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Here in Europe, the referendum that resulted 
in the UK’s decision to go through with Brexit 
was something that even public opinion  
figures did not indicate would happen. In the 
US, the election of Donald Trump as president 
has created uncertainty around the world. 

If 2015 was the year of promise and the 
creation of an optimistic vision for the 
future, 2016 was a year of turmoil and 
events that no one saw coming. Does your 
company have the communications in 
place to handle an unpredictable world?

Simultaneously, we are trying to handle the 
conflict in Syria, terrorist attacks, potential  
climate-caused disasters in parts of Africa, 
Russia’s incursion in eastern Ukraine, and not 
to forget the rise of the extreme right in parts 
of Europe. All these are examples of events 
that have created more instability.

It is not only political turmoil that made us 
decide on the theme “A world in rapid 
change” for this year’s spotlight report. As 
society becomes increasingly digitalized, tech-
nical innovation within the coming years will 
have a profound effect on people’s everyday 
life and the way our societies function. The 
digital era will also be of major importance for 
our ability to mitigate climate change. Green 
innovation has the potential to help our  
societies adapt to our planetary boundaries. 

A rapidly changing society of course has impli-
cations for companies. It not only affects how 

companies do business, it also puts compa-
nies in the spotlight. The last year has given us 
several examples. One recent example is 
media pressure on the Silicon Valley giants to 
respond to President Donald Trump’s immi-
gration policy due to their dependence on a 
global workforce.  This resulted in companies 
such as Google, Airbnb and Apple condemn-
ing the order publicly. The example demon-
strates that in turbulent times it is even more 
important for companies to think about how 
and what they communicate. 

This year’s spotlight report will provide your 
company with insights into how companies can 
respond to different macro trends. Combined 
with the latest data from Webranking by Com-
prend, it can help your company better navigate 
and communicate in a rapidly changing world. 
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Current trends 
on business climate

THE PARIS AGREEMENT 

All governments that rati fi ed the 
Paris Agreement now carry an obliga-
ti on to limit global warming to no 
more than 2oC above pre-industrial 
levels. But what has happened since 
the climate deal was signed? Read 
more on page 4–5.

In a rapidly changing world it is important to keep 
your stakeholders close. A few points to keep in mind 
when it comes to stakeholder relati ons:

• Maintaining your integrity builds trust among 
stakeholders. 

• Don’t be afraid to show your personal side – 
stake holders are interested in your company’s values. 

• When listening to your stakeholders, don’t forget social 
media channels. It will allow your company to bett er 
engage with external stakeholders and provide valu-
able insights. 

• By being proacti ve with your communicati ons, you can 
aff ect what is publicly writt en about you and shape it to 
your own agenda.  

• Consistent messaging will strengthen your brand and 
can even turn your stakeholders into your fan base.

Keep your stakeholders close – communicate!

THE UNCERTAINTY 
OF GLOBAL POLITICS

Only ti me will tell how a post-Brexit 
EU will look. As the dust sett les in the 
coming years, we will see how the 
vision of a united Europe has been 
aff ected. Read more on page 6–7.

The business community is not immune to global 
changes and trends. 2016 was full of events that have 
altered our world. But what trends from 2016 will 
conti nue to shape the future?

HUMANS VS. ROBOTS

The digital revoluti on is here and will 
profoundly alter the way our societi es 
functi on. Issues such as the automa-
ti on of jobs, the Internet of Things, 
and cyber security are the ti p of the 
iceberg. Read more on page 8–9.

THE HUMAN 
RIGHTS CHALLENGE

Recent developments threaten the 
human rights agenda. It is ti me is to 
defend our universal rights. Read 
more on page 10–11.

WHAT´S HAPPENING 
WITH THE SDGS?

Never before have so many people 
been involved in a process for a 
global common agenda for sustain-
able development. Since its adopti on 
in 2015, Agenda 2030 and the SDGs 
have been fi rmly on the agenda. 
Read more on page 12–13.

29
%

of companies inform how they 
communicate/engage with stakeholders.

62
%

of stakeholders consider informati on 
about how companies engage in 
dialogue with stakeholder groups 

to be important.

The proporti on of companies that identi fy 
stakeholders on their website

36 37
41

46
45

%

2012 2013 2014 2015 2016

%

%

%

%

The proporti on of companies that identi fy their stakeholders 
on their website has dropped slightly for the fi rst ti me in four 
years. At the same ti me stakeholder demand for informati on 
about how companies address stakeholders is sti ll important.

WEBRANKING RESULTS
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COMPANY EXAMPLE

The Paris Agreement 
– What’s next?

We spoke with Mats Landén, 
WWF, about the new Science-
Based Target Initi ati ve and how it 
contributes to the Paris  Agreement.

What is a SBT? 
Targets adopted by companies to 
reduce greenhouse gas (GHG) 
emissions are considered “science-
based” if they are in line with the 
level of decarbonisati on required 
to keep global temperature 
increase below 2 degrees Celsius 
compared to pre-industrial tem-
peratures.

Who is behind the initi ati ve? 
The Science Based Targets initi ati ve 
is a partnership between CDP, UN 
Global Compact, WRI and WWF.

What is the aim 
of the initi ati ve? 
The initi ati ve aims to raise the 
level of corporate ambiti on and 
help businesses pursue bolder 
soluti ons to climate change. It 
supports companies to set emis-
sion reducti on targets in line with 
what the science says is neces-
sary to keep global warming 
below the dangerous threshold 
of 2 degrees. The aim is that sci-
ence-based target setting will 
become standard business prac-
ti ce and corporati ons will play a 
major role in closing the emis-
sions gap left  by country commit-
ments.

Our target is that by 2020, 
leading companies will have 

adopted and disclosed ambiti ous 
emission reducti on targets in line 
with climate science. This is part of 
demonstrati ng to policy-makers 
the scale of ambition among 
leading companies to reduce 
their emissions and act as a posi-
ti ve infl uence on internati onal cli-
mate negoti ati ons.

Who can join?
The initi ati ve is open to all com-
panies prepared to commit to 
ambitious emission reduction 
targets in line with climate 
 science.

 Visit: sciencebasedtargets.org

INTERVIEW WITH

40 22
% %

of companies present their 
environmental targets. 

of companies present environmental 
target achievements.

Stick to your vision!

Environmental issues are not easy to grasp. At the 
same ti me, stakeholders expect you to be transparent 
on your environmental impact. In order to create 
engagement, constructi ve, acti on-oriented and 
 soluti on-oriented messaging is oft en benefi cial. The 
more challenging and complex the issue, the more 
necessary it is to use positi ve stories as an 
inspirati onal driving force. 

195 governments rati fi ed the Paris Agree-
ment in late 2016, which lays out essenti al 
goals for the global work against climate 

The diff ering opinions in the climate 
debate has been very apparent in the past 
year. News on melti ng ice in the arcti c, cli-
mate refugees and food defi cits due to 
extreme weather are reported at the 
same ti me as some governments cut 
spending to their environmental agencies.

change. While the agreement established 
during COP21 was an important step to 
miti gate the impacts of climate change, it is 
now even more important to ensure real 
acti on from all players. 

Our ability to stay within a two degree 
increase in global warming depends on the 
processes created to implement the agree-
ment and requires above all, strong leader-
ship. This is a real opportunity for businesses 
to demonstrate their climate commitments 
and take acti on! 

The Kellogg Company is not 
fl aking out when it comes to the 
company's commitment to tack-
ling climate change. Since 2005, 
the company has cut its carbon 
emissions by 14 percent per 
metric tonne of food produced.

The cereal giant is part of the 
Science Based Targets Initi ati ve 
and considers the business case 
for climate action to be very 
strong as the company needs to 
ensure long-term access to the 
ingredients and resources 
needed for its products. As part of 
their commitment to the Science 
Based Targets Initi ati ve, Kellogg's 

has announced plans to reduce 
their greenhouse gas emissions 
by 65 percent by 2050, and to 
engage with suppliers to reduce 
their emissions by 50 percent.

One of the challenges for the 
company when adopti ng their 
new ambitious targets was to 
change the internal culture to 
think more long-term. The need 
to think big and build a long-term 
vision, will be an important step 
in order to succeed in fulfi lling 
the targets. More short-term 
commitments would not take the 
company far enough and was 
also not enough to engage sup-
pliers, which is why it was impor-

tant for Kellogg's to complement 
with more long-term objecti ves 
as well. 

According to the Kellogg Com-
pany, having science-based tar-
gets has been benefi cial for their 
sustainability communicati on.

The targets are part of the 
wider story of the company as a 
brand with a strong purpose. It 
supports their acti ons taken as 
targets related to science can be 
considered proof points that 
Kellogg's is committ ed to sustain-
ability. Additi onally, the targets 
provide opportunities to build 
bett er relati onships with stake-
holders, such as governments.

64
%

of stakeholders fi nd environmental 
targets and achievements important.

Companies are sti ll under-
communicati ng their environ-
mental targets, and their actual 
achievements and goal fulfi ll-
ment. Remember to share your 
company's environmental 
progress to inspire others and 
to improve the company image! 

Kellogg’sSenior Manager 
Corporate Partnerships, 

WWF

Mats Landén

WEBRANKING RESULTS

• Communicate the long-term vision. It is about develop-
ing a visionary story. 

• Systemati cally collect comparable environmental data to 
be trustworthy in your communicati on.  

• Describe your environmental eff orts and put them in 
 context. Background knowledge makes it easier for the 
reader to understand your informati on and why it matt ers. 

• When it comes to communicati on, a well-executed 
 campaign can yield bett er results and create awareness.
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The uncertainty of global politics

We asked Hans De Geer, expert 
on business ethics, for his advice 
on corporate integrity.

What role can companies play 
in contributi ng to stability in 
the world? 
Good companies, that have been 
around for a long ti me contribute 
to stability. They are marks of 
recogniti on for the general public. 
But at the same ti me, companies 
must be agents of change, since 
the market place is a process 
rather than a structure. Let the 
legal framework stand for stability 
and business for change – 

that is a winning concept for a 
sustainable society.

We have seen diff erent 
approaches by companies on 
diffi  cult issues in the politi cal 
arena. How and why would 
you recommend companies 
to react? 
As much as possible, keep busi-
ness and (party) politi cs apart. 
Do business even with those you 
don’t like, which is the principle 
behind the free market. That, 
and only that, gives you the pos-
sibility to share your values with 
society as a whole. 

How do you think corporate 
integrity will develop in the 
future? 
The combination between the 
quest for transparency and digital 
media will be increasingly impor-
tant. Integrity also means com-
batti  ng corrupti on and prevent-
ing the dissemination of false 
informati on.

There are several politi cal events that 
impacted businesses in 2016. The results of 
the UK referendum and the American presi-
denti al electi on was a surprise for many. In a 
way, 2016 has set a new politi cal tone in the 
coming years as unexpected events reminded 
us that we cannot take things for granted. 

In additi on, several countries were shaken by 
terrorist att acks in 2016, which caused fear 
and has resulted in new legislati on in some 
countries. Our global society and geopoliti cal 
turbulence have led many refugees to Europe 
to escape war or in the search of a bett er life. 

One thing is for sure – 2016 reminded us 
that nothing should be taken for granted. 
The politi cal climate is changing which 
makes markets unstable. For businesses, 
understanding the risks and opportuniti es 
when operati ng in diff erent markets 
becomes even more important.

The confl ict in Syria and the diffi  culty of fi nding 
a politi cal soluti on has been reported heavily 
in the news. Since the confl ict began in March 
2011, more than 11 million people have been 
displaced from their homes. With more than a 
quarter million people having lost their lives, it 
is the deadliest confl ict in the 21st Century to 
date. This puts emphasis on the issue of migra-
ti on with politi cal discussions and acti ons 
taken by civil society, the business community 
and governments. 

Lack of trust is a key theme in ti mes of geo-
politi cal turbulence, where corrupti on is also 
a clear threat to the corporate license to 
operate. Major corrupti on scandals in 2016 
included the Panama incident and the events 
in South Korea. Politi cal uncertainty and 
makes our world more diffi  cult to predict, 
which makes it even more important for com-
panies to have fi rm foundati ons and not com-
promise their integrity.

23
%

of companies present acti viti es against 
corrupti on, such as educati on, follow 
up and parti cipati on in initi ati ves such 

as Transparency Internati onal.

56
%

of companies state 
that it works acti vely against 
corrupti on on their website.

65
%

of stakeholders consider a 
Code of Conduct to be important.

INTERVIEW WITH

While compliance and governance 
might not be the sexiest thing to 
communicate, stakeholder 
demand for it is high. This year's 
results from Webranking by 
Comprend demonstrates that 
companies can be bett er at 
living up to stakeholder demand.

How does your company work with business integrity and ethics?

During ti mes of geopoliti cal turbulence, it is important 
to make sure that your company's operati ons are in 
order. Ensuring integrity throughout the business and 
that a robust compliance framework is in place will 
help your company to operate in an ethical manner. 
Here are some points to consider:

•  Make sure to have policies and other steering docu-
ments in place that set out the expectati ons on 
everyone in the organizati on.

•  Certi fy that documents are updated and relevant for 
the enti re organizati on. Do they capture aspects 
related to the company's operati ons and consider risks 
that could potenti ally be harmful for the company?

•  Communicati on is key to make sure that policies are 
not left  unread on a shelf somewhere.  E-learnings, 
competi ti ons and discussions are important to ensure 
that everyone has read and understands what is 
expected from them.

Senior Advisor
Hallvarsson & Halvarsson

Hans De Geer

WEBRANKING RESULTS
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At the Mobile World Congress 
(MWC) in Barcelona, the telecom 
giant Telefónica presented their 
latest innovati on. AURA is a pio-
neering way for the industry to 
interact with customers based on 
cogniti ve intelligence. AURA will 
enable users to manage their digi-
tal experiences with the company 
and control the data generated 
by using Telefónica’s products 
and services in a transparent and 
secure manner. UNICEF, one of 
Telefónica’s partners on the proj-
ect, will be able to use the gener-
ated data through their Magic 

Box initi ati ve – a Big Data for 
Social Good platf orm, which col-
lects real-ti me data, and com-
bines and analyzes aggregated 
and anonymized data from pri-
vate sector companies. Magic 
Box was launched in 2014, when 
it was used to respond to the 
Ebola crisis in West Africa, and 
more recently in the spread of 
the Zika virus. It combines real-
time data sourced from the 
 private sector with other existi ng 
public data sets relati ng to cli-
mate, GIS (UNICEF’s Geographic 
Informati on Systems), and socio-

economic and epidemiological 
data. By unlocking the value of 
this real-ti me data, UNICEF can 
opti mize its response to public 
health emergencies and natural 
disasters – protecti ng children 
and saving lives in an increasingly 
unpredictable world.

Check it out: htt p://unicefsto-
ries.org/2017/02/28/telefon-
ica-joins-unicefs-magic-box-
initi ati ve-to-drive-the-use-of-
big-data-for-social-good/

Humans vs. robots Insights from SXSW

Many are talking about a new digital revolu-
ti on. New technology is here and will trans-
form our society and the way that we live. 
While it is hard to imagine what eff ects 
robots, big data and algorithms will have on 
reality, it is certain that things will change. In 
factories, automati zati on and roboti cs are 
replacing more and more tasks that tradi-
ti onally have been done by humans. Focusing 
on sustainability, innovati on in soft ware and 

Technological advancements are con-
stantly accelerati ng and manifesti ng 
themselves in many ways. It off ers oppor-
tuniti es for companies to, for example 
make operati ons more effi  cient and fi nd 
new business models. On the other hand, 
some argue that it implies more responsi-
bility and safety measures. Either way, 
the digital revoluti on is speeding up and 
will play a key role for companies 
adapti ng to the future.  

technology can provide new green soluti ons 
that will take us closer to a sustainable society.
The economic eff ects of this new era are 
heavily debated. With the replacement of 
humans by robots, what will be left  for 
 people to do? What will they work with? 
Another issue that causes concern has to do 
with the Internet of Things and the big data 
that is available. Do not forget to protect the 
integrity of the individual. How are we to 
handle all this new informati on concerning 
people? And even more important, can we 
make sure that informati on does not end up 
in the wrong hands.

There are tremendous opportuniti es for this 
new technology to create benefi t. It has the 
potenti al to provide bett er customer insights, 
decrease costs and increase producti vity. The 
new digital era is here and it is a disrupti ve 
force that requires organizati ons to adapt to 
a new reality.

Human, where is your future?

The rise of the collecti ve? 
When machine learning starts to have a real impact on the 
global workforce, there is no telling how fast the develop-
ment will be or how many jobs will be aff ected. The discus-
sion at SXSW was not whether it will disrupt our current 
labor market, but how to legislate and regulate this devel-
opment to serve humanity, rather than enrich the few and 
enslave the many. If most of us are no longer required to 
work, or choose to do so for self-fulfi llment while earning 
a base income, the role of corporati ons will most certainly 
have to be more purpose-driven. 

Reclaim the truth: 
The steep rise in disregard for journalists and publishing 
houses was the focal point of many seminars and panels. 
Many interesti ng initi ati ves to combat fake news were 
 presented – for example AP’s collaborati on with Facebook 
to fl ag fake news stories and Cross Check, a global initi ati ve 
to fact check stories in the run up to the French electi on. 
This is an important issue since everything from climate 
change and environmental hazards are now under debate. 
How will we solve the world’s greatest issues if people do 
not believe they are real? 

South by Southwest in Austi n, USA is one of the larg-
est conferences in the world, which gathers around 
200 000 att endees from around the world. This 
year’s SXSW was characterized by an ambiguous 
approach to the future: on the one hand, we have 
signifi cant issues to solve in order to ensure a bright 
and sustainable future. On the other, we have bett er 
tools and innovati ons than ever to make this happen. 
Arti fi cial Intelligence, machine learning and robots 
will either spur development and reduce our impact 
on the planet, or drive protecti onism, poverty and 
anti -globalizati on. Here are our biggest learnings 
from SXSW: 

COMPANY EXAMPLE

Telefónica partners with 
UNICEF to help children in need

Telefónica

Sandra Runsten
Consultant

Hannes Hultcrantz
Senior Consultant

Trust, the new corporate currency: 
One of the speakers this year was Kimbal Musk, who 
elaborated on his ambiti on to transform the American 
food industry into a sustainable, transparent and holisti c 
movement. He claimed that the food industry has fooled 
people for so long that trust must be rebuilt at every part 
of the chain  – from serving healthy food at his restaurants 
at reasonable prices, to buying land and setti  ng up farms 
where good locally produced food is scarce. “You either 
build trust or you go away,” was his fi rm belief on how to 
cater for Millennials. 

The future of farming: 
Terra farming and aquaponics are on the rise and have the 
potenti al to reduce both emissions and water use, and 
require signifi cantly less land to support citi es with fresh 
food. And once this product reach the grocery store, 
they may talk instead of being labelled and wrapped in 
 plasti c. Touch-acti vated vegetables can tell you through 
their farmers’ voices where and when they were grown, 
which helps build trust and reduce food waste. 

Human, what is your natural habitat?  
We are rapidly shaping and altering our world  – from 
 geneti cally modifying our crops to, creati ng augmented and 
 virtual realiti es and arti fi cial intelligence. For the fi rst ti me 
in history, these changes might globally and permanently 
alter the way we exist – along with our livelihood, if jobs 
start to disappear. Developed by a fracti on of humanity – 
white, male, middle class mostly – these systems may aff ect 
everyone and it is therefore important to discuss what 
these systems will involve, how to legislate and  regulate  – 
and make sure they really serve the greater good. 
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The human rights challenge

We asked Viveka Risberg, expert 
on human rights at  Axfoundati on, 
how companies can contribute 
and work more eff ecti vely with 
human rights.

What role do companies have 
to play in human rights, and 
what do they have to off er?
Companies with supply chains in 
countries with a weak emphasis 
on human rights can play an 
important role by respecti ng and 
promoting decent work and 
 fundamental human rights on 
 diff erent levels, may this be on the 
plantation, in the factory, on 
industrial or national level. 

 However in  Sweden too, migrant 
 workers risk being discriminated 
and mistreated. Companies need 
to safeguard their value chains 
everywhere.

What issue do you see as the 
most criti cal concerning 
human rights? 
At a ti me of increased surveillance 
and repression I would say pri-
vacy, modern slavery and free-
dom of associati on is essenti al. 
I'm engaged in projects in produc-
ti on countries such as Pakistan, 
China and Thailand. Living wage, 
migrant’s rights and women’s 
rights are criti cal in these projects.

How can companies 
 proacti vely work with 
human rights?
First, assess the material human 
rights risks, then address them. 
Make prioriti es. Cooperate with 
experts, NGOs, unions, competi -
tors and aid agencies. Commit to 
building long-term relati onships 
with the suppliers involved. 
Engage with them! Ensure the 
efforts of upholding human 
rights are not undermined by 
your company’s buying or 
sourcing practi ces. 

INTERVIEW WITH

Viveka Risberg

132560
%%%

of companies present 
social target achievements 

on their website.

of companies present 
social targets on their website.

of stakeholders fi nd social targets and 
achievements important.

TEAM UP

Team up with actors that share the 
same goals as you on a specifi c topic.

TARGETS

Formulate and communicate realisti c 
yet challenging targets. 

SUPPORTERS

Allow readers to analyze data, search 
content, or view interacti ve content in 
order for them to truly understand 
your journey.

Confl icts haw resulted in hundreds of thou-
sands of refugees fl eeing to Europe. Fear of 
the unknown has led to a polarizati on in our 
societi es. Att acks on people with diff erent 
religious background are becoming increas-

Universal human rights have been threat-
ened in many ways during 2016. Accord-
ing to UNHCR, an unprecedented 65.3 
million people around the world have 
been forced from their home due to 
 confl ict. Many people are forced to live 
under terrible conditi ons in their home 
countries or while on their journey to 
safety. There is need for urgent humani-
tarian aid and  miti gati on of the human 
toll of confl ict. 

ingly more common. At the same ti me, west-
ern liberal values and the rights of minority 
groups are being debated in many countries. 

The negati ve eff ects of globalizati on are also 
lingering in many countries, with worker 
rights being a signifi cant unresolved issue. 
Collecti ve bargaining agreements, decent 
work, a living wage and ensuring safety at 
work are fundamental issues that must con-
ti nue to be on our agenda. 

In 2016, we saw people mobilize to defend 
human rights, in protest marches and on 
social media. Whether it is the rights of 
women, children or minority groups that 
need to be defended  –  now is the ti me to 
make a stand.

When it comes to social sustainability, there are 
many diff erent and diffi  cult issues for companies to 
consider. Whether they relate to the home offi  ce, 
supply chain or society that the company operates 
in, companies have a responsibility for the people in 
their enti re value chain.  Working systemati cally with 
social issues requires companies to quanti fy their 
eff orts and formulate targets and KPIs. This 
approach will help the organizati on to convert 
policies and agreements into acti on. Here is some 
guidance on how to spread the message and 
communicate your work with social sustainability.

Social sustainability translated into action

Communicati on on social data 
conti nues to be the black sheep 
of sustainability communica-
ti on. Do not neglect the social 
dimension of your company's 
sustainability work!

expert on human rights 
at Axfoundati on

WEBRANKING RESULTS
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What’s happening with the SDGs?

Jonas Carlehed
Sustainability Manager, 
IKEA Sverige

The Sustainable Development 
Goals are an opportunity to 

future proof our business, and to 
ensure that our strategies and opera-
tions contribute to a more sustainable 
and equal world.

The SDGs and Agenda 2030 have been 
in focus since they were adopted in 
 September 2015 by 193 world leaders. 
Since then, numerous leaders around the 
world have embraced them. We have also 
seen leading companies communicati ng 
their commitment to the goals. The ques-
ti on sti ll remains however – will we suc-
ceed in taking the next step from simply 
communicati ng the agenda to bringing 
about concrete acti on? 

Communicati ng our common path toward 
2030 has been essenti al for the past 18 
months to raise awareness of the global goals. 
Communicati on is an important fi rst step to 
ensure that many diff erent actors are working 
toward the goals as no one will be able to 
ensure the fulfi llment of Agenda 2030 alone. 

In the business sector, many companies have 
publicly committ ed to the goals. Representa-
ti ves from civil society are also working to 

THE BOX

Think outside the box and use other 
channels and expressions to reach as 
many stakeholders as possible. 

We can all agree that the SDGs have nailed the 
 communicati on in many ways so far. The process 
leading up to the adopti on of the SDGs involved diff er-
ent stakeholder groups. Since the adopti on, they have 
been rolled out in a comprehensive way in a process 
that has involved a lot of diff erent actors around the 
world, including companies, celebriti es, youth groups 
and civil society. Many diff erent channels are used to 
create awareness of the new global goals; Instagram, 
Facebook, and global and nati onal websites are all 
examples of where more informati on about the SDGs 
can be found. But, what can businesses learn from 
the SDGs when it comes to communicati on?

Best practice: Following the SDG lead on communications

COMPANY EXAMPLE

Ericsson was an acti ve part of 
launching the SGDs at the end of 
2015, and has used them as a 
framework for measuring their 
impact on society ever since. This 
year, the enti re communicati ons 
industry has come out in support 
of the goals, and is the fi rst sector 
to fully embrace the SDGs. In 
their latest Sustainability & 
 Corporate Responsibility Report, 
Ericsson details their progress on 
integrating sustainability into 
their business through the SDGs.

The report summarizes Ericsson’s 

achievements in three areas: 

•  Responsible business
•  Energy, environment 

and climate change
•  Internet for all 

The report also includes case 
studies for all 17 goals.

Read more: 
htt ps://www.ericsson.com/
about-us/sustainability-and-
corporate-responsibility

29
%

of companies describe on their website 
how the CSR strategy relates to the 

overall corporate strategy

72
%

of companies give an explanati on of 
their CSR strategy on their website

THE TEAM

Team up and invite other actors to 
collaborate to put your company in 
a wider context. 

THE MESSAGE

Use a strong and clear message! 
Do not confuse things. 

Companies are doing well in explaining their CSR strategy but 
fail to link it to their overall strategy. Communicati ng how 
your company links sustainability to your overall strategy and 
operati ons will be perceived as being a more ambiti ous and 
developed approach to sustainability.

WEBRANKING RESULTS

share the message about a new and ambi-
ti ous agenda that will consti tute a framework 
for sustainable development unti l 2030.
One might questi on if this is all talk and no 
acti on. The past 18 months have at least dem-
onstrated some signs of progress. At the 
moment, many countries around the world 
are working to align their nati onal develop-
ment plans with the new goals. Other actors 
are also taking acti on, including the Swedish 
company we menti on below. This indicates 
that the goals can potenti ally be the driving 
force we need, providing opportuniti es for 
collaborati on toward common objecti ves.

It will conti nue to be important to raise 
awareness of Agenda 2030. But we anti cipate 
increasing interest in concrete acti on toward 
fulfi lling the SDGs. The coming years will 
hopefully show further signs of progress. 

Delivering on the SDGs

Ericsson
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SSAB on communicating 
sustainability online

In April 2016, SSAB, LKAB and Vatt enfall initi ated
a joint initi ati ve for a future fossil-free Swedish
steel industry. The purpose of the project is to
create a process that does not emit CO2, but
water. This could reduce Sweden’s total carbon
emissions by ten percent, a substanti al
contributi on to a fossil free Sweden 2045.

SSAB always aims for a high level of trans-
parency, as a way to engage with various 
stakeholder groups and increase customer 
interacti on. As sustainability is an impor-
tant area for us, not only in our own oper-
ati ons, but also as a part of our customer 
off ering, we believe in a mutually benefi -
cial dialogue with our various customer 
groups and cooperati on partners.

Sustainability is an important part of our 
business model, both in the short and 
long-term. Our vision is to create a stron-
ger, lighter and more sustainable world. 
One example of this is our Hybrit project, 
which aims to create a CO2 free steel 
industry. To us, sustainability communica-
ti on is a means to inform both the public 
and our partners about how we work, and 
helps create momentum in our eff orts.

Sustainability is an intrinsic part of our 
corporate communications. We work 
with diff erent communicati on channels to 
reach out to diff erent stakeholder groups 
depending on the informati on that we 
want to share. That is an important part of 
ensuring that our message is being heard. 
Our main communication channels 
include our website and social media. We 
also regularly meet with our stakeholders 
at face-to-face meeti ngs, seminars and 

The steel industry in general, and SSAB in 
parti cular, has worked with sustainability 
for a long ti me. We have achieved great 
results, both in improving our own opera-
ti ons and in helping our customers reduce 
their environmental impact and become 

T�� ����� �� ���� ����’� ������ �� 
“� ����� �� ����� ������”, �� �� ���� 
��������� ��� ��������� �� ��
����������� �� ��������� �����?

W��� ��� ���� ���� ������������� 
�������� ��� ��������������?

W�� �� �� ��������� ��� SSAB �� 
����������� ��������������?

W��� ��� ��� ���� ���������� ��� 
������������� ��� SSAB ���� �� ����� 
�� ������������� ��������������?

The steel giant, SSAB, was one of the 
Swedish winners in this year’s CSR secti on 
of Webranking by Comprend. Together 
with SCA and Stora Enso, the company 
illustrates what transparency online is all 
about. We asked some questi ons to SSAB’s 
Thomas Hörnfeldt, Vice President Sustain-
ability & Public Aff airs, to fi nd out more 
about the company’s approach to 
sustainability communicati on.

universiti es. We also believe it is important 
to parti cipate and communicate through 
various media interviews.

more energy effi  cient. Here we could fur-
ther improve in getting our message 
across to ensure that people understand 
the sustainability-related challenges and 
opportunities for us. But also to make 
sure they are aware of the good work we 
do. Communicati ng sustainability gives us 
a great opportunity to att ract people that 
value sustainability, and want to make a 
difference – both when it comes to 
employees and investors.

Check out SSAB’s website: 
ssab.com/company/sustainability

Thomas Hörnfeldt
Vice President 

Sustainability & Public Aff airs

INTERVIEW WITH

Q

A

Q

A

Q

A

A

Q

Webranking 2017 sustainability winner
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This year’s CSR results: 
Webranking by Comprend TOP COMPANIES – 

ENI, SNAM AND TELECOM ITALIA

Competi ti on for the best company in this 
year’s Webranking by Comprend was parti cu-
larly fi erce. In the end, Italy dominated the 
top spots of the ranking. Ciao!  Finishing third 
last year, Snam, the Italian  natural gas infra-
structure company joins Eni and  Telecom 
 Italia in the front row of this year’s ranking, all 
scoring 9 out of 10 points. While six of the top 
seven places were held by  Italian companies, 
the Dutch consumer goods company Unilever 
achieved joint fourth place, up one spot on 
last year. The two  Nordic multi nati onals SCA 
and Stora Enso also make the top list sharing 
place eight with 7.8 points. The list is com-
pleted by Galb  Energia from Portugal with 
7.7 points. 

BEST COUNTRY – 
SWITZERLAND 

Switzerland tops the ranking for the best 
CSR secti on in the Webranking for yet 
another year, improving its score to 5.6 
 compared with last year’s 5.4 points. Also, the 
United Kingdom defends its second spot last 
year and Sweden retains its third spot. 
 Generally, the country ranking is rather stable 
as no ranks changed and no new countries 
have made it into the ranking this year. Only 
Spain’s rise to 3.8 moves it ahead of France, 
which now ranks tenth. 

BEST INDUSTRY – 
CHEMICALS

The Chemicals industry secures the top spot 
in the Webranking 2017 with a score of 4.6, 
which is slightly below its 4.8 points of last 
year. 2016’s runner-up Uti liti es drops down 
the ranking and is placed fi ft h this year, 
 scoring 3.9. Vice versa, the Food & Beverages 
industry climbs impressively from fi ft h to 
 second, sharing it with Basic Resources at 
4.3 points. Oil & Gas maintains at the fourth 
spot, while Tele communicati ons is new 
among the leading industries on sixth place. 
Also the Bank and Insurance industries make 
it to the top list in this year’s ranking.

ABOUT WEBRANKING BY COMPREND

Webranking by Comprend, established 1997, is 
Europe’s leading survey of corporate websites and 
the only global ranking that is based on stake-
holder demands. In 2016, we ranked 830 companies 
(including the 500 largest companies in Europe) 
from 41 countries and 20 diff erent sectors to 
measure how well they meet the expectati ons of 
key stakeholders. The ranking is based on input 
from the target groups of corporate websites. 300 
capital market representati ves and 200 job seekers 
responded on what kind of informati on they look 
for on corporate websites and in companies’ social 
media channels.

Learn more about Webranking by  Comprend: 
comprend.com/webranking/

CONTACT THE AUTHORS OF THE REPORT TODAY
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1.  Eni Italy 9
1.  Snam Italy 9
1.  Telecom Italia Italy 9
4.  Generali Italy 8.4
4.  Intesa Sanpaolo Italy 8.4
4.  Unilever Netherlands 8.4
7.  Terna Italy 8.1
8.  SCA Sweden 7.8
8.  Stora Enso Finland 7.8
10.  Galp Energia Portugal 7.7

1. Chemicals 4.6
2. Food & Beverage 4.3
2. Basic Resources 4.3
4. Oil & Gas 4.1
5. Utilities 3.9
6. Telecommunications 3.6
6. Construction & Materials 3.6
8. Personal & Household Goods 3.5
9. Banks 3.4
9. Insurance 3.4

1. Switzerland 5.6
2. UK 5.3
3. Sweden 4.9
4. Finland 4.8
5. Italy 4.7
6. Germany 4.1
7. Netherlands 4.0
8. Denmark 3.9
9. Spain 3.8
10 France 3.3
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halvarsson.se comprend.com jungrelations.com springtime.nu involve.secreo.se

h&h group
H&H GROUP is an independent owner of leading  

communication agencies Hallvarsson & Halvarsson,  
Comprend, Jung, Creo, Springtime and Involve. The agencies  

combined have more than 250 professionals advising  
clients from offices in Stockholm, London and Lisbon.


