. The key is how to
handle the value chain and accordingly ensure
responsible supply chain management, where
focus is shifting from control to co-operation in
order to enhance innovation and competitive
advantage. Co-operation and transparency are key
elements when accommodating new consumer
trends and altered market conditions.
Your customers and investors are becoming increasingly
aware of how your products are being made. Where they
are produced, what materials are used and whether they
rely on child labour, violate human rights or contaminate
the environment. Customers and investors demand that
you act responsibly and ensure transparency throughout
your value chain – which is only becoming ever more
global and complex. And it makes no difference whether
your customers are end-consumers or other companies.
If your supplier relies on child labour or pollutes the rivers
of China, you will be held accountable.
There is nothing new about that. The new element is
that the pressure from customers and fluctuating prices
of energy and raw materials have prompted companies
to take a new approach to responsible supply chain
management. Previously, companies made do with
preparing Codes of Conduct and adopting process
requirements, and then turning up with arms folded
to check whether suppliers observed the requirements.
Nowadays, the most innovative companies enter into
close partnerships with their suppliers to ensure improved
working conditions and environmental management.

The monitoring and control approach is being replaced
with dialogue and co-operation. This co-operation also
creates a community of interest, making it possible for
companies and suppliers to develop new products and
innovative solutions together, for example focusing on
reducing energy consumption or utilizing alternative
resources in the supply chain.
Fewer risks. More innovation
Fundamentally, the purpose of the new trend is first and
foremost to minimise risks. But the goal is also to reap the
financial benefits of an energy and resource-efficient value
chain that is sustainable and enhances your competitive
advantage. By deepening the level of co-operation, the
company can ensure that initiatives become solidly integrated with the supplier.
The purpose of the co-operation is to build capacity and
create common interest in improved working conditions,
higher safety levels and enhanced environmental management at the supplier’s end. It also provides insight into the
supplier’s processes and creates even greater transparency.
And the greater the insight, the easier it is to rethink
processes and products in every link and make the entire
value chain sustainable. Consequently, assuming responsibility suddenly turns out to be profitable in the long run.
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How to switch from control
to co-operation in your supply chain
When you co-operate with your suppliers, you can help them act in a sustainable way. You also
gain insight which provides a platform for innovation in the value chain. Below are six important
steps to managing your supply chain responsibly, based on co-operation:

1
2
3
4
5
6

Know your suppliers. Evaluate the risks associated with each supplier, prioritise them and focus on
the most critical ones.

Make demands. Determine what you want from a supplier: Draw up a Code of Conduct which sets
minimum requirements for doing business with you. Make sure your Code allows monitoring and
sanctions if the supplier fails to observe the agreement.
Communicate your expectations. Enclose your Code of Conduct in the agreements and make
suppliers confirm they have understood the objective and contents. Repeat your expectations
regularly and enter into dialogue.
Check up on your suppliers. Prepare a plan for collecting and evaluating data on how the supplier
complies with your Code of Conduct. Remember: Some suppliers require more monitoring than
others.
Help your suppliers. Talk to your suppliers. Provide constructive feedback and follow up on
outstanding activities. Consider how your company can help them develop the managerial capacity
necessary, for instance, through courses, workshops, etc.
Co-operate with your suppliers. Consider how you can work closer together with your suppliers
to find new production methods that create better products, use fewer resources and improve
conditions for the people working to make your products – this will benefit everyone involved in
the process.

|7

Supply chain management
– the new challenge?
A survey of 600 top executives in large international manufacturing
and retail companies shows that;
 48% believe that the frequency of risk events in the supply chain
has gone up
 56% believe that macro environment and CSR risks pose the
greatest threat to the company
 64% have supply chain management programmes
 45% of those who use supply chain management programmes
believe they are insufficient
Deloitte, The Ripple Effect – How manufacturing and retail
executives view the growing challenge of supply chain risks.
2013 2013
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Front runners
IKEA
Renewable energy and sustainable production minimise
costs. The Swedish furniture giant installs solar power
cells on its own and its Chinese sub-suppliers’ facilities in
order to be energy self-sufficient and reduce CO2
emissions. Timber suppliers are trained in sustainable
forestry and water and waste management in order to
secure access to crucial resources in production.

Nike
Sustainable innovation is open innovation. The American
sports shoe manufacturer has innovation as part of its brand
DNA. Nevertheless, Nike impresses the market again and
again when it comes to consolidating its brand and
competitive position through sustainable measures. The
latest addition is a free app which offers designers and other
interested parties information on the environmental impact
of various materials. The objective is to help designers
throughout the clothing industry to choose materials that
impact less on the environment.
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Trend #2:
Integrating sustainability
deeper into the business
Today, companies face far more complex challenges than ever before.
Business as usual is not an option. A sustainable bottom line hinges on the ability to
practice sustainable management throughout the value chain. The common thread
for creating value in the future is integration.
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Think holistically and
demonstrate value creation
Many companies are in the process of integrating principles
of CSR and sustainability in their business and decisionmaking processes. The most important reason is because
they find that strategic efforts to manage social and
environmental risks generate financial returns and enhance
their reputation. It is quite simply becoming a financial
necessity. And it is not just about managing risks. Equally
important are the many innovation potentials that arise
when sustainability becomes integrated into the business.
In short, social and environmental risks also equal business
risks – regardless of whether we look at staff safety,
human rights, access to natural resources, ethical conduct,
or impact on local communities.
Countless examples exist of how poor management can
result in extensive damage to a company’s reputation
and, thus, on its earnings and growth. On the other
hand, skilful management – and communication of it
– may reduce risks and safeguard the company’s social
licence to operate.

Integrated thinking is the
key. A sustainable bottom line
cannot be managed from a silo.

Integrated thinking is the key
It requires the realisation that a sustainable bottom
line cannot be managed from a silo. It requires that
companies co-operate and communicate across
functions, departments and geographies in order to
integrate processes and co-ordinate decisions. This
creates the necessary perspective in all links of the value
chain and makes it possible to optimise all areas without
impairing some.
Integrated thinking requires that companies actively
consider the relation between the various activities and
the resources that the organisation uses or impacts on.
Integrated thinking leads to an integrated decisionmaking process that creates value in both the short and
long term.
Demonstrate the value of the intangible assets
Today, a company’s intangible assets account for the
bulk of its market value. Physical and financial assets
account for less than half. The rest relates to market
expectations for future returns from intangible assets
such as management quality, intellectual capital,
human resources and relations, brand, reputation,
etc. Consequently, more and more companies will
intensify their focus on intangible assets. In this context
it is imperative to recognise the interdependency of a
company’s resources, and how the various assets can
interact and thus support the business strategy most
efficiently.
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Integrated reporting provides overview
The market must be convinced that the company has
what it takes to ensure that the business also exists
and creates value in five, ten or twenty years’ time. This
requires that management is able to demonstrate that it
can overcome challenges and seize opportunities in an
ever-changing world.
In order to assess the company’s value in the short and
long run, investors will require more information on how
companies integrate principles of accountability and

sustainability in the business. One way to communicate
this in the future will be to publish an integrated report
in which the company analyses all significant parameters
of its value creation.
Integrated reporting reflects integrated thinking by
providing clear responses to how the company may
be affected by social and environmental challenges,
and how it integrates principles of sustainability and
accountability into its strategies and decision-making
processes.

By Helena Barton,
Partner at Sustainability
Helena Barton has more
than 15 years’ experience
in global sustainability
and is the chairman of
the Global Reporting
Initiative’s Stakeholder
Council and member of
the ACCA Global Forum for
Sustainability. She specialises in risk management,
reporting and assurance.
Helena helps companies
implement and comply with
international principles and
standards, including the
UN Global Compact, UN
Guiding Principles and ISO
26000/DS49001.
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Integrated thinking is
to actively consider the
interrelationship of activities
and resources which the
organisation uses or impacts.
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Integrating sustainability into your
business and reporting on it
Below are four important steps to integrated thinking and reporting:

1
2
3
4

Know your value chain. Gain perspective of the entire value chain by mapping all links. Pinpoint
strategically important resources or significant areas to follow up on – this may, for instance, be
increased risk of corruption in a critical link in the value chain.
Know your stakeholders. Identify your relevant stakeholders. Create an overview of their understanding of or perspective on the business. Analyse their information needs and enter into
dialogue.
Define the basis for future growth. Assess how interaction of the various assets drives value
creation in the organisation and ensures efficient and long-term profitability. Incorporate the result
into the company’s strategy and in the daily business processes.
Explain why you are here to stay. Describe how you create value – now and tomorrow. Launch
a process for integrated reporting that documents efforts and results and – most importantly –
invokes trust in the future of your business.
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Front runners
Marks & Spencer
In 2007, Marks & Spencer launched a plan to integrate
sustainability into its business. The goal was to become
the world’s most sustainable major retailer. The plan
outlined a number of objectives for how the company
should work with customers and suppliers to reduce
climate impacts and waste, use sustainable raw materials,
trade in an ethically sound way and help customers
adopt a healthier lifestyle. Marks & Spencer calls this plan
’Plan A’ – and there is no ’Plan B’. It constitutes the only
way to do business now and in future

Unilever Australia
When launching its sustainability strategy, Unilever
Australia handed out new business cards to all its
employees, on which all had been given the title ’Head of
Sustainability’. This signified that social responsibility and
sustainability constitute key principles of how Unilever
operates its business at all levels, but also that all
employees are responsible for implementing the strategy.
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More than half of CFOs asked say
their commitment to sustainability
has gone up in the past year. 61%
expect their commitment to grow
in the next two years. CFOs see
a distinct correlation between
business strategy and accountability,
thanks to the potential for savings
and growth offered by a sustainable
approach.
Source: Deloitte – Verdantix, “Sustainability and the CFO Survey”. 2012
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Trend #3:
Consumers demand deeper
insight and greater involvement
Consumers increasingly demand to be involved so that they also contribute to
sustainable development. But if consumers are to play a role in the value chain,
a precondition is that they have insight into it. This requires transparency – and a
rethink of business models.
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Engage your
customers and
show them what
you are doing
Clear communication and greater levels of openness in
companies’ organisation and production are increasingly
demanded by consumers who want to be sure that
the products they buy are genuinely sustainable. Many
companies are already accommodating this consumer
trend by elevating transparency and making it a fundamental principle in the value chain.
Create transparency
What a company actually does is so much more important
than what it says. Consequently, the fundamental priority
is to document the company’s sustainable efforts to the
growing consumer segment, who increasingly attaches
considerable weight to just that when they go shopping.

Right now, consumers focus on
sustainability in the products they eat,
wear or apply to their skin – but it will
spread to other areas too.
This is primarily done by putting the entire value chain
on display for the customers and creating access to data
for the individual product. By using the advanced Track
& Trace technology, for instance, the consumer can get
detailed data on how the product was made, who made

it and what effect production and distribution have had
throughout the value chain. Others choose to offer a full
perspective and publish detailed documentation of parts
of or the entire value chain of the company.
Right now, consumers focus on sustainability in the
products they eat, wear or apply to their skin – but it will
spread to other areas. In the global ’Sustainable Apparel
Coalition’ initiative, a third of the fashion industry, for
instance, teamed up to develop a global standard for
measuring and communicating the entire industry’s social
and environmental performance. And through the Italian
’Re-Mo’ organisation, several of the fashion industry’s
greatest brands support an initiative which is set to provide
consumers with information on how large a share of a
product comes from recycled materials, where the product
is made and how much water, energy and CO2 have been
saved. Finally, the GoodGuide smartphone app examines,
communicates, clarifies and compares companies’ sustainability efforts.
By relying on openness, transparency and consumer
involvement, many companies can create a common
identity together with their customers. This appeals to a
growing segment of consumers who do not just want to
buy a product but a new narrative to which they can affix
their identity, self-understanding and value-based standpoint. Companies wanting to take a share of this growing
customer segment must adopt trust and transparency as
important business principles to create loyalty and build
lengthy customer relations.
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Involving and committing consumers
The next trend is to create involvement through interaction which lets consumers play a greater role in the value
chain.
In one of the future business models, for instance,
consumers will be granted access to products and
services when the need arises. Still more companies sell
access to products rather than ownership – consumers
can borrow cars, toys and bags and return them later.
In return, consumers are given more choices, perpetual
right of cancellation and larger financial latitude because
they borrow instead of own.
The advantage to companies is that they use fewer
resources and are able to sell the same products multiple
times. Also, close ties to consumers constitute a massive
potential for product innovation.

The trend is especially evident abroad, but given the
growth rates and rooting in the market which are
apparent here in Denmark, there is no doubt that this
will be a business model which more established Danish
companies will also adopt in future.
Companies are increasingly encouraging their customers
to return recyclable products or offer to repair products
that are broken. This saves resources and solidifies
customer loyalty.
The increased interaction between consumers and
companies will also play out in the social media, which
will change from being channels of information to
platforms of co-operation and exchange of ideas.
Considerable opportunities exist in engaging consumers,
building new forms of relations and, on this basis,
developing new business models. Trust and involvement
of consumers will – just as price and quality – become a
competition parameter which is set to characterise many
of the most successful companies in future.

By Bahare Haghshenas,
Manager at
Sustainability
Bahare Haghshenas
specialises in partnerships
between the business
sector and NGOs, strategic
consumer involvement and
CSR innovation. Bahare
is highly experienced in
stakeholder dialogue,
market analyses, process
innovation and facilitation.
She has more than 10
years’ experience in
developing and launching
concepts in markets in
Europe, North America
and Africa. She is the
former Vice-President of
the Swedish Red Cross and
from 2006-2010 was a
member of the Delegation
for Human Rights
appointed by the Swedish
Government.
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Is a company’s openness and
honesty important to your
purchasing decision?
Openness and honesty affect consumers’ purchasing
decision. In a 2012 survey, 53% of British consumers
replied yes to that question. In 2013, the number
who said yes had risen to 64%.
Source: Cohn & Wolf, 2013. From Transparency to Full
Disclosure (3,000 adults across the UK, USA and China)

53%

66%

2012

2013
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How to create transparency and
increase customer engagement
Below are four important steps to ensuring transparency and increasing your customers’ engagement:

1
2
3
4

Understand your customers’ needs, interests and expectations when it comes to sustainability.
Use target group surveys to identify what drives your customers.

Build customer trust. Create transparency in the areas that are important to your customers.

Engage your customers. Make sure you include your customers in your sustainability efforts – listen
to what they’re saying. You may even let them take part in product development, or give them an
active role in ensuring the sustainability of the product.
Think new business models. You can consider, for instance, whether to offer access to products
rather than ownership, which will enable you to sell them over and over again.
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Front runners
Rent the Runway
Rent the Runway lets consumers rent a high-end dress of
their choice for one night. Customers may order online,
and the dress is delivered to their doorstep. The company
handles subsequent cleaning. It also offers showrooms in
which customers can try on the dresses before ordering
them.
Max Burger
Swedish Max Burger publishes the CO2 impact of each
meal on its menus to enable the customer to make an
informed decision. The burger chain for example tells its
customers that some of its best-selling burgers also have
the largest CO2 footprint. A courageous tactic in the
fast-food business.

Nudie Jeans
Nudie Jeans creates commitment by encouraging its
customers to wear their jeans for up to six months without
washing them to give them their true, personal fit. The
company also encourages its customers to return used
jeans so that the company may reuse the materials for
new jeans. It has also opened a jeans workshop where
customers can have their jeans repaired. This reduces the
environmental impact per pair of jeans.
ZaoZao
ZaoZao from Hong Kong creates dedicated customers
and collaborative innovation by letting them pre-order
garments from up-and-coming fashion designers. The
company’s online platform allows designers to make prelaunches, which enables the site’s community of fashion
enthusiasts to finance production.
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Trend #4:
Green is good for the bottom line
The competition for resources is intensifying as large countries such as India,
China and Brazil become wealthier. That is why more and more companies turn
to recycling of products and components within their business model.
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Waste is gold
By Karen Sørensen,
Senior Consultant at
Deloitte Consulting
Karen Sørensen develops
green business models for
Danish companies.
She manages two projects
under the auspices of the
Danish Business Authority, in
which a total of 40 Danish
companies develop
green business models and
transformation their existing
production.

Renting cars according to one’s needs or returning
deposit bottles after drinking their contents have already
been possible for many years. But companies do not see
the vast majority of their products again once they have
left the factory and found their way to consumers. Today,
more and more companies make an effort to prolong
the useful life of their products and thus make their
footprint greener. The trend is spreading to industries not
generally associated with recycling or leasing – all kinds
of businesses from robot suppliers to coffee suppliers
and furniture manufacturers are switching to green
production.
Green business models are not just good for the environment. They also improve relations to customers. When
signing service agreements for products, for instance,
companies’ relationships with their customers change
from temporary to permanent. Service agreements may
prolong the useful life of the product but can also make
sure that the customer stays connected to the company.
A similar arrangement arises in agreements where the
customer returns the used product and has it replaced by
a new or similar item satisfying the same needs.

Scarce resources and
the political agenda drive the trend
The trend of recycling products is very much driven by
the sharpened global competition for raw materials.
As long as EU countries were among the richest in the
world, we could outbid our competitors in the struggle
for scarce resources. But the new class of wealth
emerging from the BRIC countries drastically increases
demand, and, in the long run, we will not have the
financial capacity to outbid them for scarce resources.
That is why there are huge savings to be achieved by
preserving the resources we have purchased already in
the EU for as long as possible.
The trend is also supported by a political agenda around
keeping resources in circulation based on the largest
degree of recycling and reuse possible. In Denmark,
we incinerate much of our garbage and convert it into
energy. A political agenda, however, is prompting us
to reuse the resources to a much greater extent in the
future - either directly as complete products or recycle
components for other products. Among other initiatives
of this political agenda, the Danish Business Authority
offers support to the development of green business
models.
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Making your
business model green
Below are three steps to make your business model green:

1
2
3

Determine your product’s life cycle. Find out whether there is any value to be gained from recycling
your product at some point in the life cycle, for instance by comparing waste and raw material
costs.
Identify high-risk dependency. Clarify whether production is particularly dependent on one supplier
or one specific raw material, making the supply chain vulnerable.

Consider alternative business models. Can you lease your products, or could service agreements
prolong their useful life? If you cannot reuse the product yourself, could others benefit from it
through exclusive agreements?
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Front runners
Nespresso
Nespresso’s sale of coffee in small metal capsules means
that valuable resources such as aluminium often end their
life cycle in the household bin instead of being sorted for
recycling. That is why Nespresso urges consumers in
several European countries to return the used capsules to
Nespresso’s shops to recycle the metal.

Meldgaard A/S
Based on agreements with customers, Meldgaard A/S
takes back the cutting sand it has sold to customers for
their water jet cutting machines. For new cutting sand,
Meldgaard A/S depends on a small number of suppliers
who control access to the resource. But 50% of the used
cutting sand is reusable and even offers a higher quality
than new cutting sand. By taking back sand from its
customers, Meldgaard A/S reduces its dependency on
suppliers, builds stronger customer ties and avoids
depleting the resource.
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We don’t just want green
transformation in order
to assume environmental
responsibility, but also
because it already represents a
unique business platform for
Denmark.
Martin Lidegaard, Minister for Climate, Energy and Building
Source: Jyllands-Posten, “Danmark som klimaduks” (Denmark as the climate top boy).
26 October 2012
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Trend #5:
Sustainability as
a business driver
For smaller companies, the approach to sustainability has typically been rather
random and values-based. However, more and more are starting to acknowledge
the opportunities of using sustainability strategically to create value for the
company.
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Every little helps. Small and mediumsized enterprises are also turning
to strategic sustainability
By Camilla Marie Thiele,
Consultant at Sustainability
Camilla Marie Thiele has worked for
several years with the link between
CSR strategy, reporting and communication. She has broad experience in
helping companies create consistency
between development and implementation of strategy and policies
in the sustainability area, and was a
key advisor in Deloitte Sustainability’s
project for the Danish Business
Authority – ‘CSR for SMEs’ – helping
to implement strategic CSR in small
and medium-sized enterprises.

The largest companies have already for a long
time been using sustainability to strengthen their
business strategically. Many small companies
also work with sustainability, but this is typically
characterised by ad hoc efforts and by not being
systematic. These efforts are often driven by a
manager’s personal desire to make a difference.
More and more small companies are now
beginning to support their business by working
strategically with sustainability.
Minimising resource waste. Supporting sports clubs.
Donating to charity. Demands for decent working
conditions at suppliers. Today, most small companies
are already investing resources in sustainability. But
often, these efforts are based on values and driven by
management believing that “this is the right thing to
do”. These efforts are driven by individuals and often
reflect their own attitudes and ethics. They rarely
originate from a specific business objective and have
almost never been aligned to the business strategy.
Good deeds should show on the bottom line
More and more small companies are, however, also
beginning to consider how sustainability can develop
their business so that it shows on the bottom line. This
development is largely driven by their outside world.
They find that customers ask questions and make
demands. Their bank and investors want to know what
efforts they are making – and their employees want
to see plans and action. This is the trend across all
industries and types of businesses.

But so far, only few small companies have made a
systematic effort to make sustainability a core item of
the business strategy. This is set to change within the
next few years.
The trend shows that even small companies are
starting to ask themselves the question: Where are we
going with our business, and how can sustainability
best support it? At this level, the point-of-departure
is largely the same as that of large companies – but
small companies will find their own way to work with
sustainability so that it makes sense to their business.
Here it is about focusing on actions that strengthen and
add value to their particular business.
Using sustainability as a strategic parameter will spread
like ripples in the water. We can see that the first small
and medium-sized enterprises are successfully using
sustainability as a driver of their business without it
requiring expensive investments. This means that it is
relatively simple for other companies to get started.
The value-based approach to CSR, which is already
prevalent in many small companies, will pose a strong
platform for more strategy-based sustainability. The
value-based approach ensures that the effort is broadly
embedded in the organisation. If this is linked to a clear
strategy, you also have a basis for creating value for the
company.
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SMEs are going sustainable
79% of small and medium-sized enterprises state that
they are currently working with CSR.
Source: Danish Business Authority, ”Opportunities of and
barriers to CSR in SMEs”, March 2013

79%
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How small companies can work
strategically with sustainability
Below are three important steps enabling you to work strategically with sustainability:

1
2
3

Determine your level of ambition and be clear about what you are working with.
Select focus areas based on a materiality concept – what will support the strategy best?

Decide how to measure the effort. Select a number of Key Performance Indicators for the aspects
of the business you can control.

Make a plan for what you should communicate to whom, when, and how, in order to make sure
you achieve maximum benefits from your sustainability efforts.
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Front runners
Middelfart Sparekasse
The savings bank uses sustainability strategically to create
relations to its customers. Instead of selling products,
they hold information meetings where they educate their
customers to make better financial choices.
Palsgaard
Palsgaard, a manufacturer of emulsifiers and stabilisers,
published its first CSR report in 2011. Palsgaard has set
clear and operational goals for its CSR effort. The most
ambitious goal is for Palsgaard to be CO2 neutral by
2020. Other goals include reducing water consumption
and packaging, improving the working environment and
increasing accountability in its supply chain. The
company conducted a survey of its most important
suppliers of raw materials which shows that they are
capable of observing the requirements laid down by the
UN Global Compact. The CSR efforts have produced
measureable competitive advantages – many customers
have asked to see the CSR report, and the company was
elected supplier of the year by a large Mexican customer
as a result of its CSR efforts.

Widex
The Danish hearing-aid manufacturer, Widex, works with
three selected focus areas: Energy and climate, social
commitment, and sustainable packaging. Measurable
goals for each focus area ensure that efforts are followed
up on. Widex’ environmental profile has received wide
media coverage and strengthened its brand. The
company now receives more job applications from
qualified candidates and more visitors to the head office
– ranging from interested customers to researchers.
DAB
In 2013, the non-profit housing association, DAB,
became the first housing association to have a specific
and measurable CSR strategy. Internally, in the
organisation this invokes pride, and externally it offers a
competitive advantage. DAB’s CSR report states that the
objective of the association is now to have 90% of the
housing departments elect a committee and to reduce
the vacancy rate by 5% by year-end 2014. The CSR
strategy is intended to result in greater satisfaction
among customers and tenants and more loyal
employees.
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