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Abstract

The success of a business in today’s market ismgtdriven by financial values, but also by
the business’s behavioiThe triple bottom line (TBL) is an expansion loé traditional

reporting framework of accounting, where organmadil and environmental issues are
included. The TBL was first phrased by John Elkimgin 1994. It has later been rephrased as
the three P’s, profit, people and planet, whichraeant to express the triple bottom line and

the aim for sustainabilify

After reading an article about a tragic death-aatict one of Telenor’s production sites in
Bangladesh, | was once again introduced to the @8R. Because of the increased focus on
this accident and similar incidents, the interestGorporate Social Responsibility has grown.
Social responsibility has in recent years recewvéat of attention from many holds, the

media, managers, individuals and from the socielgrge.

CSR was first mentioned in the 1950s, but still @ fairly new phenomenon and it is first in
the recent years that the term has received inetdeatsention. | therefore believe that it is
necessary to thoroughly investigate the theoriesoofal responsibility and other closely
related theories in the thesis. It can be hardpeén the term CSR without looking at the
similarities between this theory and the theorieSthics and The Stakeholders Approach. In
many ways it seems like Ethics and Stakeholder jhae of the factors that make the
foundation of CSR, and it is hard to mention onéheftheories without touching at least one

of the other two theories.

Because of high global competition, businesse$oaced to produce goods and services at a
lowest possible price. To fulfill this demand irettharket many business activities are
outsourced to organizations worldwide. This wagl@ihg business makes firms able to
satisfy the consumer market on both price and tyudlhe downside to the global business
making is the consequences of the increased priodwentd transportation. Two of the issues
involved are environmental damage because of glehahing, and large companies that are
ignoring human rights in under-developed countbesause of the country’s lack of structure

and restrictions.

! Masteroppgave, CSR, Universitetet i Tromsg, 2007
? http://en.wikipedia.org/wiki/Triple bottom line




Accidents like the death in Bangladesh help to@®R on the agenda, and it also brings out
other issues related to the business and choiseatégy. With this thesis, | wish to develop a
better understanding of the term CSR and its backygt. Because of the increased tendency
towards international transactions of goods andises, | will dig into the theory of Ethics

and culture and look at how these two phenomeneetated. Secondly, the different theories
and views of Corporate Social Responsibility wél investigated during their developments
from 1950 — 2008. Thirdly, 1 will look at the evdion of the Stakeholders Approach, from
Friedman’s “shareholder-focus” to Freeman’s “statéér view”. With this thesis, | want to
explore the connection between the three theorezgioned above. Based on this knowledge,
there will be a thorough investigation of five Na@gvan companies and their awareness of
social responsibility and the different stakehadd@ihe research will be carried out by a
gualitative case examination based on the compawstssite, former interviews and other

articles.



Acknowledgements

This thesis is a result of many contributions. tFafsall, | would like to thank my partner,
Kjetil who has been an amazing support for me thinaihis whole writing process. With you
around, the encouraging words, the smiles andatighter are never far away. Thank you!

Secondly, | would like to thank my parents, Eller &er for always believing in me and
supporting me. Also, a great thank you to the oésty large family as without you | would

not be where | am today. Thank you!

Large thanks to professor, Andreas Falkenberg.awme been a fantastic tutor and
encourager in the writing of this thesis. Thank joukind, clever and interesting knowledge
of both life and literature. Without you, this pess would never have been as interesting,
educational and fun as it was. Thank you!

Finally, I want to dedicate the thesis to my de&nid, Lisa, who passed away during this

writing process. You will always be in my heatrt.



Table of content

10T 1= 0] oSS 6
(0 0= o =Y gl TR o o T<T 0T 0 0 Y=Y o o o IS USSP 8
1.1 RESEAICH QUESTIONS ...eeitieiiie ettt et st e st e e e esab e e e be e e sabe e sareesneeennnas 9
Chapter 2: LItErature REVIEW .......ccccccuiieieiiiiee ettt ettt e ettt e e et e e e aae e e et e e e s e esabaeeeenstaeeesnsaeesennseeeesnnsns 11
2.1 Cultural and EThiCal ValUES.......cc.eiimiiimiieiieiieeee et st 11
2.1 1 What Qs CURUIE? .ttt e st sae e st st et ee e es 11
2.0, 2 What IS EEhICS? .eeeeeiieiee ettt ettt et sar e s e e s b e e smee e saree e 13
2.1.3 The international value Chain..........ccuee e 15
2.1.4 Culture, Ethics and the Emergence of Corporate Social Responsibility ..........ccccceeeeeiiinnnnns 16

2.2 Introduction to Corporate Social Responsibility Literature .........ccecoveeeicciieeiiciiee e 17
2.2.1 What is Corporate Social Responsibility? ........cccceeeieeiiiiiii e 18
2.2.2 The Evolution of Corporate Social Responsibility........ccccccueiiiiieiiiiiieeiccee e, 19
2.2.3 Corporate Social Responsibility in NOrway .......cccueeiiiiiiciiiiiieec e 20
2.2.4 Terminology — Corporate social responsibility and related themes ..........cccccccviveeeiininnnns 22
2.2.5 A Theoretical Overview: Corporate Social Responsibility .......cccccoeeevviieeeiiiiiiiiiieeeee e 24
2.2.6 Different Aspects Of CSR TR OKIES.......ccccciiieiiiiie et e e saee e e 25
2.2.7 The Case For and Against Corporate Social Responsibility ..........cccoceeeiviieiiiiciie e, 26
2.2.8 From Social Responsibility to Strategic Competitive Advantage ........ccccceeeeeeccvieeeeeeeeccecnns 28
2.2.9 CSR and Financial PerformanCe........cceoiueie ittt ettt e s 29
BUSINESS STRATEGY & SOCIAL RESPONSIBILITY .ccuutetterteesutesutesuteseestesteeseaseessseesseesseesseesseesseesusesaeenas 30
FIGURE 9 (HUSTED & ALLEN, 2001) .oiiiiiiiiiiiieieeeeeeeiiireeeeeeeeeeirerereeeeeeeeeestsrereeeseeensssereesessssnssnseseeeess 30

2.3 The StaKehOIEr VIBW......ciiuiiiiiiieiiieeiteeeet ettt et sbe e s e s e sane e 31
2.3.1 Introduction to Stakeholder TREOIY ......ccuvvii i e 31
2.3.2 What is Stakeholder TREOIY? ..ottt e e e e e e e e e s ree e e e e e s e eannes 31
2.3.3 The Evolution of Stakeholder TREOIY .......cciv e 33
2.3.4 Three Stakeholder PerspeCtiVeS ..........uuiiiiiiii ettt e e e e e e e e e e e saree e e e e s e eennnns 33
2.3.5 The Stakeholder Debate: Friedman versus Freeman ........cccecuereerieriienseeseesieesieene e 35
Chapter 3: Research dimMeNSIONS ......c.uiii i et re e e e ebe e e e e atee e e sntee e eeareeas 37
3.1 Corporate Social Responsibility in Relation to Different Stakeholders.........ccceevveeeiciieiiinnnnn. 37
3.1.1 Implementing Corporate Social ResSponsibility .........ccoeeeciiiiiieiicccieee e, 40
(0o =Y o1 =Y g S\ 1T 0 To Yo o] [ -V SRS 42
R YT =TT ol W o [T = o RS 42
4.2 From Theory 10 REAIILY ....ueiiiciiee ettt e e e e st ba e e e e ate e e e abree e enreeas 46



4.3 GUIE fOr INVESTIZATION ..eeiiii i e e e e e e et e e e e e e e e esanaraeeeeeeeennrnnns 47

Chapter 5: Case deSCriPLiONS .....uiiiieciiee ettt et e et e e e e e e e e e eeessabeeeesastaeeesnsaeesennseeeeennens 52
oI R @foT 0o =T 0 VR o] 1 o o T=] o = R 52
5.2 ComMPany: StOr@Drand .......ccueei it et e e e et e e e et e e e s araeeearraeeaas 57
5.3Company: DNB NOR.. ... 63
LR 0o Y0 0] o T=1 0 1A = [T o T SR 70
5.5 Company: The KONGSBERG GrOUP ....cuuveeeeiuieieeeiiieeeeiieeeeeiteeesstteeesssaeesssssseessnsnssessssnssesssnssseenns 75
5.6 Summary of the Companies Stakeholders and CSR Motivation ........cccccceecvveeiicieeecciiee e, 78

(0 o F T oY T SR AN = 1Y [ USSR 79
Lo Y 1] T [ L=T g I o T=To Y Y USSR 80

6.1.1 How Companies Implement Stakeholder TheOry .......coocciiiieeei i, 80
6.2 Stakeholders and Corporate Social Responsibility Motivators ..........ccccceeeeeieicciiiieeec e, 81
T N 1 4 o] (o YT ST 82
6.2.2 CUSTOMETS...iiiiiiiiiiiiitii ittt a e s e s a e s s b e e s s sba s e s saba e e s sanrs 85
I A YT ] o] L= PP 87
6.2.4 COMMUNILY/ ADVOCECY rOUPS ..cuvvieeereeereeeeiteeeeteeeetteeeeteeeeteeeereeereeeesesesssesseseeessseesssesenseeens 88
6.2.5 ENVIFONMENT/ NGO'S c.ceiieeeeeeeee ettt e e e e e e e e ettt eeeseaaseeeeeessseaassseeesereeesssasasnerteeesssananenes 90
6.3 Critiques and COMMENTES .......uiiiiiee it ee e e et e e e e e e et ee e e e e e e e saabaeeeeeseeeeessansrsaeeeaeeenannrenneeens 92
Chapter 7: Conclusions and IMPlCatioNns ........ccuviiiiiiiiiiciee e e e s e e araee e 94
(0 FT oY T gt T 2 (=] =T =] Lol Y- USSR 98
(@ T oY (=T gt AN o] o= o Vo Lol Y PSR 110

Figure list:
Figure 1: Research question (Falkenberg, 2008)........ . ccmmmeeiciieiieiieiinninnnnnn 10

Figure 2: The Onion (Hofstede, 1991)........cii i e e e e e e e e 12
Figure 3: The International Value Chain (Falkenb@@D6)...............ccooeviiiiii e, 16
Figure 4: Ethics & Culture (Falkenberg, 2006)............ .« viieiiiiiiiiiiieneennn. ... 16
Figure 5: Movements to promote flourishing (Falkergo2006)............ccoevvieiiiiiiinnnn 17

Figure 6: Definitions (the Author, 2008)..........cciiiii it s e e e e 22



Figure 7: The pyramid of Corporate Social RespalisitfCarroll, 1991)......................24

Figure 8: Pros & Cons of Corporate Social Respalitgilthe Author, 2008).................. 26
Figure 9: Business Strategy & Social Responsibfltysted&Allen, 2001)....................29
Figure 10: The Stakeholders Approach (Peng, 2006)..c.cc..ooviiiiiiiiiiiiiiiieeaenn, 32
Figure 11: Ethical behavior (Falkenberg, 2008).........cccceeiiiiiiii e, 37
Figure 12: Institutions (Falkenberg, 2007).......ccovvii i it e e e e eae e aeaenas 37
Figure 13: The connection of Ethics, Stakeholdeprdpch & Corporate Social
Responsibility (the Author, 2008).........c.i i e e e e 40
Figure 14A: Positive Effects on Employees (DentGIB004)..........ccoovviviiiiii i inienns 41
Figure 14B: Negative Effects on Employees (DentcRO04)............ccovviiiiiiiiiininnn. 41
Figure 15: Research design (Jacobsen, 2002).........ccoiuiiiiiiiiiii e e e 45
Figure 16: Corporate Social Responsibility Motivat@the Author, 2008)....................49

Figure 17: Summary of the Stakeholder/ Corporat@eb®&®esponsibility interests of the
investigated companies (the Author, 2008)........ccccceviiiiiiiiiiiiii e e 19



Chapter 1: Phenomenon

Sustainable development is defined as "developthanhimeets the needs of the present
generation without compromising the ability of fegenerations to meet their own needs"
(Sharhan 2000:44).

Corporate Social Responsibility (CSR) is an up-atedheme that is receiving increased
attention across the world. From a survey donénerkhowledge of CSR among 300 of the
largest companies in Norway (topplederundersgked®63), 91 percent of top managers
believe that CSR will increase the profitabilityaf organizations. However, recent analyses
find that the link between CSR and the financidligaare ambiguous. The debate for and
against implementing CSR has been going on fordes;doth in the media and by
academics and it is now a more discussed and VitglJdghan ever. The importance of CSR
is increasing as the business market is becoming giobal, and the production of goods is

going on in both different countries and cultures.

In May 2008 the newspapers wrote that the Norwetgilstom company, Telenor, once again
is faced with difficulties. Four of Telenor’s supgk in Bangladesh have children working in
a factory in an unsafe and dangerous environmdret.nMianagers of the factories are not
respecting the human rights and this has led gpctieccidents where children have died.
From a Norwegian point of view, there is no douatttTelenor has a responsibility to save
the lives of these children. But is the compangdblrespond to such a situation? Probably,
Telenor is a large company which has a significafftence on a small factory in
Bangladesh. As a business it can be fatal to beeawfaand consider the ethical guidelines in
every step of the company’s value chain. On therdtland, Telenor is not practicing child
labor or breaking the human rights itself, and tihesn be hard to take responsibility for
other producer’s lack of guidelines. There are magyple who believe that Telenor has a
responsibility in this situation.

This problem has been debated and received a &iteftion in the global community. Are

the boundaries of ethical behavior lower for ananigation, than they are for individuals?

These issues are closely related to the reseaitisgfaper. CSR is not a new term, but it is
more visible than ever. The author has chosendlo & CSR related to Ethics and

Stakeholder Theory. The theories of Ethics, CSR%ta#ieholder Approach are closely



related. Some might even say that the idea behmddncept of CSR is that the traditional
view of management is to serve owners and invesitiis view should be enlarged to reflect

the firm as a part of society and the ecologicatesy:.

The choices that are made by managers may havedatsequences for both human-beings
and the organization itself. When looking at a fgrsuccess and survival, it can be natural to
look at its repute. There are many examples obéskeed organizations which have failed
because of bad publicity and the lack of respegatds their stakeholders. Walmart in
Germany and Lidl in Norway are two examples of argations with a tragic destiny. By
ignoring the environment and stakeholders, thedidi not manage to be profitable and

survive.

1.1 Research Questions

This thesis explores how Norwegian companies viewpGrate Social Responsibility and the
relationship towards their key stakeholders. Thestjons that one wishes to answer with this

thesis are:

1) Are some stakeholders considered more importarhan others? If yes, which
stakeholder’s?

2) Is implementation of a CSR strategy strengthenm The Stakeholder Relations,
and creates an additional value to the firm?

3) Do CSR have any effect on the firm’s reputation?

The study will be based upon analysis, articlescas# studies of five international
Norwegian companies: Stormberg, Storebrand, DnB NI&Renor and The KONGSBERG
Group. The question that the paper is seeking $aancan be demonstrated in one simple
figure (Falkenberg, 2008);

? http://www.ethicalcorp.com/content.asp?ContentID=4651
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CSR strate
9 Does investing in
CSR create a strongef

bound between the
firm and the
stakeholders, which
again will lead to
increased profits?

Stakeholder’s view

RESEARCH QUESTION
FIGURE 1 (FALKENBERG, 2008)

These questions will be addressed by reviewinditdrature of Ethics, Corporate Social
Responsibility and The Stakeholder Approach in téragwvo. In chapter three, the theories
are linked together in one research model. Thearesanethods used in the thesis will be
explained in chapter four. The research model aptdr three is the foundation of the
research done in chapters five and six. Lastlypteraseven gives a summary, and

conclusions are drawn from the results of the itigagon.

The main findings of the thesis are that compadgesalue stakeholders, though some
stakeholders are viewed as more important thanotiesed on both organizational and
financial value. An example of organizational vatweation is motivated and loyal
employees which lead to lower sick leave and tuena&n example of financial value
creation can be that by reducing the use of enangywater consumption, a company will
save the environment from spillage and at the danmesave costs on the decreased

consumption.

The study has led to an understanding and mapitigg@dditional value that a company
can achieve by having a well implemented SociapBesibility strategy. It has also led to
improvements related to strategies where The StélehApproach and Corporate Social

Responsibility are not included, and for this reasertain companies are struggling.

10



Chapter 2: Literature Review

In this chapter one will take a closer look at wires at the bottom of the two theories:
Corporate Social Responsibility and the Stakeholggaroach. The two theories are both
build on the assumption of right and wrong, of takihe morally correct choice in a
crossroad where one has the option to choose.

Firstly, one will look into the basis of Culturedakthics, and the criterions one has to be
aware of when doing business in an internationglaal environment. Secondly, some
Corporate Social Responsibility theories are priegkrihe evolution of CSR, CSR in
Norway, arguments for and against CSR and lastly the strategy can lead to a competitive
advantage and higher profit are explained. Thirtg,evolution of Stakeholder Theory and
the debate between Friedman and Freeman are exgblain

2.1 Cultural and Ethical Values

In chapter 2.1 the theories of Culture and Ethies explored. In order to operate in an
international environment, it is important to beaa# of and take into consideration the
differences in Culture and Ethics. These two factoray not only vary with country
boundaries, there can also be different culturssl@énof the same country. First, Culture will
be defined and then the theory of Ethics will bdirdel. Next, Fiduciary Duty and The
International Value chain are being explained. Rm#he theories of Culture and Ethics, and

the connection to economic history will be disculsard summed up in a model.

2.1.1 What is Culture?

Falkenberg (2006) defines Culture as “collectivegpamming of the mind; it manifests itself

not only in values, but in more superficial wayssymbols, heroes and rituals”. According to
Kluckhohn (Kluckhohn 1951 in Falkenberg 2006) theirid” is represented by the head,

heart and hands — or for thinking, feeling andragtwith consequences for beliefs, attitudes
and skills. In figure 2 one can see “the onion chag'. It symbolizes four items that gives an

understanding of how a culture has developed andrbe what it is over time.

11



Svmbols
Heroes

Rituals

Values > Practices

THE ONION

FIGURE 2, HOFSTEDE (1991)

The core in the onion is values. According to Fablerg (2006yaluesare invisible until they
become evident in behavior, but culture also matsféself in visible elements. In order to
describe the visible manifestation of culture, fblbowing factors cover the concept quite
well. Symbolsrepresent words, pictures and objects of recamnitfor example flags and
other highly ranked symbols. The next levels ar@dé® and rituald-deroesare people, alive
or dead, real or imaginary, who are highly valuedhie cultureRitualsare activities that the
groups of people are participating in and theycanesidered socially essential to the culture.
Symbols, heroes and rituals include practices, winean that they are visible to outside
observers. But the cultural meaning in these symbah only be found in the way insiders

precisely are interpreting and practicing the otiyes.

In every culture, the people involved develop aodetaffic rules or limitations for suitable
behavior, also called institutions. According tort¥éaNorth 1990 in Falkenberg 2007)
institutions are values, norms, laws and regulatifon how one should interact. The
institutions are both time and place specific,dgample the acceptable behavior in Norway
in 2008 is not the same as the acceptable behiavdorway in 1915, If institutions of a
culture are not tolerated, it is looked upon ascaaptable behavior. On the other hand, by

acting inside the box of acceptable behavior, aeeah“free space” where individuals are

* Private conversation with Falkenberg, A. (2008)
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trusted to make their own decisions. The cultufied between the groups of people, and
often the institutions follow the national borde®se can also see a correlation between the
distance of culture and the distance of institigion

2.1.2 What is Ethics?

For organizations to operate in a global markeh wifferent cultures, it is important to
understand the meaning of right and wrong — thieuces ethical boundaries. What is legal in
one country could be illegal in another. It is #fere necessary to understand some essential
ethical rules. According to Aristotle, a man is &eing ethical when he is to live happily,
successfully, and wéll This is achieved through the active exercise mia’s capacity,
rationality, as he engages in the actions to tlyeegewhich is appropriate to the person in the
context of his own specific identity as a humamb&iBecause of the fact that man is
naturally sociable, Aristotle believes that a gtitelfor a man is to live in a society. Social

life in a community is a necessary condition fonan to fully be able to flourish as a human
being. The best life for a man is one of excellmmnan activity, which gives permission for
individuals to flourish. Also a man must pursuelgdhat are both rational for him

individually and gives the human beings as a whadeability to flourish.

According to Falkenberg (2006) one can look atitasons’ in three different levels and
explore if they promote flourishing;

1. micro level —The local cultural level
2. messo level Fhe national governance level
3. macro level The international level

The micro level describes institutions and valuethe local culture. The messo level is about
rules and regulations set by the government. Timssiutions include the local, political,
economic and legal systems. Some economies aeeapgh and predictable, while others are
riddled with a high degree of centralized econoamd political power (Falkenberg, A.,

2007:3). The institutions on the micro level andsetelevel may not always be the same.

> Private conversasion with Falkenberg, A.
® http://www.quebecoislibre.org/031122-11.htm
7 See definition p.12
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What seems right according to the institutionhimicro level may not correspond with the
laws and regulation in the society. Sometimes gtisan be laws set by the government that
block flourishing, for example if a country hasudersaying; that it is illegal for women to
work. To promote this rule may be correct accordmthe institutions in the messo level, but
since it prevents women from flourishing one camtbat in the micro level it is not ethical to
obey this institution. This may lead to illegaliaas. Characteristic of the macro level is that
the institutions are valid internationally. Someples of institutions that are governing
international trade in general are organizatiomhss WTO, the EU and NAFTA
(Falkenberg, 2006).

The key issues to measure if a culture’s institgiare ethical and promote flourishing are
(Falkenberg, A. and J. 2008):

1. Utilitarianism: Do our institutions create as mu@ppiness and as little unhappiness
as possible? The theory wants to maximize utibtydveryone. As John Stuart Mill
once said; “as much happiness as possible for ag people as possible”. The
desirable situation would be of the one “paretacifht”, which indicates that no
exchange should take place unless one party isrlmdftwithout making anyone else
worse off.

2. Justice: is principles for “The Good” and it contgthree main categories:

1) Survival: the opportunity to be provided witloth health, education and integrity.
2) Equal moral value — a person’s dignity, maxinfizedom given equal freedom to
all and equality before the law.

3) Maxi-min: Distributing as much as possible te thorst off group according to an
index of goods.

3. Rights: Do our institutions reflect and promoteibdmiman rights? By human rights
one means the basic rights that an individual hagh&to do regardless of race, sex
or religion etc., which regulate the relationshgiviieen the individual and the
government (Human rights, 2008

After deriving the three levels of institutions @ro, messo and macro) and the three
perspectives on ethics (utilitarianism, justice andhan rights), one can analyze the

descriptive and normative views. The descriptivawsays something about a firm’s current

¥ Webpage United Nations: http://www.unhchr.ch/udhr/lang/eng.htm
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institutions and situation, while the normativewishows how the ideal institutions and

situations should be to promote flourishing.

According to Falkenberg (2006} be able to understand if an act is right or \grame can
look at several aspects in the chain of the ackast, one can ask what motivated the act.
Were the intentions good or bad? With good intergjdhere is often a favorable judgment.
Secondly, what was the act itself? Was the acalslgitin the situation? Thirdly, what are the

consequences of the act? Does the act lead to @s flourishing as possible?

2.1.3 The international value chain

An organization has an obligation to carry out tsgand duties for the shareholders. This duty
is called thdiduciary dutyand it falls into two broad categories, the dutgare and the duty
of loyalty (FOUNDATIONS OF SHAREHOLDER FIDUCIARY DUIES, 2008). The duties

vary based on the different type of relationshipthe parties involved.

If an organization has the power to change thebehaf another business, then it is able to
take responsibility for the transactions that ateng place in the business making. In all sorts
of business making there are many traders andftineréhe value chain consists of many
links. In figure3, one can see an example of a typical value cAaian example of looking

at ethics in the value chain, firm A is sellinghifss in Norway which have been bought from
a supplier in China; the supplier in China is adggithe t-shirts from a manufacturer which
is practicing child labor. Ideally firm A has todk both upstream and downstream to see if
the actors of the chain are behaving ethically tovilaeir stakeholders. Then firm A has to
take into consideration if the manufacturer isdaling the institutions and laws of its own
country. For firm A there will be a difference bet®n acting ethically correct in its own
culture and in the culture where the productioresailace. “Responsibility is something that
we have if we are able to respond to a problemesponse-able” (Falkenberg, 26p6rhe
ethical question in this sort of situation is natyoto take into consideration its own
decisions, but firm A also has to look at the ofivés in the chain. Are the wishes of
utilitarianism, human rights and justice compliedh® If the answer is yes, it is then ethically
correct to go through with the transactions.

? Falkenberg, A. (2008). Lecture note from International Marketing
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When looking at the different links in the valueaat it is important to be aware of the fact
that each jurisdiction has its own set of instdns (norms, values, laws and regulations)

which may or may not create flourishing (see @ilanism, justice and rights).

DO ECE

Culture B Cultare C
—J

JurisdictHon A Jurisdictdon B Jurisdictdon C

THE INTERNATIONAL VALUE CHAIN

FIGURE 3 (FALKENBERG, 2006)

Every business has some kind of power and this povag be used to change or influence
people’s behavior. Depending on the size of thelyeer it may or may not have the ability to

change the behavior of a seller, and vice versa.

2.1.4 Culture, Ethics and the Emergence of Corporate Social Responsibility

To sum up the cultural and ethical institutiond theve been discussed in this chapter the

following figure 4 is presented.

Institutions . Proamote Aourislung lives
ML ACTO-INE 55 0-INIcro

13 UTtals tazzarasaad 1.5 ol y

2y Basic hvanamn riglits

Salues, norins,
reculabions andlasss

Y

SiTustice

l ]

Act Ethics Institution Compliance Flourishing

ETHICS & CULTURE

FIGURE 4, FALKENBERG (2006)

16




An action by a human being is decided by both #eerthand the head. The act is only ethical
if it maximizes happiness for all. The instituticiaowed are only ethical if they comply
with human rights. And the act is only ethicaltifallows the rules of a just institution. These

institutions promote flourishing across time analce!l (Falkenberg, 2063.

Ethics and economy have not always been mentiondteisame sentence. There are many
incidents that have taken place in history. Somh®imovements seeking to promote

flourishing are brought to closer attention in figib.

Women Workers Consumer
Rights Rights Movement
1851 ca 1860 12007s
Environment Corruption
1847 1787 /1883
Race and Political Fair Human
minorities Parties Trade Rights
1776 17007s 1860 1689

MOVEMENTS TO PROMOTE FLOURISHING
FIGURE 5 (FALKENBERG, 2008)

Even though, CSR is a fairly new field, the emengeof CSR has been developed over time
with help from the different movements and from predecessors.

2.2 Introduction to Corporate Social Responsibility Literature

This chapter is used to properly introduce the t€orporate Social Responsibility and the
evolution of the theory. CSR has been explainefinel@ and viewed in many different ways
during the last 60 years, and this thesis is pteggsome of the strategies.

Firstly, the evolution of CSR and CSR in Norway presented. Secondly, some of the

different CSR strategies are explained. Thirdlguanents for and against the success of

1% conversation with A. Falkenberg, 2008
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implementing CSR strategies are debated, beforgetitive advantage and financial

performance are shown as advantages for suchtagtaly choice.

2.2.1 What is Corporate Social Responsibility?

To better understand the sense of CSR and thecfedaralue of CSR, one can take a brief
look at branding and its characteristics. “Brandsg technique to build a substantial,
differential advantage by playing on the natur@uwian beings. Only humans can attach
feelings and meanings to random symbols, whichroéte that, the appeal of branding is not
fully rational” (O’'Malley, 1991%). By building a strong brand and identity, therfican

achieve a competitive advantage because of added teatheir products or service. This
might create great value and provide the firm a@ueiposition in the market. However, if the
brand is mismanaged, then the consequences midatabeOne can see similarities between
the concept of Branding and the concept of Corpdsaicial Responsibility. Both strategies
are used with the intention of adding value and petitive advantage to the business. Even
though the purpose of the two can be somewhataime sone can see that CSR has a broader

meaning with more important values than gettingdgpablicity and a strong brand identity.

According to Davis (1973) CSR starts where thedéas. And a firm who only follows the
minimum requirements of the law can not call itgeffocially responsible organization.
Organizations operating on the view of classicaheeny will only act socially responsible as
far as the legal requirements go. Davis (1973ebebl that CSR goes one step past the legal
minimums. CSR is about being a good citizen andatioeptance of the social obligations in

society.

Carroll (1979:497) defines CSR as; “businessmeeatdsibns and actions taken for reasons at

least partially beyond the firm’s direct economidechnical interests”.

McGuire (McGuire ,1963 in Carroll, 1979:498) claithsit the idea of Social Responsibility is
that the corporation does not only has financial l@gal obligations, but also a certain
responsibility to society which extends beyond ¢helsligations. Hawkins (2006) defines
CSR as the continuing commitment by businesseshiau® ethically and contribute to
financial development while improving the qualitiliee of the workforce and their families

as well as of the local community and society egda

" Found on website: http://pantausblog.blogspot.com/2008/06/branding-for-services.html
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CSR is a popular concept and characterized by numetefinitions. The social issues
involved differ from business to business and awee. For the purpose of this thesis CSR
will be referred to as “the firm’s consideration ahd response to, issues beyond the narrow
financial, technical, and legal requirements offiha” (Davis, 1973 in Carroll 1999:277).

2.2.2 The Evolution of Corporate Social Responsibility

The concept of Corporate Social Responsibilitydrasvn over the last decades, from a
slender and often marginalized notion to a complax multifaceted term (Cochran, 2007).
The first academics to debate the CSR topic wexdvilo professors Adolf A. Berle and E.
Merrick Dodd. In 1932 Berle argued that manageesoaty responsible to a firm’s
shareholders, while Dodd argued that firms havagelr and wider range of responsibilities
(Berle & Dodd, 1932 in Cochran, 2007).

In 1953 Howard Bowen published the bddscial Responsibilities of the Businessyvalnich
stands out as the first book on the topic. Bowenihaecent years been called the father of
CSR (Carroll, 1999). During the 1950s and 1960s thited States witnessed the modern
civil rights movement. A combination of the civights-movement and the Vietnam War in
the 1960s and early 1970s swept different socialements together. By using activist
groups and NGOs the business environment was ctiaagess the world. Today,
organizations like Green Peace, Amnesty etc. afsenthe power of the media to inform the
public about business practices that they findalycirresponsible. Unwanted media
attention can do serious damage to a firm’s refmurtaAnd in turn this might lead to

dissatisfied employees and a decreased scaleasf. sal

According to Cochran (2007) the result from thibate was that the focus shifted from
Corporate Social Responsibility to Corporate SoRedponsiveness in the late 1970s. In
1978, Frederick (in Cochran 2007) argued that fiwase no longer just involved in the

debate of Ethics and Social Issues, but organizaiticere also acting a certain way to satisfy
the expectations from the media and the societya Aesponse to the increasing focus on CSR

some firms were forced to change their productbcips, behavior etc.

In the 1980’s, one observed fewer definitions oRGE#d more attempts to measure and
analyze the term (Carroll (1999). In the 1990s,GlsR concept was blended together with
alternative themes such as Stakeholder TheorynBssiEthics Theory, Corporate Social
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Performance, and Corporate Citizenship (Carro®99These new directions of the theme
CSR were consistent with the definitions of CSRurthermore, the language of CSR is more
frequently in use today and the focus of CSR haased enormously in the last decade.

2.2.3 Corporate Social Responsibility in Norway

As mentioned Corporate Social Responsibility iseldfthat has received an increased
attention internationally. Businesses and goverrigmare focusing on the fact that firms
should take responsibility and give back to thaetgcAccording to Hawkins (2006) business
has an obligation to survive and prosper, and sartbre competitive the market is the more
potential there is to reach out and affect thesliokothers. Organizations have to take part of
the sustainable development and therefore balagteeebn doing business and being socially
responsible. A survey (Topplederundersgkelsen 2088prmed on top-management, from
300 of Norway'’s largest firms, tested the managerbow they responded to the term CSR.
From the survey one can see that as many as 4R%rofegian managers did not know the
meaning of the term CSR. When the term was explai®@% of the managers believed that
CSR might give the firm a competitive advantage @@ believed that the advantage would
increase in the nearest future. From the surveyatstediscovers that only 28% of the
managers thought that profit maximizing is the aelgponsibility of a leader. 92% of the
managers could not see any conflicts between makigprofit and at the same time taking
responsibility towards the environment and theetyci The same percentage believed that by
taking social responsibility, the firm was ablanorease profitability. And 93% of the
managers thought that the firm’s reputation caretalarge impact on the firm’s results. The
managers believed that the most damaging elemetie firm’s reputation are; publicity, a

lack of product certainty and publicity on unethioahavior.

According to the survey, it seems like the consaqas of neglecting the ethical, social and
environmental issues are fewer customers and emgdognd other stakeholders who are
unwilling to cooperate with the firm. Today, mostrfs are depending on a “license to
operate” from the society. This point of view shawat by neglecting their social

responsibility the firm is choosing a less finaheiad a not so wise strategy.

Ysee chapter 2.1.1
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At the same time one can see that with an actillabmwration between the organization and
its stakeholders, this might create a remarkabhepatitive advantage. Such an advantage
will be especially useful to differentiate the fifnem other firms in the same business when
it is producing similar products. The survey alspiies that it will be easier for the firm to
employ good and honest people because of thelfacpeople like to identify themselves

with the firm.

Some find it contradictory that 40% of the survegspondents did not know anything about
CSR. While after the term was explained, as mar808s of the respondents believed that if
a firm does not take CSR into consideration it lsaratal for the firm’s existence. This can
imply that Norwegian managers are ethically awanemdoing business, but the managers

are not doing a good job promoting the good deeds.

From a study done by KPMG in 2005 the reportin@8R from organizations in Norway has
decreased from 2002 to 2005. Norwegian firms relpest on the environmental issues and
the internal responsibility towards its employelse weakest reporting from Norwegian
firms is in the area of external social environmemd the financial perspective of The Triple

Bottom Line.

The NHO — Confederation of Norwegian Enterprisesghgt in the old days companies
looked after the local societies by providing theith lampposts and medical care so that the
employees and their families could function. Todhis is a task of the government, while
organizations have a broader sense of respongjlidit example the environment. This is
especially relevant in the petroleum industry; Negian companies are operating in countries
with pervasive corruption, lack of human rights aednocracy. When Norwegian companies
are operating in other countries according to theme country’s guidelines, the Norwegians
are often a step ahead of the applied laws andatiaus™. But still, it is very important to

take into consideration that what is ethical in\May, may not be ethical in Africa. If a
Norwegian organization forced the Norwegian laviator, for example working 37, 5 hours
a week, this might mean starvation and catastrofgnesmployees in Africa.

B http://www.nho.no/article.php?articlelD=16595
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2.2.4 Terminology - Corporate social responsibility and related themes

Corporate Social Performance

The idea behind Catp@ocial Performance is the
recognition that firms do have ethical obligati@msl
that they must also respond pragmatically to social

pressures (Cochran, 2007).

Corporate Social Responsivene

5s  Corporate SocsdRsiveness is referring to the

capacity and processes of a corporation to respond
social pressures (Frederick, 1994)

Corporate Citizenship

“A firm's sense of resporibiowards the community

and environment (both ecological and social) inclht

operates, and draws resources and sustenance from.

Firms express this citizenship (1) through theistea
and pollution reduction processes, (2) by contiigut
educational and social programs, and (3) by earning

adequate returns on the employed resoutées”

Stakeholder Management

“The focus of the managmiested towards the
stakeholders or the people who affect or are adtebly
corporate policies and practices” (Garriga & Melé,
2004:59).

Business Ethics

According to Kopperi (2007:1) “Biesis Ethics
requires that business decisions should not be made
exclusively from the narrow, economical perspective
but also the social and ecological concerns shiogld

taken into account”.

Sustainable Development

The term became well-known in 1987, when the United

Nations publish a report known as “the Brundtland
commission”. Sustainable Development is “developi
that meets the needs of the present without

compromising the ability of future generations tean

their own needs” (Sustainable Development, 2000).

" \Website: Businessdictionary.com
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The Common Good

The approach of “The Common Gotadihs that
business, as any other social group or individfial o
society, has to contribute to the common good, leza
it is part of the society (Garriga & Melé, 2004:62)

Cause-related Marketing

Cause —related Markesimtpfined as "the public
association of a for-profit company with a nonprofi
organization, intended to promote the company'dymb

or service and to raise money for the nonptofit

The Triple Bottom Line

The triple bottom line caps an expanded spectrum
values and criteria for measuring organizationatess

economic, environmental and socfal

DEFINITIONS

FIGURE 6 (THE AUTHOR, 2008)"

> About.com: Cause-related Marketing
16 Wikipediea.com: Triple Bottom Line

" The table is inspired by Falkenberg, J. (2006)
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2.2.5 A Theoretical Overview: Corporate Social Responsibility

According to Carroll (1979) Corporate Social Resgpbitity can be considered as a moving
target with many faces. To better understand tfierdnt levels of the topic, Carroll (1991)
has computed “The pyramid of social responsibilitifie pyramid is divided in four
categories: economic, legal concerns, ethical dmldmthropic responsibility of business

performance. This can be illustrated in the figoeéw.

The Pyramid of Social Responsibility

PHILANTHROPIC
Hesponsihilities
Be o goaed Carparcte Citizern.
Contribute resources to the
community; improve guality of life.
ETHICAT.
Hesponsihilities
Bea etfiical
Orbligation to do what is right,
just and fair; Avoid harm.
LEGAT.
Hesponsihilities
Qhey the Loow
Law is society’s codification of right and wrong;
Play by the rules

ECOMNOLIC
Fesponsibilities
EBe Prafitable
The foundation upon which all others rest

Seowurce: Corrolf (I00F)

THE PYRAMID OF SOCIAL RESPONSIBILITY
FIGURE 7 (CARROLL, 1991)

These four categories are not mutually exclusivgglanned to be seen as a continuum with
social issues on one end and financial concerrie®nther (Carroll, 1991). However, at least
two of the responsibilities have to be met at tme time to be able to operate. For example,
it is not possible for a firm to only include th@dncial requirements; it also has to take the
legal requirements into consideration. Theancial responsibilityis the nature of business —
the fundamental role of every organization. Befangthing else the business is a financial
institution in our society. It has the responstpilio produce goods and services that are
demanded (Falkenberg, J., 2006). Tdgal responsibilitiesthe ground rules are laid down —
the country’s laws and regulations in which theibess is expected to operate. Thieical
responsibilitycan be hard to deal with, especially since thendaties of business ethics are
floating and make it difficult to tell right from neng. However, this responsibility has been

stressed in the media and one can see that sd@sthigh expectations of this view. The
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more knowledge the public has on the subject, tbken their expectations will be. In the
philanthropic responsibilitythe decisions to act a certain way are voluntaoy,regulated by
law and not in general an ethical expectation. Aangple can be conduction in-house
programs for drug abusers. One can say that th@aayngoes one step further than what is

expected as ethical behavior.

Carroll (1991:283) defines then CSR thus; “the alo@sponsibility of business includes the
economic, legal, ethical and philanthropic expeotet that society has of businesses at a
given point”. The factor that distinguishes Carsolilefinition from other definitions at the
time is that he includes the financial side of hass. He satisfies the classical economic
doctrine by claiming; that the financial responigipiis the fundamental role of every
business and to be able to move to the next levileopyramid, one has to be in touch with

the previous one.

2.2.6 Different Aspects of CSR Theories

According to Melé and Garriga (2004) the Corpofateial Responsibility field presents a
landscape of theories and approaches, which ateowensial, complex and unclear. Their
article; Corporate Social Responsibility: Mapping the Tamitwishes to clarify the situation
by classifying the main theories and approachesthe four categories; financial, political,
social integration and ethics. According to Parg&®ason 1961 in Garriga & Mele, 2004:52)

these four aspects exist in any social environment.

1) Instrumental theoriesThe only responsibility of an organization is teate wealth.
The only aspect considered is the financial onesawial activities are only accepted
if they lead to wealth creation. Three key categof instrumental theories can be
identified: 1) maximizing shareholders value. Therspective leads to a short term
profit direction. 2) Focus on achieving competitadvantages, which would lead to a
long term profit orientation. 3) Cause-related nedirlg which is closely related to the
second category (Melé and Garriga, 2004:25).

2) Political theories: “The political theory focuses on interactions aocodnnections

between business and society and on the power asitiom of a business and its
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inherent responsibility” (Garriga & Melé, 2004:55)wo major approaches can be
distinguished as corporate constitutionalism arga@te citizenship.

3) Integrative theoriesAn organization depends on society for its exisgercontinuity
and growth, and it should therefore include sod&hands. Central strategies in this
theoretical approach include: Issues Managemeng phinciples of Public
Responsibility, Stakeholder Management and Corpdatial Performance.

4) Ethical theories:The relationship between organizations and sodeetyooted in
ethical values. Organizations should accept saesgponsibilities as an obligation
above any other consideration. This group inclugigategies such as; Universal

Rights, Sustainable Development and The Common Gppdoach.

2.2.7 The Case For and Against Corporate Social Responsibility

There have been many studies in the field of CagoBocial Responsibility. Is CSR a good
strategic solution? Does the firm profit from usthgs strategy? The results of analysis on the
topic have been ambiguous. There is no evidendesfieaks clearly for either including or
not including CSR in the firm’s strategy. In thisapter, there will be some arguments for
both implementing — and not implementing a CSRtatia Based on the article of Davis
(1973), the table below is developed.

Reasons for using CSR (Davis, 1973:312-317):

Long-run Self-interest: 1) Easier labor recruitimigh higher quality
2) lower turnover and absenteeism

3) decreasing crime in the local communjity
- less taxes paid to support police forces
and less money spent to protect private

property (Davis, 1973)

4) Consumer preferences will increasingly

favor products and services from socially

responsible and trustworthy firms (Mitchel
2001; Wilmott,2002 in Knox et al. 2005)

5) Investors will increasingly favg

=

responsible firms and irresponsible firms will
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find their cost of borrowing to ris

[¢°]

(storebrand.no, dnb-nor.no).
6) Engaging with stakeholders encourages

innovation (Knox et al., 2005)

Public Image

To be trusted by stakeholders mayseau
reduced risk in form of safety issuges
(consumer, employee and community),
potential boycott and loss of repute (Knox et
al., 2005).

Liability of Business

The Iron Law of Responsilyijitin the long
run those who do not use power in a manner
which society considers responsible will tend
to lose it” (Takala, 1999).

Avoidance of Government Regulation

Engages in C8Rabior > to avoid new
legal requirements

Freedom to make decisions (Davis, 1973

Socio-cultural norms

The norms of the society gutte norms of

businessmen (Davis, 1973)

Problems can become profits

Creative solutions den tcrisis into 4
success, both financially and socially affis,
1973)

Prevention is better than curing

Deal with so®alies today. (Davis, 1973)

Reasons against using CSR (Davis, 1973: 317-321):

Profit Maximizing

Managers only responsibility is maximize
profit. (Davis, 1973)

Costs of Social Involvement

Costly to improve sbcissues (Davis,
1973)

Lack of social skills

Businessman do not have sigfitly social
skills. (Davis, 1973)

Delusion of Business’ Primary Purpose

Social issoeg/ distract businessmat»

poor financial and social performance.
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(Davis, 1973)

Weakened International Balance of Paymerttsgher costs> higher priced products
To be able to compete, the company has to
outsource activities> lower demand for
employees in the home countryDavis,
1973)

Business has enough power The society should nat tie business

even more power. (Davis, 1973)

PROS & CONS OF CSR

FIGURE 8 (AUTHOR, 2008)

As one can see from this table, the most used agurhor implementing CSR is that it
creates a long term of profit maximizing. Becausgsearch on the topic of CSR has given

ambiguous results, it is hard to convince manaigeuse such a strategy.

2.2.8 From Social Responsibility to Strategic Competitive Advantage

When a firm recognizes its ethical obligationshe society, one can say that there has been a
shift from Corporate Social Responsibility to Corte Social Performance (C$®)rhe firm

is contributing to make the society a better pl&em a survey done to explore the positive
and negative effects of CSP and the competitivenéssganizations, the following results

were discovered (Dentchev, 2004);

* Positive effects:The most supported positive effect was the imprem@mof
stakeholder relations (Dentchev, 2004:403). Thpaedents argued that CSP results
in motivation, satisfaction, loyalty and confidenbetween the employees and the
customers.

The second most supported positive effect was tlganizations believing that
contributing to society and the natural environnrestlts in a good corporate image.
Other positive effects that are mentioned are thatrespondents think that CSP is
helpful when developing/improving the business nhaael that costs saving can be
realized by decreasing energy use, lowering thestl waste etc.

* Negative effectsAccording to this study the most common negatifeatfgiven from
CSP is that it takes away the attention to the étdiusiness. For example giving

¥ see p. 22 for definition of CSP
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stakeholders the authority to take part of thesientmaking, may cause lack of focus
on the “core” business and also create a conffieghterest between the stakeholders
and the managers.

The second most feared effect of CSP was that by liaglemented strategy could

damage the organization’s reputation. If managexgehpromised more and the
stakeholders have expected more than what rediitgd) the strategy may have a

negative effect on the company.

2.2.9 CSR and Financial Performance

The model of corporate social strategy, developeHusted & Allen (2001), explores the
possibility of a positive relationship between Gangite Social Responsibility and Financial
Performance.

Traditionally, Social Responsibility and businessategy have been represented in two
different models, which have shown a contributioeither the financial or the social
objectives of the firm. However, the results of ghaedies have been ambiguous. The
connection between CSR and Financial Performanssdmetimes been shown to indicate
direct relation, inverse relation and sometimesahation at all (Griffin & Mahon, 1997 in
Husted & Allen, 2001). One major argument suppgrarmpositive relation is that doing good
in society and acting ethically may keep the staladdrs satisfied. The support of the
stakeholders is crucial for a firm’s survival ((Haon, 1995 in Husted & Allen, 2001). In
table 1-A, the traditional view of the two strategis shown. While table 1-B, shows how
Husted & Allen have tried to link the Financial aBdcial Performance into one strategy. The

Financial and Social Performances are equally itapbin this business strategy.
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Table 1-A

Traditional View of Business Stintegy ard Social Responsibility

Industey
Strichire

Resources

N\

Corporate values
and sdeology

Stakeholders

Industry
Structure

Resources

Corporate values
anel idealagy

Stakeholders

Business Competitive ) Fiancial
Strategy Advantage Performance
Soctal Socal
Responsibility Performance
Table 1-B
Integrated View of Business and Social Strategy

Business
Sirategy \‘

Competitive » Financial

Advantage Performance
Social Social
Strategy »| Performance

BUSINESS STRATEGY & SOCIAL RESPONSIBILITY

FIGURE 9 (HUSTED & ALLEN, 2001)
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2.3 The Stakeholder View

In this chapter Freeman’s Stakeholder Theory i®thiced and explained. The evolution of
The Stakeholder Approach and different perspectofethe theory are explained. Last, but

not least, The Stakeholder Debate between FreenthRreedman is presented.

2.3.1 Introduction to Stakeholder Theory

The central core of the Stakeholder Theory is tmage and integrate the relationships and
interests of the shareholders, employees, customigppliers, communities and other groups
surrounding the firm, so that the firm will havéoag term success. A stakeholder approach is
an obvious play on the word “stockholder” and trarfework developed seemed to broaden
the concept of strategic management beyond theitraal economic roots. Phillips (Phillips,
1997 in Freeman et al., 2001) believes that a bBtd#ler approach can be seenths

principle of fairness.

2.3.2 What is Stakeholder Theory?

Peng (2006:485) defines stakeholder as “any groupdividual who can affect or is affected
by the achievement of the organization’s objectiv&epending on the specific firm, the
stakeholders may include suppliers, customers ebbéters, environmental groups such as
Greenpeace, government, media and the comnitinigure 3 below gives an example of
different The Stakeholder Groups.

' http://www.referenceforbusiness.com/management/Sc-Str/Stakeholders.html
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THE STAKEHOLDER APPROACH
FIGURE 10 (PENG, 2006)

The different stakeholders challenge each othensppetives. Although it is important for the
drivers in the business world that they are focusadthe impacts of their commercial
dealings, it is also important to see the needdéaeptance that the groups around the firm are
a part of the trading environment (Hawkins, 2006Ttere are two groups of stakeholders,
primary and secondary stakeholders. Primary stdélehgroups are defined as constituents
on whom the firm relies for its continuous surviald success. Shareholders, managers,
employees, suppliers and customers, together withergments and communities, are
typically considered as primary stakeholders (P2086;486). Secondary stakeholder groups
are defined as “those who influence or affect, o @fluenced or affected by, the
corporation, but they are not engaged in transastiath the corporation and are not essential
for its survival” (Peng, 2006:487). Examples in&@udhe media, and also social and

environmental groups.

According to Peng (2006) each stakeholder is a qfatthe nexus of exchange relationships
with the firm. The managers as a stakeholder gevapunique in that they are the only group
positioned at the center of all these relationshiyiso, they make decisions on behalf of the
firm that affect all other stakeholders. The conedstakeholders suggests that the managers
of a business should take responsibilities to ofreups — not just the shareholder group —
when they make decisioRS.The idea is that businesses can benefit from catpg and

respecting the other groups’ need in the decisiaking process.

20 http://www.tutor2u.net/business/accounts/stakeholder_theory.htm
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2.3.3 The Evolution of Stakeholder Theory

One important person in the movement of Stakehdltieory was R. Edward Freeman and
his publication ofStrategic Management — A Stakeholdeproachin 1984. The idea for
building such a framework was to be responsivéagéoconcern of managers who were being
faced with unpredicted levels of environmental tleibce and change. Even though The
Stakeholder Approach was pretty dominant in theD$98e idea was not entirely new. The
use of the term stakeholder was first mentionetien1960s at the original work at Stanford
Research Institute (Freeman et al. 2001). SRI arthe it was important to understand
customers, employees, and suppliers etc. to bet@Blatisfy the stakeholders. The support of
the stakeholder was considered important to acasmpllong term success. Up until today,
the stakeholder approach has grown and broadersesliggested by Donaldson and Presten
(Donaldson and Presten 1995 in Freeman et al.,)2801isage of the word stakeholder has
increased enormously. Most of the recent reseandhefield Stakeholder Approach has
taken place in four sub-fields: Normative theoné8usiness, Corporate Governance and
Organizational Theory, Corporate Social Responsjtahd Performance, and Strategic

Management.

Donaldson and Presten (Donaldson and Presten I®%geeman et al. 2001) state that
stakeholder theories could be categorized as giseri instrumental and normative points of
view. A descriptive theory will show that the filmas stakeholders, an instrumental view will
illustrate that firms who consider their stakeholdes successful, and at last the normative

view which consider why firms should take stakeleoddnto consideration.

2.3.4 Three Stakeholder Perspectives

The stakeholder perspective can be divided in teettbroad categories: It is important to
remember that the shareholders usually do not lestalnly one perspective; there is often a
combination of the thréé&

1) The separation perspective:This perspective suggests that managers are
agents of the firm's owners, and that the managersld always strive to act in a way

that would best benefit the firm's owners. The s&f@n perspective is based on

! http://www.referenceforbusiness.com/management/Sc-Str/Stakeholders.html
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rational decision making; the main reason for altidions is to eventually benefit the
owners of the firm. However, problems could ariee,example if a given decision
would maximize the benefit of the non-owners at &xpense of owners. In such
cases, the separation perspective would dismispriposal and do whatever benefits
the owners the most.

2) The ethical view: The business has an obligation to behave in a tvaty
treats all stakeholders fairly. This perspectiveues on ethics and suggests that
managers have a responsibility apart from profgfded activities. The perspective
takes shareholder interests into consideration tntlie extent where it seems morally
right. The idea is that with ethical behavior andial corporate responsibility the firm
will acquire goodwill and thus benefit from thisather areas.

3) The integrated perspective:The third approach suggests that firms cannot
function independently of the stakeholder environtmén which they operate.
According to Scott B. Droege, managerial decisiand actions are intertwined with
multiple stakeholder interests, meaning that breglshareholders apart from non-

owner stakeholders is not possible.

The separation perspective can be traced back#6 When Adam Smith wrotAn Inquiry
into the Nature and Causes of the Wealth of theioNat He said; “It's not from the
benevolence of the butcher, the brewer, or the hdkat we expect dinner, but from their
regard to their own interest.” This has been knasriLaissez Faire capitalism. Also one can
see that Adam Smith realized that stakeholdersdmitie firm had a part in industrialization.
By making provision for what he called the “pubdicod”, he disseminated the idea of owners
self-interest having to be balanced against thatgregood. With this in mind, one can see the
roots of both the separation and the integratiospeetive’® The ethical perspective can be
traced back to the eighteenth-century writings lofgsopher Immanuel Kant. His normative
view is that “the ethical correct actions shouldlaee actions based solely on self-interest”.

One cannot say that one should try to do what isaltyocorrect, because it's not easy to
know the right choice in every situation. On thkesthand, the decision to maximize profit is

not always the answer, since this can lead to unknmnsequences. The important thing is

22 http://www.referenceforbusiness.com/management/Sc-Str/Stakeholders.html
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to find a balance between The Three Perspectiveshwhill balance the interests of the

multiple stakeholders.

2.3.5 The Stakeholder Debate: Friedman versus Freeman

Friedman (Friedman 1962 in Coelho et al. 2003:t)ates that “there is only one social
responsibility of business — to use its resourcesemgage in activities designed to increase
its profits as long as it stays within the ruleshad game, which is to say, engages in open and
free competition, without deception or fraud”. &leo contended that “few trends could so
thoroughly undermine the very foundations of oeefsociety as the acceptance by corporate
officials of a social responsibility other thanrm@ake as much money for their stockholders as
possible” (Friedman 1962 in Carroll 1999:277). Whiidividuals are both ethical and
responsible, Friedman claims that organization® mevresponsibility beyond the legal
restriction. To meet the social practices of amdkihe focus must be on the fiduciary
responsibility, within the legal restrictions ofcsety. The agents of the firm’s responsibility
are to increase wealth that has been entrustebdargtsolders (Coelho et al. 2003:3). When a
shareholder chooses to give away money to charijjyes away its own money. If a

manager gives away money to charity, it gives atlhayprofit of the whole organization.
Friedman believes that shareholders can give aley profit if they wish to do so, but the
managers can not give away profit (FalkenbergD062 According to Adam Smith (Smith
1776 in Coelho et al. 2003:6) in a free market peoply buy if they believe that the

products value justifies its price. The invisiblnll serves the public interest to pursue profit
by self-interested business people. If the stalkrgdaradigm is considered in Friedman’s
way, then there will be no conflict between thersledor profit and for managers to fulfill

there fiduciary duty towards the shareholders.

In the opposite corner one can find Edward Freerdarpublished Strategic Management - A
Stakeholders Approach in 1984. Freeman believadathaw framework was needed to deal
with occurring changes in the environment. The &takder Approach is an obvious spin on
the word stockholder, and the approach broadereedahcept of strategic management
beyond the traditional economic boundaries (Freeetah, 2001). This theory encourages
managers to develop a long term strategy by invgsti all the stakeholder relationships, and
this will ensure long term commitment and succébe. Stakeholder Approach put “names
and faces” on the different stakeholders, whichragekes it easier when analyzing different

strategies.
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According to Knox et al. (2005) the success ofglubal market has lead to powerful growth
of international companies. Because of this inargasend, businesses have been forced to
look at globalization strategies and other fiellsegsponsibilities. Friedman’s view has come
under increasing attack since the time of the mgitand can no longer control the
management of a firm. CSR is something that evesydmust now address in some form
(Knox et al., 2005). While Friedman believes tlet donly right approach for managers is to
maximize profit, Freeman believes that to be abladhieve success and profit maximizing a
firm has to take responsibility for the stakehofdeunrrounding the firm. Even though the two
strategies seem really different, they have a comgual; to make as much profit as possible.
On the other hand, the difference between the tradegjies is The Social Responsibility and
the time perspective. Friedman relies on achietheginancial goal as fast as possible, while
Freeman has more a long term perspective.
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Chapter 3: Research dimensions

In this chapter the research dimensions to theslaes being explained. The figure 13 is
designed by the author and is used to explaindhelation between Ethics, CSR and The
Stakeholder Approach. The model is used as backdrodormation in the research process
to find motivators for a firm to the implement CS&d the link between stakeholders and

CSR programs are also explained.

3.1 Corporate Social Responsibility in Relation to Different Stakeholders

In this chapter, a model for connecting the twathes of Corporate Social Responsibility
and Stakeholder View is developed. The foundatiahie model is found in the theories in
chapter 2. As explained in this thesis, Ethichiesliackground of both CSR and The
Stakeholder View. Figure 13 shows the connectidwéen Ethics, Stakeholders and

Corporate Social Responsibility. The figure is deped for the purpose of this thesis.

The first step in the model ighics. Ethics should be the ground rule when doing lassin
The managers of a firm should only take actiorsitumations that promote flourishing for the
whole pot. It can be a help for the managers te thk principles utilitarianism, human rights
and justice as ethical guidelines for their actiand behavior towards the people involving
the firm (Falkenberg, 2008). The ethical behavem be divided into four levels: illegal,

marginal, good and saintly behavior.

Samtlv Good honest | | Naremal [llecal

behavior behavior behavior hehavior

ETHICAL BEHAVIOR
FIGURE 11 (FALKENBERG, 2008%)

If a manager takes actions that are against tieppudence of its country, then his behavior is
characterized as illegal. Marginal behavior reBexbehavior which can be seen as doubtful
and on the border of what is legal or ethical. Waenanager is behaving in a good and

honest way, his actions are going one step beymntegal restrictions. This way of acting is

2 Falkenberg. A, 2008. Lecture note, Agder University, Norway
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respected and appreciated by the society. Firgdintly behavior is characterized by
managers who act beyond the expectations of tkelstéders and the society as a whole.
Saintly behavior is used by managers that haveaapnterest in a topic. For example, if a
firm is supporting a cancer organization becauseé®manager’s personal opinion about the

disease and a genuine wish to help.

It is important to understand that legal jurisains and ethical behavior do not always walk
hand in hand. In some countries one can find legsfictions that do not promote flourishing
for either the individuals or the whole. In thegeations it will be unethical to obey the law,
and ethical to break the law. For example, if the bf a country prohibits women from
working, then it will be illegal for all women toavk. By obeying these restrictions one will
keep the government happy, but it may not promoteihing for the women involvéd
This is illustrated in the figure below.

Adequate
Foliow the Go

ahead!

Inadequate

Consider benign
civil disobedience

INSTITUTIONS

FIGURE 12 (FALKENBERG, 2007)

The next step in figure 13, the Stakeholdépgproach the business managers have to take the
surrounding elements into consideration. An orgation’s success is dependent of many
factors and for these reasons owners and managedsto involve these factors into their
firm’s strategy. It is not enough to say that tinenfis socially responsible; this strategy has to

be implemented in every link of the business. Ineligping a long term relationship with a

%% private conversasion Falkenberg, A. 2008
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supplier, it can be easier to control and make ghatthings are dealt with according to the

codes of conduct.

The last step of the model integrates CorporatéaSBesponsibility with The Stakeholder
View. The idea is to build stronger stakeholdeatiehships througESR programs or

drivers. By using CSR programs, the firm’s stakeholdery bemotivatedn a way that
creates #ong-term profitability.If the firm chooses not to use any programs oreiso
motivateimplementation of CSR in its strategy it will letmshort-termprofitability. The

firm is at the risk of going bankrupted by all thegative actions going on around it.
Alternatively, the managers of a firm can go baxbkasic Ethical rules and hopefully see the

importance of promoting flourishing life for the wle pot.

One drawback to this model is large firms with higharket power; these firms do not fit the
model because the company may have a monopolgonratry. When there is a demand for a
certain service and there is no other option fa $krvice in the market then the consumers
will have to stay “loyal” to the company producitiggse goods. The behavior of such
companies will not make a difference if it is sbirdr marginal because the loyalty of the
consumers is not in the identity of the firm, buthe lack of choices. Another important
aspect involving the large, international firmghe fact that they are searching globally for
the suppliers that produce with the lowest costeldglobal companies push local
manufacturers to produce at as low cost as possitda this will affect the people working
with and around the companies. Therefore one cathsalarge companies should absolutely

consider and respect their stakeholders.

39



ETHICS Stakeholders
Motivation
To promote - Shareholders \
flourishing lives;
- Employees Long run
1) Utilitarianism _ T profit
- Suppliers maximizing
2) Human rights i
—>  _ Localand CSR DrlYers
3) Justice international
society
- NGO’s No motivation
- Government ¢
< Short term
profit
maximizing

THE CONNECTION OF ETHICS, STAKEHOLDER APPROACH & CORPORATE SOCIAL RESPONSIBILITY

FIGURE 13 (THE AUTHOR, 2008)

3.1.1 Implementing Corporate Social Responsibility

Implementing a Corporate Social Responsibilitytegg at a firm can create different
reactions from the employees. Even when the masagertrying to improve the working
conditions of the firm, it may be negatively weloeen According to Dentchev, a study done
on HSE the health and safety environmemt2004 shows the direction of two possible
“chains of evidence” or framework on the effecteanployees when implementing/improving
the HSE policy. The organization has the abilityniprove HSE. The possible results of the

survey are shown in the two figures below, 14A a4B.
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CsP

Meazures for Measures for
employess’ emplovess’ l
health . safety Signaling/
T, -
““q,:__:: Attraction of
T T~ new
A emplovees
Employee Emplovee L 1‘;
mintivation zatisfaction
Werk effort |

POSITIVE EFFECTS ON EMPLOYEES
FIGURE 14A (DENTCHEV, 2004)

From figure 14A one can see that the employeesheffirm can react positively to the
changes. They feel safely that the firm is concgnvigh their well-being and safety at work.
This leads to a higher degree of both motivatioth satisfaction. Happy employees in a firm

may stay longer in the firm and attract other geotployees.

Contradiction
with emploves’s |-
expertise \ .

\ Emploves

More effort 4 demotivation
required to '*," /

CSPp Safety complete job /
equipment I

|—.. More time

regured to
complete job T Employee

! dissatisfaction
! !
.| Signal of danger /

for the employee

NEGATIVE EFFECTS ON EMPLOYEES
FIGURE 148 (DENTCHEV, 2004)

Looking at figure 14Bone can see another reaction to the change of H&&h though the
firm is trying to improve the environment for theployees, it makes the employee insecure
and works in the opposite direction. Firstly, ietinanagement decides that the employee
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should use more safety equipment, this might nemnseecessary to the workers. This change
may demand more effort and take longer time foretmployee to do his/her job. Finally, the
safety equipment might signal a dangerous workrenwent to the staff, which in turn may

lead to dissatisfaction.

This is an example to show that implementing CS&egies demands some change, and this

can be both positively and negatively acceptechbyemployees.

Chapter 4: Methodology
In chapter four the methodology of the researaxored. The research will be based on a
case analysis of five Norwegian companies. Allhaf tompanies are considered as pioneers

when it comes to implementing CSR strategies iir thesiness making.

4.1 Research design

The research design can be thought of as the steuot the research, and it provides the
basic directions or the framework for carrying the project. The researcher should choose a
design that will: 1) provide relevant information the research question and 2) do the job
most efficiently (Hair et al., 2003:57). AccorditagJacobsen (2002) the question to research
can be investigated in two different directionsjugtive or inductive research method. The
deductive method is based on the movement fronretieal information to empirical
information. One has some expectations as to veladity looks like, and with these
expectations in mind one investigates the correstioéthe theories involved. The inductive
method moves in the opposite direction, from eroplrdata to theoretical data. The
difference between these two methods is that areking with a deductive method the
researcher knows what he/she is looking for, wsi@g an inductive method the researcher

is more open minded.

In this thesis, three different theories are exy@dj Ethics, Stakeholder Approach and
Corporate Social Responsibility, and usedhe foundation for the research. The reality is

being investigated from the aspect of these theorie

Further, the research design, which is divided thtee categories; exploratory, descriptive or
causal research design, needs to be chosen. Tioe cdfidhe design depends on the
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fundamental meaning of the study. Axploratoryresearch design is often chosen when the
researcher has very little information to guidéh® predictions. This design is developed to
gain a better understanding about a phenomenoneXieratory research design can also be
used as an introduction to descriptive or caussarch design. Thaescriptiveresearch

design is often used to describe a situation bygudescriptive statistics. These include
frequency counts (how many), measures of centnaletecy like the mean or the mode, or a
measure of variation such as standard deviatioir @dal., 2003:57). Theausalresearch
design is often the most complicated one. The ddsigased on whether or not one event

causes another. For example does X cause Y?

To plan and properly implement the research desigmecision maker has to choose either a
gualitative or quantitative approach. Qualitativel @n open approach gives a more distanced
picture of the content, while a quantitative applogives a fractured and narrow view of the
content. The chosen approach is affected by theerhesearch design. When using an
exploratory design, which usually demands a comatad focus on some units, a qualitative
design will be the most appropriate one. In thesth, exploratory and qualitative design will
be used. This method brings focus to many nuanuésariables by focusing on few entities.
If the task is to test a problem, one has to flr@ldontent, the frequency or the spread of a
phenomenon. If this is the purpose of the studg, iest to investigate many items, thus using

a gquantitative approach.

Carrying out a study involves collecting reliabledasalid data. “The terrdata setrefers to a
collection of information describing multiple faaté multiple units of analysis” (Hair et al.,
2003:71). There are many different types of souarekdata; subjective versus objective
data, primary versus secondary data and one skitafis not necessarily better than the other
but it enlightens a different aspect of the redea@mncerning subjective versus objective
data, subjective data is an individual's opiniotjle/objective data is independent of an
individual’s opinion. Primary data is sampled foe fourpose of completing a research
project. The researcher has been involved in esteqy of the process of turning the data into
knowledge. Secondary data has already been callémtsome other project. Even though
the data is collected for a different purpose,alyrbe just as relevant to the research question
at hand. Secondary data is cheaper and easiesad¢c@sid therefore the key advantages of
the decision makers are that they save time andyndn this thesis the data collected will be
mostly objective and secondary data, collected fnemspaper articles, firm’s homepage and

other online sources. Even though objective andrstary data might be as reliable and
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credible as subjective and primary data, it is intgrt to critically check and be aware of the

material’s reliability.

A population is defined as “all the entities thaeavishes to be able to say something about”
(Jacobsen, 2002:64). To investigate all entitiesklmboth costly and demanding; therefore
an assortment of the total population must be domemplete a research. To be able to
generalize the results the assortment must berapliable to the total population as possible.
The larger the assortment is the greater is thaiogy for a valid and reliable result. Another
demand is that the assortment is randomly colledted wish for generalization leads to an
extensive research design. If generalization s il@portant, one can choose an intensive

research design which concentrates on fewer esititie

The purpose of this thesis is not to be able tegdize, but rather to understand if there is a
connection between the theory of CSR and the theioBtakeholders Approach or not. The
five chosen firms are hand picked because of itsMkedge and consideration of Corporate
Social Responsibility. By choosing firms that fietpattern of what the researcher wishes to

investigate, one has a large chance of solvingtblelem definition at hand.

According to Jacobsen (2002), the line betweennsxte and intensive research design is
fluid and it is possible to generalize also onlthsis of a research done on few entities. The
extensive research design investigates widely fauwakles and many entities. While the
intensive research design investigates deeply, mangbles in few entities. Therefore in the
purpose of this paper the intensive research desigeing used, and to some extent one will

be able generalize the results.
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Number of

entities .
“The ideal”
* Extensive
Many Many
Few variables- variables-
Many entities Many entities
Mixed
Relatively
many Intensive
variables-
Relatively Many
many entities variables- Few
entities
Few
Number of
variable:
Many

RESEARCH DESIGN
FIGURE 15 (TRANSLATED FROM JACOBSEN, 2002)

The figure above illustrates the four differentidas, the extensive, mixed, intensive and “the
ideal” design. The mixed design is a combinatiotwken the extensive and the intensive
design, where both relatively many variables artdies are researched. When using “the
ideal” design, many variables and many entitieseapdored. This is a difficult design to

carry out because of the costs related to the reseghere are high costs for two reasons: the
data collecting process is long, and the infornmati@t the researcher is ending up with is
extremely complex and therefore difficult to an&yAs mentioned above, the intensive
design is chosen to be used to collect data aresiigate the phenomenon. The pros for using
this design are that it brings out relevant ddtta,ibformation discovered is not taken out of
the total coherence and it brings out detailedrmgttion. The internal validity will be strong
when using intensive design. By using this dedliga researcher will get as completely

description as possible of the phenomenon andahixt that the phenomenon concerns.

When collecting the data, there are two differénti®es that can be used, case study and
little-N-study. According to Jacobsen (2002), casgly is the best alternative when one
wishes to investigate the connection between afspeontext and a phenomenon. While
little-N-study is used when the researcher wisheantighten as many sides as possible in a

phenomenon. In this thesis the author will use sasdies, which are often exercised to
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develop general information on the phenomenon.ét@droader and a more reliable result

one can choose to use several similar cases angactem

Reliability says something about how solid and i#athe phenomenon one wishes to
measure is (Ghauri and Grgnhaug, 2002:76). To statet the reliability, one has to check
three elements, the measure instrument, the methoallecting data and the treatment of the
data set. One has to test the reliability of theasnee instrument to find out how well it
measures the phenomenon that one wishes to medbkeremethod of collecting the data set
must be reliable in the way that it was collectedréended. And the collected data has to be
accurately noted in the collecting process. Thiessetelements are crucial when it comes to

understanding how much one can rely on the colledéda and the research.

In addition to reliability, validity also has to lobecked. Validity says something about
credibility, and if the researcher measures whathgeintended to measure. The results of the

research have to be critically valued against tlected data.

4.2 From Theory to Reality

To explore the research questions of this thesistithor wishes to use a method as efficient
and correct as possible. By using a deductive reseaethod, one will investigate the reality
and see if there is any connection between theidsdiscussed in the previous chapters and
the reality. An exploratory and qualitative desigm@applied to investigate the five Norwegian
companies, Storebrand, Stormberg, DnB NOR, TelandrThe KONGSBERG Group. By
exploring five entities with many variables, ongastigates on a deep basis and can discover
nuances and variables that a quantitative rese@wald overlook. The design brings out
detailed information that is not taken out of itgymal connection, and the internal validity is

strong.

For the purpose of this thesis, the author hasldpgd a Guide for Investigation as a help to
investigate the CSR/Stakeholder Strategy of thepammes mentioned above. The Guide for
Investigation will be used as a tool to seek infation from the five cases. Secondary data
will be collected from sources like newspaperscks, company website etc. To be able to
generalize the results the researcher has deomdaddy many similar cases which make the

results more valid.
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4.3 Guide for Investigation

GUIDE FOR INVESTIGATION *

Investigation process

* With this investigation, one wishes to map Norwagiganizations knowledge and
interest for social responsibility. With this resgaone will emphasize on the
strategies that the given firm makes use of towdsdstakeholders and the firms’
responsibility towards the society.

* The research seeks to answer the following:

o0 The company’s use of CSR as a business strategy
0 The company’s responsibility towards its stakehde

* The form of the investigation

The research will be based on former interviewthefmanagement of the company,

articles and other secondary sources of information

Company background

When was the firm founded?

Does the company use CSR as a business strategy?

How many employees are employed by the company?

What is the yearly amount used on the CSR strategy?

The firm’s relations toward The Stakeholder Approat

First, one would like to ask some questions rel&detie company’s view on stakeholder

theory. It is the understanding that not all stakéérs are shown equal interest from the

» infomgt.bi.no/courses/inf2200/trans/u04-intervjuguide-eksempel.doc
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managers, since that would be very time and resatonsuming. With this in mind, one
wishes to find which stakeholders that are the nmopbrtant ones from the company’s point

of view.
1. Which stakeholders are involved in the firmisastgy?
2. Which stakeholders are considered the most itapbones to the firm?

3. Why are these stakeholders of more interesteditm than the other ones?

The company’s relation to CSR

Secondly, one would like to continue the invest@aby moving to the next topic, CSR. In
general there are ambiguous opinions on whetheoto€CSR creates value for a firm. For this
reason, one wishes to investigate if a CSR strategptes financial or organizational value

for a firm, seen from the aspect of the managers.
4. What advantages does the company experiencetlfi®@SR strategy?
5. What disadvantages does the company experientetfie CSR strategy?

6. Has the company obtained any financial gaingdiyg the mentioned strategy? If yes,

which ones?

7. Has the company achieved any organizationakgdiwm the CSR strategy? If yes, which

ones?

The company’s relation to both stakeholder and CSRtrategy

Lastly, one wishes to investigate some questionsitaihe connection between CSR and
Stakeholder Strategy. There are many ways to imghéi@orporate Social Responsibility in
an organization. In many cases, small adjustmemtsmake a big difference. For example, if
all the employees in a firm turn off their officigtht in the evening, it will both save the firm

costs due to electricity and it will save the eamment.

8. In which ways does the company practice CSR tdsvtre stakeholders?
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The table below shows some motivators that hav&teteorganizational and financial values

for other companié& Does the company practice any of these motivénaits strategy?

Stakeholder | Example of CSR programs

Employees v Equality between sexes
v No discrimination
v Provides the employees daily with milk and fruit

v" Collective workouts

—h

v/ Have the opportunity to buy shares of the company, take part o

the total earnings of the firm
v Flow of necessary information and good communicatio
v Provide foreign employees with Norwegian languagéses

v' A percentage of the earnings will be used to imertive working

environment (e.g. 5%)

v’ Flexible working hours and home-office» lower employment

turnover

v' Fair pricing (fair trade)

Consumers v' Activities to improve the quality of the products

v Voluntary and free service to customers

v Ethical marketing

v' Supporting the establishment of local and regitmainesses

v" Reclamation of wast& costs saveebreduced prices for consumers

Suppliers v Fair pricing (fair trade)

v' Cooperate with local partners

*®|nspired by; CSR in SMES. http://www.csr-in-smes.eu/downloads/brochure _norwegian.pdf
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v' Promote Human Right and other standards througfibwet Value
Chain

Community v" Integration and improvement of the local community
v Sponsoring local schools, hospitals, NGO'’s etc.
v Financial and material support to under-developratries

v' Employing people that have difficulties getting wosuch as former
drug abusers, people that have been to prison etc.

Environment v Innovation of environmentally friendly products amtoduction

processes

v' Efficient use of resources

v Reduction of waste and pollution

v Choose suppliers which have good environmentatistais

v Inform business partners, customers and societgneironmenta

issues

CSR MOTIVATORS
FIGURE 16 (THE AUTHOR, 2008)

These are some examples of small and large adjotrtieat managers easily can implement
into their strategy. The examples will not “fit” ey stakeholder and every business, but they
are meant to be a guide for efforts that can beematiese simple steps can help build a
stronger relationship towards the stakeholderscagate a good public reputation. In time this

may lead to long term profit maximizing for the amgation.

9. Grade the importance of the following stakehofdam 1 to 5, where 1 is really bad and 5

is really good:
» Owners
* Suppliers

e Customers
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 Employees

* Government
*  Community
* NGO’s

» Political groups

10. Considering the company’s strategy, are theyecarrections that should have been
made? If yes, which ones and why do they not wodiay?

Closure to the investigation

11. Are there any fields related to the stratedissussed that it is important to emphasize?
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Chapter 5: Case descriptions

In this chapter, five Norwegian companies with eetidly implemented CSR strategy are
investigated. The companies can all be looked @sgmoneers when it comes to Corporate
Social Responsibility and consideration towardsr tstakeholders. Upon taking a closer look
at the strategies and the different actions thag pdace at the firms, one can see some
discrepancies between words and action. The fivesiingated companies are Storebrand,
Stormberg, DnB NOR, Telenor and The KONGSBERG Grdiye intention with this
investigation is to get an impression of which camips that are genuinely concerned about
the society, and which firms that wishes to plaase‘public” and look good. There are high
risks involved for a company which has the intemtio make its repute better by using CSR.
If the strategy is not implemented throughout tbmpany’s appearance and behavior, it will
probably worsen its reputation and lose all crdidybiExamples of firms that have made this
mistake, and never managed to “bounce back” agaimel market are Lidl in Norway and

WalMart in Germany.

5.1 Company: Stormberg

Introduction

Stormberg produces outdoor clothing for the whataify (www.stormberg.rd). By
emphasizing practical solutions and design, thepaom has developed convenient clothing
for any kind of weather. Stormberg believes thahuld not cost a lot to be able to stay
outside and enjoy the Norwegian nature and thezdfor assortment is sold at family-friendly

prices. The clothing is made of high quality matkand has a classical design.

Stormberg has had an amazing growth the last tars ynd the firm is considered to be one

of Norway’s leading producers in the outdoor clothindustry.

Stormberg was the first textile company in Norwayick became a member of Ethical

Trading Initiative Norway\ww.etiskhandel.np The company is working hard to secure

fundamental human rights and a good working enwviremt at its factories in China.

7 Appendix 1
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History

Stormberg was founded in February 1998 by Stein@iskn. By the end of the first year, the
firm had four employees. The turnover has gone f8ad8million in 1998 to 121 million in
2007. The company’s clothing is sold in more th@f stores all over the country. From
Stormberg’s great reception in the Norwegian maoket understands that there is a large

demand for inexpensive clothes with good quality.

Employees

Way Back

Stormberg has a policy of recruiting people who Mamormally have problems acquiring a
job, like former drug abusers, alcoholics and iresalhe company is helping the local
community by integrating these groups of people stciety. The firm cooperates with NAV
and prisons to recruit new co-workers, and hasdeaand that at least 25% of the firm’s

employees are recruited through the “way back” maog

Customers

By recycling used clothes, Norwegian consumers laavexceptional possibility to help poor
people in Moldova and Romania where the clothes dgeew life”. In this project, Stormberg
is able to give Norwegian consumers a differenti@aither than the financial value. Also,

Stormberg is selling quality clothing at a mediurce level, so for the customers their value

is measurable with the price of the product.
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Suppliers

International Human Rights

Stormberg is showing responsibility and the firncasmcerned with its international
production and value chain. The firm is takingrésponsibility by following the international
human rights. Most of Stormberg’s suppliers aré@tad in China and therefore it is
important to control that the regulations are fa#al. Because of the firm’s awareness about
the differences in the work-culture in China andWay, there are unannouncedits at the
factories so that the company is sure that the humgats are adopted and maintained
(MediaPlanet, ed.6, p.8).

Openness

To be open is important and as the first busine$éorway, Stormberg published the list of
the factories used in the value chain. There isofpgnness about the working conditions in
China, both toward the Norwegian market and tovilaednanufacturers in China. Stormberg
has hung posters of the valid ethical guidelindbeit factories in China, and the guidelines
are also translated into Chinese to be sure teat thill be no language barriers.

Fair trade

According to Kleppe (MediaPlanet, ed.06, p.8) Olsays; “One has to give the factory
owners the opportunity to fulfill the demands”, ahdrefore Stormberg has to pay a fair price

for the products made in China.

Community/ advocacy groups

Shelters

Stormberg is sponsoring four local shelters forsglduwomen in Kristiansand. The agreement
with the shelters focuses on improving the lifekildren of the mothers living at the shelters.
Primarily, Stormberg give support through actiatend welfare offers, like clothing and
simple outdoor trips or activities.
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Europe in focus

Stormberg is the main sponsor for an organizatadied Europe in Focus. The organization’s
goal is to improve the life of the homeless chitdie Romania and Moldova. From the
recycling arrangement, all clothing delivered air8tberg is sent to the two countries to help

people that can not afford clothes.
1%

Stormberg uses 1% of their yearly turnover to spopsojects and organizations which
works to improve human beings’ quality of life. Tim®ney is mostly to be used to help

children in troubled situations, either in Norwayimternationally.

SOS — Children Villages

The arrangement was established in 2002 between-STfidren Villages and Stormberg.
The goal of this agreement is to create a bettarduor orphans and neglected children. The
firm is responsible for financing one of the fo®S — Children Villages in China, Urumqui.

Urumqui is the area where Stormberg is produciothels.

Initiative for Ethical Trade (IEH)

IEH (www.etiskhandel.npis an organization which has as a goal to selcunean rights,

development and environment. As the first textiedocer in Norway, Stormberg was
allowed to become a member of IEH. The companyegdhb increase the knowledge in the

area of ethical trade, and improve the companygmgament in social and ethical issues.

Environment/ NGO's

Local area

Stormberg believes that efforts can be made by basmesses and individuals to reduce the
spillage on the environment. To save the envirorirfrem unnecessary CO2 emission by
driving back and forth to the desired location,r8tioerg encourages their customers to

explore the local nature.
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Products

Today, Stormberg’s assortment is made of cottonsgnthetic fabrics, which contains oil and
other forms of energy. Two problems with the useadfon in the production are, 1) it is very
pollutant and 2) it takes away arable land thatadcbe used to provide people with food and
nutrition. In the future, the company wishes to makoducts with material that is 100%
recyclable. One of the efforts that have been medently is the use of recyclable material in
production, such as plastic bottles and bambo2009 Stormberg is introducing its first

fleece collection made entirely by 100% recyclgiméyester.

Returning products

In July 2007, Stormberigtroduced a recycling idea of the products. Bymeing used
Stormberg products the customer will get a redbigt is worth a certain amount of money.
One can either choose to use the receipt on otbemBerg products, or give the money to a
humanitarian cause. The used clothes are shippsalitdries in the eastern part of Europe.
With this mentality, Stormberg wishes to encouraggg/cling and to turn the current “use it

and throw it away” trend in western society.

Grgnt Punkt Norway

Stormberg started to work together with Grgnt PiNtway in February 2002. The
agreement entail that the firm has a membershgretycling arrangement for cardboard
boxes etc. Stormberg is committed to paying ade¢hfe packaging that is being used in the

business.

Friends of the Earth Norway

In November 2007, Stormberg and Friends of thelBddrway (vww.naturvern.npstarted

collaborating. In the clothing production Stormbergbliged to follow a certain list of
chemicals that are allowed to use. The companyasrdome of the finished products to
make sure that it does not contain any toxic chalsitke PFOS etc.

To be able to keep track of spillage and becomesranvironmentally friendly, the firm has

made a climate score with ideas of possible effditiss way, Stormberg is able to identify
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emissions and come up with new efforts to redueauie of energy in the value chain, and

again reduce the total emissions.

5.2 Company: Storebrand

Introduction

Storebrand is a leading company in the Nordic ntadkaling with insurance and long term
savings. The company offers services like life hadlth insurance, damage insurance,
financial management and banking services. Witkdlservices Storebrand is able to offer a
complete product package to individuals, compamms)icipalities and public businesses
(Storebrand.rd).

Storebrand outsources services like IT, office isepveconomy and personnel. The company
buys services for around 1.1 billion a year. By dading environmental and social

responsibility from suppliers the company is takpagt in a sustainable development.

To cooperate with different idealistic organizasdras been an important part of Storebrand’s
CSR strategy. Their main partners are The Norwe@emcer Society (NCS) and MOT. To

make the local communities better, Storebrand baeldped thé&'ou cancompetition.

History

The company’s history goes as far back as 1767996 Storebrand bank was established,
and in 2006 damage insurance was launched agaipas of the complete product package
to the private market. The Swedish life insuranue pension provider SPP became a part of
Storebrand in 2007.

Storebrand’s primary market is Norway, but the campis also investing in the Swedish

market. The firm has gradually expanded and totlaffers pensions, financial management

® Appendix 2
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and health insurance. In February 2008 Storebrarmgoyed 1595 people. The average age of
the employees is 42, and thermal time that the employees stay in the compaiQ years.
Men and Women working at Storebrand are equallyidiged. The company appreciates

diversity and believes that all human beings ateakq

Storebrands main values and beliefs are (storebrand
* Trustworthy
* Possibilities
» Easy to relate to and deal with

e Future oriented

Employees

Storebrand participates in a yearly inspection donthe analyzing company Great Place to
Work Institute Norway. Last year 59 companies payéited in the survey, which is a
comprehensive survey among all the employees, adi8and managed to maintain thd'10

place from the year before.

Customers

Storebrand has a goal to be the most customerst@di@nd respected company in their
business line. Customer loyalty and satisfacti@nadso important in the private market. To
have a reliable source as to whether they haveaetiithe goal, the company has through the
last four years cooperated with a research progtatime Norwegian Business School, BI.
Therefore, Storebrand is investigating how custemeact to the competence, reaction skills
and personal treatment of Storebrand’s employda®elyears in a row, Storebrand has

managed to get the highest score on pension anohsitirance in the business market.
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Suppliers
Guidelines

In 2006, Storebrand established a central diviBopurchase and purchasing policy. A
holistic coordinated purchasing practice make®gsyble to save costs and secures that most

of the company’s trading is happening accordinigstguidelines and conditions.

Community/ Advocacy groups

Research and development

Storebrand wishes that the business education iwaowill reflect knowledge and
engagement on Corporate Social Responsibility. 8fbeg, the firm has formed collaboration
with NHH (Norwegian School of Economics and BussAsiministration) and Bl
(Norwegian School of Management). With these agezgmiStorebrand believes that it will

achieve educational research and strengthen toreship with both colleges.

Micro financing

The Norwegian Micro Financial Initiative (NMI) waseated in a collaboration with DnB
NOR, Ferd, KLP, Norad and Norfund. In addition thMN\ Storebrand has been investing in
micro-credit since 2005 and it has about NOK 10Miens invested in different micro
finance funds. The vision of NMl is to strengthezople’s financial situation in developing
countries by contributing to sustainable developnbgrcreating jobs and increasing welfare.

The NMI is meant to be a banking business, notaaitshgiver.

The Norwegian Cancer Society (NCS)

Throughout the cooperation, Storebrand wishes méribwite to preventing cancer and
supporting NCS’ work with young people that arelishggwith cancer in 2008. Through this
agreement Storebrand believes that there are jassslio increase information and
knowledge given to customers and employees abeudiiease.

MOT

MOT is an organization that is working to make amar and safer environment through
strengthening people’s ability to take care of teelwes and others. In recent years, 800 of

Storebrand’s employees have participated in orieeo€ourses held by MOT. The courses are
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meant to inspire people to give each other posféeeback and praise when good actions are
done towards a colleague or a customer. Storelireleles that positive and motivated co-
workers will increase customer satisfaction. MOa igery important team member for

Storebrand.
Red Cross

Red Cross is working to discover, hinder and aditeerhumans’ destitution and suffering.
Storebrand has been linked to different progrankerRed Cross for 12 years. Today, the
company supports Homework help in Norway. More tB@@ people participate in this

program from Monday to Thursday at Oslo Red Craossrhational Center.

World Business Council for Sustainable Developm@hBCSD)

World Business Council for Sustainable Developm&iain organization that works for
sustainable development in business, and the drasieen collaborating with Storebrand
since 1995. Through this cooperation Storebrandibasloped a good and important network
with some of the world’s leading corporations, whare especially active within
environmental work and social responsibility. Tod&torebrand is a part of the project The
Business Role Focus Area, which is working to dewelnd promote the message of

sustainable development.

United Nations Environment Program (UNEP)

The United Nations Environment Program contribiitesstablishing partnership between
different businesses in society to work for susthia development. The goal with the
cooperation is to develop an understanding relatesvironment, sustainable development

and financial success.

Today, Storebrand is working in a group for thaunasice industry called Insurance Work
Group (IWG). The goal of this group is to cooperstdahat the insurance line will become
more sustainable. A long run goal is to developd?ples for Sustainable Insurance. In 2006,
UNEP and UN Global Compact presented PrincipldRfesponsible Investment (PRI).

Storebrand has agreed and signed up to followriheiples.
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The Global Compact

The Global Compact was established in 2000 by Ui secretary, Kofi Annan. Through
this initiative the goal is to unify businesses, UNrgans, work organizations and the rest of
the society together to support sustainable devednp.

The United Nations Global Compact agreement hagiked ten principles as guides to good
business practices. The principles involve humghtsi, working conditions, the environment

and anti-corruption.

Transparency International (TI)

Transparency International is an independent iateynal anti-corruption organization. Tl
was founded in 1993 and the Norwegian departmesatestablished in 1999. Storebrand has
been a member of Tl Norway since 2004.

Tl has assisted Storebrand in forming corruptioteca in their financial management
department. The criteria are concerning Storebsawaue chain so that the company will not

invest in companies that are involved with sericoisuption.

In addition, Tl is assisting Storebrand in impletigg corruption policies, where the border

between customer relations and buttering receivgshmttention.

Environment/ NGQO'’s

Real estate management

Storebrand Estate is the third largest real efitateén Norway and the management believes
that it is important to follow certain environmelhydriendly guidelines. There are demands
on the estate’s influence on both external andniateenvironment and also on the use of

resources. The main focus areas are energy uss, ugg and renovation.

Energy

As a step in the process of making the employeeseanf the energy use, all buildings have
gotten a follow-up energy use system. Storebrarsti@d to invest more in environmentally

friendly solutions, for example renewable energyrses.
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A goal for 2009 is that all private real estatell have a follow-up energy system, where all

energy and water that is used is registered antiatimal.

Traveling

In 2008, the firm has started to report on the amhofiflights per year. The business trips in
Storebrand are mostly domestic.

Storebrand has 80 company cars. Today, 90 pertémt cars are using diesel. The cars are
equipped with filters that contribute to reducihg tocal pollution from diesel cars.

In 2006, the firm bought an electric car that isdifor meetings in the community around the

main office in Oslo.
Waste

Storebrand has a goal to increase the amount déwlzst is recycled. In their main office in
Oslo, the degree of sorting waste is in 2008 ardhéb. In 2005, environment stations were

put up to recycle office material.

Paper and water

The goal for 2008 is to reduce the use of papel(®s. Two efforts have been made so that
the employees of Storebrand manage to reach thelgaatomatically print on both sides of

the sheet, and 2) implement a mailbox system witer¢D cards have to be used for printing.

The use of water is frequently controlled, so tnatidden increase in the water consumption
will quickly be detected and the cause can be folihé goal is to achieve stabile water

consumption.
Climate

In 2007, the firm agreed to be climate neutral, bngs certified climate quotas, Certified
Emission Reduction (CER) through FN’'s Clean Develept Mechanism market (CDM).
Storebrand can be certain that all their efforésancording to the climate quota, and by

supporting CDM it also supports the Kyoto arrangeine
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5.3 Company: DnB NOR

Introduction

DnB NOR is Norway’s largest financial consolidateith a managed capital of NOK 1 600
billion. The consolidated consists of strong braaches such as DnB NOR, Vital,
Norlandsbanken, DnB NORD and Carlson. DnB NOR hasrtllion private customers and
more than 198 000 business customers. DnB NOR bas tflman 200 branch offices spread
all over the country. It is Norway’s largest fingadanstitution, value paper business and the
leading real estate agency. Internationally DnB N@R branch offices in twelve locations

and it is one of the world’s leading shipping batRaB-NOR.ngG%).

DnB NOR wishes to use knowledge, resources and/atiam to contribute to a sustainable
development. Therefore the firm contributes amathgiothings through supporting sports,
culture, aid organizations, use of microfinancephaald work to increase the awareness of
social responsibility among customers and emplay&es financial business the largest
challenge for DnB NOR is considerations to thermaéenvironment such as energy, paper,

waste and transportation.

History

DnB NOR represents more than 180 years of finamisabry, established as Christiania
Sparebank in 1822. The current company, DnB NORsisb of fusions between Christiania
Sparebank (1822), Gjensidige (1847), Bergens Rrarékt (1855), Den norske Creditbank
(1857), Fellesbanken (1920), Bergens Kredibank &}, 92o0stbanken Vital and
Nordlandsbankefl. The present company name, DnB NOR was chosen08 20the
merger of Den norske Bank (DnB) and Gjensidige NOR.

29 .
Appendix 4
% http://en.wikipedia.org/wiki/DnB_NOR#History
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Employees

Diversity & motivation

Two important factors for DnB NOR as an employer: 4)) to create a culture that promotes
diversity and 2) to create individual possibilitfes development. As an institution that
delivers financial services, it is especially imjaoit to have clever, motivated employees with
different backgrounds and knowledge. To motivagedimployees DnB NOR offers a broad
specter of courses etc. and the management haalaxmworker conversations to understand

personal needs and wishes.

Balanced working hours

A balance between work and spare time is part & NOR’s personnel policies. One of the
efforts made to achieve this goal is offering hdd@s with access to DnB NOR's servers.

Seniors

To DnB NOR it is important to keep seniors as lasgossible and therefore the company
offers co-workers over 62 years full pay for 80%rkvo

No discrimination

Equality between men and women is essential to ROR. Both sexes should have the same
possibility for development and advancement. Fstaince, the company is prioritizing
women before men for management positions in oakege both applicants are equally

qualified.

Physical activity

DnB NOR is trying to prevent sick leave by givirtngtemployees the opportunity to stay in a
physically good shape. Some of the firm’s departsiéave workout rooms and the firm also
has its own sports team. The offer has led to gesdlts with healthy and motivated

employees, and the sick leave has in recent years stabilized at 5%.

Openness

DnB NOR emphasizes open dialogue and good relalbietvgeen the co-workers, and it has
established specific meetings where the employ@k®ver employment related issues with

the management.
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Suppliers

Guidelines for Social Responsibility in the Crefdtivity

DnB NOR wishes to make sure that human rights, eye@s’ rights, environment and the
fight against corruption are obeyed. For its finahmanagement DnB NOR has a common
ethical platform, which builds on internationalligtinguished guidelines and principles such
as; FN’s Global Compact, OECD'’s guidelines for nmaltional companies and the Ottawa
convention. The firm also supports FN’s “Principles Responsible Investment” (PRI) and
UNEP FI's principles. DnB NOR counts on construetdialogue with clear demands toward

the investment partners.

Consequent use of Supplier's Declarations

To secure that the suppliers obey the regulatibhsiman rights, employees’ rights, the
environment and anti-corruption, DnB NOR has impeated a self-declaration form
concerning the supplier’s social responsibility DMOR will only do business with firms

that have signed the form.

Analyzing and Filtrating

DnB NOR capital management also control funds amtfgdios with more comprehensive
ethical guidelines, linked to for example the eamment, tobacco, alcohol, war material or
gambling. DnB NOR barnefond, DnB NOR Global EtiBkB NOR miljginvest and DnB
NOR grgnt Norden are examples of such funds. DnBRN@I not give credit to businesses
that entails serious damage on the environmentgthion or violation of human and

employees’ rights.

The Equator Principles

The Equator Principles are a set of voluntary duids related to environmental and social
relations when financing projects. The principles @stablished as the financial business’
framework for evaluating and controlling environrtedrand socially risky relations in large
global projects. The principles were founded in2@ad are based on the World Bank’s

environment standard and the social guidelineb@iriternational Financial Institute (IFC).
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Community/ Advocacy groups

Plan Norway

Plan Norway www.plan-norge.npworks to help people in underdeveloped couns@ethat

they can gain experience and resources concere@thheducation, living conditions and
creating income. The idealistic organization hasdlounding principles: 1) Children are in
the center of all activities, 2) Plan Norway isiadependent organization and 3) Holistic

thinking. Dnb NOR is general sponsor of Plan Norway
Care Norway

Care Norway\www.care.n® is working for equality, so that both men and vesnhave the
opportunity to a life according to the human riglatsd also to be able to use their potential
and resources within national, political, financsdcial and cultural development. DnB NOR

supports microfinance initiative through Care Noywa

Norsk rikskringkastning (NRK)

DnB NOR is cooperating with the annual charity éJessted by the Norwegian television
channel NRK Wwww.nrk.ng. The firm contributes with money and encouragpeseémployees
to help.

Christmas qifts

Instead of Christmas gifts to customers, DnB NORgjiaway NOK 500 000 to a charity

organization.

Save the Children Norway

Save the Children Norway is an idealistic orgamizathat fights for children’s right for food,
health and education, and to live in peace withetfop the future. Many of DnB NOR'’s
employees support Save the Children Norwaw\{.reddbarna.noby giving a part of their

salary every month. Since the agreement was matie8n, the employees have contributed

to giving away many millions to this organization.
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Financing two professor candidates

DnB NOR is financing two professor candidates mdinea of finance, one in financial
economy by the Norwegian School of Economics ansiriass Administrationfww.nhh.ng
and one in capital management at the Norwegian@dfidanagementwww.bi.no) .

Sparebankstiftelsen DnB NOR

Sparebankstiftelse DnB NOR is the second largesteowf the DnB NOR consolidated and it
can use up to 25% of its surplus for public aims2007, this organization gave NOK 100

millions in gifts.
Microfinance

Microfinance is about giving poor people the potisitto use financial services. DnB NOR
has chosen to contribute to microfinance in walges §upporting humanitarian organizations
involved in microfinance and by giving NOK 75 miliis to commercial investments directed
by Norwegian microfinance initiative (NMI). NMI wilndirectly and directly invest in

microfinance institutions.
Creates value

DnB NOR creates value by financially supporting @daisiness ideas and helping people to
put ideas to life. At the same time, the firm haginmental and social requirements on all

the projects that are being financed.

DnB NOR'’s innovation prize is an important conttilbn to knowledge-based business

development, where the best idea is rewarded. Tihesowere given the first time in 2003.

Preventing Financial Crime

DnB NOR believes that it is important to prevengficial crime, and has their own entities
that are working with fraud, white washing of moraad financing terrorism. The goals are
to make sure that customers feel that the values#gnare safe, the co-workers safety needs
are taken care of and that the stakeholders experi®nB NOR as a safe partner.

Jobbfrukt AS
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Jobbfrukt AS employs 350 people that would normillye problems with getting a job,
because of drug abuse, jail-time etc. The compaifiyets fruits to more than a thousand
DnB NOR employees every day.

HAG

The chair-producer HAG, is producing 100% recyaabhterial in the foot of most of the
chairs. Between 40-50% of the material in the chtliat the firm receives from HAG is made

from recyclable materials.

Fair-trade coffee

DnB NOR uses coffee market fair-trade at theiroaf$i.

Environment

Paper

To reduce the use of paper, the firm has imporectrenic print, and print on both sides of
the sheet is automatically chosen on all printecs@py machines. The employees are asked

to think twice before printing emails etc.

Waste and Recycling

All electrical equipment and paper are sorted.

Transportation

With branch offices all over the country, theraiseed for traveling and transportation. To
avoid unnecessary emission, DnB NOR is workingtareye more video conferences and

document sharing from the individual work place.

Energy

DnB NOR is buying energy from the Nordic market,aenthe proportion of renewable
energy is about 60% and the fossil energy sourabasit 15%.
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Products

DnB NOR Finance offers customers climate loans witeduced interest rate to
environmentally concerned car buyers. The firm al$ers climate neutralizing cars and
parking lots by selling CO2 quotas approved bylhé The offer includes DnB NOR
Finance doing all the practical work with securgquglity and purchasing quotas to neutralize

the actual emissions.

DnB NOR Miljginvest

DnB NOR Miljginvest is the only stock fund in theith which is investing only in firms that

are developing and producing energy from the sumg\&nd other alternative energy sources.

DnB NOR Grgnt Norden

The fund invests in companies that have a postinxeronment profile and it does not invest
in oil producing companies or in companies whereentban 10% of the turnover comes from

weapons and/or tobacco.

Climate Initiatives

DnB NOR is represented in two external climataatiies, Neeringslivets Klimapanel and
Klimagevinst 2020. Both organizations try to deyetmd keep a focus on the climate
guestions. By discussing efforts to reduce theatkngas spillage, increase energy efficiency
and chose renewable resources the organizatiohstavisome up with new ideas. Through
brain-storming, the network wants to come up wiithustrial answers to the climate

challenge.

Eco-Lighthouse Program

DnB NOR has certified most of the larger branchcef through the arrangement of Eco-
Lighthouse Programnww.miljofyrtarn.ng. To be able to be certified the business has to

fulfill certain routines and efforts in the aredparchase, energy use, transportation, waste

sorting, health, environment and security and diseater, air quality and noise.
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5.4 Company: Telenor

Introduction

Telenor is a pioneer in the area of mobile commafioo. It is one of the world’s fastest
growing mobile operators, and also the North’seatdgelevision distributor. Telenor offers
services in three business areas, mobile senhoese phones and broadcasting services in
the North (Telenor.nd).

In 2007, Telenor had more than 143 millions mobder’s world wide and a strong position
in a growing broadband business in Scandinavia.cbhgpany is listed on the Oslo Stock
Exchange, and it supplies work for about 35 80(feed he turnover in 2007 was NOK 92.5

billion.

The company’s values are (telenor.no); “Make itye&®ep promises. Be inspiring. Be

respectful.”

History

Telenor was established in 1855, and at this tieecompany’s name was Telegrafveefenet.
A lot happened in the years from 1855-1920 in theMgian history of communication. In
two generations, the Norwegian society was intreduo three new means of
communication; the telegraph (1850), the telepi{@880) and the wireless telegraph (1900).
In 1969 Telegrafveefenet changed its name to Tetetelin 1994, Televerket became a public
stock company, and one year later the company ethaitg)name to Telenor. In the year
2000, Telenor was partly privatized and stock éisteelenor has gone from being a strong
national operator to becoming an international sappf mobile services, and today the

company has mobile operations in 12 markets alt thesworld.

3 Appendix 3
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Employees

Diversity

Diversity is an important part of Telenor’'s workiagvironment. The company employs
people with different backgrounds, skills and ediota The organization takes advantage of

the diversity by gaining knowledge and seeing nessybilities.

Nationality

The employees of Telenor are to reflect the multical community that the firm operates in.
When choosing people for Telenor's management esutbe firm seeks a balanced

composite of nationalities.

Age

A good mix of experienced and less experienced eyepk is put together at Telenor. The
diversity of age is based on the recognition otolgeople’s knowledge and experience. To
take care of seniors, Telenor is willing to findliimdual solutions towards the end of the
employee’s career.

Sex

Telenor believes that a healthy balance betweek amd family life is important for both
men and women to develop. By adjusting so that beth and women can meet their
individual needs, Telenor wishes to increase tleyctivity in the company. The firm
encourages both men and women to attend intern@gesnent programs and apply for
positions.

Disability

Telenor Open Mind is a trainee-program which iseeggly designed for people with
disabilities. Telenor is the firm in Norway whichdimost disabled people working for them.
The Open Mind program is developed to meet theheédisabled people and help them

overcome the barriers of joining into the workiifg.!

Development

Telenor offers comprehensive educational coursas, ibternal and external programs. The

five management programs in the Telenor systemCyrerational Excellence, Empower

71



People, Passion for Business, Integrity and ChangeConstant renewal. All leaders are
rewarded based on the achievement of financiaksgaad further development of the

organization.

Community/ Advocacy groups

Better communication

The telecom industry plays an important role ingbeial and economic development. Access
to communication services is important in fightpayerty, illiteracy and diseases. It can

increase the quality of life and give people bditéng conditions.

Global Reporting Initiative (GRI)

GRI is a framework for reporting on how a firm isiglg business from three perspectives:
financial, environmental and social. Telenor isxgghis framework to report on social

responsibility efforts.

Sustainability indexes

Telenor has achieved a strong position in two efforld’s greatest indexes, the Dow Jones
Sustainability Indexes and the FTSE4 Good index2007, Telenor was ranked as number

one at Dow Jones Sustainability Indexes above aliilm companies in the world.

Ethical Trade Initiative (IEH)

IEH (www.etiskhandel.npworks for the companies’ recognition of sociapensibility and
human rights in every step of the value chain. i@és a member of this idealistic

organization.

Environment/ NGO's

Energy

Telenor reduces energy use by 1) finding methodeefiucing the energy need of the

different network elements and 2) investigatinghbessibilities to deliver sustainable forms
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of energy to base stations. The company searchesrfewable energy resources and to be

energy efficient.

Visual pollution

Most consumers wish to have 100% cell phone coeeta at the same time there is a
demand for the network poles and installationset@® similar as possible to the surrounding
environment. It is therefore an important taskTetenor to make the network poles and
installations as invisible as possible. To achigng Telenor is placing equipment on areas
with little value, using equipment that has simdators to the surroundings and using

vegetation as camouflages.
Purchases

Telenor buys a large quantity of products and ses/from contractors that share the same
social responsibility values as the firm itself eléompany chooses to buy products and
services that pollute as little as possible andefloee strict guidelines are followed when

purchasing.
At the office

Telenor wishes to promote environmentally friendlgys for travelling at work, by placing
meetings etc. at places where there are good défecollective transportation. It asks for the

employees to use other transportation than cargx@ample bicycles.

Environmentally friendly buildings

Telenor's main office is built according to sustie environmentally friendly principles,
which contribute to reducing spillage in the sundmgs. The building is a “factor — 4”
building and more than half of the heating and icagpin the building is covered by a

seawater driven heat pump.

Telenor undertakes environmental controls of athefnew buildings, so that they can

discover and evaluate possible environmental effectmprovements.

Environment controls
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Efforts made to improve the environment requirgdent checks. Telenor’s business follows
the international environment standard 1ISO 140Gk flIrm is also following this standard to

an increasing degree internationally.
Radiation

Telenor operates according to the World Health @mgion’s (WHO) safety limits for
planning, installation and safety notice of antems#allations. The company will seek to give
out objective information about the danger of ridrathat comes from Telenor’s

installations, services and products.
Waste

Telenor is trying to reduce its use of resourcesse equipment and give information on
recycling. Telenor will secure sustainable wastéirsg from their activities and influence the
suppliers to do the same.

Save the Children

Telenor and Save the Childremvfw.reddbarna.nomade an agreement in 2002, to make

internet and mobile use safer to use for children.
Red Cross

Telenor made an agreement with the Red Crogsy.rodekors.npto help the organization

to do humanitarian work. The cooperation will lastil 2009, and it includes the Red Cross

phone line for children and youth.

The Nobel Peace Center

Telenor has been the main sponsor of the NobeleP@anter \yww.nobelpeacecenter.grg

since 2004. The agreement is in a broad view atmuimunication, and Telenor has set a

financial frame of NOK 7.5 million from the year @8-2011.

Global Compact (GC)

Global Compactwww.unglobalcompact.ojgvas established in 1999 by Kofi Annan. The
organization is working so that businesses aredagkeperate around ten principles
concerning human rights, working conditions, theiemment and anti-corruption. Telenor is

a member of GC.
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European Telecommunication Network Operators (ETNO)

Telenor is a member of the ETN@ww.etno.bég group on environment. This group’s
primary task is to exchange information and expegs about environmental reporting,
checks and other indicators that focus on con@et@onmental questions.

5.5 Company: The KONGSBERG Group

Introduction

The Kongsberg Group (KONGSBERG.cH)ris an international corporation based on
knowledge. The firm’s two business areas are KoagsW©aritime and Kongsberg Defense
and Aerospace. Kongsberg Maritime distributes petsland systems for positioning,
navigation and automation for merchant ships afghofe equipment, as well as products
and systems to monitor fishing boats and fishirsgaech. Important markets are countries
with large offshore and shipping industries. KorggghDefense & Aerospace is Norway's
leading contractor of high technology defense systéBoth businesses have their main
knowledge in signal processing, engineering, cyigrs, software development services and

integration of systems.

History

The KONGSBERG Group was first founded when silvasviound by King Christian 1V in
1624. The silver work and silver mines had an irntgdrand large role in Norway from the
1600s to the early 1800s, and in 1720 The KONGSBERoup’s earnings constituted
around 20% of the government budget. Because ofilved in the silver works, the company
established Kongsberg Vapenfabrikk in 1814. Inlge 1800s, the company exported the
Krag Jgrgensen rifle to the US Army. Norway’s pienmaritime community was established
in Horten in 1849, putting down the foundation afteong naval yard.

After World War 1, Kongsberg Vapenfabrikk played inportant role in raising the

Norwegian industry. The company evolved from medatarengineering to developing

32 Appendix 5
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products and targeting many markets with strictggerance standards from 1960 to 1987.
The business market consisted of defense, autoepgfas turbine, data, offshore, aviation

and aerospace manufacturing.

Norway’'s General Naval Forces Plan was acceptd®@®, marking the beginning of

Hortens’s electronic evolution.

In 1987, Kongsberg Vapenfabrikk was reorganizedahalctivities were sold, and the
defense activities continued under the name Nooskvarsteknologi AS which forms the
present business The KONGSBERG Group.

In 1995, the company changed its name to The KONES8B Group. After some
restructuring the group today, consists of manydimvhich are all compatible with the
strategy of focusing more on the oil and gas inmgust

Employees

The value of human life

The KONGSBERG Group supports and follows the irdgomal guidelines for human rights.
The company does not accept discrimination, fongx{a due to gender, race, religion or

sexual orientation. The company is against any foirtnafficking and other sexual services.

Personnel policy

The KONGSBERG Group wishes that their work plad®ise a stimulating and including
environment. One has to treat colleagues and othigrgespect, and harassment will not be

tolerated.

Health and safety

Health and safety of its employees are by far tbetnmportant issue of The KONGSBERG
Group. The company believes that health and safditgreate a high level of job satisfaction

and a healthy working environment.
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Customers

The KONGSBERG Group will attempt to meet the custshneeds as well as possible
within the commercial and ethical guidelines of tine. The customers will be treated with
respect and integrity, because The KONGSBERG Giondppendent on building loyalty and

trust.
Suppliers

The suppliers are treated equally and fairly, s the suppliers understand that they compete
for The KONGSBERG Group’s contracts on an equalifgoto other suppliers.

Community/ Advocacy group

The KONGSBERG Group seeks to be a responsibleifit@rms of the community it

operates in. It shows respect for the culturesrahgions in the areas where it works.

The KONGSBERG Group is against all sorts of colimrgtbecause it would ruin both the

company’s reputation and the free competition narke

Environment/ NGO's

Energy

The KONGSBERG Group uses energy such as, elegirdigtrict heating, gas and oil, in
connection with production and office activitieheldistrict heating system in Kongsberg
Industrial Park provides energy to several of tteig’s companies. The company strives to

reduce the energy use and to find alternative gr&vgrces.
Chemicals

In certain parts of the production, The KONGSBERBUp is using chemicals which are
damaging to the environment. The usage of chemigaéported in The KONGSBERG

Group’s in-house system.
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Waste

The waste volumes are reported in The KONGSBERG@Bsan-house environmental
system. In the report, the waste is broken downaiggories of waste, and waste for
recycling divided into recycling divisions. The cpany works to increase the efforts of

source separation of firms located in the areaaids§berg Industrial Park.

CO2-spillage

From the incineration of oil at Kongsberg IndudtRark the company causes CO2-pollution.
The Group emits little to the outdoor environmdnit the goal for 2008 is to take actions and

reduce the CO2 spillage.

5.6 Summary of the Companies Stakeholders and CSR Motivation

The table below is developed from the author’s espron based on the findings of the
research. The table shows the five companies andadifection of stakeholders that seem to
be at most value to the investigated firms. Thkettalders who are considered to hold the
highest values are the employees, the customersuippliers, community/ advocacy groups,

the environment/ NGO'’s and the owners.

The author has chosen to grade the firms on a Boael-5, where 1 is very bad and 5 is
very good, on the basis of the firms’ behavior tm¥gahe different stakeholders. The grading

will be thoroughly substantiated in chapter six #malysis.
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Community/ Owners| Sum:
Company Advocacy Environment/
name Employees Customers| Suppliers| groups NGO’s
Stormberg 5 4 5 5 5 4 28
Storebrand 4 3 3 5 4 24
DnB NOR 4 1 3 5 22
Telenor 3 1 1 4 5 17
KONGSBERG 5 21
Group 4 3 2 3 4

SUMMARY OF STAKEHOLDER/CSR INTERESTS OF THE INVESTIGATED FIRMS

Chapter 6: Analysis

FIGURE 17 (THE AUTHOR 2008)

Chapter six is used to analyze the findings researn the previous chapter. The companies;
Stormberg, Storebrand, DnB NOR, Telenor and The KEBERG Group are all
international firms, which means that they eitlmadé internationally or work together with

foreign suppliers. The five cases are comparedifoilarities, contradicting factors and

results. They will be critically looked upon forctars that need to be improved for future

sustainability.

The Stakeholder Theory and the CSR motivatorsefitte companies’ will be analyzed.

From the investigation, one can find that the nmogtortant stakeholders are the employees,

the customers, the suppliers, the environmentcohemunity and the owners. According to

the fiduciary duty, managers have a duty towardsstiareholders to make the business as

profitable as possible. Therefore, the owners mmtdeen included in this analysis because it

is naturally considered the most important stak#¢rolThe idea of The Fiduciary Duty and

The Stakeholder Theory is that by managers to wevtiie different stakeholders in its

strategy, it will become a more profitable anddaliganization. All of the firms can be
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viewed as Norwegian pioneers when it comes to implging The Stakeholder Theory and

CSR-strategies, not laggards.

6.1 Stakeholder Theory

According to Freeman’s Stakeholder Theory, all staitders should be taken into
consideration in the firm’s decision-making procéssg in practice it seems a little different.
By analyzing the reality, one can see many waympfementing The Stakeholder Theory.

All of the analyzed firms are considering some shadtders to be more important than others.
For example Stormberg makes a lot of effort to nemke that the suppliers in China are
treated with respect in every step of the valuergivehile Telenor does not seem to have the
same focus. While all of the analyzed firms belithet the employees are one of the most
important stakeholders and resources that the coegphave, there seem to be more
disagreements around the customer’s importandeetrim.

6.1.1 How Companies Implement Stakeholder Theory

The Stakeholder Theory brings out the importanddefirm’s surrounding environment —
and not only the profitability to the sharehold&khough the theory states that all
stakeholders are of equal value, the reality sderbs a little different. Naturally, some
stakeholders are more emphasized than others, laict stakeholders are valued as the
important ones varies from firm to firm. This is iadividual and subjective view of the
management, concerning which stakeholders thaharmost significant ones for a firm’s the
success and survival. From chapter five, one carhsd the analyzed companies consider
some stakeholder groups as more important thamsothike stakeholder groups that stand out
are: employees, customers, suppliers, communityd@ty groups and environment/ NGO's.
The companies did not value the stakeholders ggumlt these five groups were the groups

that with few exceptions were repeated.

From the table in chapter 5.6, one can see thabalpanies values the employees as a
significant resource in their strategy. One cap ake that Stormberg, Storebrand and The
KONGSBERG Group believe that the customers arengoitant part of the firm’s strategy,
while DnB NOR and Telenor do not look at the custosras an issue or resource that needs
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much focus. It is quite disturbing to see that &boand, Stormberg and The KONGSBERG
Group are the only three out of five businessesateconcerned about its customers, when

customers are the bases of a firm’s existence.

Stormberg, Storebrand and DnB NOR are all concewith their suppliers and to do a good
job by controlling every step of the value chaifile both Telenor and The KONGSBERG
Group do not have any strategic concerns towaidgtbup. Some of the issues that have
been most damaging for Telenor’s reputation anddreame are concerning the way the
company treats its suppliers and the company'ssimgct for the international human rights.
Telenor has not had well implemented routines tavilae suppliers and their working
conditions. In May 2008, an unacceptable workingremment, pollution and child labor by
one of Telenor’s suppliers, Grameenphone in Barglagwas revealed by a documentary
shown on TV. The documentary uncovered the truedanderous situation that the
employees of GM were working in. From May 2007 tayM2008, there have been accidents
where eleven employees from Telenor’s suppliere hast their live¥’. Today, Telenor is
carrying out efforts to make the situation betbert, with number of lives on their conscious
the Telenor brand name might be damaged for life.

All of the five analyzed companies are aware oirtresponsibility towards the community
and the environment as a whole. The Norwegian campare contributing to a sustainable
internal and external community, and by helpingsthm need the companies show respect
and give back to society. The environment is ggtiin increased focus because of the global
warming that is partly caused by the high compatiiess in business. The high competition
between global companies is causing pressure ttupeoas cheap and efficiently as possible.
With these high standards, one can for exampl@&seeegian fish, caught in Norway, being
shipped to Asia to be packed and then shipped toalkrway for sale. The environment

concerns all people living on this earth and treeebne has to respect and take care of it.

6.2 Stakeholders and Corporate Social Responsibility Motivators

There are many ways to implement a CSR strategiyaammentioned before, the five
analyzed companies in this thesis are all pionedise field. The companies have different

gualities and different ways to implement the C88tsgies. As mention in the previous

** http://www.telenor.no/om/arbeidsforhold-i-Bangladesh/oversikt-dodsulykker-hos-gp-leverandorer.shtml
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paragraph there are five stakeholder groups tleat@nsidered the most important and
therefore receive the most attention. In this sectihe different CSR efforts, towards the
stakeholders, made by Stormberg, Storebrand, DnB,N@lenor and The KONGSBERG

Group are evaluated.

For the pioneers on CSR, ethical guidelines wilalmmpetitive advantage. For the laggards
CSR will be a goal to reach. While for the “bad guthe lack of CSR will give the
authorities a reason to stop them from doing bssii®lediaplanet, ed. 6, p.14).

6.2.1 Employees

Employees are one of the resources that standsaigaificant for all the firms. Storebrand,
DnB NOR, Telenor and The KONGSBERG Group are vgundividual development and
employees safety as important factors. These foowpanies are emphasizing that the staff
are pleased with the business environment andhbeg will be room for diversity and
openness in the firm. Stormberg is taking the eyg#ae’ satisfaction to a higher level since at
this company the employees are kept happy andgadagaring for each otherStormberg

is caring for others, both internally and extemadind with this in mind the manager of
Stormberg, Steinar Olsen, started a recruiting ramgealled “back to life*. The “back to

life” program has given Stormberg clever, loyal atabile co-workers and a really low sick
leave. Mr. Olsen believes that social responsybditd an including business culture walk
hand in hand. Mr. Olsen says; “we do this becaluisethe right thing to do. At the same time,
our experience is that it is profitable to recfaiimer drug abusers and inmates. It gives us a
solid and stabile organization which can focusaking market shares” (translated from

Norwegiar).

Stormberg also provides inmates with help to $tagh when their time in prison is done. By
offering working practice and possibilities for arqmanent job, the management at Stormberg
motivates inmates to make a better transition torfral” life. Stormberg is grateful to have

the opportunity to help people in the local soci&yrther Mr. Olsen says; “This is a

recruiting process that we have never regretted; Bu Olsen does not try to cover up the
fact that there are strict guidelines regardingresfand results that need to be followed when

** For definition see p.53
*> http://www.idebanken.org/805373433.cms

82



a person is hired at Stormberg. Mr. Olsen beli¢ghrasStormberg’s recruiting process gives

the firm loyal employees that “never” leave the pamy®.

DnB NOR does something similar to Stormberg’s “backfe” program. Jobbfrukt AS
provides employees at DnB NOR with fresh fruitsrguday. The company employs 350
people that would under normal circumstances hasil@gms getting a job. To have a
customer as large as DnB NOR means a lot to thévaliof Jobbfrukt AS. The agreement
can be looked upon as a win-win situation whemditonly gives the employees at DnB NOR
healthy fruits everyday, it also gives them thepiagss of helping others in a less fortunate

position than themselves.

Satisfaction among the employees is an importanibfan the line where Storebrand does
business and the company’s personnel policiesdectontinuous development so that the
workers need to be challenged is maintained. Toensake that Storebrand’s employees see

the firm as a good place to work it collaboratethvl@reat Place to Work Institute Norway

The management at Stormberg, DnB NOR, Telenor &edKDNGSBERG Group all depend
on dialogue between the managers and the empldya8sNOR and Stormberg also

emphasize openness and honesty in the organization.

The salary system at Stormberg reflects its wilhtplement and create stability and a good
team spirit. All employees, included the manageehan equal basis salary of NOK 250 000
a year. The workers are paid a monthly bonus basedeir function, position, how long the
employee has worked for the firm etc. All employaeStormberg have got better wages than
the average salary in a similar busiriéss

Storebrand emphasizes diversity and equality anteregnployees. The firm has a policy on
senior workers where age has no discriminatoryerfte on qualifications. In 2002, the
average age for quitting a job in the company wiasldday, Storebrand often hires people
over 50, because these people will probably stayl@ed until retirement age The
company believes that seniors are good businessibedt provides the company with
gualifications, experience and history. DnB NOR detenor are also focusing on diversity
and both companies do not tolerate harassmensorimination. The three companies

believe that diversity gives a broader base of kedge.

* http://www.idebanken.org/805373433.cms
* http://www.idebanken.org/805373433.cms
%8 http://www.arbeidstilsynet.no/c26985/artikkel/vis.html?tid=39731
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About 850 employees at DnB NOR are contributing§awe the Children’s work in
Guatemala. The employees give an amount from tivairsalary every month and in 2006
they gave away NOK 650 000. “To me, this is onéghefmost giving things | do”, says Erik
Ottinsen from DnB NOR Finance Unitn

To keep the employees at DnB NOR motivated andtnetle company offers sponsorship
to the employees that wish to stay in shape bycesieg. The company also provides the
employees with fresh fruit every day and the marsagéthe firm believe that balanced
working hours are vital for the welfare of the &taf

A wage compensation is used to award, influencestnetigthen the desired culture and
values of Telenor. A disciplinarian group called thompensation Committee decides the

standards for salary and fringe benefits in Telemmsolidated.

The most important factors for The KONGSBERG Graupthe value of human life and the
health and safety of the employees. For examp20@38 Al-Qaida challenged Muslims to
attack Norwegian targets in Muslim countries likeb2ai, Kuwait and Saudi-Arabia.
Throughout the time that the incident was happenihg KONGSBERG Group recognized

the danger and took the threat seriotfsly

Stormberg, Storebrand, DnB NOR, Telenor and KONGSBEl believes that in order to be
a successful employer, they need to create a wgpedirironment that is characterized by
well-being, possibility for personal and professibdevelopment and a low degree of sick

leave and injuries.

When the firm is focusing on socially responsildéaties it will often have a positive

impact on the employees. Many people are not oolking for their salaries. They also work
because they believe that it is important and theyld like to make a difference. Young
people and newly graduated students often apagrapanies with a good reputation,
according to many surveys. Many business schoaois theeir own classes for CSR. The
companies that manage to draw students and oth@ogees to their companies would most
likely end up with reflective co-workers, while cpanies with a poor reputation would have

more difficulties in the recruiting procéss

* http://www.reddbarna.no/default.asp?V_ITEM ID=13228
0 http://www.nrk.no/nyheter/distrikt/ostafjells/buskerud/1.284217
4 Expert panel, 2008. Media Planet, edi. 6, p. 12.
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6.2.2 Customers

All of the five analyzed companies are dependartasumer satisfaction and loyalty to
survive. The importance of the products’ value, thkeit is the quality of a Stormberg jacket
or the cell-phone coverage of the mobile phoneptie of the product needs to measure up
to its costs. One can say that: quality/cost eqir@sustomer’s understanding of the vafue
The firms have to be able to fulfill the promiskattare given to the customers since first then

the customers are satisfied.

With this in mind, it is quite disturbing that ortlyree of the companies value customers as
one of the most important stakeholder groups. Stermsells good quality clothing at a
medium price, and with this strategy they are nmgetihe needs of the Norwegian consumers.
Storebrand also values the customers as a sigmifstakeholder, and the company is very
customer oriented and has a goal to become o difdst companies, on customer
satisfaction in its business area. Finally, The KEBBERG Group tries to meet the

customer’s needs as good as possible within thea¢tjuidelines of the firm.

Both DnB NOR and Telenor have received bad pulglmit how the two companies act
towards the customers. For example, at the DnB&edsidige NOR fusion in 2008bme
problems occurred. When DnB NOR redirected theneritianking system, private and
business accounts automatically were joined togéthene online bank. For the customer,
Ingvild Marie Skrivervik, this turned out to be eoplem because every time one of her

employees was about to use the company accournrikiate account was also shdtin

In 2007, DnB NOR customers were victims of a scamene they got an email from
somebody who claimed to be DnB NOR managers. Thlegdacustomers to give out private
information because of trouble with the companytabase. At the time of this crisis, DnB
NOR was quick to reply, both online and in the papad inform the customers about the
swindlé". When discovering a scam like this, it is vitatiDnB NOR takes actions quickly,
so that the company’s credibility does not getrtaech damage. Dnb NOR is a company that
is dependent on the customers’ trust and religbibtherwise the customers would not rely on

the bank to manage their assets.

*2 private conversasion Falkenberg, A. 2008
* http://www.vg.no/pub/vgart.hbs?artid=142282
* http://www.digi.no/php/art.php?id=396193
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In 2008, DnB NOR again received bad media coveralge.company had made a tax-
mistake and the customers did not get the righticksmh on the tax papers. DnB NOR
handled the situation by publicly apologizing angktiwg a letter to the customers involved,
but the customers themselves had to correct thekefa These accidents made DnB NOR

look unprofessional to many of its clients.

A current situation in DnB NOR is that Bankklagemznivww.bankklagenemda.has

looking into complaints considering two of DnB NGRsavings products, DnB NOR Global
and DnB NOR Sektor. The panel suspects that mareNMOK 14 billion of Norwegian

consumers’ savings can be lost, and that the cestosmould receive full compensafidn

DnB NOR is the owner of Postbanken, and the conaganiifer two equal products, the only
difference between the products is that one optbducts is cheaper. DnB NOR'’s advisers
have received bad publicity because of the provitadd to the customer. If a customer asks
one of the advisers at DnB NOR he/she will selldastomer the product from DnB NOR,
even though this is not the best opportunity fer¢hent. These two equal products have been
priced differently since 2004 and are today priegdally after DN.no confronted the
information director at DnB NOR. Information about a product that has been omtaeket

for many years makes the credibility and loyaltyaod the bank decrease. To be more
trustworthy, the bank should have been the onectirag¢cted the mistake before it became a

public issue. The honesty and credibility of thenpany have been weakened.

Telenor has also had difficulties and the gatheoihigad publicity is not unknown to the firm.
The company does things that are easy to criti@izeause of the size of the firm and lack of
equally powerful competitors, the company can g&tyawith many unethical actions. For
example, Telenor customers feel tricked as Teleramts to charge use of ADSL by the
minute. This would make the expenses for the coessimuch higher, and Telenor would be

the only company in the world charging internet tiie way?®.

In 2006, Telenor had trouble with one of their $&9, ip-telecommunication, Telenor
publicly apologized to the customers that had erpeed difficulties and offered them

compensation for the inconvenience. Telenor toekigbue in its own hands before the media

* http://www1.ve.no/pub/veart.php?artid=531476

*® http://www.dn.no/privatokonomi/article1492540.ece?jgo=r2 |
¥ http://www.dn.no/privatokonomi/article1488569.ece?jgo=dne
* http://www.dn.no/arkiv/article29089.ece?jgo=r2 |
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managed to publicly embarrass the firm and darkerbtand nanfé This gives a signal of

great self insight and respect for the customers.

6.2.3 Suppliers

Stormberg is known for their interest and respahsiltoward its suppliers, while Telenor

has a reputation of ignoring their suppliers.

According to Kleppe (MediaPlanet, edi. 6, p. 8). Kisen (Stormberg) states that “it is
important to show that one cares about the manufas working conditions”. Mr. Olsen’s
experience is that it is important to have a clse long term related connection to its
suppliers, because it gives the management mduente and the opportunity to have a
positive impact on the business. If one treatsrsthrea good way, more stabile working
conditions and better knowledge are achieved. Eulitr. Olsen says; “everything has a

connection, and one has to show with actions thatiot only pretty words”.

Storebrand has developed a central division ofiage so that it will be easier to save costs

and check that the company’s ethical guidelinesaneg followed by the investors.

When doing analyses of the companies, DnB NOR msikessthat they do not invest in
unethical organizations. The different ethicalemiiins are based on quantitative and
gualitative data in addition to direct contact witle companies. With help from this method,
DnB NOR is able to identify companies that are satgd of not following the firm’s ethical
platform. When using this method, DnB NOR triegntituence other investors to a more
ethical behavior. If DnB NOR'’s influence and bargag does not lead to an acceptable
solution, the investment will be put on hold, ahd investor will be excluded from DnB

NOR'’s investment portfolio until the right effortis been madevivw.dnb-nor.n.

Telenor has recently experienced difficulties beeanf their lack of control upstream in the
company’s value chain. As mentioned previously, @in€elenor’s suppliers in Bangladesh,
Grameenphone has been accused of child labor dredresty dangerous working conditions.
One of the employees of the company Grameenphashéiwlife when working on one of the
products that later would be delivered for Telefidnis incident happened the same year as

Telenor was awarded the highly prestigious Dow d@gstainability Index. The company is

* http://www.idg.no/bransje/bransjenyheter/article4919.ece
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reminded what a small world it is operating in dnel brand Telenor is on the front page of
practically every paper in Norway.Telenor has edgrered the hard way that good reports
and intentions are not enough if the company cariatiow through and take action. In the
period May 2007 to May 2008 eleven people havethast lives working for different

Telenor suppliers.

It can be costly or in some cases impossible tairefamages. One of the major mistakes that
is being made is Norwegian firms are boycottingrtbellaboration with the supplier when
discovering unethical activities. This will only keit worse for the employees and owners of
the firm. Mr. Bage believes that it would have béetter if the company said “we have let
them down in our support”, and then sent expettideelp out. One has to be in business to be

able to develop (translated from Norwegian. Medciakt, ed. 6, p.17).

On a world basis, two million people die every ygam job accidents. 160 million people
have job related injuries or sickness. 270 milkonployees have been examined for work
related accidents every year, and according to(lb@rnational Labor Organization) these

incidents could have been avoided if the compan&re following a good ethical standatd

6.2.4 Community/ Advocacy groups

The five analyzed companies; Stormberg, Storebfan8, NOR, Telenor and The
KONGSBERG Group, are all interested in taking tipairt of responsibility in the
community, whether it is local or international.n8® of the contributions are activity days,

financial projects etc.

The KONGSBERG Group is taking responsibility byitaka stand on two important issues,
corruption and traffickingwyww.kongsberg.com

Stormberg is taking part in the local communitysoypporting four shelters for abused
women in Kristiansand. The money provided is usethe women’s children. Once a year,

Stormberg arranges a trip for the abused womerttraaadchildren.

Financially, Stormberg’s contributes with 1% of firen’s turnover to an idealistic
organization. The company is one of the ten largestributors to SOS Children’s Villages.

*® http://www.arbeidsmiljo.no/xp/pub/hoved/tidsskrift/temaer/arbeidsulykker/333886
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The manager of Stormberg Steinar Olsen gives thenximg answer to a question on whether
or not CSR has a positive impact on the bottom lihéo not have a doubt in my mind that
CSR is profitable — for the employees, Stormbepgidners and for the bottom line”

(translated from Norwegiah.

Storebrand believes that it is able to respontiéggtobal community by not investing in

profit making activities that include child labarweapon production.

Telenor is socially responsible by creating meandétter communication in society. In
2007, Deloitte did a survey on positive effectsrafbile communication in Bangladesh,
Malaysia, Pakistan, Thailand, Serbia and Ukraire findings gave indications of a
correlation between the extension of mobile usethadncrease in GDP growth rate. In
developing countries, 10% larger mobile use givemarease in GDP growth rate up to
1.2962. The survey shows that the mobile business leattsteased productivity, economic
welfare, better education and health, more effichehp in catastrophes and better conditions

in small towns and for people with a low income.

The KONGSBERG Group works systematically to reporenergy and chemical
consumption, and sorting of waste. It is importaribe aware of the challenges of the firm,
and seek information on how to make improvementd.hie KONGSBERG Group,
Corporate Social Responsibility is about havingpees and taking care of the communities
which are affected by The KONGSBERG Group’s operafivww.kongsberg.com

All of the analyzed companies are engaged witharreeveral idealistic organizations that
will give guidance and advises on how to behavehaip others. It seems like Norwegian
companies are good at donating money and otherdiakresources. The will to give is large
and from this analysis one can see that Norwegampanies want to help out poor people in
the third world.

*! http://www.kristiansand-chamber.no/doc/SPENN%201-08 WEB2.pdf
>2 www.telenor.no
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6.2.5 Environment/ NGO’s
The expectations from the Norwegian governmentthadNorwegian society are getting

larger as the stream of available information iaees. It is unacceptable if Norwegian
companies are participating in actions, in othemtoes, that would be illegal in Norway.
According to the Norwegian Environment and DeveleptrMinister, Erik Solheim; “the
Norwegian companies are not about to take advamtageaker cultures with less
environmental demands and controls, or overlooletheronmental consequences caused by

the firm” (translated from Norwegia).

Even though the analyzed companies’ primary busiaesa is Norway, the firms also wish to
take part of the social responsibility with a glbparspective and therefore the firms
collaborate with different globally idealistic orgaations.

Storebrand and DnB NOR are both knowledge firmsthatefore the pollution is small. The
spillage does not come from production, but thissdeot mean that the companies do not
pollute. Use of water, energy and traveling areldingest burdens. Stormberg, Storebrand,
DnB NOR, Telenor and The KONGSBERG Group are dkheined to reduce
environmental waste by decreasing the consumpfienergy and paper, by sorting the
company’s garbage, recycling electronic waste,renmentally friendly traveling and water

consumption.

For Storebrand and DnB NOR, the indirect respoliiltvhen investing in other companies
is taken into consideration. In the long run, cliemehanges and sustainable development

might influence Storebrand’s insurance businessCaril NOR’s banking business.

Stormberg, Telenor and The KONGSBERG Group arecatipanies that are producing and
selling products, and naturally the companies @spansible for more pollution and waste
than the other two companies. Stormberg is beio@gkp responsible by producing clothes
that are as environmentally friendly as possiblee Tompany is also using time and effort to
further development of their production line, sattim the future the clothing will be even less
polluting. The packaging used at Stormberg is cdlsetonsidered and paid so that no more
cardboard etc. than necessary is being usedv(miljofyrtorn.nog). Also, a recycling system

with clothes is arranged between Stormberg anclgsomers. The agreement gives

>3 Tema avis, Media Planet, 6.edition 2008, p.2
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customers a certain amount of money when returthiegised clothes at Stormberg’s outlet.

The recycled clothes are sent to people in the thorld.

The KONGSBERG Group is carefully considering thenfs use of energy, chemicals, waste
and the CO2 spillage, and the firm has as a ga&doce these four factors as much as

possible.

Because of the large amount of products and sertinzg Telenor is delivering, small changes
in behavior can make a large impact on the surrimgstf. It is therefore important that
Telenor gives information to customers on environtakly friendly ways of using the
products, and the recycling of old products. Tetemighes to be a part of the global solution
by phasing out old technology and developing nehirielogy, together with changing its

own habits and routines. Telenor has a goal toaethe burden on the environment by
increasing the energy efficiency in buildings aetwork operations and to increase the
purchase of sustainable energy sources. Telemoojserating with Hydro and the intention
with the cooperation is to find new possibilities €nvironmentally friendly (hydrogen, wind
and sun energy) base stations. Telenor considersotisequences on the environment when

buying products and services.

The environment is getting an increased focusemtledia and otherwise in society. The
attitude to protecting the environment has chamyadatically in the last decade. The main
reason for this is the increased consumption anllagjzation of businesses. This is a
responsibility that concerns the whole world, ameré are a lot of evidences that points out
how the earth will become if the people living hare not willing to change. Many
companies are taking part in this movement becagsacerns the future and our
descendants. There is proof that the world is cimgnglaciers are melting and the average
temperature is rising. Therefore everyone is resipbato make changes for the earth to

survive.

54
www.telenor.no
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6.3 Critiques and Comments

When analyzing the companies, Stormberg, StorebanB NOR, Telenor and The
KONGSBERG Group one can see that not all of thediare as socially responsible and
ethically aware as the firm’s strategy promotesnirthis research, one can say that there are
two main issues that repeat themselves in the sty first is serious businesses that
overlook important stakeholders like the custonaerds the suppliers. The second major
mistake that continuously is being made is thabiligness strategy is promising more than

the company can deliver.

The businesses that stand out in these two fieElSe@lenor and DnB NOR, which are both
two large companies in the Norwegian telecom maaketthe Norwegian banking market.
Both of the companies have well though out CSReggias, with a focus on the different
stakeholders. Hence, the media coverage of thditme is often negative. The issues have
been everything from dishonesty towards customerdangerous working environments of
suppliers in underdeveloped countries. The medi@a@nce of a company and its
recognition depend on a mixture of the firm’s braaehtity and the way it acts. An article
from Boston Globe states that by doing somethirgddor the whole society, the firm will
build the company’s reputation and further devetsgmployees. In today’s market it is
important to develop a more global way of thinkargl be able to work outside of one’s

“comfort zone®>.

Without customers, no business is able to survieekeep the customers satisfied and loyal
are two major necessities for a business finastietess. The brand association and the
reputation of the firm will influence the consumésssupport or not support the firm. One of
the partners in Ernst & Young, Terje Klepp, belieteat by being socially responsive in the
global market the firm will both strengthen its ibdaname and lift its knowledge to a higher
level by learning from other environments, cultuaesl businesses (translated from
Norwegian®. A firm's social responsibility and reputation alesely related, especially since
CSR can help to give a company positive media @gerMany companies are implementing

CSR in order to improve the company’s value, brand reputation.

It is not enough to have a good CSR strategy,ithredlso has to live by The Codes of

Conduct. Telenor is one of the companies that Ipagkelems with full implementation of the

>> Media Planet, edition 6, 2008, p.6
*® Media Planet, edition 6, 2008, p.5
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company’s CSR strategy. For instance, it is a pardldat the same year as Telenor is ranked
as number one on the Dow Jones Sustainability Intexceives criticism for behaving
unethically towards its suppliers and customersufvey done by MMI Synovate in 2008,
shows that Telenor is one of the sixth most dislikempanies in Norwa§ The company’s
reputation is slaughtered by the Norwegian peopteeven the public railroad company,
NSB has a better repute than Teléfor

The same tendency can be drawn from DnB NOR’s appea. As mentioned above, this
company also has a good CSR plan, but still it sdéaa the strategy is not functioning in
real life. Both companies have put a lot of resesriato developing a strategy, but they have
troubles living as ethically as intended by the Giftegy. It seems like Telenor and DnB
NOR do not understand how much work it is to prbpenplement such a strategy. By a
company’s need to flag a poorly implemented CS&eagyy it might harm the company’s
name more than it would if it had had no such sgiat all. The priorities of resources are in
many cases lying on the financial bottom line, aotlon the triple bottom lif@and therefore

the strategy is not implemented throughout therefitim.

According to Christina Bage at ETHOS internatioAB° companies are failing in the
implementation of CSR because it is not operateathre firm’s strategy. Further she is

saying that when CSR is done systematically, otiesave a lot of money. Stefan Midteide,
Senior Consultant for corporate social responsgygt DNV Industry believes that “by

having close relationships to the suppliers onesligs good radar and avoids the big
surprises”. Solrun F. Skjellum, Senior Manager ofdE & Young AS states that the CSR

work has to be implemented in the strategy of itme &nd to be a continually controlled
process. She also suggests that one classifiefesgpp risk categories. This way one can be
extra careful on the risky firms. She recommends Itloth announced and unannounced visits

are needed.

Some businesses are afraid to flag their CSR sftorgood deeds because it may seem like it
is only a business strategy. The efforts are $eHfred money related. The companies that say
that they are socially responsible raise the exgpiects of the public. If the media understand

that one of the companies that brag about thep@uor idealistic organizations does

> http://e24.no/naeringsliv/article1964854.ece
*% http://www.idg.no/bransje/bransjenyheter/article62629.ece
59 . ey
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% Media Planet, Edition 6, 2008, p.6

93



business with suppliers that uses child laborddmaage will be huge. The higher the
expectations, the higher the fall would be. Theyavdy to prevent this from happening is to
implement CSR into the core of the firm. The wapwoid a situation like this is to
implement the CSR thinking and strategy in evewsilin in the firm and every step of the
value chain. If the intention is good and honestliisiness will appear as credible.
Examples of this are Telenor and DnB NOR whichsp@soring many idealistic
organizations, but somehow the two firms manadeate little credibility from the
customers. Thus, good deeds have to correlatetithest of the firm’s policy. It looks really
bad getting caught with your pants down, compapezbiming clean yourself. An example of

such a situation is Telenor’s collaboration witraeenphone in Bangladesh.

This leads to the question: do the Norwegian conegarare about the people in need, or are
they just in it for the business? Are the compajusthelping idealistic organizations to gain
a better reputation or do they really want to makgobal change? Let us assume that
Norwegian companies are so cold that the businessamly in it as a strategic option to
build their brand name. Does it matter if the comps “heart” is not in the best interest of

the people in need, but is in the interest of the itself? Even if the interest of the firms is
not genuine, but more a financially move, the C8Br&s are still going to help people in
need. Instead of analyzing the good and the bittes, one should maybe accept the created
win-win situation. Where all parties are satisfitg business will get positive media

coverage and people in the third world will getaficial help.

Chapter 7: Conclusions and Implications

The researcher investigated five Norwegian comsathiat all seemed concerned with the
social responsibility and the issues related t® tiatter. From the survey, | found that even
though all of the firms are socially concerned tbaly include some of the stakeholders in
their business strategy. The most shocking findimge that three of the firms involved had
customers involved in The Corporate Social Resmilitgistrategy, even though the
customers are one of the most important factora tousiness to survive. All of the
companies were concerned about the employeesntreement and almost all the firms

were supporting some idealistic organization.
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Through the investigation of the theories of Ettdosl Culture, Stakeholder Approach and
Corporate Social Responsibility, one has found tiney are all carefully linked together. It is
hard to talk about one of the theories and not merdt least one of the others. The theory of
ethical behaviorism has been more talked aboutrditgpto humanity and individual rights,
and not so much as a business strategy, until Catgp&ocial Responsibility started receiving
an increased focus in the society. More and mos@bases are criticized or lifted from
articles written on, for example, child labor, badrking environment or unethical
investments or good working conditions and ethicatstments. Because of increased focus
on social responsibility and caring for the peaoieund us, many businesses are forced to
change their strategy. There are many differentswwiaymplement a Corporate Social
Responsibility strategy, but in this thesis | hatiesen to take a look at the stakeholders of
the firms, Stormberg, Storebrand, DnB NOR, Telarat The KONGSBERG Group. With

an increased competition in the market the stratéggspecting the stakeholders can lead to
advantages like attracting and keeping competeptames, building a strong brand name
and giving the firm a large credibility.

The value of Corporate Social Responsibility hatsamanged much since the 1950’s. In
addition to satisfying shareholders and make tlsness as profitable as possible, the
managers also are to satisfy the social and envieotal challenges that are placed in society.
Although the strategy has not changed over thesyeae can see that the theory has become
more related to Porter’'s Stakeholder Theory. Tlake&tolder Theory focuses on the reason
for the firm’s survival and on why it survives. Thakeholder groups surrounding the
business are the reason for the firm’s existenberd are many different views on which of
the surrounding groups that are the most impodaas. Some people might say that the
investors and owners are the groups with the nmggortant influence, while others believe
that the customers, employees and suppliers et¢hamost important ones. The father of
the Stakeholder Approach, Michal Porter, belie\xes &all of the groups are equally

important. Corporate Social Responsibility are nforeised on the employers, customers,
suppliers, NGO’s and the community. The belie€aipanies using a Corporate Social
Responsibility strategy is that they will increaiseir profit by saving costs on, for example,
high turnovers and a good reputation. This willum lead to long term profit maximizing.
Looking at the five companies analyzed in this ihhese can see that the companies have
implemented a strategy that builds upon the wisiespect the stakeholders and this way
survive and prosper. Some of the companies argdoreally good job and are helping out in
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both the local and international society, while somhthe companies do not manage to fully
implement such a strategy. The general public wgtdieds that for these firms the wish to
help the environment is financially motivated. Exkaugh the company is doing something

good it can then be experienced negatively by ether

Free float of information, globalization, increadeghsparency, mangers’ personal values and
employers/customers demand for a socially resptastdimpany can be looked upon as some

of the main motivators for the Corporate Socialgesibility theory.

Some people are criticizing social responsibilitg delieve that it is only motivated by the
desire to cover up or hide something else. Whitest again think that it is a waste of the

owner’'s money.

To give a short summary, one can say that all ®fitimns wished to appear socially
responsible to their employees and the public,tarsbme degree the companies also will be
looked upon as concerned about the third worldthedefore donate money. While some of
the companies like Stormberg, Storebrand and ThEGSBERG Group managed to come
across as believable and credible, Telenor and OB are not that fortunate. Telenor and
DnB NOR are companies that are both doing a Ithiofys right according to their CSR
strategy, but the companies have not managedIyoifiuplement the strategy and they are
often attacked by the media with bad publicity tih¢ same time, the companies are not
concerned enough with the customers and therdfieredmpanies’ reputations are really bad.

Storebrand and Stormberg on the other hand areviega lot of good publicity in the media
on both articles and press releases. The comphaiesmanaged to fit their business strategy
to the core of the business, to the mind of theleyges. This way the companies can gain an
advantage from the CSR strategy in having satisfretiproud employees, a good company

brand and using the success to help poor peopledar-developed countries.

Future research on the topic of CSR should takevan closer look at the connection
between Corporate Social Responsibility and thiediht Stakeholder Groups. It should also
try to discover and map the link between socigboesibility strategies and the financial
value. It would be interesting to develop a budgetost savings, due to the Corporate Social

Responsibility.

Also it could be interesting to view the cost faldnor and DnB NOR in connection to their

poorly implemented CSR strategies. And comparevdihae of for example Stormberg’s
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advantages related to CSR, and Telenor/DnB NORssretated to the lack of CSR. This
way, one could try to map the costs and saving$ egaluated if it CSR creates financial

value to a corporation.
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Chapter 9: Appendices
APPENDIX 1

E rd |Q https:/fwww.stormberg.no/no/Infosenter/Om-5Stormberg/Historikk/

« Forsiden . Kontaktoss « Sek - Logg pd |

ST RMBERG

SMA TURER ER DGSA STORE

— INFOSENTER

DAME
GUTT Du er her: Forsiden / Infosenter / Historikk
JENTE
SKO
| De fleste av oss som jobber i Stormberg har en ting til felles: Vi liker 3 vare
OUTLET ute pd sma og store turer, fordi vi faler at naturopplevelser gir mye.

Fer Stormberg kom p8 markedet, forundret det oss at godt turtey matte koste s8 mye.
Kigpte du dette, fikk du riktignok klzer som du kunne dra p8 ekspedisjon til Sydpolen i.
Men vi skulle ikke dit. Vi ville bare ut pa tur med venner eller familien, og ofte var det
ikke lenger enn til en skog eller strand rett | neerheten.

Produktsele Q

+ Turtips
+ Infosenter

Det fantes noen billige merker, med de manglet praktiske lesninger og vi stolte ikke

NYHETSBREV

MERIldesina e pa at de ville gjere nytten hvis det ble virkelig darlig vaer. Vi var sikre p3 at vi ikke var

fa de beste de eneste som savnet et alternativ til det dyre turteyet. Derfor etablerte vi Stormberg i

tilbudene ferst, i februar 1998, for & lage turtey som skulle fungere godt, =e bra ut og ha en fornuftig

il=rg & my v pris. Vi ville gjere det lettere for hele familien & komme ut pa tur.

og turtips

Din =-post Steinar 1. Olsen er Stormbergs griinder. Ved utgangen av det forste &ret var vi 4

ansatte. Salget har gkt fra 3,8 millioner i 1998 til 121 millioner i 2007. Vi solgte i 2007

m totalt 1.156.259 plagg gjennom mer enn 600 sportsbutikker og barnetaysbutikker over
hele landet. Totalt ble det =olgt Stormberg turtey for mer enn 300 millioner over disk i
2007.

Den fantastiske mottakelsen Stormberg har fatt over hele landet, viser at nordmenn
gnsker funksjonelt turtey til familievennlige priser. Vi lover 3 fortsatt gjere vart beste
for & gjere det bade enklere og rimeligere for hele familien 8 komme ut pa tur.

I
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ﬂ ~ B |Q https://www.stormberg.no/ne/Infosenter/Samarbeid/ Way-Back/

« Forsiden . Kontaktoss . Sek . Logg pd

ST RMBERG

SMA TURER ER DGSA STORE

HERRE
) INFOSENTER

DAME
GUTT Du er her: Forsiden / Infosentar / Way Back
JENTE
SKO

I 2005 inngikk Stormberg en hovedsponsoravtale med Way Back, stiftelsen
OUTLET Livet Etter Soning. Avtalen gjelder i ferste omgang ut 2006. Formdlet med

avtalen er 3 bidra til at tidligere straffedemte far en livssituasjon uten

kriminalitet og rus, og i forbindelse med samarbeidet mellom partene bidra
Produktsek Q til skt kjennskap og omdemmebygging for Way Back.

o TuiEes Bakgrunnen for inngdelsen av avtalen er Stormbergs vedtak om & bruke "1 % av

+ Infosenter selskapets omsetningen, til 8 sponse prosjekter og organsisasjoner som arbeider for 8
bedre menneskers livekvalitet. Pengene skal hovedsaklig kanaliseres via upolitiske

organisasjoner, og storstedelen av midlene skal brukes til & hjelpe barn som er i en

NYHETSBREV
vanskelig livesituasjon, enten i Norge eller i utlandet.”

Mald deg p3 og

f&8 de beste
Way Back ble stiftet i januar 2002, og har som visjon a3 hjelpe flest mulig til et verdig

tilbudene farst, i
E:'”Et?.l?'titll nyheter liv uten kriminalitet og rus. Atte av ti som sitter | fengsel, faller tilbake etter endt
<! = soning, det viser kriminalitetsstatistikken. Way Back har som mal 3 opprette

avdelinger over hele landet og fa til en merkbar endring | denne statistikken. Dette vil
m =zelvsagt kreve at organisasjonen vokser.
Styret | Way Back bestdr av syv medlemmer, hvorav fem har sittet | fengsel. Way

Back gar inn i fengslene og holder motivasjonsmeter og forteller om stiftelsen. De
innsatte ma selv ta kontakt og vise at han er interessert. Vedkommende vil fa tildelt

en fadder som wvil felge han opp.

Din e-post

fj ~ E |Q https:/www.stormberg.ne/no/Infosenter/Samfunnsansvar/Panteordning/
« Forsiden « Kontaktoss . Sgk . Logg pad

| ST RMBERG

SMA TURER ER DGSA STORE

’ INFOSENTER

Du er her: Forsiden / Infosenter / Panteordning

SHO!
| Stormberg har en panteordning pd alt turtey. Lever inn ditt brukte turtey i
en av Stormbergs butikker og f3 en pantelapp.

Produktsek Q

« Turtips
+ Infosentsr

NYHETSBREV

Meld deg p3 og
f& de bests
tilbudene farst, i
tillegg til nyheter
og turtips

Din =-post

(50} ODDOBY
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ﬂ * |Q https://www.stormberg.no/no/Infosenter/Samfunnsansvar/Etisk-handel/
« Forsiden . Kontaktoss . Sek -« Logg pd

ST_RMBERG

SMA TURER ER 0GSA STORE

HERRE
oanE INFOSENTER
GUTT Du er her: Forsiden / Infosenter / Etisk handel
JENTE
SKO
Turteyet fra Stormberg skal selges til lave priser, men ikke for enhver pris.
OUTLET Stormberg ble i September 2002, som landets ferste sportsgrossist, tatt opp
som medlem av Initiativ for Etisk Handel (IEH).
Produktsak 'Q Bakgrunnen for dette er at vi gnsker & pke kompetansen innnenfor omradet Etisk
Handel, samt intensivere vart etiske og sosiale engasjement. Vi er opptatt av at var
o TuErs produksjon utenlands skal bidra til en sunn =osial og ekonomisk utvikling for vare
produsenter og det samfunnet de lever i. Stormberg produserer alle sine produkter pd

+ Infosenter
samarbeidene fabrikker i Kina. Mange mennesker | det kommunistiske Kina som

NYHETSBREV arbeider innenfor tekstilindustrien, opplever kritikkverdige lenns- og arbeidsvilkar. Vi

Meld deg pa og vet godt at de sosiale forholdene og respekten for rettigheter pd arbeidsplassen er helt

2 de beste annerledes i Kina enn i var del av verden.

tilbudene farst, i

:giﬂiit;swhaer Vi vil gjerne gjere det vi kan for d redusere disse forskjellene. Derfor krever vi at alle
fabrikker som produserer for Stormberg skal forplikte seg til 3 felge internasjonalt

Din e-post anerkjente menneskelige og faglige rettigheter. Tidligere i &r dro LO-aktuelt pd besek

til Kina for & se pa forholdene i landet med tanke pa etisk handel, og besskts en

m av Stormbergs sine fabrikker. [ artikkelen kan du lese om hva som kom ut av turen

deres til Kina.

Mer om organisasjon Etisk Handel finner du pa sidene www.etiskhandel.no. IEHs
malsetting er samarbeid for handel som sikrer menneskerettigheter, utvikling og milje.

Etiske retningslinjer
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u # K |Q https://www.stormberg.ne/no/Infosenter/Samfunnsansvar/Sertifiseringer/

QUTLET

Produktssk Q

+ Turtips
+ Infasenter

NYHETSBREV

Meld deg p3 og
f3 de beste
tilbudene farst, i
tillegg til nyheter
og turtips

Oin e-post

» Forsiden . Kontakt oss

ST RMBERG

SMA TURER ER 0GSA STORE

« Sgk

» Logg pd

INFOSENTER

Du er her: Forsiden / Infosenter / Sertifiseringer

Stormberg er en ung bedrift med medarbeidere som bryr seg om det som
skjer utenfor bedriftens fire vegger. Som bedrift og som enkeltmennesker
er vi avhengige av samfunnet, og vi forsgker derfor 3 utfere arbeidet virt
pa en mite som bidrar til & gjere verden til et litt bedre sted.

Vi er en kommersiell virksomhet som skal ha skonomisk overskudd og tjene penger.
Stormbergs skomaoniske resultater skal imidlertid skapes pa en méte som er positivt
for eamfunnet.

En bedrift som lager klzer for naturopplevelser skal selvsagt opptre

besrekraftig. Derfor forseker vi 3 redusere miljgbelastningen sa mye som mulig,
bade nar det gjelder produksjonen av kleer og produktene i seq selv. Stormberg er
sertifisert som Miljefyrtarnbedrift og medlem av Materialretur.

Stormberg utvikler og designer alt turtey | Norge, mens produksjonen foregdr ved
flere fabrikker | Kina. Vi vet godt at de sosiale forholdene og respekten for rettigheter
pa arbeidsplassen er helt annerledes i Kina enn i var del av verden. Vi vil gjerne gjere
det wi kan for & redusere disse forskjellene. Derfor krever vi at alle fabrikker som
produserer for Stormberg skal forplikte seg til 3 felge internasjonalt anerkjente faglige
og menneskelige rettigheter. Stormberg var ferste sports- og tekstilgrossist som ble
tatt opp som medlem av Initiativ for Etisk Handel.

Mange mennesker opplever det som stadig vanskeligere & kamme inn pa
arbeiglsmarl-cedet. St_urmberg gnsker at ogsa menne_sker som vanligvis har problemer
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E rd |c https://www.stormberg.no/no/Infosenter/Samfunnsansvar/Inkluderende-Arbeidsliv/
‘ « Forsiden . Kontaktoss . Sgk . Logg pd ‘

ST RMBERG

SMA TURER ER 0GSA STORE

" INFOSENTER

Du er her: Forsiden / Infosenter / Inkluderende Arbeidsliv

Stormberg er en sikalt Inkluderende Arbeidslivsbedrift. Vi har inngdtt en
avtale med Trygdeetatens Arbeidslivssenter som blant annet forplikter oss
til 3 arbeide malrettet for 3 holde sykefravaret pd et lavt niva og 4 bidra til
at mennesker som har problemer med & komme ut i arbeidslivet, far jobb.

1

Praduktsak Q
Siden starten i 1998 har vi rekruttert en del av vare medarbeidere blant unge

mennesker som har hatt vansker med 3 komme inn p3 arbeidsmarkedet. 1
Stormbergs Handlingsplan for Inkluderende Arbeidsliv, er det fastsatt et mal om at
25%: av medarbeiderne | Stormberg skal veere rekruttert blant unge mennesker som
NYHETSBREV har hatt problemer med 3 komme ut i arbeidslivet.

Meld deg pa og
f3 de beste

+ Turtips
+ Infosenter

Stormberg har hatt et mangedrig samarbeid med NAV Arbeid,

tilbudene farst, i arbeidsmarkedsbedrifter og fengsler i forhold til rekruttering av medarbeidere, og i
zlli%?-titll nyheter alle &r har minst 25% av medarbeiderne | Stormberg blitt rekruttert gjennom dette
< = samarbeidet.

Oin e-post
Selskapets mate & tenkte inkluderende pa i forhold til rekruttering, har gitt bedriften

m dyktige, lojale oca stabile medarbeidere som har bidratt sterkt til at Stormberg som
merkevare har klart seg godt | konkurransen med sterke, internasjonale merkevarer.

Det er goy, krevende og meningsfylt & jobbe i Stormberg, hvilket blant annet bidrar til
at sykefravesret ligger pa et lavt niva. I snitt har sykefravesret de siste 5 arene veert
pa 4,7% (0,7% i 2002. 3,3% | 2003. 6,0% | 2004. 2,7% | 2005. 4,2% i 2006, 7,2% |

2007).

Tirzdag 4. desember 2007 var helse- og omsorgsminister Sylvia Brustad og arbeids-
og inkluderingsminister Bjarne Hakon Hansen pa besgk hos Stormberg for 8 here om
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i ~ K |c https://www.stormberg.no/no/Infosenter/Samfunnsansvar/Miljo/

« Forsiden . Kontaktoss . Sek - Logg pd

ST RMBERG

SWA TURER ER 0GSA STORE

HERRE
‘ INFOSENTER

DAME
GUTT Du er her: Forsiden / Infosenter / Milje
JENTE
SKO

Som turtgyprodusent har Stormberg ansvar for bide klima og milje.
OUTLET Stormberg har i flere dr jobbet aktivt med ulike miljetiltak, og vil fortsette 3

finne nye miljetiltak som kan iverksettes.
Produktssk Q Klimangytral bedrift

. Alle Stormbergs produkter er klimangytralizsert med FN godkjente klimakvoter, og

+ Turtips . . . K

bidrar dermed ikke til global oppvarming.

+ Infosenter
NYHETSBREV Hensikten med 3 lage et klimaregnskap er a fa en oversikt over "CO2-avirykket" for
- kleskolleksjonen til Stormberg. Stormberg vil pd den maten kunne identifisere
Meld deg pa og . . - . o . . L.
£2 da beoste utslippet av klimagasser, og finne tiltak for 3 redusere energiforbruket | verdikjeden
og dermed redusere egne utslipp. Det er allerede iverksatt flere tiltak ved bedriften.

tilbudene farst, i
tillegg til nyheter Mer om disse tiltakene og klimaregnskapet kan du lese om ved & klikke pa norsk eller

T3 s engelsk versjon under.
Din e-post
m Eﬂ Norsk versjon

E Engelsk versjon

Klimalaftet

Klimaleftet er statens klimakampanje, og har som mal a8 synliggjere konkrete
miljetiltak. Bedrifter som awvlegger klimalsftet forplikter seqg til tiltak som reduserer

klimagassutslippene.
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” |Q https://www.stermberg.no/no/Infosenter/Samfunnsansvar/1/

i

sroduktsek Q

Turtips
Infosenter

IYHETSBREV

eld deg pa og
i de beste
|lbudene farst, i
llegg til nyheter
g turtips

Jin e-post

«» Forsiden . Kontaktoss . Sek . Logg pd

ST_RMBERG

SMIA TURER ER 0GSA STORE
INFOSENTER

Du er her: Forsiden / Infosenter / 1%

Vi som jobber i Stormberg tror ikke vi kan forandre verden. Vi vet vi kan
forandre verden, i alle fall en bitte liten del av den.

Vi er en kemmersiell virksomhet som ma tjene penger og ga med overskudd, men
Stormbergs gkonomiske resultater skal imidlertid skapes pa en mate som er positivt
for samfunnet.

I Stormbergs selskapsvedtekter stdr det at 1% av Stormbergs omsetning skal brukes
til humanitaere og samfunnsnyttige prosjekter, primeert for barn som har det
wvanskelig. Derfor finansierer vi blant annet en S03-barneby | Kina, skaffer klzer til
"kloakkbarna™ i Romania og bidrar til aktivitets- og velferdstilbud for barn ved flere
lkrisezentre | Morge.

I den store sammenhengen er vart 1%-bidrag mindre enn en drape i havet, men kan
o - P ;

wart engasjement vaere med pa a gjere hverdagen litt bedre for enkelte mennesker

=om har det vanskelig, betyr det likevel mye.

Her kan du se hwva hva pengene er brukt til de siste drene.

Ar  Tiltak Belep
2003

Aklk. belep

505 Barnebyer 105.267 105.267
Krisesenter 25.000 130.267

2004

505 Barnebwver 117.570 247.837
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i 4 |c https:/fwww.stermberg.no/no/Infosenter/Samarbeid/Eurcpa-i-Fokus/

« Forsiden . Kontaktoss . Sek - Logg pad

ST RMBERG

HERRE | SMA TURER ER 0GSA STORE

oame ) INFOSENTER
GUTT i Du er her: Forsiden [/ Infosentar / Europa i Fokus
JENTE

SKO

| Stormberg inngikk i 2004 en langsiktig sponsoravtale med Europa i Fokus.
OUTLET Avtalen strekker seg i ferste omgang over 5 dr, og i denne perioden er
| Stormberg hovedsponsor for organisjonen. Formalet ned denne avtalen er 3
bidra til en bedre livsituasjon for gatebarn i Romania og Moldovia.

Produktsek Q
Bakgrunnen for inngdelsen av avtalen er Stormbergs vedtak om & bruke "1% av

; I . S . s
omsetningen, til 8 sponse prosjekter og organsisasjoner som arbeider for 3 bedre

o -Ir:fl:lsiiter menneskers livskvalitet. Pengene skal hovedsaklig kanaliseres via upolitiske
organisasjoner, og sterstedelen av midlene skal brukes til 8 hjelpe barn som er i en

NYHETSBREV wanskelig livesituasjon, enten i Norge eller i utlandet.”

Meld deg p3 og

{3 de beste Eurcpa i Fokus ble stiftet | 1991 som en frittstdende stiftelse med hovedmal & hjelpe

tilbudene farst, | mennesker i ned, bade andelig og sosialt. Stiftelsen Eurcpa i Fokus bygger pa

tillegg til nyheter

I e idealisme. Styret i Europa i Fokus bestar av frivillige som gratis gjer en innsats, for &

- hjelpe mennesker i ned. Inntektene til drift av arbeidet kommer fra frivillige
Din e-post organisasjoner, stettepartnere, bedrifter, skoler og menigheter fra forskjellige

m kirlkesamfunn.

En viktig del av arbeidet de siste drene har blant annet vesrt 3 redde barn fra det
fryktelige livet nede i kloakksystemet | Romanias storbyer. Et eget senter, med skole,
yrikesskole, legetilsyn og =osialarbeidere for gatebarn er blitt bygd | den anledning.

Nedhjelpsentere sgrger for daglig utdeling av mat, kleer og medisinsk bistand pa

Aatan Furana i Falae candar hialnatrancnartar mad mat blome an odchure cam bilie
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« Forsiden . Kontaktoss . Ssk . Logg pd

ST/2RMBERG

* - INFOSENTER

Du er her; Forsiden / Infosenter / Fotball krysser grenser

Stormberg inngikk i februar 2008 en samarbeidsavtale med PlussbankCup
og Fotball krysser grenser. Dette samarbeidet innebzrer at Stormberg
fullfinansierer en full fotballbane i slummen i Guayaquil, Ecuador -
Stormberg Stadium.

Produktsak Q

+ Turtips
+ Infosznter

NYHETSBREV

Meld deg p3 og
fa de beste
tilbuderne farst, i
tillegg til nyheter
og turtips

Cin e-post

FlussbankCup startet opp i 2008, og har som mal § vesre en fotballturnering av hoy
lcvalitet, og har som mal 3 bli den beste fotballturneringen | Nerge. Det legges stor
wekt pd opplevelser og aktiviteter utenfor fotballbanen for hele familien. "Fotball
krysser grenser” er et samarbeidsprosiekt mellom PlussbankCup, NFF og
Misjonsalliansen.

Prosjektet har et enske om a skape et engasjement for verdens fattige blant
fotballinteresserte | Morge. Foruten spensoravtaler, gar kr. 25,- av alle

Amlbalrmemi i mm = kil Aot s memmi At Pk mleal kirmmae fobballbhammme | Tl
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ST RMBERG

S INFOSENTER

Du er her: Forsiden / Infosenter / Krisesentre

e

Stormberg samarbeider i dag med flere krisesentre i Norge. Forste avtalen
l ble inngdtt i mai 2003 med Krisesenteret for voldtatte og mishandlede
kvinner i Vest Agder.

Produktsek Q Sponsor- og samarbeidsavtalene er opprettet mellom Stormberg og
krisesentrene med det fermal & bidra til en bedre livssituasjon for barna som bor pa
og er tilknyttet krisesenteret. Det skal primesrt skje gjennom aktivitets-og

+ Turtips :

+ Infosenter velferdstilbud.

JIYHETSBREV Stormberg stetter krisesentrene med skonomiske tilskudd, samt med turtey og

1eld deg pS og barnetay til de som bor pa krisesentrene. I tillegg arrangerer medarbeiderene |

S de beste Stormberg turdager for barna pa krisesenteret | Vest Agder og Oslo Krisenter, hvor

ilbudene farst, i det legoges opp til allsidige aktiviteter som anlling av pelser, fiellklatring, natursti, enkle

ilegg til nyhater kenkurranser m.m

ig turtips A

Din e-post De fleste av landets 50 krisesentre sliter med en meget stram ekonomi, noe som
resulterer i et mangelfult tilbud til barna som ma seke beskyttelse pa disse sentrene.

m Stormberg ensker 3 stotte opp om det viktige arbeidet krisesentrene gjer for familier i

en vanskelig livssituasjon.
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» Forsiden - Kontaktoss « Sek - Logo pd |

ST RMBERG

SMA TURER ER DGSA STORE

| INFOSENTER

Du er her! Forsiden / Infosenter / SO05-barnebyar

Stormberg har en samarbeidsavtale med S0S-barnebyer som blant annet
innebzerer at Stormberg har et finansieringsansvar for en av de fire 505-

barnebyene i Kina, Urumqui.

Avtalen ble inngatt i juni 2002 mellom generalsekretesr Svein Grennern | S0S-
barnebyer, og daglig leder Steinar 1 Olsen | Stormberg. Formalet med avtalen er a
bidra til 3 skape en bedre fremtid for foreldrelgse og forsemte barn.

Produktssk Q

+ TUrtips

+ Infosenter
S05-barnebyer har gjennom avtalen definert Stormberg som hovedsamarbeidspartner

NYHETSBREV i arbeidet med a rekruttere fadderbarnehager i Norge, sakalte Solsikkebarnehager.

el Hen e oa Samarbedsavtalen gjelder frem til den 31.12.2009, og har en ramme pa kr 2,5 mill.

'3 de beste H . ) .
ilbudena farst, i Barnebyen Urumgi ligger fire timers flytur vest for Beijing, og er hovedstad i

illegg til nyheter ¥ianjinag-regionen.

e turipes Urinnbyggerne er uygurene, et tyrkisk folkeslag. Urumgui er den byen i verden som
ligger lengst fra havet - om lag 3600 kilomenter.

Barnebyen Urumqui bestar av 14 familiehus, og omkring 109 barn bor og lever | byen.

m Pa bildet ser vi noen av barna i Urumgui i fleece fra LekeTey Stormberg.

Din e-post
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JENTE
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QUTLET

Produktsek Q@

+ Turtips
+ Infasenter

NYHETSBREV

Mald deg p3 og
fa de beste
tilbudene farst, i
tillegg til nyheter
og turtips

Din e-post

« Forsiden . Kontakt oss

ST_RMBERG

SWA TURER ER DGSA STORE

- Sek

« Logg pd

INFOSENTER

Du er her: Forsiden / Infosenter / Resirkulert turtey

Global oppvarming er en av de sterste truslene i verden i dag. Som
enkeltmennesker og som bedrift md vi alle gjgre en innsats for 3 redusere
den globale oppvarmingen. Stormbergs produksjon av bomullsplagg og
syntetiske stoffer krever pr i dag bide mye olje og andre former for energi.
Vi jobber derfor aktivt & redusere energibehovet og miljgbelastningen
knyttet til hele var produksjon. Stormberg har som mél at i fremtiden skal
alt turtey fra Stormberg veere produsert i resirkulerte eller resirkulerbare
materialer. I 2009 introduserer vi vir ferste fleecekolleksjon som er laget
av 100% resirkulert polyester.

Med det store forbruket av energi og oljebaserte produkter verdens tekstilproduksjon
og -forbruk ferer med seg, har Stormberg og andre tekstilprodusenter et spesielt
ansvar for a finne alternative preduksjons- og driftsmater som medferer redusert
energiforbruk og redusert miljebelastning.

Vi har innfert en panteordning som gjer at brukt turtey som ellers ville blitt kastet, blir
levert tilbake til oss slik at vi kan gi det videre til mennesker | @st Europa som ikke har
penger til & kigpe klzer til seq g sin familie. Gjenbruk av klzer gir en klar miljsgevinst.

Vi har ogsa jobbet med & finne milje- cg klimavennlige alternativer til de materialer vi
i dag bruker i var tekstilproduksjon. Bemull er et naturmateriale mange tror er et
miljevennlig materiale. Det er det ikke. Dyrking og produksjon av bomull krever mye
energi, og det er beregnet at rundt 25% av verdens forbruk av spreytemidler brukes |
produksjon av bomull. Vi har derfor hatt et szerlig folkus pa 3 finne gode alternativer til
bomull.

Som vi vil vice nedenfor, er ikke gkologisk bomull et godt nok alternativ til tradisjonell
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APPENDIX: 2
| &2 http://www.storebrand.no/site/stb.nsf/Pages/vaarvirksomhet.html

Person Bedrift og offentlig Om Storebrand In English

Forside Jobb i Storebrand akta om Storebrand Investor Relations Samfunnsansvar Presse

S T

Var virksomhet
Q Kontakt oss
Storebrand-konsernet er en ledende aktsr i markedet for langsiktig sparing og forsikring.

Konsernet bestar av livsforsikring, skadeforsikring, kapitalforvalining og bank, som samlet tilbyr

et helhetlig produktspekter til privatpersoner, bedrifter, kommuner og offentlige virksomheter.

Storebrands historie strekker seq tilbake til 1767. Konsernet har tilbudt tjienestepensjon siden
1917, 50 ar far folketrygden ble etablert. | 1995 ble Storebrand Bank etablert og i 2006 ble
skadeforsikring relansert som en del av vart helhetlige tjenestetilbud til kunder i
persanmarkedet. Det svenske tjenestepensjonsselskapet SPP ble en del av Storebrand-
konserneti desember 2007.

Storebrand har hovedkontor i Oslo og har et landsdekkende kontornett i Morge. Selskapets
primarmarked er det norske. Satsingen i det svenske markedet er de siste arene gradvis
utvidet, og omfatter i dag tjenestepensjon, kapitalforvaltningstjenester og helseforsikring.

Starebrand er et konsern i vekst Ved utgangen av februar 2008 var det 1 585 arsverk i
konsernet.

Gjennomsnittsalderen pa vare ansatte er 42 ar og gjennomsnittlig ansiennitet er 10 ar. Det er
tilnaermet lik fordeling mellom menn og kvinner i konsernet. Samfunnsansvar er en integrert del
av konsernets vircksomhet. | 2005 er det utarbeidet en ny toarig samfunnsansvarsapport.

Storebrand tilstreber mangfold. Alle medarbeidere | Storebrand er likverdige, uavhengig av kjgnn,
alder, funksjonshemming, trosbekjennelse, kulturelle forskjeller og seksuell legning.

Copyright Storebrand * Informazjon om behandling av personopplysninger og cookies
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Milje Lukk vinduet]

Wiljgpelicy Miljﬂpolicy

Eiendomsforvattning Stor_ebrand shkal redusere_forretni_ngsdri_ﬂens milj:abela_lstning gjen_n_om rgduser_’[ en_ergi— og
papirforbruk, aviallssortering, resirkulering av elektronisk avfall, miljgbevisst reisevirksomhet og

. vannforbruk.

Energi
| forvaltningen av vare eiendommer stiller vi konkrete krav knyttet til pavirkning av det indre og ytre

Reizer milja.

Avfall

Papir og vann

Klima

Veerdalsbruket

Milja ukk vinduet

Mijanalizy Eiendomsforvaltning

Eisndomsforvaltning 12,5 prosent av Storebrand Livsforsikrings midler er plassert i eiendomsmarkedet. Dette er
hovedsakelig kontoreiendommer og sterre kKjgpesentre.

Enpetg Storebrand Eiendom, et heleid datterselskap av Storebrand Livsforsikring, er ansvarlig for disse
plasseringene. Som MNorges tredje starste private eiendomsselskap harvi et spesielt ansvar for

Reizer miljariktig forvaltning av elendommene vare,

Avfall e

o Miljeledelse

Papir og vann Storebrand Eiendom er ansvarlig for forvaltningen av eiendomsportefaljen, og linjeansvarlig
rapporterer p& miljs til leder for samfunnsansvar halvarlig. For & oppnd effektiv og miljsriktig drift

s av eiendommene har Storebrand Eiendom et program for miljgledelse.

. Det stilles kravtil lokalenes pavirkning pa det yire miljs, innemiljget ag ressursforbruk, Detaljerte
Vesrdalsbruket mal og tiltak er nedfelt i en egen handlingsplan. Sentrale maleomrader er energifororuk,
vannforbruk og renovasjon.

Var driftsoppfalging ute pa eiendommene er i stor grad basert pa innleide vakimesterjenester
som felges opp avvare driftssjefer. Bruk av eksterne ridgivere og rammeavtaler innenfor en
rekke tekniske fag sikrer god oppfalging av alle driftsforhold.

Pa miljgsiden er fokuset rettet mot vakimestersiden samt leverandsrene innenfor
energioppfelaing og avfallshandtering.

Rapporteringsgrunnlag

Storebrands egenforvaltede eiendommer utgjer ca. 420 000 m2 av den totale eiendomsmassen

5 Skriv ut allg sidene

samfunnsansvar @ Samfunnsansvar ag leverandarer
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Milje Lukk vinduet

Miljgpalicy Energi

Eiandoma aristning Hovedkontaret varmes opp av flernvarme. Takhayden i resepsjon strekker seg over syv etasjer,
= og det medvirker til et noe heyt energiforbruk pr. kvadratmeter. Energiforbruket pa hovedkontoret i
e 2006 var 278 kw/m2. Detfte er en reduksjon pa 14 prosent fra 2004.
Reduksjonen skyldes gjenvunnetvarme fra kemfortkjsling, samt endret reguleringsform pa
Rezer varmekursen fra konstant vannmengde til variabel vannmengderequlering. Malet for neste
todrsperiode er & redusere energiforbruket med ytterligere fem prosent.
S | de andre eiendommene er energiforbruket i stor grad et resultat av leietakernes afferd. For &
bevisstgjsre leietakerne far de utdelt bruksanvisninger for det enkelte bygg. Vivil ogsd starte
med & sende ut kvartalsvise energiregnskap. Energiforbruketi de egenforvaltede
eiendommene ble i 2006 redusert med 9 prosent, til 259 kwim?2 i 2006. Denne reduksjonen
Klima skyldes hovedsakelig reduksjonen pa hovedkontoret, samt at eft av byggene harvaert under
ambygging.

Papir og vann

Wasrdalsbruket o R
Malet for 2008 er a redusere energiforbruket med fem prosent i forhold til 2006. Bt av tiltakene

for 4 na dette er bedre oppfelging av energiforbruket giennom et nytt energioppfelgingssystem.
Farelepig er systemet innfart for 14 av de 28 egenforvaltede eiendommene. Malet for 2008 er a
dekke alle egenforvaltede byag.

Andre ensktiltak blir kartlagt i lepet av farste kvartal 2007, og de med tilbakebetalingstid pa
mindre enn to ar skal gjennomferes.

Vi vil ogsa arbeide med hvordan leietakerne best kan bidra for 3 redusere sitt energiforbruk. Ved
investering i nye byga skal konveriering fra eventueli fossilt brensel til mer miljgvennlige
energikilder kartlegges og implementeres.

-_‘:J# Skriv ut alle sidene Vi b e kbt ok ek Freo D o Foe S Ratbe Fro ol o bobei b e seoee i #1 Fim s imminnio i nd e e o
L] EiH | K
samfunnsansyar ® Samfunnsansvar og leverandarer

Milje Lukk vinduet

Wilgpolicy Reiser

Eiendomsforvaltning Reiseaktiviteten blant Storebrands ansatte bestar hovedsakelig av reiser med bil og fly i Norge. |
- forste halvdel av 2007 innfarte vi et nylt personalsystem. Dette muliggjer en fullstendig oversikt
aver antall fiyreiser. Storebrand vil derfor begynne a rapportere pa dette i 2008.

Energl
Storebrand har de siste arene hatt om lag 80 firmabiler. | dag er over 90 prosent av de nye
Reiser bilene som kjgpes inn dieseldrevne. Disse bilene har partikkelfilter som bidrar il & redusere den
lokale forurensingen som dieselbiler fordrsaker. | tillegg velger vi gjennomadende biler med lave
Avfall utslipp og lavt drivstoff-forbruk.
Papir.og vann Vinteren 2006 kjspte vi en Think el-bil som ansatie pa
hovedkontoret kan bruke til eksterne mater i lokalmiljeet. EI-
Klima bilen benyites na en til to ganger pr. dag.
Veerdalzbruket
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Miljs Lukk vinduet

Miliapolicy Avfall

Storebrand har som mal & ske andelen avfall som gar til gjenvinning (utsorteringsgrad).
Restavfallet sorteres og gar dels til forbrenningsanlegg for flernvarme, dels til deponering. Pa
, hovedkontoret ligger utsorteringsgraden pa 51 prosent, hvilket er lavere enn malet for 2006 om
e 60 prosent. Malet opprettholdes for 2008.

Eiendomsfervaltning

Reiser | lepet av 2005 ble det satt ut miljgstasjoner for resirkulering av kontorrekvisita i alle etasjer pa
hovedkontaret. | kemmende toarsperiode vil vi vurdere behovet for & sette ut flere slike
miljgstasjoner. Vivil ogsa ske bevisstgjeringen av ansatte innenfor dette omridet, og

Avfall
sentralmaottaket for avfallet fra miljgstasjonene vil bli arganisert bedre.

Papir og vann
Klima

Veerdalzbruket

Milje Lukk vinduet

Miljgpolicy Papir og vann

Vi gnsker & bruke mindre papir. Innevaerende periode harvi kartlagt papirforbruket. Tallene for
papirforbruk omfatter alt kopipapir, bade pa hovedkontoret og de andre kontorene vare. Malet for
2008 er a redusere forbruket med 10 prosent.

Eiendomsforvaltning

Energi

To tiltak skal bidra til 3 oppna dette. For det ferste skal alle printerne stilles om til 8 automatisk
Reizer skrive ut tosidig. | tillegg skal vi se pa mulighetene for et postkassesystem, der dokumenter som

sendes til printerne farst skrives ut nir avsender drar ID-kortet ved printeren. Slikvil vi unnga
Aval unadig printing av papir som ansatte allikevel ikke henter.

Bani Videre erstattes en skende andel avvare utsendelser til kunder med elekironiske utsendelser.
apir og vann

Klima Vann

Ferskvann er en knapp ressurs. Vi har derfor kartlagt vannforbruket pa hovedkontaret.

Veerdalsbruket Vannforbruket vil overvakes jevnlig, slik at en eventuell kning raskt oppdages og arsaken
utbedres. Malet er et stabilt vannforbruk. Fra 2007 vil vi 0gsa kartlegae og rapportere pa
vannforbruket i de egenforvaltede siendommene.
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Miljo Lukk vinduet

Wiligpelicy Klima
Eiendomsforvaltning Som en kunnskapsbedrift er Storebrands miljgbelastning relativt lav. Energiforbruk i bygg og

reisevirksomhet utgjer den starste pavirkningen. Begage deler medfarer utslipp av CO2. Gjennom
vare investeringer harvi ogsa en indirekte pavirkning. Derfor er utslipp av klimagasser ettema i

S var konsemstandard for samfunnsansvarlige investeringer.

Reizer P34 sikt kan Storebrand selv bli berart av klimaendringene. Spesielt gjelder dette var virksomhet
innenfar skadeforsikring, som ble etablerti 2006.

Avfall
Storebrand fatiet vedtaket om a bli Klimaneytral i juni 2007, og legger opp til 3 kjepe serifiserte

) . klimakvoter, CER (Certified Emission Reduction) gjennom FMs COM-marked (Clean

Papir og vann Development Mechanism). Pa den maten har vi sikkerhet for at alle tiltakene har den
miljgeffekien kvotene tilsvarer. COM er en av baerebjelkene | Kyoto-protokollen, og handel med

Klima disse kvotene viser ogsa atvi statter og bygger opp om Kyoto-avtalen.

Vardalsbruket Her kan du lese mer om prosjektet Storebrands klimakvoter for 2008 statter:

=] Prosjektinformasjon (1MB)

Jargen Randers, professor pa Bl og leder av Lavutslippsutvalget:

"Med tanke pa vare efterkommere er det nsdvendig & redusere vare klimagassutslipp med rundt
80 prosent i lepet av noen fa tiar. For 4 fa til deftte ma vi kombinere tiltak pa en rekke nivaeri
samfunnet - internasjonalt, nasjonalt, pa bransjeniva, pa individniva, og ikke minst pa
bedriftsniva. Den flotteste maten A gjere dette pa er gjennom frivillig reduksjon av bedriftens
netto klimagassutslipp - og gjerne helttil null, slik at bedriften derved blir ‘karbon-naytral’. Jeg
oppfordrer med dette Storebrand til 2 bli den farste, norske karbon-nevtrale bedrift.”

i Skriv ut alle sidene

Miljo Lukk vinduet

Miljpolicy Vzaerdalsbruket

Eendsmsrvataing Storebrand-eide Veerdalsbruket er en av Morges sterste skog- og fielleiendommer og har en av
= Europas starste kalkforekomster. Totalarealet er 800 000 dekar og eiendommen utgjer 60
prosent av Verdal kommune: Det tilsvarer et omrade som er dobbelt 53 stort som Oslo

Energl kommune. PA 170 000 dekar drives det aktivt produksjonsskogbruk.
Reisar En viktig malsetting med eierskapet er samfunnsansvarlig og langsiktig forvaltning av skog- og
utmarksressursene. En slik forvaltning ivaretar hensyn til natur, milje, rekreasjon og friluftsliv og
Anfall sikrer en optimal produksjon av skogvirke. Skogeiendommen er sertifisert i henhold til Levende
Skog-standarden for baerekraftig skogbruk. Dette er en nasjonal standard og er den mest brukte
) i Morge.
Papir og vann

Allmennheten gis tilgana til leie av hyiter, tomter i regulerte hvitefelt, og jakt og fiske. Arlig gis
Klima stette til lokale prosjekter og organisasjoner (bl.a. MOT i Verdal) i sterrelsesorden 300 000 til
400 000 kroner.

Veerdalzbruket
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Sosialt ansvar - kunder Lukk vinduet

Kundeorientering Kundeorientering

Tilgjengelighet Storebrand har som mal & vaere det mest kundeorienterte og respekterte selskapet i sin bransje.
For a fa palitelig informasjon om hvordan vi lykkes med 4 na malet har vi gjennom de fire siste
arene samarbeidet med forskningsprogrammet Norsk Kundebarometer pa Handelsheyskolen

Klagesaksbehandling Bl

@konomisk kriminalitet Tre ar pa rad har Storebrand fatt heyest score for kundetilfredshet pA Morsk Kundebarometer
innenfor pensjon og livsforsikring i bedriftsmarkedet.

HM S-produkt R .. .
Kundetilfredshet og lojalitet erviktige mal ogsa i personkundemarkedet. Vi maler dette for de
50 000 kundene som har en personlig radgiver i Storebrand. | tillegg undersaker vi hvordan
kundene oppfatter vare medarbeideres kompetanse, reaksjonsdyktighet og personlige
pehandling.

Sosialt ansvar - kunder Lukk vinduet
Kundeorientering ﬂlgjengelighet :
Tilaienaeliohet For var nettjeneste for personkunder har vi fra 2004 registrert andelen av alle kundesparringer

som har gatt feilfritt. Vi tar her hensyn til om kunden opplever en feil, om svartiden blir
uforholdsmessig lang og om kunden far svar pa sin foresparsel. | 2004 var andelen feilfrie
sparringer pa 97,8 prosent, mens den i 2005 akte til 98,2 prosent. | 2006 var andelen feilfrie
sparringer 97,0 prosent, noe som skyldes atvi har hatt en betydelig eki trafikk i var nettjeneste.

Klagesaksbehandling

Ekonomisk kriminalitet
Selv om tilgjengelighetsmalet pd kundesenteret regnes som et normalt maltall i bransjen, er det
HMS-produkt ikke mange som nar det. En undersakelse utfart av Bright Index (2006) viser at Storebrand ligger
svaert godt an i forhold til andre nordiske banker og forsikringsselskap.

Kundetilfredshet

Storebrand fastholder sitt mal om & veere det mest kundeorienterte og respekterte selskapet i
sin bransje. Bade i bedrifts- og personmarkedet skal kundene oppleve Storebrand som en
samarbeidspartner med hay troverdighet og kompetanse.

For a fa palitelig informasjon om hvordan vi lykkes med a nd malet harvi gjennom de siste fire
arene samarbeidet med forskningsprogrammet Morsk Kundebarometer pa Handelsheyskolen
Bl om maling av kundetilfredshet og kundelojalitet. Bl bruker den internasjonalt mest velpravde
forskningsbaserte metodikken nér det gjelder denne type kundemalinger.

| 2006 var Storebrand det selskapet som fikk heyest score for kundetilfredshet pa Norsk
Kundebarometer innenfor pensjon og livsforsikring i bedriftsmarkedet.

3a Skriv ut alle sidene
4 | »

samfunnsansvar ® Samfunnsansvar og leverandsrer
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Sosialt ansvar - kunder Lukk vindue

ATl Klagesaksbehandling

Tilgjengelighst Storebrand ensker at faerrest mulig av vé’tredkunder skal ha arsak til & klage. Dersom det likevel
kommer inn klager, har vi som malsetting a gjennomfare en profesjonell klagebehandling.
Kunden skal fale seg hert og respektert. | klagebehandlingen enskervi blant annet & finne ut
hvilke prosesser og rutiner sem innebeerer svakheter og farer til klager. Pa denne maten kan
klager medvirke til atvi stadig blir bedre og at kundene far faerre arsaker til 4 kKlage.

Bkonomisk kriminalitet Klagebehandlingen skal skje i henhold til vare kjerneverdier.

Klagezaksbehandling

HMS-produkt For 4 na disse malsettingene opprettet vi i 2006 et klagesekretariat og etablerte et nytt
klagesaksregister. | dette registeret skal alle formelle, konkrete klager til selskapene i konsernet
registreres. Klagesekretariatet har som oppoave a samle informasjon om klagene og trekke ut
leerdom av disse. Slik sikrervi en mer effektiv klagebehandling i hele konsernet.

Malsettingen var er at alle klager behandles sa raskt som mulig og senestinnen tre uker etter at
vi har mottatt den.

Sosialt ansvar - kunder ukk vindue
Kundgorientering @konomisk kriminalitet
Tilgiengelighet | Storebrands etiske retningslinjer heter det: Gjennom den enkelte ansatte skal Storebrand

maotarbeide kriminelle handlinger, herunder korrupsjon og annen akonomisk kriminalitet, og

) bidra til & forebygge og oppklare slike handlinger.
Klagesaksbehandling

Enkelte mennesker skaffer seg dessverre penger pa uarlig vis. Forsikringssvindel,

Bkonomigk kriminalitet skatteunndragelse, kortsvindel og innsidehandel er eksempler pa det. Dette medfarer
gkonomiske tap som ma dekkes av andre. @konomisk kriminalitet er skadelig bade for de som
HMS-produkt blirrammet ag for samfunnet.

Storebrand er avhengig av tilliti markedet. Enhver sak som viser svikt i lederes og
medarbeideres etiske plattform eller vurderingsevne skader selskapet Derfor er det viktig &
bevisstgjare og utvikle gode holdninger slik at korrupsjon og skonomisk kriminalitet ikke
forekommer, og vise at selskapet har nulltoleranse i farhold til awik.

Storebrand ma beskytte kunder og eiere mottap pa grunn av kriminalitet. Vi ma, sammen med
myndighetene, arbeide for 4 avdekke skonomisk kriminalitet og bista for 4 fa skyldige demt.
Samtidig skal srlige kunder fa en positiv opplevelse av kontakten med oss.

Vi har iverksatt en rekke tiltak. Disse er reflektent av lover og regler gitt av myndighetene, men
0gsa avvart eget snske om A ta et aktivt samfunnsansvar:

@ Vi gjennomfarer forsvarlig legitimasjonskontroll av alle nye kunder.

o Storebrand Bank har etablert elektronisk overvakning av alle bankiransaksjoner, der vesentlige
awik fra normale transaksjoner blir vurdert.

@ Vi melder mistenkelige transaksjoner til @kokrim.
@ Vissrger for opplaering av ansatte om hva som kan utlsse mistanke om hvitvasking.
o

iz Skriv ut alle sidene & Wi niannamfarar an arin rigikbaairdarinn an ivarkeattar tiltak nd nmradar mad hae ricikn
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Sosialt ansvar - kunder

Kundeorientering
Tilgjengelighet
Klagesaksbehandling
Ekenomisk kriminalitet

HES-predukd

Vare ansatte

wiére ansatte
Medarbeiderutvikling
Mangfold

Etikk og kerrupsjon

Lukk vinduet

HMS-produkt

@kt sykefraveer og uferhet er blant Morges sterste samfunnsutfordringer. Pa dette omradet har
livsfarsikringsselskaper sin kjernekompetanse, og kan dermed vasre en viktig bidragsyter. Som
en inkluderende arbeidslivsbedrift med en visjon om & vaere Norges fremste og mest
respekterte pensjonsleverander, har Storebrand i manage ar jobbet malrettet for & mate denne
utfardringen.

Hesten 2005 lanserte vi et HMS-produkt til vare bedriftskunder i privat og offentlig sektor. HMS-
tilbudet innebzerer enten en kostnadsfri HMS-radgivning eller HMS-radgivning og helseforsikring,
en sakalt HMS-avtale. Ved inngaelse av en HMS-avtale ma kunden betale for helseforsikringen,
men far en redusert ufgrepremie.

Wart produkt gir bedriften lavere forsikringspremie og sykefravaer, gir den ansatte rask
behandling, bidrar til 3 Isse et samfunnsproblem og gir Storebrand nye forretningsmuligheter.

Tilbudet har som mal & motivere kunder i privat og offentlig sektor til & drive et systematisk og
malrettet HWS-arbeid. @kt oppmerksomhet pad HMS bidrar til & skape et helsefremmende og trygt
arbeidsmiljs for de ansatte, og motvirker tendensen til at stadig flere arbeidstakere blir
ufaretrygdet eller velger tidlig avgang fra arbeidslivet. Tilbudet har blitt positivt mottatt blant vare
kunder, og vi vil utvikle en langsiktig strategi for dette arbeidet i lapet av 2007.

Lukk vinduet

Vare ansatte

Tilfredse kunder, effektive forretningsprosesser og kompetente medarbeidere er sentrale
konkurransefaktorer i var bransje. Var personalpolitikk skal statte opp om vare
forretningsmessige utfordringer og behov.

| Storebrands personalpalitikk (134kB)

Medarbeidertilfredshet

Storebrand gjennomferer arlige medarbeiderundersekelser basert pa "A Great Place To Work™
Storebrand beholdt sin 10. plass fraiflori konkurransen Norges beste arbeidsplass i regi av

analyseselskapet Great Place to Work Institute Morge. 59 bedrifter deltok i undersekelsen, som
er basert pa omfattende sperreundersekelser blant de ansatte.
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Vare ansatie Medarbeiderutvikling

Storebrand-ansattes kompetanse og erfaring er grunnlaget for konsernets resultater. Malet vart

Medarbeiderutvikling a . o ;
er at 80 prosent av de ansatte skal vaere tilfredse med sine utviklingsmuligheter.

LI Storebrand skte innsatsen innenfor kompetanseutvikling i 2006 og vil styrke dette arbeidet
ytterligere fremover. Vart samlede opplaeringstilbud er ogsa gjort lett tilgjengelig for ansatte i en
Etikk og korrupsjon kompetanseporal pa intranettet.

Kompetansekartlegging

Kompetanse definerer vi som nadvendig atferd, holdninger og ferdigheter som den enkelte ma
besitte for & utfiere sitt arbeid.

| 2006 utarbeidet vi et kompetansekartleggingssystem for a videreutvikle ansattes
utviklingsplaner og sikre at konsernet til enhver tid har riktig kompetanse. Systemet skaltas i
bruk av alle ansatte i lspet av 2007. Vi har ogsa satt i gang kompetansehevingstiltak innenfor en
rekke ulike fagomrader.

Alede kunnskapsmedarbeidere blir stadig mer krevende, og vi har derfor lagt vekt pa a styrke var
lederopplaering. Et modulbasert lederutviklingsprogram er utviklet og igangsatt. Det avholdes
fortlépende for alle Storebrands ledere. | dette programmet trenes det pa lederferdigheter som
coaching, formidlings- og gjennomieringsevne. | 2006-07 prever vi 0gsa ut et internt
fadderprogram for nye ledere.

Sykefravar
Som farste finansinstitusjon inngikk Storebrand i 2002 en avtale om inkluderende arbeidsliv
{1A). Gjennom avtalen for 2006-2009 har Storebrand forpliktet seg til 3 jobbe systematisk med a

fza Skriv ut alle sidene
1 | 3

samfunnsansvar @ Samfunnsansvar og leverandsrer

Vare ansatte Lukk vinduet

Vare ansatte Mangfold

Avtalen om Inkluderende Arbeidsliv (I&) forplikter oss til i starre grad a bidra til 3 rekruttere
personer fra grupper som er underrepresentert pa arbeidsmarkedet, som eldre, innvandrere og
funksjonshemmede. Derfor inneholder alle vare stillingsannonser falgende oppfordring:

Medarbeiderutvikling

Managfold
Vi er opptatt av manofold og oppfordrer kvalifiserte kandidater til & seke uansett alder, kjgnn,
Etikk og karrupsjon funksjonshemming eller kulturell bakgrunn.”

Dette har medfart at vi den senere tid har fatt flere seknader fra, og rekruttert flere eldre
arbeidstakere, flere med minoritetsbakgrunn og flere med funksjonshemming.

Likestilling

Storebrand snsker en god balanse mellom kvinner og menn pa alle nivaer i selskapet. Vi nadde
ikke malet om 40 prosent kvinner i ledende stillinger i 2006, men malet opprettholdes for 2008. |
2006 var 50 prosent av de aksjonaervalgte styremedliemmene | Storebrand ASA kvinner.

Vare malrettede tiltak i forhold til likestilling videreféres med fokus pa kompetanseheving for a
motivere til lederansvar.

Seniorpolitikk

Storebrand er opptatt av & ha en god seniorpolitikk. | 2006 hadde vi 21 medarbeidere over
pensjonsalder, mot 13 i 2005. Vi ansatte 34 personer over 45 ar. Jevnlig gjennomfarer vi en
intern seniorundersakelse. oa ett av malene er at 90 orosent av seniorene skal vazre aodt eller
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Vire ansatte Etikk og korrupsjon

Medarbeiderutvikling Som leverandsr av akonomisk trygghet er Storebrand avhengig av tillit fra omverdenen. Kundene
ma ha tillittil atvi forvalter pengene deres pa en god mate, utbetaler narvi skal, og bestar som

leverandsr over tid.
Mangfold

Tillit oppnar vi ved at hver enkelt ansatt opptrer etisk forsvarlig i sitt daglige arbeid. Alle
Etikk og korrupsjon medarbeidere er forpliktet til & fslge Storebrands etiske regelverk. Malsettingen er at alle
ansatte har et klart bilde av hva de etiske retningslinjene betyri sitt daglige arbeid.

Storebrand jobber kontinuerlig for a na dette malet. Her er noen eksempler:

@ Paintranettet har ansatte anledning til anonymt & stille sparsmal om aktuelle etiske
dilemmaer, og selskapets svar synliggjares for alle ansatte.

o Ansatte kan anonymtvarsle om misligheter direkte til styret (s4kalt whistle blowing).
o Etikk er jevnlig tema pa avdelingsmater og ansattesamlinger.
@ Vi har utvidet og forbedret opplaeringen i radgivningsetikk for vare finansielle radgivere.

War bransje rammes i skende grad av korrupsjon og brudd pa generelle etiske retningslinjer.
Derfor styrker Storebrand arbeidet med a skape forstaelse for etikkarbeidet og forsterker
kommunikasjonen til ansatte pa dette omradet.

| Les Storebrands etiske regler her (241kB)

Vare samarbeidspartnere Lukk vinduet
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Samarbeidspartnere Samarbeidspartnere

Kreftforeningen Nasjonale samarbeidspartnere

Samarbeid med ideelle organisasjoner er en del av Storebrands strategi innenfor

07 samfunnsansvar, og har de siste arene vaert et beerende prinsipp for var sponsorstrategi.

Rede Kors Vre hovedsamarbeidspartnere er Kreftforeningen og MOT. | tillegg gir Storebrand stette til
Rede Kors sitt Leksehjelptilbud.

WBCSD . . ) ) .
Storebrands produkter og tjenester skal sikre skonomiske trygghet for menneskeri alle aldre, i
dag og i fremtiden. For oss er detviktig & samarbeide med organisasjoner som bidrar til en trygg

UNEP samfunnsutvikling. Gjennom vare samarbeidsavtaler enskervi a gi et positivt bidrag til
samfunnsutviklingen og samtidig arbeide for at samarbeidet skal vaere til glede og inspirasjon

The Global Compact forvare ansatte.

Storebrand snsker ogsa a stette opp om gode, samfunnsnyttige prosjekter i lokalmiljsene, og

Transparency International . :
har utviklet Du kan-konkurransen for dette formalet.

FUEIOY Y LEETTT Internasjonale samarbeidspartnere

Storebrand-fiolinen Storebrand hari en Arrekke engasjert seg i ulike internasjonale sammenslutninger for
barekraftig utvikling i naeringslivet.

Storebrand har sin primasre virksomhet i Morge og har de senere arene tonet ned den
internasjonale satsingen. Til tross for atvi er et lite selskap i internasjonal malestokk, vil
selskapet bade pavirke og bli pavirket av internasjonale forhold.
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Samarbeidspartnere Kreftforeningen

Kreftforeningen J Krefiforeningen og Storebrand har inngatt hovedsamarbeidsaviale gjeldende fra
og med 2008. Samarbeidet er et ledd i satsningen pa Storebrands

MOT samfunnsansvar.

L%

K re ft Gjennom samarbeidsavtalen skal vi sammen bidra til forebygaging av kreft og

foreningen stotte til Krefiforeningens satsnainag pa Ungdom med kdreﬂ i 2008. Storebrand
@nsker gjennom samarbeidet a fa gkie muligheter til a drive helsefore-byggende,

WBCSD profilerende og salgsfremmende arbeid blant kunder og ansatte. Vi ensker ogs3 4 tilby

informasjon og stette til de avvare kunder og ansatte som har fatt kreft. | samarbeidsavtalen

inngar Krefiforeningens aksjoner Krafttak mot kreft og Rosa slayfe. Vilegger | samarbeidet stor

vekt pa felles aktiviteter til glede for ansatte og kunder / medlemmer i begge organisasjoner.

Rede Kors

UNEP

The Global Compact Kreftforeningen og Storebrand inngikk | 2007 samarbeidsavtale knyttet til Storebrands
Kreftforsikring. Dette samarbeidet vil innga som en del av hovedsamarbeidsavtalen.

Transparency International
For mer informasjon om Krefiforeningen, se www.krefiforeningen.no

Forzkning og utdanning

Storebrand-fiolinen

are samarbeidspartnere Lukk vinduet
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Samarbeidzparinere MOT

Kreftforeningen MOT er en ideell, landsomfattende stiftelse som har som formal a skape et
varmere og tryggere oppvekstmiljs gjennom & styrke menneskers mot til
& ta vare pa seg selv og hverandre. Det er om lag 30 fast ansatte | MOT.
Sammen med flere hundre frivillige landet aver gjennomfarer
organisasjonen programmer i ungdomsskoler og idrettsmiljger.

MOT

Rede Kors

Gjennom de senere ar har 800 Storebrand-ansatte deltatt i MOT-kurs internt. Her inspireres de
WBCSD til & gi hverandre positive tilbakemeldinger g ros nar noen gjer nee bra for en kollega eller
kunde. Tilbakemeldingene fra kursdeltakerne er meget gode. MOT bidrar ogsa i aktiviteter som
har til formal a heve kundenes tilfredshet med Storebrand. Vi tror at positive og motiverte

LNEP 5 5 Pl :
medarbeidere gjer kundene mer forngyd. Fa den maten er MOT en meget viklig stattespiller.
The Giobal Compact Andre aktiviteter | samarbeid med MOT er MOT til  glede-
dagen den 23 november, juleoverraskelser og andre
Transparency International kulturbyggende arrangementer internt.

MOT-informatsrene beseker flere tusen skoleklasser arlig.
Resultatene er meget gode: Nar de unge selv garinn for & gi
hverandre positive tilbakemeldinger og statte | hverdagen,
Storebrand-fialnen skapes bade samhold, engasjement og gled. Mindre mobbing
er bare en av mange positive ringvirkninger. For mer informasjon om MOT, se www motno &

Forzkning og utdanning

132



Vare samarbeidspartnere
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Samarbeidspartners

Kreftforeningen

MoT

Rade Kors

WBCSD

UNEP

The Global Compact

Tranzparency Internaticnal

Forskning og utdanning

Sterebrand-fiolingn

Vare samarbeidspartnere

Lukk vinduet

Samarbeidsparinere

Kreftforeningen

MOT

Rede Kors

WBCSD

UNEP

The Global Compact

Transparency International

Forzkning-og utdanning

Storebrand-fiolinen

Rode Kors

Storebrand har samarbeidet med Rede Kors om ulike tiltak | 12 &r. Vi gir i dag stette til Rede
Kors sin aktivitet knyttet til Leksehjelp i Norge. Rede Kors driver blant annet leksehjelp ved Oslo
Rede Kors Internasjonale Senter (ORKIS). Her deltar mer enn 300 elever fra mandag til torsdag.
Elever sam har benyttet seg av leksehjelptilbudet gar ofte opp bade én og to karakterer.

Rede Kors formal er 4 oppdage, hindre og lindre menneskelig nad og lidelse. Dette gjeres
gjennom forebyggende tiltak, a yte bistand og pavirke opinion og beslutningstakere. Rade Kors
Morge haridag 157 000 medlemmer og rundt 30 000 frivillige over hele landet. For mer
informasjon om Rade Kors, se www.redcross no 6@

-|- Rede Kors

WBCSD

Storebrand har vaert aktiv deltaker i World Business Council for Sustainable Development
(WBCSD) siden 1995 WBCSD er en internasjonal organisasjon som arbeider for basrekraftig
utvikling i nasringslivet.

Organisasjonen bestar avvel 190 medlemmer fra 31 land. Norge er representertved bl.a. Norsk
Hydro, Statoil, Det Norske Veritas, Leif Hoegh, Statkraft og Norske Skog i tillegg til Storebrand.
Gjennom deltakelsen far Storebrand et godt og viktig netiverk til de avverdens ledende
selskaper som er spesielt aktive innenfor miljgarbeid og samfunnsansvar.

Storebrand har i lang tid deltatt i ulike arbeidsgrupper i WBCSD, bl.a. Tomorrow’'s Leaders.
Denne gruppen lanserte | 2006 et manifest for naringslivets rolle i samfunnet. Vi deltar for tiden i
prosjektet The Business Role Focus Area, som arbeider med & videreutvikle og fremme
budskapet om naeringslivets rolle i forhold til beerekraftig utvikling.

Deltakelsen involverer ansatte | flere deler av Storebrand og er forankret i toppledelsens
engasjement og deltakelse.

For mer informasjon om WBCSD, se www.whcsd.arg 6.

h- World Business Council for
M o | = s L 8
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Samarbeidzpartnere

Kreftforeningen

MOT

Rede Kors

WBCSD

UNEP

The Global Compact

Transparency Internaticnal

Forzkning og utdanning

Sterebrand-fiolinen
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Samarbeidspartnere

Kreftforeningen

MOT

Rede Kors

WBCSD

UNEP

The Global Compact

Transparency Internaticnal

Forzkning og utdanning

Storebrand-fiolinen

UNEP

‘;.’—":“‘* ™, FNs miljgprogram UNEP skal bidra til 4 etablere partnerskap mellom ulike
‘:'J akterer i samfunnet i arbeidet for baerekraftig utvikling. Bedrifter fra hele verden

" ly har sluttet seg til dette arbeidet.

U NEP Storebrand bidro i 1995 til & opprette UNEPs forsikringsinitiativ og er i dag

medlem av UNEPs finansinitiativ. UNEP FI (Finance Initiative) arbeider for a
utvikle forstaelsen for sammenhengene mellom miljg- og baerekraftighetshensyn og skonomisk
sUksess.

Storebrand har siden oppstarten i 1995 deltatt i ulike UNEP-prosjekter innenfor blant annet
miljg- og samfunnsansvarlige investeringer, klimaspersmal og standardisering av miljedata.
Det gir 055 verdifull ny kunnskap knyttet til samfunnsansvar. Storebrand er ogsa med i UNEPs
naordiske nettverk.

Fortiden ervi med i en arbeidsgruppe for forsikringsindustrien som heter the Insurance Woarking
Group (IWG). Malet er & samarbeide for at bransjen skal bli mer baerekraftig. Et langsiktig mal er
3 utvikle Principles for Sustainable Insurance.

12006 lanserie UMEF Fli samarbeid med UM Global Compact, Principles for Responsible
Investment (PRI). Storebrand har underskrevet disse prinsippene. For mer informasjon om
UMEP, s& www.unep.org .

Lukk vindue

The Global Compact

The Global Compact ble etablert av FMNs generalsekretzer Kofi Annan i 2000,
Gjennom dette initiativet ensker man a bringe sammen naeringslivet, FM-organer,
arbeidsorganisasjoner og samfunnet for @vrig for a stette ti prinsipper for
baerekraftig utvikling.

THE GLOBAL
COMPACT
omhandler menneskerettigheter, arbeidsstandarder, milje og anti-korrupsjon. Ved a undertegne
prinsippene har Storebrand forpliktet seq til & drive sin virksomheti trad med disse. Tiltakene i

var handlingsplan for samfunnsansvar er fundamentet i etterlevelsen av prinsippene.

FMs Global Compact har utarbeidet ti prinsipper for god forretningsfarsel. De

The Global Compacts ti prinsipper

Selskaper ber:

. statte internasjonalt anerkjente menneskerettigheter innenfor de omrader bedriften opererer
. sikre at selskapet ikke medvirker til brudd pa menneskerettighetene

. anerkjenne foreningsfrinet og retten til 3 fere kollektive forhandlinger

. avskaffe alle former for tvangsarbeid

. flerne bruken av barnearbeid

. avskaffe diskriminering i sysselsetting og yrke

b B =T | B SR 5 R % B

. statte “fare var-prinsippet i miljgsparsmal
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T DEETEE Transparency International

Kreftforeningen Transparency International (T1) er en internasjonal anti-korrupsjonsorganisasjon som arbeider
ideelt og upartisk. Tl ble stifteti 1993 og den norske avdelingen ble etablerti 1999,

L1 Storebrand harveent medlem i TI Morge siden 2004 og statter arbeidet aorganisasjonen gjar mot

karrupsjon.

Rede Kors
Gjennom nasjonale avdelinger i 90 land oppmuntrer TI myndighetene til 3 iverksette effektiv

WBCSD lovgivning og politikk mot korrupsjon, fremme reformer sammen med internasjonale
organisasjoner, ske befolkningens bevissthet om og stette til arbeidet mot korrupsjon, og styrke
apenheten i internasjonale forretningstransaksjoner.

UNEP
TI har bistitt Storebrand i utformingen av korrupsjonskriteriet innenfor kapitalforvaltning. Kriteriet
The Global Compact innebaerer at Storebrand ikke investerer i selskaper som er involvert i alvorlig korrupsjon. Tl har
ogsa veert en bidragsyter i vurderingene rundt de farste eksklusjonene som falge av innferingen
Transparency Internaticnal av dette kriteriet. | tillegg bidrar Tl ved utviklingen og implementeringen av en korrupsjonspolicy

for Storebrand, der grensen mellom kundepleie og smaring er viet mye oppmerksomhet.

IR 0 LRI For mer infermasjon om T1, se www transparency.org &,

Storebrand-fislinen

Vare samarbeidspartnere Lukk vinduet

STTIETS R Forskning og utdanning

Kreftforeningen Storebrand snsker 3 bidra til at skonomiutdanningen i Norge skal reflektere kunnskaper om og
holdninger til bedriftens samfunnsansvar. | tillegg @nskervi a stette forskning pa temaer relatert
til var forretningsvirksomhet.

MOT
Rede Kors Professorat
) Vi tror at et konstruktivt samarbeid mellom akisrer i nasringen og var hayskolemilja er en styrke.
WBCSD Derfor besluttet vi | 2002 3 tildele Norges Handelshayskole (NHH) et femarig professorat i
finansiell skonomi innenfor forsikringsrelatert kapitalforvaltning. Med avtalen styrker vi bandene
LINEP til hayskolemiljget og styrker farskningen innenfor kapitalforvaltning og forsikring. 1Hillegag til

professoratet skal vi i 2007, som i 2005 og 2003, vaere havedsamarbeidspartner for
The Giobal Compact Maeringslivssymposiet pa NHH.

Bl Centre for Corporate Responsibility
Transparency International

Vi har ogsa et godt samarbeid med Handelshayskolen Bl, og i 2006 inngikk vi en tredrig
samarbeidsavtale med Bl Center for Corporate Responsibility (CCR). Formalet med
samarbeidet er at vi ved skonomiske bidrag og felles aktiviteter skal ske CCRs muligheter til a
fremme bedrifters samfunnsansvar gjennom forskning, undervisning og samarbeid med andre
organisasjoner. Samarbeidet bidrar ogsa til gjensidig kompetansebygging innenfor temaet
bedriftens samfunnsansvar.

Forskning og utdanning

Storebrand-fiolinen
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AmRTERBAnE Storebrand-fiolinen

Storebrands fiolin-konkurranse gir en av landets unge fiolin-talenter &ren av a disponere en

Kreftforeningen f =
Micolo Gagliano fra 1780 frem til 22-3rs alder. Vinneren i 2006 ble 14 ar gamle Miriam Helms

B Alien.
MOT
Rode Kors Historien om en fiolin
. Diet startet | 1973, da NRK henvendte seq til Storebrand med
WBLSD sparsmal emvi kunne finansiere en fiolin for en toppfiolinist under
utdanning. Siden 1975 har talentet Endre Kleve disponer fiolinen,
LUNEP og da avtalen ble reforhandlet etter 30 r fikk Kleve anledning til

kjigpe fiolinen. Deretter fikk konsermestrene | Den Naorske Opera,
Oslo Filharmoniske Orkester og Kringkastingsorkesteret fullmakd til
& finne en ny fioilin og et nytt, egnettalent.

{5
Handplukket ‘

Etter konkurransen med pravespillinger i Oslo Konserthus, valgte Gle Behn, Stig Milsson og
Harald Aadland det unge talentet Miriam Helms Alien fra Alta som vinner.

The Global Compact

Transparency International

Farskning og utdanning

Storebrand-fiolinen

Storebrand er stolte av Miriam, som allerede na utpeker seq som svaert talentfull. | tillegg til &
vaere elevved Unge talenter pa Barratt Dues musikkinstitutt, har hun ofte konsertoppdrag og
spiller for Storebrands ansatte og kunder, og vinner stadig nye talentpriser. Hun gikk blant annet
helttil topps | Ungdommens musikkmesterskap varen 2006 ogvanti sin aldersklasse i drets
(2007} Sparre Olsen konkurranse pa Gisvik.

Vare leverandorer ukk vinduet

Innkjapspolicy Innkjapspolicy

| Storebrand benytter vi 0ss av en rekke eksterne leverandsrer av produkier og tjenester innenfor
blant annet IT, kontorservice, skonomi og personal. Vi handler for over 1,1 milliarder kroner hvert
ar, og bruker denne posisjonen til 0gs4 4 bidra til en mer baerekraftig utvikling. Det gjervived &
stille miljemessige og sosiale krav til vare leveranderer, noe vi har arbeidet aktivi med siden
2004,

Grafizk genter og svanemerking
Fairtrade Max Havelaar

FairRecycling
| 2006 etablerte vi en sentral innkjepsavdeling og utviklet en egen innkjepspolicy. En enhetlig og
koordinert innkjepspraksis agjer det mulig 4 spare betydelige belsp, og sikrer at de aller fleste av
konsernets innkjep skjer etter samme retningslinjer og vilkar. | neste periode skal den nye
innkjepspolicyen implementeres og vi skal utarbeide konkrete kontrakismaler for alle typer
innkjgp

136



Vare leveranderer Lukk vinduet

Y Grafisk senter og svanemerking

Grafisk senter og svanemerking  95ten 2006 ble Storebrands interne grafiske senter serifisert av Stiftelsen Miljgmerking. Dette
innebaerer at om lag 70 prosent avintern produksjon blir svanemerket. For neste periode vil kun
benytte eksterne trykkerier som er svanemerket

Fairtrade Max Havelaar

FairRecycling

Vare leveranderer Lukk vinduet

fnigpspoky Fairtrade Max Havelaar
Grafisk senler oo svanemerking Vare daglige gjgremal, som for eksempel & handle i butikken, kan
ha en avgjsrende betydning for livet til mennesker som lever pa
andre siden av jorda. Mange produsenter i utviklingsland far for lave
priser for produktene sine. Storebrands nesten 1000 ansatte pa
hovedkontoret representerer en betydelig konsumentgruppe.

Fartrade Max Havelaar

FairRecycling

Eft bidrag til en mer reftferdig handel er var bruk av Fairtrade Max
Havalaar-merket kaffe. Fairtrade er en internasjonal merkeordning
s0m garanterer at smabander og plantasjearbeidere i utviklingsland

FAI RT RADE fartryggere arbeidsvilkar og bedre priser for sine produkter.

MAX HAVELAAR
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are leveranderer Lukk vinduet X

-

TRy FairRecycling

— | den tredje verden er en brukt norsk pc som ny. Storebrands mal er
o — FAI R at alt brukt elektronisk utstyr gjenvinnes eller gjenbrukes . Vi gnsker
— 3 benytte oss av den beste returordningen pa markedet, ogvalgte i

Fus Auccanos of satick Rissusss 905 3 sertifisere 0ss gjennom FairRecycling. Alt utrangert,

elektronisk utstyr blir na levert til organisasjonen FairRecycling for a gjenbrukes i skoleri
FairRecycling utviklingsland. Utstyr som ikke kan gjenbrukes, gjenvinnes i Norge. Ansatte kan 0gsa levere sitt
private IT-utstyr i denne ordningen, og vi har blant annet arrangert en 4-dagers kampanje hvor vi

plasserte PC-bur ved personalinngangen.

Grafisk senter og svanemerking

Fairtrade Max Havelaar

- Wi fikk to PC-bur fulle av alt innen skjermer, printere og mobiltelefoner. Bonus for de ansatte var
& bli kvitt sitt private utstyr under den samme ordningen, da vi uansett betaler en fast avgift for &
kvitte 0ss med gammelt utstyr nar bedriften behaver nytt. Det gode for Storebrand som
kunnskapsbedrift er atvi med et synlig samfunnsansvar motiverer ag far lojale ansatte, sier Elin
Myrmel-Johansen, leder for samfunnsvansvar i Storebrand.

Ordningen garanterer at over 80 prosent av alt utstyret FAIR far inn gjennom FairRecycling blir
gjenbrukti bistandsprosjekier. | tillegq er dette den eneste akiaren som sikrer at alt utstyret blir
tatt forsvarlig hand om uten at kjemikalier gar uti naturen. En slik sertifisering gir oss i tillegg
muligheter til & rapportere tiltak til UM Global Compact, og den oppfyller helt eller delvis seks av
de ti prinsippene i Global Compact.

H & 5 B ‘ﬂ > I]'ﬁ http:/www.storebrand no/site/stb.nsf/Pages/samfunnsansvarligeinvesteringer.html

Person Bedrift og offentlig I

&9 storebrand
Forside Jobb i Storebrand Fakta om Storebrand Investor Relations Samfu
Samfunnsanvarlige investeringer
Samfunnsansvar
Alle fond og pensjonsportefsljer hvor Storebrand selv foretar
Samfunnsansvarlige investeringsbeslutningen, er underlagt krav til samfunnsansvar i henhold til
investeringer Storebrands konsernstandard for samfunnsansvarlige investeringer.
Kravene gjelder bade aksjer og obligasjoner, | Morge og internasjonalt.
Produkter
i ) Storebrand startet med miljginvesteringer i 1995, og har utviklet solide
Historie analysemetoder for utvelgelse av de beste selskapene basert pa kriterier for samfunnsansvar.
Metode En egen avdeling i Storebrand arbeider med oppfelging av disse kravene, og mer enn 3000
Best in class selskaper overvakes koantinuerlig.
Utelukkelser Malet er 3 gi best mulig avkastning, men_ikke for enhver pris. Var erfaring er at krav il
samfunnsansvar ikke reduserer avkastningen.
Aktivt eierskap
Storebrands konsernstandard
Mikrofinans

Vi avstar fra investeringer i selskaper som medvirker til:

Spersmal og svar .
@ Brudd pa menneskeretiigheter

Seminar o Korrupsjon
@ Alvarlig miljgskade
o Produksjon avlandminer, klasevapen, atomvapen

Sok stette
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APPENDIX 3:

” #4 http://www.telenor.no/om/samfunnsansvar/strategi-for-ansvar/

Sek i telenc

@ ) telenor
PRIVAT BEDRIFT

Telenor-konsernet Mediesenter ' Aksjonzrservice Karriere | Telenor

Om Telenor mfunnsansvar

Strategi for ansvar R
s S nUMMer
ra P Tor ansvar
=1 " . : baerekraf
Stratedi Det er tett sammenheng mellom verdiene man fremmer og verdiene
g g . o
Barinare man skaper. Vi og]s:l_r vart ytterste for a05|kre at Telgnors produkter er
trygge, og at var virksomhet bygger pa en ansvarlig forretningsstrategi. (.
VAr forretningspraksis | Vionsker & hjelpe mennesker i alle vAre markeder til & f3 fullt utbytte av
a kommunikasjonstjenester i hverdagen. P2 den maten mener jeg vi
are produkter ; -3 - : o (9. septer
skaper verdi for vare aksjonzerer og interessenter. : |. P
Wart bidrag til samfunnet ) i = s ks
Jon Fredrik Baksaas besrexrart
Casestudier og nyheter | Konsernsjef mobilkemr
2 Jones Sust
Resultater og priser (D1s1) for

Arbeide med partnere

“."
Y

Strategi

Kantakt

= »;

A

4

# Bl | ~{ hitp:/fwww.telenor.no/om/samfunnsansvar/strategi-for-ansvar/strategi/

W telenor
_ PRIVAT

Telenor-konsemet ' Mediesentar | Aksjonzrsarvice Karmere 1 Tele

Om Telenor : Samfunnsansva

Vi er en del av lgsningen

Strategi for ansvar

Vi arbeider tett med vare samarbeidspartnere for & tilby Igsninger som
tilfredsstiller samfunnets utfordringer. Var oppgave er a hjelpe
mennesker med a kommunisere i alle land der vi har virksomhet.,

Strategi
Partnere

var forretningspraksis
vre produkter Svare pa globale og lokale utfordringer

vart mal er 4 forsta og svare pa de globale og lokale utferdringene i dagens samfunn.
Det gjer vi ved & bruke var teknelogi og kompetanse til 3 finne nye lesninger. Vi mener
selv vi har noe vesentlig & bidra med pa viktige omrader, som & redusere fattigdom,

1 bekgjempe klimaendringer og sikre trygg bruk av informasjons- og

Resultater og priser ‘A kommunikasjonsteknelogi (IKT).

vart bidrag til samfunnet

Casestudier og nyheter

Kontakt

Bygge palitelige relasjoner

I Telenor har vi tro pa & byogge palitelige relasjoner med vare interessenter, og vi er =)
beredt til & bidra til 8 finne lgsninger pa utferdringene de star overfor. Vi ensker at vare E::
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4 | ] r'i' http:/fwww.telenor.no/om/samfunnsansvar/strategi-for-ansvar/partnere/

Strategi for ansvar N
Shiatoq: Vart ansvar innebasrer § fore en kontinuerlig dialog med vdre partnere
og gi dem den stgtten de trenger.

Arbeide med partnere

Partnere

Var forretningspraksis X Vg re pa rtnere

Vare produlter Telenor stetter store og sm3 prosjekter ledet av vAre mange samarbeidspartnere. Det
i inngar i vart engasjement for en positiv samfunnsutvikling i omrader som pavirkes av
konsernets aktiviteter. Samarbeid av denne typen er ogsa en viktig inspirasjonskilde for
ledere og ansatte i selskapet. Her er noen eksempler:

Vart bidrag til samfunnet

Casestudier og nyheter \Fhid
Handelshgyskolen BI, Senter for bedriftens samfunnsansvar Teler
Resultater og priser 1 ) o : ; ‘]
I 2007 inngikk Telenor et 3-arig samarbeid med Bls senter for bedriftens sams
Kookt samfunnsansvar. Dette gir Telenor tilgang til en viktig kilde for akademiske ressurser, Freds
og en mulighet til 3 samarbeide med studenter innenfor samfunnsansvar. Du finner mer avtal

::Zr:zso.j: pa websidepe til Senter for bedriftens samfunnsansvar.

Telenor har inngatt et samarbeid med Rede Kors med det formal & forsterke
organisasjonens kapasitet til 3 utfere humanitzrt arbeid. Samarbeidet vil lepe inntil
2009 og omfatter Rede Kors-telefonen for barn og ungdom. Du finner mer informasjon
pa websidene til Rede Kors.

Nobels Fredssenter
Telenor har veert hovedsamarbeidspartner med Nobels Fredszenter siden 2004. Den
naveerends samarbeidsavtalen fra 2008 til 2011 har en ramme pa 7,5 million norske
kroner. Ideen bak opprettelzen av senteret, som ligger | den gamle =stasjonsbygningen
pa Westhanen i Oslo, er kommunikasjon i ordets videste forstand. Stiftelsen Nobels

P n !f http:/fwww telenor.no/om/samfunnsansvar/forretningspraksis/

N telenor
HPF! IVAT BE

Telenar-konsemat Mediesenter Karmera 1 Tele

Om Teleno s;amfunnsansvar

il Var forretningspraksis

Etrategi for ansvar

1 Telenor har vi forpliktet oss til 3 utfare alle vare aktiviteter pa en
ansvarlig mate. I praksis betyr dette at vi skal veere en ansvarlig
Medarbeidere arbeidsgiver, drive virksomheter med integritet og ta ansvar for
Integritet pavirkningen vi har pa miljget.
Milia ;

ar forretningspraksis

/are produkter Medarbeidere Tl
rart bidrag til samfunnet i

asestudier og nyvheter

lesultater og priser

Det inngar | vart ansvar a ta vare pa og Uansett hvor vi er, har vi en forpliktelse til "w-‘.
videreutvikle vare medarbeidere. & gjore forretninger med integritet. 3
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rd n .f\',' http:/fwww.telenor.no/om/samfunnsansvar/forretningspraksis/medarbeidere/

Medarbeidere

Telenor har over 34 000 ansatte i tolv land. Det inngar | Telenors
ansvar & ta vare pa sine medarbeidere og serge for at de ledes pd en

Medarbeidere mate som bidrar til at selskapet kan gjennomfgre sin strategi.
Mangfold

Utwikding
Arbeidsmiljia

Strateq for ansvar >

Vvar forreningspraksis

Utvikle vare medarbeidere

Arbeide for mangfold

Avlgnning

Integritet
Milis

Ware produkter

AR

e ; ; Telenor har forpliktet seg til 4 skape en Telenor tilbyr omfattende
Vart bidrag til samfunnet A R o o i ; V ;
organisasjon med mangfold nar det lzeringsmuligheter gjennom et bredt
Casestudier og nyheter gjelder kjenn, etnisitet/nasjonalitet, alder spekier av oppleeringsprogrammer.

og funksjonshemming.

Resultater og priser Mer am utvikling av medarbeidere

Mer om manafold
Fontakt

Sunt arbeidsmilja Lenne vare medarbeidere

E
s B

Om Tele » Samfunnsansvar » Var forretningspraksis > Integritst

Integritet

Strategi for ansvar >

Uansett hvor vi er, har vi en forpliktelse til 3 gjere forretninger med
integritet og i henhold til vire regler for god opptreden. Derigjennom

Medarbeiders bidrar vi til et dpent og sunt forretningsklima.
Integritet

véar forretningspraksis W

Codes of Conduct
Regler for god opptreden Etisk rad

Etisk e-leeringsprogram

Milie

Vare produkter ) T o J
o : : : Regler for god opptreden {Codes of Det etiske radet bidrar til & sikre hey grad
Vvart bidrag til samfunnet : : :
= 2 § Conduct) omfatter et bredt spekter av av etick bevissthet | Telenor.
Casestudier og nyheter etiske sporsmal.

1er om det etizske radet
Mer om Codes of Conduct

Resultater og priser

Selskapsledelse Etisk e-lseringsprogram

PN
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e l] I’i http:/fwww.telenor.no/om/samfunnsansvar/forretningspraksis/miljo/

Strateg for ansvar

Var forretningspraksi

Medarbeidere

Integritet

Miljo
War innvirkning
Miljestyring
Klimaendringer
Nekkeltall

vare produkter

irt bidrag til samfunnet
Casestudier og nyheter
Resultater og priser

Kontakt

Redusere var belastning pd miljoet

Hvorfor skal et telekommunikasjonsselskap gjere noe for & forhindre
eller redusere sin belastning pd miljoet?

Vi leverer kommunikasjonstjenester og er ingen tung forurenser. Tar vi imidlertid med i
betraktningen at wi har over 135 millioner abonnenter, 32 000 ansatte, tusenvis av
installasjener og hundrevis av kontorbygninger, er var samlede pavirkning pa miljget
allikevel klart merkbart. Derfor arbeider vi systematisk for § ta hand om de delens av
vare aktiviteter som pavirker miljest.

Dizse web-sidene gir en oversikt over miljestyringen i Telenor, inkludert vare prinsipper,
tiltak, prosjekter og resultater. Vi gjer ogsa rede for sammenhengen mellom var
telkknologi og utfordringene som den globale oppvarmingen, den starste miljeutfordringen
i war tid, stiller til oss.

Var innvirkning Miljgstyring

Telenors miljestyringssystem er basert pa
IS0 14001.

Vi har en god forstaelse av hvilken
belastning vi paferer miljget.

Les mer om wart arbeid for & forhindre Lez mer om dette styringssystemet.

denne belastningen.

v |’\F http:/ A telenor.no/om/samfunnsansvar/produkter/

Strateqi for ansvar
var forretningspraksis

Vére produkter

Innovasjon
Tryag bruk

Radiobelger fra
mobiltelefaner

Wart bidrag til samfunnet
dier og nyheter
Resultater og priser

Kantakt

o
=

Vare produkter

Gjennom innovasjon oppnar vi at vdre produkter nar et bredt spekter
av brukere, i ulike markeder og med ulike forutsetninger. Vi erkjenner
vart ansvar for kunder med spesielle behov. Telenor er i fremste rekke
nar det gjelder & gjere informasjons- og kommunikasjonsteknologi
(IKT) tryggere for barn.

Innovasjon Trygg bruk

Telenor forstar viktigheten av at barn,
foreldre og lzerere blir i stand til 8 bruke
IKT |:|§ en tryag mate.

Telenor Research and Innovation (R&I)
bidrar til var langsiktige globale
lkonkurransesvne.

Mer am innovasjon Mer om trygg bruk

Helsespersmal

142



[ B gf.i-http‘.fp‘wuwv.telenor.ncrlom,"samfunnsanwarﬁbidrag/

Vart bidrag til samfunnet

Telekomindustrien spiller en viktig rolle for den sosiale og skonomiske
utviklingen. I Telenor ser vi hvordan kommunikasjonstjenester kan
Vare produkter endre folks liv til det bedre. Mobilkommunikasjon knytter folk tettere
sammen, gir tilgang til informasjon, reduserer behovet for reising og
sgrger for at folk far hjelp i krisesituasjoner.

Strateq! for ansvar

var forretningspraksis

Virt bidrag til samfunnet

Casestudier og nyheter ; ) . ; o ;
s Telenor arbeider malrettet for & tilby mobildekning av hey kvalitet | alle landene vi

Resultater og priser opererer i. Vi snsker § gi 3 mange mennesker som mulig fullt utbytte av
mobilkermmunikasjon.
Kontakt

Telenor-konsermet Mediesenter
Om Telenor :
Casestudier og nyheter

Telenor engasjerer seg lokalt pd de stedene der vi har virksomhet.

Strategi for ansvar
Var forretningspraksis

Vere produkter P3 vare engelske sider far du et lite innblikk i vart globale engasjement.

Vart bidrag til samfunnet

Select case studies and news by country:
= Bangladesh = Malaysia

Resultater og priser Finy = Denmark = Montenegro

' > Global = Norway

= Hungary = Pakistan

asestudier og nyheter

Select case studies and news by subject:

> Our business practice > Partners

= Our products = Performance and awards
= Our social contribution
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# n |fi http:/fwanw telenor.no/om/samfunnsansvar/resultater/

Strategi for ansvar

B : :
var forretningspraksis

vare produkter
Vart bidrag til samfunnet
Casestudier og nyheter

Resultater og priser
Arlig rappartering
GRI index
Ba

Kontakt

Oppnadde resultater og

priser

Vi er stolte av innsatsen var nar det gjelder samfunnsansvar. Telenor
rapporterer i henhold til retningslinjene fra Global Reporting Initiative.
Arbeidet vart er anerkjent, og vi har mottatt flere prestisjetunge

utmerkelser, bade som konsern og fo

Arlig rapportering

Som en del av Telenor's rlige
rapportering publiserer vi informasjon am
vart samfunnsansvar.

By .
Les mer om arlig rapportering

Bxrekraftsindekser

Telenor har oppnadd en sterk posisjon pa
to av verdens mest innflytelzesrike
indekser av denne typen, Dow Jones

F oy e e K LI A VR e

;j r'd i'i http://www.telenor.no/om/virksomhet/hvermn-vi-er/historie/

r initiativer i vare lokale selskaper.

Rapportering basert pd GRI

- Global

Reporting
Initiative~

Wi bruker rammeverket til Global
Reporting Initiative (GRI) for & rapportere
om var innsats med henblikk pa
neeringslivets samfunnsansvar.

Les 2006-rapporten

Utmerkelser

Arbeidet med neeringslivets
samfunnsansvar | mange av Telenor-
selskapene har mottatt flere utmerkelser

_____ EUEY RS Rl e S L e S

Kort om Telenor

Hvem vi ar

Ledelsen

Shyret
Bedriftsforsamlingen
Nominasjonskomiteen

Var historie

L4

e verdensomspennende
markedar og operaterer

L

Hvordan vi driver wvar
wi ymhet

e

Kontakt

(B R RS RS S e =

I over 150 ar har telekommunikasjon spilt en viktig rolle i utviklingen av
det moderne norske samfunnet. Som lenge eneste og hele tiden
ledende leverand@r har Telenor veert en drivende kraft i utviklingen av et
sveert sofistikert hjemmemarked, og er nd en av verdens starste

mobiloperatorer.

Televerket>
@elegrafoe/enet.

@ Telenor

& telenor

Ic telenor

] I I
1855 1969 1995

Introduksjonen av telefonen

2000 2006

Arene 1855 til 1920 var en pionerperiode i historien om norsk telekommunikasjon. I

lepet av to generasjoner ble det norske samfun

net introdusert for tre nye

kommunikasjonsmidler: Telegrafen i 1850, telefonen rundt 1380 og tradles telegrafi
{radictelegrafi) ved drhundreskiftet. Utbredelsen og bruken av telekommunikasjon var

beskjeden sammenlignet med senere perioder,
oppmerksomhet.

Pioner i mobilkommunikasjon

men som nyvinninger fikk de en god del

Telenor er en picner nar det gielder mebilkemmunikasjon. Manuelle
mobiltelefonitienester ble introdusert | Norge | 1966, og var forleperen for det
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APPENDIX 4:

https:/fwww.dnbnor.com/site/om_konsernet/historie/

*Hurtigfakta

*Fakta

»*Finansialle mal

= Strategi .

*Organisasjon

}-i:_iersb.rring.' og
selskapsledelse

» Etikkregler

= Styret :

H LedeEen

"-'H.istn.r.ie

:-Spnns.nrvirksnmhet

=Innovasjon

r Kontaktinformasjon

*Fusjoner og oppkjep

*Kunstsa P‘ﬁﬂg?ﬂ .

H] _I_nl_:ern.irs.‘j_nnal virksomhet
rAbonner pd meldinger

*

S +

+

+

R T T

+

Historie

Over 180 &rs historie

DnB NOR representerer mer
enn 180 irs finanshistorie,
fra etableringen av
Christiania Sparebank i
1822 til etableringen av
DnB NOR som den ledende
norske finansinstitusjonen
i2003.

1822 Christiania Sparebank stiftes

1847 Christiania almindelige gjensidige
forsproelsezanstalt etableres (Giensidige
Livsforsikring)

1855 Bergens Privatbank stiftes

1857 Den norske Creditbank (DnC) stiftes

1920 Fellesbanken stiftes

19238 Bergens Kreditbank stiftes

1975 Bergen Bank dannes ved en fusjon mellom
Bergens Privatbank og Bergens Kreditbank

1985 Sparebanken ABC dannes ved en fusjon mellom
Sparebanken Oslo/Akershus og Fellesbanken

1990 Sparebanken ABC og fire sterre sparebanker pa
@stlandet fusjonerer til Sparebanken NOR. Den nye
banken har sin opprinnelse | over 100 lokale
sparebanker

1930 Den norske Bank (DnB) dannes ved en fusjon
mellom DnC ag Bergen Bank

1932 Gjensidige overtar Forende Forsikring

1993 Gjensidige Bank etableres

1996 DnB kjsper Vital Forsikring

1939 Sparebanken NOR og Gjensidige-gruppen
etablerer Gjensidige NOR

1999 Fusion mellom DnB og Postbanken
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*Hu |_'|:'|gFE| kta Fa kta
Fakta
i Dette er DnB NOR
* Finansielle mal
=-.5t TS = DnB NOR er Norges sterste
e, finanskonsern med en
*Drganisasjon forvaltet kapital pd 1 600
Eierstyring og milliarder kroner.
? il Rl Konsernet bestidr blant
S EGlorealar annet av sterke merkenawvn
Seassocee sz o som DnB NOR, Vital,
*Styret Mordlandsbanken, Cresco,
rLedelsen Postbanken, DnB NORD og
* Historie Carlson.
* Sponsorvirksomhet MNorges ledende finanskonsern...

* Innovasjon
s + 2,3 millioner personkunder
+ Ower 198 000 bedriftskunder
*Fusjoner og oppkjep + Morges starste nettbanker, dnbnor.no og
* Kunstsamlingen postbanken.no med over 1,4 millioner brukere
. Reprezentert pa over 200 steder | Norge
. + Morges sterste live- og pensjonsforsikringsselskap
* Abonner pa meldinger med rundt 1 million kunder
+ MNorges storste kapitalforvaltningsselskcap med mer
enn 630 000 fondskunder 1 Norge og 294
institusjonelle kunder | Norge og Sverige
+ Norges stprste verdipapirforetak
+ Morges ledende eiendomsmegler
+ 13 455 arsverk

* Kontaktinformasjon

*Internasjonal virksomhet

. og det mest internasjonale

+ Partner for norsk neeringsliv i utlandet, og for store
utenlandske selskaper | Norge

+ Internasjonalt nettverlk: med 12 filialer og
representasjonskontorer
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|

rHurtigfakta
r*Fakta
*Finansielle mal
~Strategi

E Drganisasjnn

- Eierstyring og
selskapsledelse

» Etikkregler

*Styret

*Ledelsen

* Historie
*Sponsorvirksomhet
s Innovasjon

* Kontaktinformasjon
*Fusjoner og oppkjsp
* Kunstsamlingen

* Internasjonal virksomhaet

*Abonner pd meldinger

Strategi

Strategi i DnB NOR

DnB NOR vil skape verdier
for aksjonzrer, kunder,
ansatte og andre
interessenter gjennom a
realisere identifiserte
synergieffelter, skape nye
lesninger i det fusjonerte
konsernet og utnytte den
mulighet for strategisk
reposisjonering som fusjonengir.

Dien strategiske plattformen for DnB NOR ble vedtatt pa
styremetet 8. mars 2004, Strategiproszessen | DnB NOR har vaert
grundig og har hatt en bred forankring i organisasjonen.

Et hovedmal med prosessen har vaert & etablere et felles
grunnlag for kultur og arbeidsform i det nye konsernet - "Slik
gjer wi det hos oss". Felles kultur skal byagoes pa grunnlag av
visjon, forretningsidé, verdier og strategiske mal. Den videre
prosessen vil foregd i hele DnB NORs organisasjon.

Strategisk plattform
Visjon: "Dn8 NOR - til & vaere stalt av"”

I wart mete med kunder, medarbeidere, investorer og samfunn
tar wi i bruk hele mennesket - stolthet over egen arbeidsplass
skaper ogsa resultater.

Forretningsideé: "Narhet og bredde er vr styrke. Vi skal vasre
den beste finansislle samarbeidspartneren”

Relasjon til kunden giennom naerhet og bredde 1 kundeforhaldet

er grunnlaget for var virksomhet og danner grunnlaget for
lennsom wvekst.
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https/fwww.dnbnor.com,/site/samfunnsansvar/

+Policy og retmingsinger | S@mfunnsansvar

-:-R,a rte -

e Samfunnsansvar i DnB NOR

*Kontakt oss & : ; : i

T art bidrag til I:raerel-cruaftlg utwvikling handler ferst og fremst om
puisihlisadude il | hwordan vi ivaretar var daglige forretningsdrift, det vil =i

*Kunder og leverandarer | giennom investeringer og utlan, i forhold til medarbeiderne og |

» Livsfase og mangfold dialog med kunder, leveranderer, eisre og samfunnet.

_?Bilirag til samfunnet

*Apenhet

Livsfase og mangfold »
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https:/fwww.dnbnor.com,/site/samfunnsansvar/klirmautfordringer/klimautfordringer.htrml
DNBNOR Informasjon for investorer, pres:

Om konsernet | Investor Relations | Presse | Jebb | Samfunnsanswvar |

Du er her: Samfunnsansvar » Klimautfordringer

+ policy og retmingstimjer |1 @1 NENSYN til klimautfordringen

*Rapporter

rKontakt oss

~ Klimautfordringer
= Intern miljgeffektivitat
*Granne produkter
*Elimainitiativer
*Miljgfyrtarn

*Kunder ng leverandarer

*Livsfase og mangfold

*Bidrag til samfunnet

Vi stiller krav til at vire leveranderer skal ta hensyn til
* Apenhet miljget, og vi krever at vire investeringsobjekter skal
gjore det samme. Selvsagt stiller vi ogsa krav til oss selv.

Som Morges sterste finanskonsern er OnB NOR en betydelig
samfunnnsal-ctmr. Egetan VErNE om miljeet blir stadig viktigere, og wvi
pnsker @ gjere vart for a bidra.

DnB NOR har definert folgende satsingsomrader knyttet til
lconsernets klimaarbeid:

+ produktutvikling som tar hensyn til klimautfordringen

+ prising og kommunikasjon som fremmer miljetenking
og ettersporsel etter miljoprodubter

+ kontinuerlig arbeid med intern miljeeffektivitet
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https:/Swww.dnbnor.com/site/samfunnsansvar/klimautfordringer/intern_miljoeffeltivitet/

+potiey og retmingsimer | ArDEider med intern miljgeffektivitet

*Rapporter
P Kontakt oss
= K]il‘l'lE‘l utfordringer
Intern nﬁlj»ﬂ-eFfelcth.ritEt

*Grenne produkter .
rElimain itiat.l've r
rMiljgfyrtarm

*Kunder og leveranderer

*Livsfase og mang fold

| *Bidrag til samfunnet Som kontorbedrift pavirker DnB NOR miljeet gjennom

?ﬁp-enh_et forbruk av energi og papir, giennom hvordan vi
hindterer avfall og gjennom bruk av transportmidler.

3jennom kontinuerlig arbeid med intern miljeeffeltivitet saker vi
& begrense konsernets direkte miljepavirkning og samtidig spare
lkostnader.

Miljesertifiseringer

OnB MNOR har sertifisert 21 byag
giennom ordningen Miljefvrtarn.
Sertifiseringene har en positiv
miljeeffekt knyttet til energibruk,
avfallshandtering, arbeidsmiliz og
transport.

MILJOFYRTARN®

Papirforbruk

For & redusere forbruket av papir har vi | DnB NOR innfert
glektroniske kontoutskrifter, og wi vil tilrettelegge for dobbeltsidig
trykking og kopiering pa alle vare skrivere og kopimaskiner.
Medarbeiderne vars oppfordres ogsa til 3 tenke seg om fer de
skriver ut e-post.
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https:/fwww.dnbnor.com/site/samfunnsansvar/klimautfordringer/gronne_produlder/

* Policy og retningslinjer

*Ra pp.»nrter

*Kontakt oss

“Klimautfordringer
*Intern mi Ijﬂef.Fe btivitet

Grenne produkter

Klimainitiativer
rMiljefyrtarm

*Kunder og leveranderer

»Livsfase og mangfold

»Bidrag til samfunnet

* Ep&n heat

Tilbyr grenne produkter =

5
DnB NOR legger vekt pa
miljgkriterier ved
investeringer og utldn.
Elant annet er alle
fondsprodulder som tilbys av
DnB NCOR Kapitalforvaltning og
Vital er filtrert, slikc at =elskaper
=zom bidrar til alvorlig
forurensing er ekskludert. OnB NOR tilbyr ogsa skreddersydde
produkter med miljeprofil.
Moen ekeempler pa «grenne produkters er
Klimaldn biler
DnB MOR Finans tilbyr et laneprodukt med redusert rentesats til -

miljsbevizste bilkjepere. Tilbudet gjelder |&n til biler som
oppfyller ett av felgende kriterier:

+ Etanolbil ES5 i
+ Maturgass eller biogasshil 2
+ Bensin- eller dieselbil, inkludert hybridbil, som slipper

ut maksimal 120 g/km CO2. Diezelbiler ma ha

partikkelfilter.
+ El-bil

Klimanaytralisering av biler/bilparker

OnB MOR Finans tilbyr kundene klimanaytralizering av biler og
bilparker | form av FN-godigjente CO2-kvoter. Tilbudet
innebarer at DB NOR Finans ivaretar alt det praktizske rundt
lovalitetssikring og kjep av kvoter for 8 veie opp for de faktiske
utzlippene.

Aksjefondet DnB NOR Miljginvest

mnnB MOR tilhvr Mordens eneste aksiefond =nm kin investarar |
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https:/fwww.dnbnor.com/site/samfunnsansvar/klimautfordringer/klimainitiativer/

& www.dr

DNBNOR

: Kontakt Investor Relations :: Pressekontakter : Abonner pd meldinger £ English

] sal

Informasjon for investorer, presse og jobbsekere

Om konsernet |

Investor Relations |

Pressa | Jobb | Samfunnsanswvar |

Du er her: Samfunnsansvar > Klimautfordringer > Klimainitiativer

* Policy og retningslinjer

*Rapporter

*Kontakt oss

~Klimautfordringer
*Intern miljeeffektivitet
*Grenne produkter

Klimainitiativer

*Miljsfyrtarn

*Kunder og leveranderer

*Livsfase og mangfold

*Bidrag til samfunnet

»Apenhet

https://www.dnbnor.com/site/samfunnsansvar/klimautfordringer/miljofyrtarn/

Deltar i klimainitiativer

DnB NOR er representert i
to eksterne
klimainitiativer:

Siste nytt
samfunnsansvar

2 02,10.2008: [ toppen pd
samfunnsanswvar

= 02.10.2008: Finansierer
det fornybare

= 27.06,2008: DnB NOR
best p3 Investor Relations

= 23.06.2008: Felles etisk
plattform for
Kapitalforvaltning

= 03.06,2008: Investereri
utvikling

=t Flere nyheter fra DnB NOR

MNezeringslivets Klimapanel
Kaonsernsjef Rune Bjerke sitter
zely | Neeringslivets klimapanel,
sam er NHOs hmgnivggruppe
for klimaspegrsmal. Panelet
diskuterer virkemidler og tiltak for reduksjon av
klimagassutslipp, energieffektivisering og fornybar enerai.
Eksempler pa saker panelet trekker frem som viktige er: En
bred satsning pa ferskning og teknologiutvikling og 8 engasjere
medarbeiderne i klimaarbeidet bide pa jobb, i nezrmiljeet og pa
hjemmebane.

Klimagevinst 2020

Kaonserndirektor Leif Teksum representerer DnB NOR i
KlimaGevinst 2020, et nettverk awv store bedrifter | regi av
Mandag Morgen. Nettverket jobber for & bidra til industrielle svar
pa klimautfordringen gjennom en serie tankesmier.

& www.d

DNBNOR

= Kontakt Investor Relations = Pressekontakter : Abonner pa meldinger ZJ2 English

—

Informasjon for investorer, presse og jobbsekere

Om konsernet |

Investor Relations |

Presse | Jobb | Samfunnsansvar |

Du er her: Samfunnsansvar > Klimautfordringer > Miljsfyrtdrn

> Policy og retningslinjer

*Rapporter

*Kontakt oss

~Klimautfordringer
*Intern miljeeffektivitet
*Grenne produkter
rKlimainitiativer

Miljefyrtdrn

*Kunder og leveranderer

*Livsfase og mangfold

*Bidrag til samfunnet

»Apenhet

Miljafyrtarn

DnB NOR har miljesertifisert de

fleste aw sine sterre byag

gjennom ordningen

Miljefyrtdrn. Miljefyrtdrn er et

naorsk, offentlig sertifikat som
MILJOFYRTARN® intszez:

Miljaverndepartementet.
For & sertifiseres ma bedriften oppfylle en rekke miljgkrav.
Sertifikatene ma fornyes hvert tredje ar.

Sertifiseringene tar for seqg rutiner og tiltak innenfor omradene:

innkjep, med szerlig vekt pd materialforbruk
energiforbruk

transport

avfallshandtering

helse, milje og sikkerhet

vannforbruk, luftkvalitet og stey

.

-

.

.

.

-
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https:/fwww.dnbnor.com/site/samfunnsansvar/kunder_og_leverandorer/samfunnsansvarlige_investeringer/

. w

» Policy og retningslinjer
*Rapporter .
*Kontakt n.ss

> Klima ut-Fnrd ringer
~Kunder og leverandorer

Samfunnsansvarlige
investeringer

rLeverandarer

H krediﬁvirLﬁumhet

*Ekvatorprinsippene
rLivsfase og mangfold
*Bidrag til samfunnet
»Apenhet

Samfunnsansvarlige investeringer

—_—

DnB NOR har en felles etisk plattform for
kapitalforvaltning som omfatter bdde Vital Forsikring og
DnB NOR Kapitalforvaltning.

DnB NOR Kapitalforvaltning og Vital skal iklke medvirke til
krenkelse av menneszke- og arbeidstakerrettigheter, korrupsjon
eller alvorlig miljeskade. I tillegg utelulckes produsenter og
distributarer av strategiske komponenter til
massepdeleagelsesvapen, antipersonellminer og klasevapen.

Liv- og pensjonsselskapet Vital unngdr ogsa investeringer i
zelzkaper som produserer tobakk og pornografi.

Internasjonal prinsipper a2
Den etiske plattformen bygger pa felgende internasjonalt
anerkjente retningslinjer og prinsipper:

+ FNs Global Compact
+ DECDs= retningslinjer for multinasijonale selskaper

+ Ottawa-konvensjonen

DnB NOR Kapitalforvaltning og Vital har ogsa signert og stetter

https:/fwww.dnbnor.com/site/samfunnsansvar/kunder_og_leverandorer/leverandorer/

Nealdcaltall
= Utelukkede selskaper

Bestitest

Organisasjonen Framtider
i wire hender kiret i
januar 2006 DnB NORs
fond Miljisinvest til det
beste stisks fondet |
Morge. Begrunnalsen var
blant annet at Miljginvest
som det eneste fondet i
Morge kun investarer i
salskaper som gjer
miljgvennlig teknologi il
nazringsvei. Miljginvast
investarer kun i selskaper
som opererer innenfar
fornybar energi med
hovedvelt pd sol og vind.

Nyttige dokumenter
= Etikkregler
/= Egenerklszring am

|leveranderenss
samfunnsansvar

/= Retningslinjer for
samfunnsznsvar innen
kredittwirksamhsten

4~ Samfunnsansvarsrapport
2007

B www

*Policy og retningslinjer
*Rapporter

*Kontakt oss

> Klimautfordringer
~Kunder og leveranderer

. Samfunnsansvarlige
investeringer

Leveranderer
*Kredittvirksomhet
*Ekvatorprinsippensa

*Livsfase og mangfold
*Bidrag til samfunnet
»Apenhet

Stiller krav til leverandg@rene

Vi krever at vare
leverandegrer overholder
grunnleggende normer for
menneskerettigheter,
arbeidstakerrettigheter,
milje og anti-korrupsjon.

For & sikre at vare
leveranderer etterlever vare retningslinjer, har wi innfert et
egenerklzeringsskjema om leveranderers samfunnsansvar. Her
skriver leveranderene under pa at de opptrer i trad med
prinsippene | FNs Global Compact.

Godt mottatt

Kun leveranderer som signerer erklzaeringen, blir vurdert i
forbindelse med nye kontrakter og reforhandlinger.
Egenerklzeringen er blitt godt mottatt av ware mange
leweranderer.

Nar det oppstar diskusjoner mellom DnB NOR og en leverander

rundt farmuleringer | egenerklzsringen, gar vi i dialog med

leveranderen. I slike prosesser far vi nye erfaringer. Et

eksempel pa dette er flernasjonale selskaper, der beslutningen
s

om a signere skal tas av et hovedkontor utenfor Norge.

Slscaper ettersparsel
Var etterspersel etter produkter og lesninager som tar
miljghensyn og etiske hensyn, pavirker ogsa vare leveranderer.

Eksempler pa etiske og miljevennlige innkjep:

+ DnB NOR er den starste kunden til Jobbfrukt AS, en

bedrift som sysselsetter 350 mennesker som ikke kan
Al

mrbmi Al b =S i lim e Sbas Harme lem Lmacmeme
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Nyttige dokumenter

:: Etikkregler

4~ Egenerklzring em
leverandarenas
samfunnsanswvar

/= Retningslinjer far
samfunnsanswvar innen
kredittvirksamheten

/= Samfunnsansvarsrapport
2007



https:/fwww.dnbnor.com/site/samfunnsansvar/kunder_og_leverandorer/kredittvirksomhet/
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DNBNOR
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Informasjon for investorer, presse og jobbsekere

Om konsernet |

Investor Relations |

Presse | Jobb | Samfunnsansvar |

Du er her: Samfunnsansvar > Kunder og leveranderer > Kredittvirksomhet

* Policy og retningslinjer
H Rapbnrber

H Kn-rltakt 0S5
*Klimauvtfordringer
~Kunder og leverandgrer

Samfunnsansvarlige
investaringer

»Leverandarer
Kreditbvirksomhet
*Elkwatorprinsippene
*Liwsfase og mangfold
*Bidrag til samfunnet
] Apenh;et

Har samfunnsansvarlige
retningslinjer for lan

s Vi har egne retningslinjer
e o, = f f i
#2 for samfunnsansvar i
2 : kredittvirksomheten.
Retningslinjene innebzarer
at risiko knyttet til milje,
etikk og sosiale forhold
~ skal analyseres pa lik linje
2. med andre risikofaktorer.

CnB NOR skal ikke innvilge kreditter som innebesrer
medvirkning til alverlig miljeskade, kerrupsion eller brudd pa
menneske- og arbeidstagerrettigheter.

Aktsomhetsmatrise

DnE NORs samfunnsansvarlige retningslinjer gjelder for alle 1an.
I 2006 utviklet vi en aktsomhetsmatrise som en veiviser for
kundeansvarlige i forhold til & belyse og vurdere relevants
zosiale, miljgmessige og etiske forhold. Aktsomhetsmatrisen tar
for seg blant annet kundens eierstruktur, motparter,
virksomhetsomrader og geografisk tilknytning og opplyser om
relevante risikoforhold.

DnE NOR har tiltradt Ekvatorprinsippene for prosjektfinansiering.

18 https:/fwww.dnbner.com/site/samfunnsansvar/kunder_og_leverandorer/ekvatorprinsippene/

B www.c

DNBNOR

 Kontakt Investor Relations i Pressekontakter :: Abonner pd meldinger £ English
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Informasjon for investorer, presse og jobbsekere

Om konsernet |

Investor Relations

| Presse | Jobb | Samfunnsanswvar

Du er her: Samfunnsansvar > Kunder og leveranderer > Ekvatorprinsippene

* Policy og retningslinjer
> Rapporter

*Kontakt oss

* Klimautfordringer
~Kunder og leverandarer

. Samfunnsansvarlige
investeringer

rLeverandarer
rKredittvirksomhet
Ekvatorprinsippene
* Livsfase og mangfold
»Bidrag til samfunnat
»Apenhet

Bruker Ekvatorprinsippene

F DnB NOR har tiltridt Ekvatorprinsippene,
som er et sett med frivillige

retningslinjer knyttet til miljemessige og
sosiale forhold ved prosjektfinansiering.

Ekwvatorprinsippene er finansnaszringens
etablerte referanseramme for vurdering og
styring av miljemessige og sosiale
risikoforhold | finansieringen av sterre, globale prosjekter.
Prinsippene ble utformet av banker fra privat sektor | 2003 og er
basert pd Verdensbankens miljestandard og de sosiale
retningslinjene til det Internasjonale finansieringsinstituttet
(IFC).

Viktig verktey

wed & tiltre prinsippene bygger DnB NOR videre pd en lang
tradisjon av grundige kredittvurderinger. Prinsippene vil vasre et
viktig verktey for 3 ytterligere sikre at miljemessige og sosiale
forhold ivaretas i fremtidig prosjektfinansiering.
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iz Kontakt Investor Relations i Pressekontakter :: Abonner pd meldinger £ English
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Informasjon for investorer, presse og jobbsekere

Om konsernet |

Investor Relations |

Presse | 3ebb |

Samfunnsansvar |

Du er her: Samfunnssnsvar > Livsfase og mangfold > Livsfase

* Policy og retningslinjer
* Rapporter
] Kl-zntald: oss
[+ Klimautfordringer
| = Kunder og leveranderer
~Livsfase og mangfold
Livsfase .
*Mangfold og likestilling
H Knmpetérmeutvil—cling

*Helse, milje og sikkerhat

*Dialog og rettigheter
» Bidrag til samfunnat
» Apenhet

https:/fwww.dnbnor.com,/site/samfunnsansvar/livsfase_og_mangfold/mangfold_og_likestilling/

Viser fleksibilitet i ulike livsfaser

DnB NOR har iverksatt en
rekke tiltak som har til
hensikt 4 gjore det enklere
for medarbeidere i ulike
livsfaser 4 kombinere
arbeids- og privatliv.

Nokkeltall
= Medarbeiders (ppt)

Vare medarbeidere tilbys
permisjon med lgnn ved
barnas start | barnehage, grunnskole eller skolefritidsordning.
DnB NOR kompenserer dessuten gapet mellom offentlio stotte
og full lenn ved foreldrepermisjon, slik at medarbeidere tilbys
full lenn ved foreldrepermisjon | 44 uker og 80 prosent av full
lenn ved 54 ukers permisjon. Ansatte som ammer kan fa
arbeidstiden redusert med inntil to timer per dag (med full lenn).
DnB NOR utvizer ogsa fleksibilitet ndr det gjelder seknader om
redusert arbeidstid eller ulennet permisjon knyttet til omsorg for
familie og barn.

Tiltak for seniorer . .
Medarbeidere som har fylt 62 ar har mulighet til @ arbeide |
_redusert stiIIing [89 prqsgn_tj |_'r1E|:I full Il_z!nn. Ecrrutset_ningen er at

DNBNOR

= Kontakt Investor Relations = Pr kontakter :: Ab

pa meldinger & English

I—

Informasjon for investorer, presse og jobbsekere

Om konsernet |

Investor Relations |

Presse |  Jebb | Samfunnsansvar |

Du er her: Samfunnsansvar =

* Policy og retningslinjer
*Rapporter
*Kontakt oss
> Klimautfordringer
*Kunder og leveranderer
~Livsfase og mangfold
*Livsfase
Mangfold og likestilling
*Kompetanseutvikling
*Helse, milje og sikkerhet
*Dialog og rettigheter
> Bidrag til samfunnet
»Apenhet

Livsfase og mangfold > Mangfold og likestilling

Mener ulikhet er en styrke

E - % I DnB NOR tror vi at ulikhet

' - skaper grobunn for bedre
4 .
1 1 8
) &Jﬁ
|

beslutninger. Vi jobber for

4 rekruttere og beholde

medarbeidere med ulik

bakgrunn med tanke pa

utdanning, alder, kjgnn og

kultur.
Rekrutteringskampanjen «Flink med faolk= | 2007 resulterte i at
l:hgt I:lleoansatt 135 nye medarbeidere med en gjennomsnittzalder
pa 26 ar. 17 prosent av medarbeiderne som ble ansatt gjennom
rekrutteringskampanjen hadde en ikke-norsk etnisk bakgrunn. I
rekrutteringen ble alle seknader anonymisert, slik at man sikret
at det utelukkende ble tatt hensyn til sekernes kvalifikasjoner
ved innkalling til intervju.

Nekkeltall
i Medarbeidere [ppt)

I rekrutteringen av traineer legges det vekt pa lik
kjennsfordeling, mangfold | kulturell og gecgrafisk bakgrunn og
variert utdanning.

Li_Iv_cestiIIing
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https://www.dnbnor.com/site/samfunnsansvar/livsfase_og_mangfold/kompetanseutvikling/
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* Policy og retningslinjer
*Rapporter
*Kontakt oss
*Klimautfordringer
*Kunder og leverandarar
~Livsfase og mangfold
*Livsfase
*Mangfold og likestilling
Kompetanseutvikling
*Helse, milje og sikkerhat
*Dialog og rettighster
»Bidrag til samfunnet
= Apenhet

https://www.dnbnor.com/site/samfunnsansvar/livsfase_og_mangfold/helse_miljo_og_sikkerhet/

Jobb i DnB NOR

Legger til rette for leering og utvikling

DnB NOR legger til rette for
l=ring og utvikling ved &
tilby et bredt spekter av
kurs og andre
utviklingstiltak. Den
enkelte medarbeider er
selv ansvarlig for &
videreutvikle egen
kompetanse.

= Se vire ledige stillinger

Det er utarbeidet profiler som viser hvilke kunnskaper og
ferdigheter som er gnsket for ulike stillinger og nivaer. Basert pa
kartlegging av medarbeidernes kompetanse lages det
utviklingsplaner for b3de enkeltpersoner og avdelinger.
Konsernet innvilger ogsa ulike former for studiepermisjon og
glkonomisk stette til etter- og videreutdanning.

Arlige medarbeidersamtaler

DnB MOR felger opp den enkelte medarbeider gjennom arlige
medarbeider- og utviklingssamtaler. I forkant av samtalen
velger medarbeideren ut temaer som han eller hun gnsker 3 ta
opp med =in leder, og leder gjer tilevarende overfor den enkelte
medarbeider. Utvikling av medarbeideren star sentralt, og det er
anbefalt at medarbeideren gjennomferer en kartlegging av eget
kompetanseniva i forkant av samtalen. Basert pa resultatet av
lkkartleqgingen og samtalen blir leder og medarbeideren enige om
videre utviklingstiltak.

Karriereendringssenteret

Karriereendringssenteret bistar hovedsakelig medarbeidere i
konzernet =om ensker nye utfordringer eller arbeidsoppaaver.
Fra a veere et virkemiddel i integrasjonsprosessen ved fusjonen |
2003 har Karriereendringssenteret utviklet seq til 3 veere en
ressurs som legger til rette for Endricpg og intern mobilitet.
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Informasjon for investorer, presse og jobbsgkere

Om konsernst |

Investor Relations |

Presse | Jobb | Samfunnsansvar |

Du er her: Samfunnsansvar > Livsfase og mangfold > Helse, miljg og sikkerhet
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Legger vekt pa godt arbeidsmiljg

Vi arbeider systematisk og langsiktig med helse,
arbeidsmiljg og sikkerhet (HMS). Milet er 4 skape et
godt og trygt arbeidsmilje og 3 redusere sykefravar og
yrkesskader.

i Medarbeidere [ppt)

DnB NORs gverste ledelse er ansvarlig for arbeidsmilojmet og for
at lederne setter mal for HMS-arbeidet pd samme mate som for
andre driftsormrader der det er forventninger til resultater. HMS-
systemet er en integrert del av ODnB NORs kvalitetssystem.

Helseforsikring

Medarbeidere | DnB NOR | Norge som er medlemmer av norsk
folketrygd, er omfattet av en helseforsikring. Helseforsikringen
ckal sikre at ansatte som blir syke eller far en skade, kommer
raskt til behandling. Forsikringen kompletterer konsernets gvrige
pensjons- og personalforsikringer.

Forebygging av sykefravaer

Arbeidet med 3 legge til rette for at vare medarbeidere kan
holde seg i god fysisk form har wvasrt prioritert | mange &r. Vi har
egne trimrom eller tilgang til trimrom i flere kontorlokaler.
Konsernet har ogsa aktive b;drif‘tsidrettslag oq foreninger =0m
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Legger vekt pa apen dialog

DnB NOR legger vekt pd
dpen dialog og gode
relasjoner med og mellom
medarbeiderne. Det er
etablert faste meteplasser
og utvalg der de ansattes
representanter drefter
medarbeiderrelaterte

saker med ledelsen.

I Morge er det pa landsbasis etablert samarbeids- og

arbeidsmiljoutwalg, mens det regionalt er etablert utvalg der

tillitevalgte og ledelse drefter omorganiseringer og

3 e o 0 o
arbeidsmiljespersmal. Medarbeidernes representanter far

= . =]
gjennom dette innflytelze pa konsernets ansettelzsesprosesser.

Medarbeiderne oppfordres til & delta i arlige underspkelser av

medarbeidertilfredsheten. Sentrale temaer er generell

tilfredshet, ledelse, karrieremuligheter, arbeidsmilje og etikk.

Organisasjonsfrihet

Medarbeidere | DnB MOR har uten unntak rett til 8 danne og
slutte =eqg til politiske parti og de arbeidstageroroanisasjoner de
selv matte pnske. 63 prosent av konsernets medarbeiders |

Maorge er fagorganiserte .

Kollektive avtaler

Gjennom Finansneringens Arbeidsgiverforening er OnB NOR

part i den naszjonale kollektive avtalen med de ulike

fagforeningenes som organizerer medarbeiderne | konsernet.
Fremforhandlede bedriftzavtaler regulerer lenn, arbeidstid og
rett til kompetanseheving. &lle medarbeidere er omfattet av de

overnevnte avtaler, zelv om de ikke er organizerte.

g T N P e s |
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Stetter mange formal

DnB NOR ser det som en
viktig del av konsernets
samfunnsansvar 3 stette
kultur, idrett, forskning og
ideelle formal.

OnB NOR er en betydelig
stattespiller for idretts- og
kulturformal i Norge, i tillegg til
at vi gjennom vart internasjonale nettverk har avtaler utenfor
landets grenser.

Les mer om var sponsorvirksomhet.

Samfunnsnyttige formal

DnB NOR stetter samfunnsnyttige formal som forskning, kunst,
miljevern og humaniteert arbeid. Dette gjer vi gjennom
samarbeidsavtaler med utvalgte ideelle organisasjoner og ved &
bidra med lepende donasjener og gaver til andre gode formal.

Som finansinstitusjon synes vi det er naturlig 3 stotte
samfunnsnyttige formal knyttet til var kjernevirksomhet.
Mikraofinans er derfor et prioritert omrade for oss. Stette til
forskning som styrker fagkompetansen i norsk nesringsliv er et
annet ekzempel.

+ Vi er generalsponsor for Plan Norge

+ Vi stetter mikrofinans gjennom et samarbeid med
Care Norge, i tillegg til at wi er engasjert | Norsk
mikrofinansinitiativ

+ Vi har et tett samarbeid med NRKs ﬁrli%e
i 1 i 1 b
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Stetter opp om mikrofinans

Mikrofinans handler om & gi fattige mennesker tilgang til
finansielle tjenester. Som finansinstitusjon synes vi det
er naturlig & stette opp om mikrofinans. Samtidig vet vi
at utfordringene knyttet til mikrofinans er mange.

DnB MOR har valgt & bidra til mikrofinans pa felgende mater:

+ gjennom skonomisk stette til humanitzere
organisasjoner involvert i mikrofinans

+ wved 3 stille 75 milliener kroner til radighet for
kommersielle investeringer | regi av Norsk
mikrofinansinitiativ

Stotte til kompetanseutvikling

1 vare pyne er manglende kompetanse en av truslene mot
besrekraftia mikrofinans. For & hindre uheldig subsidiering av
mikrofinansprosjekter som ikke er akonomisk beerekraftige, er
vart samarbeid med humanitssre organisasjoner innenfor
mikrofinans rettet inn mot bidrag til kempetanseutvikling og
teknizk assistanse. Vi har i flere ar stottet opp om konkrete
mikrofinansinitiativer i reai av Flan Norge og CARE Norge.

Privat-offentlig partnerskap

1 2007 gikk DnB MOR, gjennom livselskapet Vital, med i Det
norske mikrofinansinitiativet (NMI). Initiativet er en unik
sammenslutning av statlige og private akterer som har en felles
visjon om a styrke fattiges stilling i utviklingsland.

MMI skal direkte og indirekte investere | mikrofinansinstitusjoner
giennom egenkapital, 13n eller avgivelse av garantier. Den
faglige bistanden skal styrke mikrofinansinstitusjonenes apparat,
i ferste rekke gjennom kompetansebygging. NMI skal operere
pa kommersielt grunnlag og gi en attraktiv avkastning bade i
form av utviklingseffekter og tradisjonell finansiell avkastning.

https:/fwww.dnbnor.com/site/samfunnsansvar/bidrag_til_samfunnet/mikrofinans/

Stetter kvinner i Rwanda

CnB NOR ga 250 000
kroner i julegave til CARE i
2006. Julegaven stetter ot
prosjekt i Rwanda som
bidrar til & gi en bedre
hwvardag til 20 000 fattige
mennesker. 80 prosent av
denne gruppen er kvinner.
De far hjelp til 8
arganisere seg i spare- og
|2negrupper og f&r dermed
tilgang til lckale finansielle
tjenester og ogsd
opplzring i forvaltning,
ledelse og forretningsdrift.
I tillegg utgjer spare- og
|2negruppene en arena for
samhandling, der
solidaritet bygges og
styrkes.

& W,

> Policy og retningslinjer
*Rapporter
*Kontakt oss
*Klimautfordringer
*Kunder og leverandarar
rLivsfase og mangfold
~Bidrag til samfunnet
*Stette og samarbeid
Mikrofinans
*Verdiskaping
*@lkonomisk kriminalitet
»Apenhet

Stetter opp om mikrofinans

Mikrofinans handler om & gi fattige mennesker tilgang til
finansielle tjenester. Som finansinstitusjon synes vi det
er naturlig 4 statte opp om mikrofinans. Samtidig vet vi
at utfordringene knyttet til mikrofinans er mange.

DnE NOR har valgt 3 bidra til mikrofinans pa felgende mater:

+ gjennom gkonomisk stette til humanitzere
organisasjoner involvert | mikrofinans

. ved 3 stille 75 milliener kroner til radighet for
kommersielle investeringer i regi av Norsk
mikrofinansinitiativ

Statte til kompetanseutvikling

I vare gyne er manglende kompetanse en av truslene mot
beerekraftig mikrofinans. For & hindre uheldig subsidiering av
mikrofinansprosjekter som ikke er skonomisk beerekraftige, er
vart eamarbeid med humaniteere organisasjoner innenfor
mikrofinans rettet inn mot bidrag til kompetanseutvikling og
teknisk assistanse. Vi har i flere ar stettet opp om konkrete
mikrofinansinitiativer i regi av Flan Morge og CARE Morge.

Privat-offentlig partnerskap

1 2007 gikk DnB NOR, gjennom livselskapet Vital, med i Det
narske mikrofinansinitiativet (NMI). Initiativet er en unik
sammenslutning av statlige og private akterer som har en felles
visjan om a styrke fattiges stilling i utviklingsland.

NMI skal direkte og indirekte investere | mikrofinansinstitusjoner
gjennom egenkapital, lan eller avgivelse av garantier. Den
faglige bistanden skal styrke mikrofinansinstitusjonenes apparat,
i forste rekke gjennom kompetansebygaing. NMI skal ocperere
pa kommersielt grunnlag og gi en attraktiv avkastning bade i
form aw utviklingseffekter og tradisjonell finansiell avkastning.
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Stetter kvinner i Rwanda

OnB NOR ga 250 000
kroner i julegave til CARE i
2006. Julegaven stetter ot
prosjekt i Rwanda som
bidrar til & gi en bedre
hwerdag til 20 000 fattige
mennesker. 80 prosent av
denne gruppen er kvinner.
De far hjelp til 8
organisere seg i spare- og
|&negrupper og far dermed
tilgang til lokzle finansislle
Henester og ogsa
oppl=ring i forvaltning,
ledelse og forretningsdrift.
1 tillegg utgjer spare- og
|&negruppene en arena for
samhandling, der
solidaritet bygges og
styrkes.
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Du er her: Samfunnsansvar > Bidrag til samfunnet > Bkonomisk kriminalitet

Forebygger gkonomisk kriminalitet
R DnB NOR ser det som en
: wviktig oppgave a bidra til
= '?ﬁw forebygging av ekonomisk
A kriminalitet. Egne enheter
bedrageri, hvitvasking av

h ‘@.{ﬂ EE 3
) - utbytte fra kriminelle

handlinger og finansiering av terrorisme.

*Policy og retningslinjer
- Rapp;:rter

*Kontakt oss

H Kﬁmau‘tfnr.drirlger

*Kunder og leverandarer

1 jobber med forebygging og
utredning av slik
kriminalitet, blant annet

*Livsfase og mangfold
»Bidrag til samfunnat
= Stette og samarbeid
*Mikrofinans
*\erdiskaping o -
Vart mal er at:
Bkonomisk kriminalitet

»Apenhet

+

kunder og aksjonserer opplever trygghet for sine
verdier

medarbeidernes siklkerhetsmessige behow blir
varetatt

vare interessenter opplever OnB NOR som en god
sikkerhetsfaglig stettespiller

+

+

En viktig forebyggende aktivitet er 3 gi opplzring om ulike
former for akonomisk kr|m|nalltet til de ulike kundemﬂ]mene i
Drgamsaspnen De SIS‘tE par arene har vi sett at arvakenheten
sker ndr det gjelder & rapportere mistenkelige transaksjoner.

https:/fwww.dnbnor.com/site/samfunnsansvar/apenhet/eierstyring_og_selskapsledelse/

Nekhkeltall

+ 12007 fikk 1 598
medarbeiders
oppl=ring i
forebygging og
avdekking av
glonomisk
kriminalitet.
Antall meldinger
fra DnB NOR til
@kakrim om
mistanke om
hvitvasking skte
med 14 prosent
fra 2006 til 2007.

+

Sikrer god eierstyring og
selskapsledelse

» Policy og retningslinjer
* Rapporter
*Kontakt oss

] Kli.mautfnrdringer

*Kunder og leverandsrer
*Livsfase og mangfold
*Bidrag til samfunnet
~Apenhet

Eierstyring og
s-t_!lslca psledelse

* Etilkcke

rInteressentdialog

DnB NOR vil sikre god eierstyring og selskapsledelse

Nyttige dokumenter

t Etikkregler

A= Egenerklz=ring om
lewveranderenes
samfunnsanswvar

= Retningslinjer for
samfunnsansvarinne
kredittvirksomheten

A= Samfunnsansvarsrap
2007

gjennom likebehandling av aksjonzerer, overholdelse av

lover, regler og etiske standarder og ved & velge
uavhengige og velkvalifiserte styremedlemmer.

Les mer om eierstyring og selskapeledelse | DnB NOR.

vekt pa dpen dialog

Wi Iegger welkt pa & fore en apen dialog med aksjoneerene og

gvrige akterer i aksjemarkedet. Det er var vurdering at

transparent, korrekt og relevant informasjon til rett tid skaper tillit

og forutsigharhet og bidrar til en mest mulig riktig prising av

selskapsts aksjer. Alle analytikere skal f3 lik behandling,
vavhengig av hva de matte mene om aksjekursen.

Vi har ogza lepende kontakt med en rekke analytikere, investorer

og analysebyrder som folger selskapets prestasjoner innenfor

samfunnsansvar og etikl.

Les mer om Investor Relations.
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~Apenhet

. Eierstyring og
selskapsledelse

E_tikk

*Interessentdialog

&y 't
Foto: Erik Kolstad

DnB NORs etikkregler gjelder alle ansatte og tillitsvalgte.

Reglene omfatter blant annet forhold knyttet til kunder og
lewveranderer, taushetsplikt og personvern, deltagelse | verv og
neeringsvirksomhet, gaver og tjenester og handel med finansielle
instrumenter og innsidehandel.

Opplaering

Vi leager vekt pa oppleering og trening | & handtere etiske
dilemmaer. Den enkelte leder er ansvarlig for at medarbeiderns
er godt kjent med regelverket og for 3 sette etiske
problemstillinger pa dagsordenen.

Folgende kurs amhandler etiki:

+ Verdiskapet er et e-lesringsprogram som visualiserer
DnB NORs verdigrunnlag og etiske retningslinjer

+ Too hot to handle er et e-leeringsprogram om
skonomisk kriminalitet og hvitvasking av penger

+ Vi i finans er et e-leeringsprogram som fungerer som
introduksjon til finansbransjen. Programmet tar blant

=mmat Far ran hramciackenbdore lnommacsin rammemacaeks

https:/fwww.dnbnor.com/site/samfunnsansvar/apenhet/interessentdizlog/

Nyttige dokumenter

=z Etikkragler

/= Egenerklzring om
|leverandereness
samfunnsansvar

/- Retningslinjer for
samfunnsansvarinnen
kredittvirksamhetzn

/= Samfunnsanswvarsrapport
2007
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Om konsernet | Investor Relations | Prasse | Jobb | Samfunnsansvar

Du er her: Samfunnsansvar > Epenhet > Interessentdialog

Engasijerer interessentene

Vi ensker dialog med
representanter for ulike
interessegrupper og har
derfor et bredt kontaktfelt
blant frivillige
organisasjoner.

*Policy og retningslinjer
=Rapporter
*Kontakt oss
Klimautfordringer
*Kunder og leverandarer
*Livsfase og mangfold
rBidrag tils-amfunnet
~Apenhet

n E.ierstyring og

salzkapsledelse
* Etikhe

Interessen tdialog

Arbeidet med
myndighetskentakt har pa sin
side som mal & fremme saker som er viktige for vare kunder,
vare medarbeidere og/eller for konsernets konkurransekraft.

De to neeringsorganisasjonene Finansnaeringens
Hovedorganisasjon (FNH) og Sparebankforeningen er viktige
arenaer for oss | dette arbeidet og i bestrebelsene for & etablers
en allmenn forstaelse for verdiskapingen i finansnaringen.

Internasjonale retningslinjer

Vi har sluttet oss til internasjonale retningslinjer for utevelze av
samfunnsansvar, deriblant FNs Global Compact og OECDs
retningslinjer for flernasjenale selskaper, og har veert deltager i
United Mations Environment Frogramme (UNER), Financial
Initiative siden 1939, Vi er ogsa medlem | Transparency
International, en organisasjon som kjemper mot korrupsjon.

Ingen skonomiske bidrag

Vi gir ingen gkonomiske bidrag til politiske partier eller relaterte
nrganisasjoner og stetter heller ikke politizske partier pa annen
mate. Vi mottar heller ingen gkonomisk stette fra andre aktorer.
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Myttige dokumenter

= Etikkregler

#- Egenerklzring em
laverandarenzas
samfunnsansvar

4= Retningslinjer for
samfunnsansvar innen
kradittvirksomheten

4~ Samfunnsansvarsrappart
2007

Internationale initiativer

= UN Global Compact

= UMER Financial initiative

= OECD Guidelines for
Multinational Enterprises

= Transparency Internztional
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Kongsberg Maritime

Kongsberg Maritime delivers products and systems for positioning,
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http:/ fwww kongsberg.com/eng/kog/ Aboutls/Vision/

Markets

KOMGSBERG's markets are characterised by stringent requirements for
performance, quality and operational reliability. 71 per cent of the Group's
operating revenues were earmed outside Norway in 2007. KONGSBERG
strives to develop its marketing system to help meet customers' needs in
an efficient manner. Customer proximity and cooperation on the
development of optimal solutions are crucial. Strategic alliance-building is a
prerequisite for success in several of KONGSBERG's product areas.

Concentration on the business areas

The business areas are continuously reviewed to identify activities which

do not occupy a natural place there, or which might better be developed

under the auspices of other industrial constellations. The Group considers
these areas thoroughly in an effort to conserve assets insofar as possible.

Acquisitions

Acquisitions are a3 key part of the corporate growth strategy in core areas.
The goal of acquisitions is to exploit common technologies and achieve
market synergies. Other motives include a desire to supplement the range
of products, and to gain access to new markets or specialised technology.
The desire for constant improvement in the Group's strategic market
position plays a key role in its acquisition strategy.

Expertise

Knowledge and expertise are KONGSBERG's most important competitive
parameters. Opportunities for human resources development are crucial to
positive performance trends, making them a high priority. It is important to
offer attractive, challenging jobs. Leadership development programmes are
conducted systematically.

Corporate Social Responsibility and ethics

KOMGSBERG has a corporate Code of Ethics, an environmental policy and a
policy for corporate social responsibility. These are basic elements in the
efforts to achieve a corporate culture that supports profitable, sustainable
develnnment.
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Corporate Governance

KONGSBERG aims to protect and enhance shareholders' investments
through profitable, sustainable business operations. Good corporate
governance should maximise value creation and reduce business risk, at
the same time as the company's resources are used in an efficient,
sustainable manner. The value added should benefit shareholders,
employees and society-at-large. KONGSBERG is listed on the Oslo Stock
Exchange and is subject to Morwegian securities legislation and stock

exchange regulations.

Read more about KONGSBERG's
Corporate Governance Policy

Read more about KONGSBERG's

compliance of The Morwegian

Code of Practise

~ K i-a http:/fwwow kongsberg.com/eng/kog/AboutUs/ CorporateSocialResponsibility/
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responsibility

Business development
History

Subsidiaries

and external stakeholders.
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Corporate social responsibility

KONGSBERG aspires to achieve sustainable development, 1.e. to strike a
good balance between financial results and corporate social and
environmental responsibility. This is because corporate social responsibility
and the environment are to be integral parts of the Group's daily routines.

-

The UM defines sustainable development as development that meets the
needs of the present without compromising the ability of future
generations to meet their own needs. This is 2 demanding task in a world
that faces formidable environmental and poverty-related challenges.

At Kongsberg, corporate social responsibility means taking into account the
communities in which the Group operates and which are affected by our
activities. It also involves relations with our employees, society-at-large

Re
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Our attitude to ethics

KOMGSBERG's corporate Code of Ethics emphasises that all co-workers and
the Group's Board of Directors shall maintain high ethical standards in the
performance of their duties. The Code of Ethics will also be distributed to
all our partners. We expect them to live up to the same ethical standards
as we expect of ourselves.

Efforts to generate enthusiasm and to encourage an open discussion about
ethics and ethical dilemmas are high on the agenda at KONGSBERG. During
2008, new training programmes will be devised and implementad.

Revised corporate Code of Ethics

KOMGSBERG's corporate Code of Ethics was revised and approved by the
corporate Board of Directors in April 2008. The previous version was
published in August 2005, and our standards and expectations have
changed since then. When preparing this version, we assessed and took
into account the general trends in this field, studied 'best practice' and
incorporated new requirements posed by our principal shareholder. This
version contains a number of amendments and clarifications relative to the
previous issue.

» See KONGSBERG's corporate Code of Ethics

‘ http:/fwww.kongsberg.com/eng/KOG/AboutUs/ CorporateSocialResponsibility/ TheEnvirenment/
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e [ consumption, waste treatment and the consumption of chemicals. The

information makes us aware of the challenges we face and enables us to
gement initiate improvement measures.
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Global warming is one of the greatest threats facing our planet. The Earth
is changing. Mew scientific knowledge about the Earth's climate indicates
that changes are taking place more guickly than indicated in the IPCC
report in 2007.

The Group's ordinary business activities cause little pollution of the outdoor
environment. Our goal for 2008 is to take further initiatives that can
decrease our emissions of COZ.
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