





Caring for Climate
was launched in 2007
and has now grown
to become one of
the largest and most
diverse of its kind.
It is endorsed by
companies from
over 60 countries
around the world,
representing 27
industry sectors.
By May 2009, this
includes around 40
companies from the
Nordic countries.

Caring For Climate:
The Business Leadership
Platform

The Caring for Climate initiative is a frameworks designed to make markets
voluntary and complementary action work for the climate and to introduce
platform for UN Global Compact partici- mechanisms and policies that create
pants who seek to demonstrate leadership a stable price for carbon emissions.

on the issue of climate change. It provides

a framework for business leaders to Carrying the weight of hundreds of
advance practical solutions and help shape  leading companies from both developed

public policy as well as public attitudes. and developing countries, Caring for
Climate is intended to help shape a global
Shaping the Global Policy Framework policy framework that is conducive of

Through this initiative, the UN Global investments into the building of a low

Compact unites businesses in a call on carbon economy. By informing and influ-

governments to take the necessary steps encing the political process, Caring for

to address climate change. By joining the Climate intends to be a decisive force in

initiative, companies specifically challenge the negotiation of an international climate

governments to adapt legislative and fiscal ~ change agreement to replace the Kyoto
Protocol.

Setting Targets for Carbon Reduction
Companies that join Caring for Climate also
commit themselves to taking practical
steps to mitigate climate change. They are
required to increase energy efficiency and
to reduce the carbon burden of their
products, services, and processes and to
set concrete targets for doing so. Each year
they must report publicly on the achieve-
ment of these targets as part of their
Communication on Progress.

How to Join the Caring for Climate

All Global Compact business participants are invited to join
the Caring for Climate. This requires a public endorsement of
the Caring for Climate Statement that is reproduced on the
opposite site.

To sign up, the company’s chief executive must send an e-mail
indicating the support of Caring for Climate to the following
address: climatechange@unglobalcompact.org.

Visit www.unglobalcompact.org for more information about
UN Global Compact and Caring for Climate.
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The Responsible Competitive-
ness Index is developed by
AccountAbility. According to
AccountAbility, responsible
competitiveness is achieved
through a combination of
smart public policy, engaged
companies, and a supportive
socio-political environment.

www.acountability21.net

Responsible Competitiveness
of Nordic Countries

Nordic countries represent a unique
combination of high productivity and
responsible business practices. This is
illustrated by the Responsible Competi-
tiveness Index 2007, which rank all

five Nordic countries within the top six.
Sweden is taking first place with
Denmark, Finland, Iceland, and Norway
following closely.

A Combination of Three Elements
The high ranking of Nordic companies
on responsible competitiveness is the
result of a symbiotic relationship
between smart public policies, engaged
and innovative business practices, and

a supportive socio-political environment.

POLICY DRIVERS
SMART PUBLIC
POLICY

All three elements are necessary to
understand the first-mover advantage

of many Nordic companies with respect
to a wide range of corporate responsibility
issues.

The combined effects of policy drivers,
business action and social enablers are,
however, particularly important in
explaining why many Nordic companies
are considered champions in the develop-
ment of innovative solutions to mitigate
climate change.

BUSINESS ACTIONS
ENGAGED AND

INNOVATIVE
COMPANIES

RESPONSIBLE
COMPETITIVENESS

SOCIAL ENABLERS
SUPPORTIVE
SOCIO-POLITICAL
ENVIRONMENT

POLICY DRIVERS

Nordic Governments have traditionally ensured a swift translation of international conventions into national law,
a stable enforcement of laws and regulations, and a relatively good coordination between Government bodies.
Combined with a determined effort to reduce administrative burdens and a low degree of corruption, this creates
good conditions for responsible businesses to thrive.

In terms of environmental policy, Nordic Governments have a long track record for punishing the negative externalities
of businesses. Similarly, they have historically been successful in creating economic incentives for the development of
renewable energy and energy efficient technologies.

Finally, Nordic Governments have made a significant contribution to the development of low carbon technologies by
financing and in other ways supporting research and development in select areas such as wind and hydro power

as well as energy efficiency. It has been particularly conducive to the development of both green and competitive
technologies that Nordic Governments have facilitated close cooperation between public and private research as
well as substantial cooperation across the Nordic region.

BUSINESS ACTIONS

Nordic companies have a deep-rooted preference for non-authoritative management systems, decentralized decision-
making and the empowerment of individual employees. This creates space for constant improvement of business prac-
tices and has helped bridge the narrow interests of the companies with the consideration of the interests of society as
a whole. Similarly, Nordic companies increasingly engage in dialogue with a broad range of stakeholders and explore
new ways of collaborating with civil society organizations. This has also contributed to making Nordic companies more
responsive to the environmental concerns of people outside of the companies.

Many Nordic companies have realized that corporate responsibility can increase profitability and create economic
value. Accordingly, a strategic approach to business sustainability has spread rapidly over the Nordic region, even also
to thousands of small and medium-sized enterprises. This development has to a large extent been underpinned by a
long-term perspective of many Nordic companies, who focus on value creation exceeding five years.

In line with this general approach to corporate responsibility, climate change has not been conceived merely as a risk,
but increasingly as a business opportunity. Many Nordic companies hence run profitable businesses by developing
products and services that can help mitigate climate change. Yet others have strengthened their brand value by making
efforts to reduce their environmental impact — an important message in their external communication

SOCIAL ENABLERS

The sustainable development of the Nordic private sector also owes to a long history of different factors such as trusted
public and private institutions as well as a vibrant civil society. The freedom to organize and express opinions — and the
existence of a free and very inquisitive media — has created space for a free and open discussion about the environmental
impact of companies. Recently, this has primarily taken the shape of a passionate debate about the role of business

in tackling climate change.

As part of their formal education and general upbringing, most citizens of the Nordic countries have been continually
exposed to the realities of our eco-system and generally enjoy a high degree of environmental consciousness and
concern. This affects Nordic companies in at least two ways. As managers and employees, people can directly influence
the environmental stewardship of the companies they represent . As consumers, people can use their purchasing power
to demand climate friendly products and services.



Summary of Nordic
Best Practice

Despite great variety among different companies,
five general strategies stand out as the core of
Nordic best practice on business and climate change.

LIFE CYCLE ASSESSMENT

In most industries, significant carbon emissions result from virtually all
parts of the value chain. It does, however, vary from case to case whether
it is the production of raw materials, supply chain activities, transportation,
production, product use or waste handling that has the greatest climate
change impact. To optimize emission reduction strategies, many Nordic
companies start off by estimating the relative impact of each part of the
value chain. In some instances, this takes the shape of a thorough Life
Cycle Assessment for specific products and services.

READ MORE IN THE FOLLOWING CASE STORIES:
Danisco, ICA, Manpower, E.ON Nordic, Coloplast,

ITT Water & Wastewater, Atlas Copco, Ericsson, Hydro,
Novozymes, StatoilHydro, Yara

REDUCE VALUE CHAIN IMPACTS

Scrutinizing their value chains and estimating indirect carbon emissions,
some Nordic companies have found extremely cost-effective ways to
reduce their carbon footprint. Some have been able to significantly reduce
emissions related to the transportation of goods by improving logistics or
by making a shift to electric or bio-fuel vehicles. Others have reduced air
travelling of employees considerably by installing modern communication
equipment. Last but not least, pioneering strategies by Nordic companies
indicate that introducing climate change as an important issue in relation
to supply-chain management and the choice of raw materials can become
an important carbon reduction strategy of the future.

READ MORE IN THE FOLLOWING CASE STORIES:
Det Norske Veritas, ICA, E.ON Nordic, A.P. Moller — Maersk Group,
Coloplast, DONG Energy, SAS, Storebrand, Atlas Copco

3.

PROMOTE RENEWABLE ENERGY

An increasingly popular strategy for companies to reduce their climate
footprint revolves around the exploitation of renewable energy sources.
Nordic energy producers have taken steps towards the transition from
fossil fuels to a variety of renewable sources, but also companies that
consume energy are increasingly integrating renewables into their climate
change strategies. Some install windmills or solar panels on their own
property to supply electricity or heating for their operations. Others pay

a premium price for so-called Green Electricity or voluntarily offset parts
of their carbon emissions by buying CO, quotas generated through the
production of renewable energy abroad.

READ MORE IN THE FOLLOWING CASE STORIES:
Danisco, E.ON Nordic, DONG Energy, SAS, Hydro, Landsbankinn,
Novozymes

INCREASE ENERGY EFFICIENCY

Over the last decades, Nordic companies have developed into some of
the most energy efficient in the world. In spite of this, recent initiatives
by Nordic companies illustrate that there is still great potential to reduce
the use of electricity and consumption of fuel in very profitable ways.

In fact, many targeted investments in new technology still have a return
on investment of less than three years. This goes for investments into
reducing the use of energy in buildings and production, as well as the
operation of stores and offices.

READ MORE IN THE FOLLOWING CASE STORIES:
Det Norske Veritas, ICA, Manpower, A.P. Moller — Maersk Group,
Coloplast, Atlas Copco, Electrolux

RESPONSIBLE LOBBYING

Companies around the world enjoy — individually or collectively —
significant influence over governments and other decision-makers.
Companies can influence regulatory measures as well as voluntary
industry standards in ways that will create incentives for reducing the
carbon burden of products, services, and processes. This publication
includes examples of how this has been done within specific indu-
stries and at a national or regional level. Every company that joins
Caring for Climate is in a way engaged in a similar endeavours at a
global scale by supporting a call on governments to make markets
work for the climate.

READ MORE IN THE FOLLOWING CASE STORIES:
Grundfos, Skanska, SAS, Storebrand, Electrolux, Ericsson,
StadoilHydro




Introduction to Case Studies

The 22 case studies presented in the
following pages portray climate initiatives
taken by Caring for Climate signatories of
the Global Compact Nordic Network.

The Global Compact Nordic Network is

a learning forum for companies from
Denmark, Finland, Iceland, Norway, and
Sweden who since 2001 have come
together to advance sustainable business
practices. In recent years, climate change
has been a recurring topic for discussion,
and the case studies in this publication thus
partly reflect the mutual learning taking
place within the Global Compact Nordic
Network.

For Inspiration and Learning

Each case study illustrates how the Caring
for Climate commitment has been trans-
lated into voluntary targets for reducing
the company'’s carbon footprint. They all
demonstrate a strong linkage between
carbon reduction strategies and enhanced
competitiveness. This can hopefully
encourage more UN Global Compact
participants from around the world to
demonstrate similar leadership on the
issue of climate change.

Most importantly, the case studies high-
light a number of very practical examples
of how companies from a wide range of

Global Compact Nordic Network

different industries are taking action to
mitigate climate change. This is intended
to provide useful inspiration and concrete
input to companies who are about to
develop their own strategy on climate
change.

How to get started?

Based on the experiences of those pre-
sented in this publication, companies are
recommended to take a 7-step approach
to the development of climate change
strategies:

Step 1: Ensure CEO support. Sign up to
Caring for Climate.

Appoint a person or a department
to drive and coordinate climate
actions.

Analyze your company'’s carbon
footprint, including all known
direct and indirect emissions.

Set voluntary targets for reducing
the carbon burden of products,
services, and processes.

Develop an action plan, prioritizing
cost-effective measures with

a strong business case.

Take action! Create incentives

for all employees to join in.
Evaluate and report publicly on
progress.

Step 2:

Step 3:

Step 4:

Step 5:

Step 6:

Step 7:

There are currently approximately 110 members of the Global
Compact Nordic Network. Membership of the Network is open
for businesses and business associations from Denmark, Finland,
Iceland, Norway and Sweden that are signatories to the Global
Compact. To learn more about the Nordic Network, please visit

www.gcnordic.net

Similar Global Compact Local Networks exist in approximately
60 countries around the world. To find a Local Network in your
country or region, please visit www.unglobalcompact.org.
































































Yara International

Headquarters: Oslo, Norway Industry: Chemicals

Caring for Climate Voluntary Targets

Yara’s ambition, set in 2004, was to reduce global greenhouse gas emissions by 25 pct. in
2009, compared to the 2004 level, and to be among the most energy efficient companies in
the industry. Yara reached its greenhouse gas emissions target in 2008, ahead of schedule,
after cutting emissions by 30 pct. compared to the 2004 level.

Strategic Highlights

Reducing N,0 and NOx Emissions Around the World

Yara has been one of the pioneers amongst fertilizer companies in recognizing the need for
reducing nitrous oxide (N,0O) emission — one of the main green house gasses related to agri-
cultural production. N,O contributes to global warming with 6-11 pct., and Yara has spent
more than USD 30 million on developing a breakthrough catalyst technology for nitric acid
plants since the early 1990’s that reduces N,O emissions by 70-90 pct.
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Products / Services: Mineral fertilizers

This new technology is now being used in 50 pct. of all Clean Development Mechanism
(CDM) projects worldwide. The single most important contributor to Yara’'s overall emis-
sions reduction has been the installation of the N,O-catalyst technology in 12 of the com-
pany's 25 nitric acid plants.

Yara has equally invested in technology for reducing NOx-emissions, a gas mainly related to
air quality. Through products such as, Airl® and NOxCare®, Yara contributes to reducing
NOx-emissions both within shipping and the auto industry.

Technological Upgrades in Production Plants

Approximately 80 pct. of Yara’s energy consumption is related to ammonia production, and
a key element in improving energy efficiency is achieved by upgrading plants technologi-
cally to optimize production and reduce downtime and malfunction.

From 2007 to 2008 Yara's energy efficiency was improved by 13 pct., and of four Yara's
production plants are among the ten most energy efficient in the world. In 2009 the plant
in Sluiskil, Netherlands, was awarded the first ever Green Leaf Award by the International

Fertilizer Industry Association (IFA). These improvements have contributed substantially
to Yara's overall GHG emissions reductions and Yara’s efficiency.

Yara aims to be an industry shaper and in this
respect our environmental commitment is a major
priority for us. We have seen a significant reduction
in our emissions combined with improved energy
efficiency, and at the same time our environmental
products are becoming a growing part of our busi-
ness. Our environmental efforts definitely make
sense both in a social responsibility perspective
and a business perspective. "

Jargen Ole Haslestad, CEO and President
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